Kelly Weinberger, founder of
WorldFinds with their artisons in India.

INTERVIEW

Ethical Fashion:

Vieet
WorldFinds

BY THE EDITOR

YOU MAY KNOW ‘WorldFinds for their colorful India’s second wave of covid has been just horrible
jewelry and covetable accessories and gifts, But for our artisan partners and they've had a very rough
their story is what really makes them standout. time. It is improving finally, and we're all determined
They're wormen-owned and fueled and committed to get through this.

to empowering women and their communities. Their
high-quality products are handcrafted, fair trade,

RI: Let's go back to the beginning a bit and tell us
sustainable and ethically sourced, using wooden

how the brand started?
KW: It all began way back in 1999, | was in the middle

of a 14-manth trip backpacking arcund the world with

scraps from furniture factories and repurposed Sari
and Kantha textiles. We went behind the scenes with
founder Kelly Weinberger to learn more about the

ethos serving as the core of their brand my husband. We were in Nepal and a fellow-traveler

friend from Mew Zealand mentioned she was going to
visit 2 women's cooperative that day, as her mom was

Retailing Insight — First of all, how are you doing? really into fair trade. | immediately nesded to know
Kelly Weinberger — We are welll [t's been 2 maore! | had my lightbulb moment after learning that
challenging year, but things are finally beginning to it addressed so many of the root causes of poverty,
improve. We've been okay here in the .3, but acting as a tool to provide economic empowerment, »

-0 a2 RETAILING ISIGHL uly July-August 2021 RETAILING INSIGHT 43



and was a way to connect with
WOITIEN In U nd(—:r:;(-:rved comimu-
nities. | thought perhaps some

of my previous work experience
in marketing might be useful to
do something on my own in fair
trade. | spent the rest of our
travels completely obsessed with
the concept of starting a ‘business
with a purpose’, determined to
learn as much as possible about
artisan communities’ needs in
the different places we visited.
When we got back home, | began
testing out products at trunk
shows friends kindly had for

me, and when everything sold
out, | thought | might be on to
something. | quickly moved into

whalesale by calling on stores as

the volumes were better and |
could get more orders back into
the artisans faster. There was a lot
af just sort of figuring things out as
| go, which we still sormetimes feel

like wa're doing even today!

Rl: How did you find your artisan
partners?

KW: For me everything is about
connections and relaticnships. Our
artisan partners are a combination
of Waorld Fair Trade Organization
members, small families of arti-
sans, and women's cooperatives.
We've been working with most of
them for about 20 years. When |
was first starting out, it was about
finding groups that | felt a strong

connection with, that were easy to

wark with, had a solid foundation
of social impact initiatives, wha
were keen to work an new designs,
and had potential so that we could
grow together. Plus, lots of trust
and respect. We have so much
invested in our partners, and they
in us. | just love working with them
on so many levels.

RI: How are your designs sustain-
able?

KW: Everything we design, source
and sell is handmade by women
artisans who wark fram their
homes or in small workshops.
We're definitely part of the small
batch, slow fashicn mavement and
with time, we've been zble to scale

up production and build capacity.

A majority of our designs are made in existence. so we don't

using repurposed materials, like contribute to the f}?:‘?hi‘t’??ﬁ.
kantha quilts, sari pieces, wood

) . . N
scraps, and Kutch textiles. All are Rl: How large is your team?

found in abundance in India and KW: We have an amazing group

. . o nere in the U.S. Our office/design
we're able to reimagine them into ) L. .
studio/warehouse is in the Chicago

i autiful!
something fresh and beautifull area, and we have a small but

We're now beginning to work mighty team of eight people. Six
with recycled metals which is zlso of us are based here, including
exciting. We consider the environ- my husband and business partner

mental impact in everything we do,  (who is a master at reports,
Statistics from the garment ~ sPreadsheets, IT and finances).

T Our product designer was our
industry are simply first hire back in 2007, she is just

staggering, fashion wasie is  incredibly talented and also misses

having a horrible effect on not being able to get to India.

/ I d We also have a great warehouse
] 2 Wi ' - .
our planet, and we lry to do manager, a brilliant marketing

all we can to use materials  coordinator, and an amazing

account manager. Two of our team
members work remotely, our sales
manager is based in North Caro-
lina, and our marketplace manager
is in San Diego — so we're used to
Zoom meetings and working with
multiple time zones.

RI: Tell us more your culture
and philosophy?

