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FROM THE EDITOR

On 8t and 9t September 2020, we proudly unveiled
Autumn Fair @ Home. The product of months of hard
work from our entire portfolio team, Autumn Fair @
Home was designed to unite our community, even
whilst we were apart.

A merging of minds from across the business, Autumn
Fair @ Home provided access to exclusive content, with
some of the key names in the industry taking part, as
well as a first look at the season’s latest products and
a platform for our exhibitor community to reach buyers
and shine a spotlight on their businesses.

This report will include the write ups from all of our
insightful sessions, and a look at some of the top
brands who took part.

It is clear that we are now an omni-channel business
with the digital capabilities required in the new normal.
| look forward to seeing you in 2021, but in the
meantime, enjoy the best of Autumn Fair @ Home...

Emma Wilder
Content Editor




If there’s one thing that's become apparent in the last few months, it's
that the coronavirus pandemic has brought about massive changes to the
way we live our lives as a global community. With this in mind, it's only
natural that the things we value have changed; the same can be said for
our consumers. What matters to shoppers now and what'’s driving their
behaviour? Simon Moriarty, Head of Trends at Mintel, breaks down some
of the key drivers.

DRIVER #1: WELLBEING DRIVER #2: EXPERIENCES

DRIVER #3: TECHNOLOGY
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DRIVER #4: RIGHTS

DRIVER #5: IDENTITY

DRIVER #6: VALUES

DRIVER #7: SURROUNDINGS



The need for activities that can be completed indoors and in
isolation created a bit of a boom for the arts-and-crafts sector
where other industry sectors, even within retail, were struggling.
Most prominently, Hobbycraft reported a 200% increase in online
sales at the start of the pandemic back in March. Our panellists
experienced similar growth; for Gibsons, sales and demand went
through the roof when people moved to working from home,
whilst ArtyCrafts had to pause certain operations just to keep up
with consumer demand elsewhere.

Of course, for all of our panellists, who are passionate about
their markets, it's been fantastic so see more and more people
enjoying puzzles and crafts and the hope is that this will become
a long-term love affair as customers realise the many benefits.

As city-dwellers have adapted to a slowed down, more interior
version of their lives, an increased amount of time has given
people the chance to try something they've always wanted to
learn and really reap the positive benefits of a sense of
achievement on completing a project

However, we can't just expect this to carry on, without effort
from within the industry. As the new normal continues to emerge
and evolve, brand owners and retailers alike need to keep their
finger on the pulse of what this new normal looks like and how
crafts can fit in with this.

PANEL

Crafty Arts
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There are the clear benefits of stress and
anxiety reduction that crafting has to
offer. Pinterest, for example, reported a
444% increase in searches for art
therapy activities over the last year. With
a general trend towards wellness in the
gift sector, crafting is becoming a key
aspect of this. Coralie says, “so much
of crafting is to do with mindfulness and
it has such therapeutic benefits.

“It's an empowering thing which brings a sense of wellbeing through the
accomplishment and satisfaction you get from sitting down and being patient.”

Kate agrees saying, “people are starting to understand the benefits of slowing
down... Even before the pandemic, loneliness was a huge issue, but crafts are
relaxing, therapeutic and a source of escapism.”

Whether it's going carbon neutral or adopting the “reduce, reuse, recycle” mantra,
our panel agrees that sustainability within crafts is key, despite it being put on the
backburner during lockdown. As in many industries, the journey to sustainability is
just that; a journey.

The idea that crafting is a social activity is one that has really permeated the
narrative throughout the lockdown. Whether it's uniting families over a “together
activity” or sharing creations via social media, the social elements of arts and crafts
have been a key factor in inspiring more and more people to try something new,
especially during the lockdown.