KW: So much of what we do

with our artisan partners is
collaborative, and | wanted that to
be part of our office vibe here in
the United States. It tock severa
years before we had grown
enough so that we could hire any-
one, 5o every day I'm grateful that
we have a team and it's not just

me. | think kindness is important

Crystal Grids, Magnets & Engraved Stones
Over 130 Designs to Choose from
Wholesale Prices: $5-22 / $100 minimum

L {fe S EASOTMS NeW FROM RICHARD SHULMAN

eny that will stay in yous head for & long time

to come. | give Richard and his high-talent

crew & MOST HIGHLY RE COMMENDED rating”™
Dick Metcalf editor,

Lite Seasovs & wocal and mstrumandal mus

Richard Shulman Llﬁ Seasons  xpressng the seasons and me depn of

e fove ponsiie from sharing (i over mary Contemporary Fusion Reviews
i s
' “Life Seasors is quite the journey, affering
each listener a taste of every season through
Life Seasons
the and hands of many talented artists
723867202829 T

theough the pisnc and other assorted instru-
ments. Richard's besutiful plano playing takes
conter stage and he creates sach ack like the
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calortul pictures o the album cover.
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in all relationships, as you never
know what difficulty someone
might be going through in their
personal life. Also fun, creative,
respectful, and thoughtful are
other words I'd use. We bridge
this interesting world between
really challenging social issues in
ndia and the fashion and trend
space here in the U.S, Good
design is the great equalizer, and
we put a lot of time and effort
into our new collections.

RI: What inspires you?
KW: From a motivation stand-

P nt, our artisan p:'i"h"l[‘)"!i are

Just incredibly strong, resilient and

inspiring. I'm motivated every day
to continue growing our business

to keep the partnerships with

NEW

BOOKS
to Enrich the
Mind, Body,
and Spirit
Available now from

Simon & Schuster and
Wholesalers Nationwide

& INNER T

Includes 52 full-color cards and

them gaing strang. In the "befare

times” pre-covid, I'd be in India

at least once a year which helps
to keep connections strong.
Regarding what inspires me from
a design standpoint, it's a mix of
art museums, nature, tra\relingr
architecture, and India itself,
With museums closed and travel
cancelled, I've been relying on
nature quite a bit this past year.
But normally | get a lot of inspira-
tion in India.

Rl: Where do you find retail
partners?

KW: We love trade shows and
have zlways found a lot of our
partners that way. We can’t wait
to return to Atlanta and NY

MNOW shows this summer. Online

ANIMAL LOVE

ORACLE CARDS

ing with Animal Allies
$18.00 « Paperback
Includes 8-page color insert
SEM 978-1-50143-411-5

530.00 - Boxed set

128-page full-color book
IS2M 9731 531432047

ADITION

il BEARCTITOMPANY
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wholesale marketglaces like Faire
and Abound have been great this
past year with trade shows being
canceled. We're also active in the
Museum Store Association as wel
as the Fair Trade Federation. We

find a lot of retailers through those

communities.

Rl: How about your involvement
in fair trade?

KW - Fair trade has been the
foundation of cur business since
the beginning. It's a 360% whalistic
approach to trade, with nine-prin-
ciples and practices at the core of
what we do. These tenets include
the t

preserving cultural traditions,

like paying a living wags,

respect for the environment,
ong-term relationships and

much more. We're celebrating

T
MIM?I Love Dralile Cards Animal Medicine Animal Spirit Wisdom
Advice, Compassion, and A Pocket Reference to 45
Wisdom from Our Animal A Curanderismo Guide to s
atom [Fam G ARmE Shapeshifting, Journeying, and Power Animals

59.99 « Paperback
Full-coler throughout
153N 978-1-64411-115-4

InnerTraditions.com
800-246-8648- 0O ®

20 years as vetted members of
the Fair Trade Federation, and
within that time | spent two terms
an the board as well as serving
on several committess. It's an
amazing, collaborative community
and we have made so many deep
friendships — we all know how
much work goes into what we do
and have the utmost respect for
one another!

Rl: In terms of demographics,
who is your customer?

KW: It's been a fascinating
journey to figure this out, Qur
products do really well in art mu-
seumn shops, and also in college
towns. Two completely different
demographics. We have a wide
range of styles, so there are a

lot of options available. We have

Zippered Tarot Bags

arge, colorful statement jewelry
that speaks to a certain customer,
as well a5 more minimalist styles
that work for a very different
aesthetic. We love designing

new, 5o are always expanding and
ouilding on our range. Qur buyer
is clever, adventurous, likes to
travel, is curious, and likes their
jewelry and accessories to reflect
their personal style and or mood.

RI: Last question to wrap things
up — has the pandemic made you
re-think how you do business?
KW: It has been a year of lots of
challenges to say the least. As we're
orimarily a wholesale brand, we
didn't have a lot of revenue coming
in when everything shut down.
Thank goodness for the PPP and
EIDL loans which helped get us

through those bad months. And as
our artisan partners are in India,
they've had a ton of horrible chal-
lenges to deal with from the initial
shutdown to the deadly second
wave that hit this April and May.
Our core partnerships, principles
and values will certainly not change,
but we are looking at this as an
opportunity to expand our artisan
partners so we can add some new
product collections and reach out
to some new communities.

Thank you so much for the
opportunity to share our story
with your readers!

To know mara about WorldFinds, please visit
their website wholesaleworldfinds. com ar
chack for thair latest collection on sacial media
BEworldiinds.

New Treasures at Starlinks!
StarlinksGifts.com
(800) 867-4344

Trinket Dishes
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Fair Trade Brands

By Hilary Daninhirsch

Fair trade brands impact the artisan commu-
nities by helping to provide economic
security, and they impact the environment
by being thoughtful stewards of the planet,
using eco-friendly materials. Fair trade also
helps consumers be socially conscious in
their purchasing decisions.

Fair trade can trace its roots to the 1940s
with the founding of Ten Thousand Villages,
though the term ‘fair trade’ was not coined
until the 1970s. Even then, the label referred
primarily to such commodities as chocolate
and coffee. Later, handcrafted products,
such as jewelry, clothing, soaps and home
décor were introduced under the fair trade
umbrella.

The Fair Trade Federation

‘The Fair Trade Federation, established in
1994, isa North American trade association
with more than 300 members, comprising
both wholesalers and retailers, all of whom
commit to sourcing and selling ethically-
made handcrafted products. The organi-
zation verifies that members meet nine
rigorous principles of fair trade. And there
are many more nonmember retailers who
choose to stock fair trade items, knowing
the difference that these goods can make
in the world.

“We build equitable and sustainable
trading partnerships borne out of a desire
to alleviate poverty. The global fair trade
movement is an approach to trade that values
the health of the planet and the laber, dignity
and equality of all people,” explained the
FTF’s executive director, Chris Solt.

WorldFinds and dZi

‘WorldFinds

Itwas duringa 14-month, around-the-world
backpacking trip with her husband in 1999,

that Kelly Weinberger visited a women'’s
cooperative in Nepal. That encounter
changed the trajectory of her life. She spent
the remainder of the trip learning about
the concept of fair trade and economic
disparity, while meeting with and learning
from artisans.

“I wanted to see where I could fill a niche
in the market. [ started to test products at
trunk shows and at gift shops. It has grown
organically from there. I became part of
the Fair Trade Federation. That was really
helpful, getting started by being able to
talk to people whe went through the start-
up pains,” said Weinberger, who lives in
Chicago.

Today, WorldFinds distributes ethically-
sourced fabric jewelry and accessories made
by 700 to 800 women artisans in India, and
their products can be found in more than
900 North American shops, She said that she
sells to a huge range of stores, from museum
shops to boutiques, and that the customer
demographic range in age from 20 to 60.

dZi

Mac McCoy is the CEO and founder of dZi, a
wholesaler that works with Tibetan, Indian,
and Nepali artisans to create handmade,
eco-conscious gifts. The name, dZi, is a
Tibetan word that refers to a highly trea-
sured Tibetan “eye bead” that is considered
to be a powerful charm.

McCoy said that dZi maintains five lines,
with the original line called the Tibet Collec-
tion. Other lines include Fair Trade Holiday,
which includes handfelted ornaments, stock-
ings and other holiday décor; Wild Woolies
(animal-themed handfelted characters);
Lunar Revolution Jewelry; and Fair Trade
Home and Garden. The company works with
approximately 15 groups representing 1,000

Fair Trade Special | March-April 21
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plusartisans, primarily in handfelted wool, but
also in jewelry and other products.

“Our primary goal is to provide steady
orders to these businesses. To be able to help
them provide steady jobs to their employees
who then in turn can improve their own home
lives. Any community does better when there
is more work and jobs available to the people
in that community,” said McCoy. He added
that some of the larger artisan groups have
even launched schools in their communities.

Storytelling

Unlike mass produced factory items, every fair
trade product has a story, and perhaps that is
the primary pull for consumers. Retailers often
will place a story about the item and the artisan
on the hangtag, or sometimes, customers will
ask the shop owner for more information. Take
WorldFinds, for example. Customers may learn
that the kantha statement necklace is sustainably
made with repurposed textiles and wood scraps.
‘They may learn that the jewelry is handmade
from repurposed saris and scraps from kantha.
‘They may also learn that the woman who made
this item is helping her family and sending
her daughter to school and now has access to
healthcare. “We have POS displays that helps
tell the story, helps make that connection more
tangible. You know this person exists, that
you're buying from a human and helping out
the community,” said Weinberger.

Paul Culler, owner of the retail store Fair
Trade Winds, with four locations across
the U.S., said that he provides background
information about the artisans, such as a
sign indicating that a particular item was
made by a woman who escaped trafficking,
for example. The more that customers learn,
the more they're likely to return. “It’s really
powerful that those products mean something
and are not just made on an automated
machine,” he says.

Sense of Community
The opposite of competition is cooperation,
and unlike many other facets of business,
wholesalers and retailers devoted to fair trade
practices actually help each other out.
Culler tells the story of how he sent a
potential customer five miles down the road
to another fair trade gift shop, as that shop had
an item in stock that he did not. He said that
when he attends the annual Fair Trade meet-

ings with two to three hundred retailers,
“We don't shy away from telling people
how our businesses are going or what
works best for us. We give people ideas
and really, anything can be on the table.
There are no trade secrets—that doesn’t
happen in any business but fair trade,”
said Culler, who carries scarves, jewelry,
clothing, household goods and much more.