Natasha Necati, CraftyArts.co.uk

SPEAKERS: Damien Collett, SES Creative

Kate Gibson, Gibsons

Coralie Sleap, Drink, Shop, Do



If you have a website, you should consider it to be a key part of your sales
team. Find out how to help you lay the foundations on your website to
facilitate sales and boost your brand image. Amy Hobson from SocialB
takes as through some of the fundamentals of building an ecommerce

website that works for you.

WHY YOU NEED A GREAT WEBSITE

WHAT DOES “GOOD”" LOOK LIKE?
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Calls to Action > Calls to action or CTAs are another key part of a website when it
comes to telling people what you want them to do. There is no hard and fast rule for
what CTA text should be, apart from that they use actionable and imperative words.
Popular CTAs include things like “Shop Now” or “Sign Up". Experiment with your
CTAs and find out what works best for you.

Social Media Buttons > If you are on social media, make sure you're telling people
that you are and that it's really obvious; if you are active on social media, you want
people to see you there. Websites are seen as fairly static whereas social media can
be a good way to be more dynamic and keep customers up to date with the latest
info as well as facilitate closer relationships with them. Make sure your social media
buttons are easy to find on your website and that your links are kept up to date.

Contact Details > It's so important to include at least one form of contact details on
your website, whether that's a phone number, email address or contact form. Many
people will navigate to a website solely to find out contact details or get in touch
with a brand or retailer so make it as easy as possible for them to do so.

Mobile Friendly > More internet searches are done on a mobile device rather than on
a laptop or desktop so making sure your website is set up for mobile users is crucial.
A non-mobile friendly site is incredibly frustrating for consumers and may cost you a
sale

For credibility’s sake, content needs to be updated on a regular basis, whether that's
offer promotion, product imagery or blog content. This will signal to your user that
you are relevant and still in business.

Make sure you upload all images with relevant “alt text” which will allow Google to
identify your imagery and improve your site’s visibility. If you choose to have a blog
section, ensure you have planned content using a content calendar and make sure
you are communicating key dates and events.

As a rule, each page on your website should be content and keyword rich. You
should include:

» Regularly updated blogs or videos
« Genuinely useful text on each page
» High quality images on each page
» A clear purpose for each page
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As we know, things can change rapidly, and this can have a huge q
impact on consumers’ attitudes and behaviours overnight. When we
look at the cultural and environmental impacts that the coronavirus
pandemic, along with the Black Lives Matter and Shop Local
movements have had, there are some fundamental shifts to
consider:

TREND BIBLE

Market research and data are all well and good, but they can only get you so far.
Consumer groups might tell what they want or are ready for now, but they can't tell
you how they'll feel in the future. In this way, it's important to start to gather some of
your own research, intel and date outside of your customers, outside of your
business and even outside of your industry.

This may take some time, but Naomi gives us a framework with which to start
building out a trend prediction; the Pyramid of Adoption. She says, “the future is
here, it's just not evenly distributed”. Using the Pyramid of Adoption, we can start to
map the niche customers in the market who are starting to give signs of what WI||
become mainstream within the next five years.

Weak Signals. Within this tier we have the mavens or innovators. Making up
just 2.5% of population these are the unique and creative people, the risk takers. Mavens
are the people doing things nobody else would dream of doing.



Early Signs. Otherwise known as early adopters these are the individuals who
have recognised maven trends and behaviours and are starting to commercialise them for a
mainstream audience.

Growing Evidence. Making up 35% of the market, people in this group are
known as the early majority and are the first group of mainstream customers to adopt a
trend.

Saturate the Market. Making up another 35% of the market, people in this
group are known as the late majority and solidify a trend’s presence within the market

Changes in attitudes and behaviours are usually initiated by two or three “mega trends”
that nudge people in a certain direction. For example, the Tokyo Olympics, combined with
an increased focus on slowing down life and a move to “post consumerism” all merged to
create the trend for Japanese craftsmanship and lifestyle philosophies. “Triangulating”
influences is a key method that can help to shape understanding of upcoming trends.