Solt echoed Culler. “Collaboration is a
huge feeling in the fair trade community.
It is very much a group of friends and
associates that has been given a lot of
facilitation through the creation of the
Fair Trade Federation. At their annual
conference, like-minded individuals and
businesses get together and share stories,
share tips, share knowledge, and give
support to each other in what is generally
a tough business,” he said.

Of course, there is some competition, as
is the inherent nature of business, but there
generally is a feeling of mutual respect.
“We try to tread softly or avoid direct
competition wherever possible; that is part
of the ethic,” said Solt.

Both Weinberger and McCoy agree that
the fair trade world is a strongly collabora-
tive one. “Most of us do different things,
but we have so many commonalities that
we bond immeasurably, which is one of
the reasons we love being in the fair trade
world,” said Weinberger.

Increased Interest in Fair Trade
Interest in fair trade and ethically sourced
products is growing, both from the retailer
and the consumer perspective, as aware-
ness is gradually dawning about the impact
of fair trade. For example, many customers
who purposefully shop fair trade appre-
ciate the supply chain transparency.

“I think it’s that people are waking up
to look at more what is going on globally.
People are hearing about the environment
and the ramifications of fast fashion. They
are waking up to global systems that are
harming people and planets and want to
do something to help counter that. They're
thinking, ‘I can make a difference in the
world with my purchasing choices,” said
Weinberger.

McCoy agreed, adding, “More and more,
people are realizing the interconnectedness

of their consumer decisions, that they’re
not just buying a gift, but they are part ofa
supply chain that helps provide meaningful
jobs to people that help support their fami-
lies and communities,” he said.

“There’s so much good that happens
because of one simple bracelet—it’s doing
so much good, and that is such a great thing
for independent retailers to have. The retail
landscape is really challenging, and this is
a way to differentiate themselves from the
big box stores,” added Weinberger.

Solt said that the industry is evolving,
with fair trade brands competing with top
fashion brands, something he calls “. ..new
and exciting.”

For the retailer, McCoy said, selling fair
trade items lays the foundation for building
strong customer relationships, which
ultimately translate into sales. “There are
more people seeking deeper fulfillment in
their work, and fair trade is one way to do
it,” he said.

It’s not always easy, though. Culler
said that, as a small retailer, his primary
struggle is budgeting for marketing to get
the word out about his fair trade inventory.
He believes that the majority of consumers
connect with the buzzwords ‘ethically
made’ and ‘environmentally sustainable’
more so than the “fair trade’ aspect and all
of its underlying principles. “That whole
concept doesn't go that far, though we are
making progress,” he said.

Still, the fair trade business is a grati-
fying one. Culler said he enjoys ©
the satisfaction of being able to talk to
customers who come in to the store and
tell us how much they appreciate that we're
doing this.”

Solt added that to be effective as a
retailer, you have to make an emotional
connection with your consumer by having
a values approach to retailing, which
gives you a competitive edge. “It is not
enough just to be an efficient and effective
retailer, which you have to be in today’s
marketplace, but it’s the right thing to do.”

Hilary Daninhirsch is a freelance writer based
in Pittsburgh. She has written features and
business profiles for dozens of trade and lifestyle
publications. Hilary can be reached at https://
hilarydaninhirsch.journoportfolio.com.
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Afun cat-themed measuring tape made
by artisans from Vietnam working with
Mai Vietnamese Handicrafts, a nonprofit
organization that provides income
generation and marketing services to
Vietnamese artisans, in Ho Chi Minh city.
Measuring Tape Kitty Cat

by Ten Thousand Villages .

Made from jacaranda wood hand-carved
and painted by artists in Kenya. With each
purchase, the company donates 10% to non-
profit animal conservation programs.
Drinking Giraffe Bow| by Acacia Creations

Each piece is handmade from recycled
textiles by women artisans in India!
Kantha Chromatics Collection by WorldFinds

Editor’s Picks

SUSTAINABLE &

LY MADE GOODS

Artistic bookmarks handcrafted by artisans in Colombia
Numberwing Butterfly Bookmark by Tulia's Artisan Gallery

38 Retailingnsight

The company uses ethically-
sourced and sustainable natural
ingredients and practices a zero-

waste philosophy from product to
packaging. Plus, 1 percent of their
sales goes out to 1% for the Planet
to help support environmental
nonprofit programs.

Eucalyptus Shower Mist by Terralite

FROM BRANDS TO REMEMBER

Each product has its one-of-kind style, designed to carry
a strong and beautiful message of hope, change,
awareness, and kindness. So, be part of this movement!
Celebrate the maker, the brand... support their
products and their amazing work, and

discover why they should be remembered!

This balsa wood kitty is hand-carved by Balinese

L — artisans from Mitra Bali, a fair trade company that
§ R ST has been helping the Bali area since 1993.
Peeping Kitty by SERRV

The company directly supports
the artisans in India that block-
print their fabric, and they also
donate a portion of all profits to
Global Fund for Women, a non-
profit foundation supporting the
advancement of women's rights
around the world.

Sierra Oversized Scarf

by Maelu Designs

A black printing method was used to make this robe by

artisans in India! The company partners with Aravali, a for-profit
company that works with 150 artisans in the Jaipur area.
Flowering Vine Robe by Ten Thousand Villages

Each pair of these socks
sold plants 10 trees through
Trees for the Future, a
nonprofit organization that
helps communities around
the world plant trees!

Socks That Plant Trees

by Conscious Step

Distributed by Kahiniwalla*, Pebble products are made
without the use of machinery or electricity in Bangladesh.
Women of different religious and cultural backgrounds are
brought together and work side by side!
Baby Blanket by Pebble

An ethical fashion company merging
uncommeonly vibrant style with fair trade
practices to make an impact on global poverty.
Vibrant Threads Bracelet, Blue by Mata Traders

Made by Yanesha indigenous artisans and PaT5, a
nonprofit organization that works with the Yanesha
people in Peru, helping to develop a sustainable project
model based on their forest resources.
Wine Rack by Sobremesa by Greenheart

This basket was handwoven of pine needles and pajon, a native grass of the Guatemalan

highlands. This basket is named for the young daughter of a Mayan Hands basket maker.
Her mom’s income through fair trade means Mayra will have the opportunity to attend
school, something her mother was not able to do as a girl.

Mayra Basket by Mayan Hands

Forevery towel sold, the brand plants a tree. They
are also partnering with The Water Project, a non-
profit organization who helps to bring clean water
to sub-Saharan regions in Africa!

Yoga Hand Towel by Jade Yoga
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Elephant Bag
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werld Finds
www.werldfinds.com

“Remember that the happiest

ze':l::f sl sl During this season let's expect less and give
"H 05: 9‘";9 S more... love, respect, smiles, and gifts! In
= H. Jackson Brown, Jr this issue, we want to celebrate the “spirit

of giving” by selecting meaningful gifts for
the conscious living community of families
and friends. We hope that our gift ideas can
be the source of inspiration for you!
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Privtfresh
L privtfresh.com
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The Future of Trade Shows

By Megy Karydes

Normally, summer months are busy for everyone in our industry. Vendors are running from

r trade show to trade show while retailers are excitedly placing orders and managing busy shops
back home. This year, due to COVID-19 and sheltering-in-place orders that have caused trade
show cancelations and stores to close, the way we do business has shifted and we’ve been left no
choice but to adapt to this changing landscape.

Trade shows as we know them, which have seen their own shift in recent years with the advent of
digital trade show platforms and soaring costs to exhibit that don’t match the return on investment
many companies need to justify a presence, might be in jeopardy. But the gift and home industry
is built on resilience and flexibility as well as relationships and community. While the trade show
experience might not look the same anytime soon or possibly ever again, it is adapting to meet
the needs of the ever-changing marketplace.

The New Trade Show Experience: Digital

“The coronavirus pandemic created a forcing function for retailers and brands alike to reconsider
the best and most efficient way to do business together in the absence of traditional trade shows,”
says Marcelo Cortes, co-founder and CTO at Faire, a wholesale marketplace that empowers small
business owners and independent brands to buy and sell wholesale online.

“With crowded events raising new concerns about health risks, and store closures creating
tighter budgets, it has highlighted the need for reliable digital tools that provide remote buying
opportunities,” adds Cortes. “In the future, as the functionality of these digital tools continue to
improve, we'll see brands and retailers rely less on seasonal in-person events that require costly
discretionary spending.”

Bob Maricich, CEQ of International Market Centers, which hosts AmericasMart Gift & Home
Market, IMC High Point Market and Las Vegas Market, admits that while nothing can replace
the in-person buying experience and the excitement of market, he sees emerging technologies
as a complement to that in-person experience.
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“A recent survey of IMC’s buyer and
exhibitor universe shows that digital
platforms will become an increasingly
important element for market preparation,
product discovery and order processing,”
Maricich says. “As such, we see the lines
between physical and digital marketplaces
continuing to blur, allowing buyers and
sellers to connect wherever and whenever
they wish to transact.”

Something to remember, though, is that
trade shows are not just about buying and
selling. They’re about community.

“One of the overlooked benefits of
attending trade shows is the chance to be
with other like-minded businesses,” says
Jennie Misner, owner of Venture Imports,
an importer, wholesaler and retailer of fair
trade products from Kenya.

“The networking that goes on at shows can
behelpful from a business point of view, but
psychologically as well. Running a business
can feellonely at times, so it’s nice to bounce
ideas off of other business owners, and just
to commiserate with each other! Now that
we don’t have trade shows forcing us to be
together, we have had to be intentional in
keeping up with each other.”

How To Do Business Today
For both brands and retailers, trade shows
afforded them the opportunity to establish
contacts and relationships within the
industry. So how do companies help trans-
late that in-person experience online?
“Our mission at Faire has always been
to empower our customers to chase their
dreams, and during the COVID-19 crisis,
that has meant building products to help them
navigate a new path forward,” adds Cortes.
Faire recently announced the develop-
ment of new tools intended to build upon
their online marketplace to bring the sense
of community and connection of trade
shows online to create year-round buying
opportunities. These tools include:

«» Live streaming: Brands can host livestream
video to hundreds of retailers to debut new
products and launch new collections.
Retailers can ask questions through live
chat and checkout directly.

«» 1:1 appointments and collaborative cart
building features: Brands can invite

retailers to live video appointments to
walk through product and merchan-
dising options. During the appointment,
brands and buyers can easily create orders
together with collaborative order building.

IMC introduced a new digital innovation
division, IMC_di, in January to develop a
seamlessly integrated omni-channel B2B
e-commerce platform for the apparel, gift
and home furnishings industries served
by IMC’s physical markets. IMC’s new
digital marketplace is expected to launch
by year-end.

“In the meantime, as the COVID-19
crisis has created more need for enhanced
online resources for our industry, IMC has
leveraged existing digital tools - such as
ShopZio and Catalog Connexion, which
were acquired as part of our IMC_dilaunch
- to help buyers and sellers get back to busi-
ness,” notes Maricich. “Linkable directly
from our market websites, these tools enable
exhibitors to maintain visibility, showcase
available products and transact business
until physical markets resume.”

Independent retailers are trying to
run a business while figuring out how to
place orders they can't touch or feel for
the important fall and winter seasons.
Rachel Hershinow, owner of Stella, an
independent gift and apparel boutique
in Evanston, Illinois, admits that she’s
been trying to take it day by day because
otherwise she becomes completely over-
whelmed. The problem, she says, is that
buyers need to forecast and purchase or
commit several months in advance for
merchandise. Yet, without a decent road
map based on previous trends and history,
she feels like she’s navigating in the dark.
Not to mention Hershinow is a “touch
and feel” kind of buyer and that’s not
possible to do online. “It’s going be super
challenging to buy for fall and holiday
without the ‘tradeshow treasure hunt’
that I have relied on for so many years,”
Hershinow says. “I will have to buy very
thoughtfully and lean, which is opposite
of my nature which is to go by gut (which
has served me well in the past).”

Just as inventory management will be
hard for retailers, it'll be a major challenge
for wholesalers, too, since they have to
project future inventory needs as well as

lead time. “It’s difficult for us to predict
how much inventory we're going to need,”
Misner admits. “Even if we could accurately
forecast how the pandemic will affect sales
and buying patterns in the months ahead,
we may be struggling with a lack of cash
flow due to loss of sales thus far.”

Products that require extended lead time
due to where they come from or because
they’re handmade may become harder
for retailers to source once they're able to
buy again, according to Misner. “This will
be important to keep in mind for those
attending trade shows that have been moved
to October, for example,” she adds. “Products
may no longer be available in the quantities
they desire that late in the season.”

Meanwhile, wholesalers are re-evaluating
how they introduce products and consid-
ering ways to make it easier for retailers
to explore their lines and place orders for
the upcoming seasons. In past years, dZi
Handmade would launch new products
at the trade shows first as an incentive to

Spiralbound, 54 Color Photos, 7" x 9"
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attendees, and then post them online. “Now
it's going to be the reverse as the online
market place has become the primary
one for sales,” says Mac McCoy, CEO and

be more delighted to have their team
marketing his company on their new
virtual showroom platform. “We've also
just on-boarded with Faire.com, and

Independent retailers are trying to run a
business while figuring out how to place

orders they can’t touch or feel for the
important fall and winter seasons.

founder dZi Handmade, a company that
imports fair trade gifts and home acces-
sories from India and Nepal.

McCoy also works with the Gifts of
Nature rep group, which serendipitously
just launched their new e-commerce site
featuring all 50+ lines, so he couldn’t

(%Z?’ZQT

sales@srfpublishers.org

now that we have all those b2b materials
organized we're going to join the RepZio.
com platform,” he adds. “I'm expecting
these steps to help us bridge to 2021 when
I expect the primary trade shows to slowly
come back. It might not be what it used
to be, but maybe the combination of a

eflections
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Each week of this award-winning calendar features
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traditional and an expanded virtual market
presence will equal more than what we
previously had... one can only hope!”

‘While all these online tools are great for
many retailers, some buyers like Hershinow
still favor paper catalogs, line sheets and
cookbooks to help them visualize layout of
products. Email pitches tend to get buried
in the sea of regular daily emails, she says.

‘WorldFinds, a fair trade wholesaler that
works with women artisans in India and
Bali to produce handmade jewelry and
accessories, is trying to meet their retail
customers wherever they are: tradeshows,
marketplaces, online, print catalog, and
even on one-on-one Zoom calls any time.
“And sample boxes!” shares Kelly Wein-
berger, founder of WorldFinds. Similarly,
retailers have been experimenting and
adopting new methods to sell inventory
to customers at home.

“During this time, small businesses have
demonstrated their ability to remain agile
and innovative by adopting new savvy
tools and strategies to help them compete
and continue to grow their businesses,”
says Cortes. “On the retailer side, tactics
typically deployed by big box chains like
curbside pickup, buy online pick up in
store, and selling through social media,
are now being used by local retailers on
a large scale. As of June, according to our
survey of 100,000 independent retailers, 78
percent are offering now curbside pickup,
and 68 percent are investing more in new or
existing online channels. On the brand side,
we're seeing incredible creativity in how
entrepreneurs are pivoting - from a beauty
and wellness brand creating hand sanitizer,
to a gift brand designing face masks.”

Hershinow has been hosting Facebook
Live sessions where she showcases half
a dozen to 10 dresses, outfits or jewelry,
each associated with a number. Like a host
on a television show, she shares details
about each product, turns it around so
viewers can see the shapes and cuts, and
then encourages customers to comment
or message her with the item number they
want to purchase.

“All of us have had to be incredibly
creative during this time,” adds Weinberger.
“Our retail partners have really hustled
by offering curbside pick-up, personal

deliveries and selling on Instagram Stories
and other social platforms. So many of our
independent retailers are really resilientand
will adapt to ordering in other ways if trade
shows look different or aren’t an option for
them this year.”

Relationships More Important

Than Ever

Without physical trade shows, many won't
be seeing familiar and friendly faces this
year, as Misner mentioned earlier. Under-
standably, this is difficult for many who feel
like attending trade shows is like a reunion
of sorts. For others, the reality that they've
had to suddenlyand abruptly change course
without a road map is unsettling.

Independent representatives

are feeling it, too

“I feel sad because customers, businesses
and vendors including myself have been
thrown off our regular paths and we
have all struggled over the last months
to find our balance,” notes Gina Lempa
of Gina Lempa & Associates in Elgin,
Illinois, an independent sales representative
covering the Chicagoland area. Still, Lempa
feels hopeful because she has seen how
resourceful everyone is in getting right back
to business and creating new ways to reach
their customers through social media, email
marketing and a variety of educational
courses online.

“I believe virtual showrooms will be a
must,” adds Lempa. “Venders must provide
a virtual way for customers to “see’ what’s
new. Buyers must be patient and willing
to work the virtual showroom online
similar to how they invested their time and
walked and worked the showrooms in the
past. Some retailers have had great success
with Facebook Live events and I think
wholesalers might want to take notice and
offer some type of similar optien. Recently,
one of the companies I represent started a
Private Retailer Only Facebook group so
we can exchange information more openly
and easily.”

Teresa Hendricks, owner and goddess of
Lucia’s World Emporium and Lucia’s Imports,
agrees that online purchasing and selling will
become even more prominent in the coming
months and years. She owns two stores, one

continued on page 18

(soundings of the planet

‘ Celebrating 40 Years of Peace Through Music

HEALING RESONANCE

PRAYERS
THE WIND

ATIVE AMERICAN & SHVER FLUTES

2020 COVR Visionary Award Winners

GOLD—BEST Podcast « SOUNDINGS PODCAST
SILVER—BEST Blog * SOUNDINGS BLOG

D TAN EVENSON | DRACHAEL
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HEALING RESONANCE

DEAN EVENSON, SCOTT HUCKABAY
& PHIL HEAVEN

Dean Evenson, Scott Huckabay, and Phil Heaven draw < | -
upon decades of friendship and award-winning collabora-

tions to present this meditative and uplifting tonal journey. ~ TROPICAL RELAXATION
Mesmerizing, spacious arrangements merge sparkling DEAN EVENSON & D'RACHAEL

guitar harmonics, flowing flutes and evocative viola
melodies—and introduces the handpan: a melodic steel
percussion instrument whose unique timbre and overtones
flavor the music with a lingering resonance. Ideal
background music for meditation, yoga and relaxation.

SP-7231 UPC 096507-7231-22 MSRP $15.98

Dean Evenson joins long-time collaborator and
harpist d'Rachael in this stunning album reflecting
the beauty of the tropics where she lives. Mystical

flute and harp transport you to an ocean cove where
gentle waves caress sandy beaches. Whales and
dolphins call across the sea. Colorful songbirds
grace a nearby lagoon. Waterfalls cascade into jungle
pools and cobblestone paths lead to a sweet village
where no roads or cars disturb the tranquil mood.
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Barabas, Tim Alexander, Li Xiangting, Peter Ali, Phil
Heaven and many more.
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Sound healing pioneers Dudley and Dean Evenson have
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Now their first book brings together their years of experience
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in Kentucky and the other in Michigan, as well as a wholesale fair trade
business that works directly with artisans in Guatemala. She used to
do the trade show circuit for a decade, but pulled back after 2018 as
attendance dwindled. Instead, she decided to switch course and focus
on online sales and opening up a second retail store.

“I've seen wholesalers have to kind of sit back and regroup
during the shutdown,” Hendricks says. “We all kind of had to be
mindful of our customers who were unable to open their doors.
At the same time, I watched many of our retail partners, including
myself, up their online presence. Many of us had great success
with generating sales with Facebook and Instagram Live. Our
communities of customers were really showing support for the
local businesses.”

What's Next?
Admittedly, no one really knows what the future holds as there are
so many unknowns.

“I think everyone is looking at all possible scenarios as to how
this year might play out,” says Weinberger, who is planning to stay
in close contact with her trade show contacts, artisan partners and
retail partners and hopes to figure it out together with open dialogue.

Misner feels we must be realisticabout the constraints on consumers
both now and as we come out of this and hopes the time we have to
reflect on our business this year will bode well for us in the future.

“We know what it’s like to come back from a trip or vacation
with all sorts of ideas about how we're going to change our
lifestyles when we return,” she says. “We also know how quickly
that changes once we are faced with our everyday reality. During
this time of being at home, many people are re-evaluating their
lives and priorities. They may be thinking about how they want
to buy more meaningful gifts, about how they want to support
their communities. And they might have the time now to research
how to do that.”

Some companies already are seeing some positive news
“The biggest surprise to me is how quickly sales have begun to pick
back up after going to almost zero in April,” says McCoy. "We're
almost to 50 percent of last year’s June sales, and I'm super grateful!”
Lempa is proud of the retailers she works with and their “Gotta
Get it Done” attitude, as she calls it. “Customers have shared with
me how tired they are and how much harder they are working, but
the best thing is their excitement about their businesses,” she adds.
“They're telling me it's reminding them of how it was when they first
opened and how they are inspired and turned on by the challenge.

Megy Karydes is a Chicago-based writer currently working on a book on behalf
of a client that wants to use it sell and promote their organization. Visit her
website at www.megykarydes.com.
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SIGN UP for our Newsletter to start receiving Product Showcase email news on merchandising. Every
month you'll receive a different selection of new products from several sellers in the conscious living
retail segment, including special discounts you won't find anywhere else!
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It's a good month to spark your intuition

CARD DECKS are on the rise! So, take a peek at the latest
products on divination,, arot, and oracle decks this month.

Co5AIC
LhTU'

£19.99 $26.99
Cosmic Cat Wisdom QOtherkin Tarot by
Card by EnlightenUp Llewellyn

For more product updates and retail business tips, visit www.Retailinglnsight.com
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Made-in-America
Blanket Throws

Manufactured and prowdly sewn in

our LISA mills, Denali® knitted blanket
throws are soft and luxurious and made

of 100w MicroPlush™ acrylic, Offered

En 50° x 60" and 607 x 70" sizes. Many
gorgeous designs available. Check out

our mewest design: Coffee Break.
Denali® Home Collection

B00-588-0081
whaolesale@denalihome.com N
wwiw.denalthome com/reseller Product

Ethical Style: Handmade + Fair Trade

Sustainabllity at its best, gorgeous textiles
from India are rfimaginod into chic chutch
bags with picat trim and tassel details.
Receive a 5% discount + free shipping on
orders aver §300 with code RIAS. See our
complete collection of accessories online,

WorldFinds Fair Trode
B00-609-9303
info@worldfinds.com e
‘ www warkdhinds.com Product

Celebrate Nepal!

Support artisans in Mepal after the
de'.rasta.ting earthguakes, Purchase owr
Fairly traded products, such as this hand-
carved Mamaste Slate with the beautiful
message of "The divine in me salutes

the divine in you.” Help us salute the
diving nature of these artisans. WS £4, 50,
Ganesh Himal Trading
S09-448-6561
info@ganeshhimaltrading.com
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Mew

Mini Pots—Here at Last!

Handcraited in Montana, our
Mind Pats {27 - 37) come in various
shapes and colors. Uses, you ask?

They're perfect for holding dried
flowers, incense, toothplcks,
jewelry, fresh Rowers, spices,

volive candles, vitamins, matches,
a5 stocking stuffers, and more,
Call for details,
Whitefizsh Pottery | BE6-895-3699
torm@whitefishpottery.com
wwwwhiteRshpottiery.com
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Product

Shine Your Light Healing Jewelry

The Shine Your Light Starburst pendant
is hand carved in Fibonaccl propostions
and cast in our high-frequency fine
sterling sibver. It's bepel set with a bril
liant 15-millimeter amethyst. Starburst
can be ordered with many other
armazing healing stones!

Shine Your Light Wellness

513-509-15495, jimidesignsdhotmail.com
wwrw.shineyourlightweliness.com

Product A Galleria of NEW Products | T



NEW PRODUCTS are always introduced at Americasmart in Atlanta, and
without a doubt, this show covers more square feet than any other show
in the country. Unearthing the special gems takes time, patience, and
a lot of walking. Here are what | consider the jewels of Americasmart.

Kantha Cuff Bracelet

WorldFinds

800-609-9303, info@worldfinds.com, www.worldfinds.com

Recycled Kantha-quilt scraps with beaded embellishments cover
the adjustable brass base of this bracelet. The result: a colorful,
one-of-a-kind cuff ($11, 2.25" wide) your customers will love.
Handmade in India by an all-women artisan’s cooperative.
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