Coronavirus has facilitated and sped up behavioural changes that consumers were already
looking to make, such as slowing down, travelling less and this is more than likely to remain
the case.



PANEL

Perhaps surprisingly the lockdown wasn't all doom and gloom

for our panellists, even as it presented some new and unique SMALL BUSINESS
challenges. For both Samantha and Georgina, the experience COLLABORATIVE
was a unifying one, where teams and communities alike came

together to support their local businesses, even if they hadn’t

previously.

As consumers regain their freedoms, people are looking to
escape the house and the retail experience that local shops can
offer has provided relief for many. Customers are keen to get
back into shops to touch and feel products, and it's an
experience that simply can't be replicated online.

AFRETOUCH

In light of recent geopolitical events, a new light has been shone on issues
surrounding diversity and inclusivity. Consumers have become much more aware
and conscious of these issues and that does translate into the products they buy
and the brands they support.

The conversation still has a way to go though, and it's important that diversity
doesn’t become a token consideration; it has to be automatic and should reflect or
cater to a portion of each demographic in the local area.



Winning, and then retaining, the local
customer ultimately comes down to trust.
It's about listening to what products the
customer is looking for, and what they value,
and then delivering on these conversations.
Customers expect retailers to be genuine
and honest as to why they are stocking a
certain product, collection, brand or artist.

Knowing your customer from the outset and
establishing a two-way dialogue is the best
way to build trust and credibility. For
Georgina, knowing your customer comes
down to asking the right questions.

But, whilst it's important to appeal to an
audience, you're never going to appeal to
everyone. Narrow your approach to be really
clear about who you are and who you're
talking to, making sure your core customers
feel heard and appreciated.

Even before the lockdown there was already a significant shift amongst consumers
towards slowing down and buying products that they truly value. Since the
pandemic, our lives have changed drastically and consumers day to day is much
more insular than it once was. As people stay closer to home, shopping more locally
will become the norm. As people view shopping, and the products they buy, from a
new point of experience post-pandemic, values and mindsets are fundamentally
shifting in a way that will be difficult to shift back again. Learning to connect with
products and local retailers is a process many consumers are going through right
now, and this isn't set to slow down.

Therese @ertenblad, Small Business Collaborative

SPEAKERS: Samantha Gibbs, Nest

Georgina Fihosy, Afrotouch Designs



With over 25 years as a buyer for retailers including Debenhams, Habitat,
Matalan, Shop Direct and most recently Lakeland, Samm Swain has
learned more than a few tricks of the trade. Samm shared some of her
top tips to create a buyers' guide to buying which outlines what every
buyer must do when walking a show, building relationships and coping
when things don't quite go to plan...

MAKE A LEAVE NO STONE
SHOPPING LIST UNTURNED
MAKE TIME FOR PEOPLE GET ORGANISED
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How well do you really know your
product? Dig deeper into your data so
that you understand as much about
your product as possible. Take the time
to read and analyse feedback and
consider how many products you've
actually used yourself. Try things out to
see how they really perform and equip
yourself ~ to  answer customers’
questions. Consider checking products
on other retailers’ websites to see how
they’re positioning them and what their
customers are saying.

Great negotiation skills are an important
part of building your credibility as a
retailer and buyer. It can be intimidating
at first but practice makes perfect. Go
into a negotiation knowing your facts
and knowing what you want the
outcome to be. Remind yourself of what
is important to you and what is
important to the other party and start
with a strong statement based on that.
Even if the negotiation falls through, it's
good practice and you will have gained
the partner’s respect.

No news if not good news. Whilst
delays aren't unusual in fulfilment, it's
dangerous to just assume everything's
going to plan. Keep communication
lines open all the way from writing your
order to the stock arriving in your shop.
Check in with suppliers, manufacturers,
agents and shipping companies along
the way, to make sure everything is
running smoothly.

Facts and figures are all well and good,
but they will never tell you the full story.
As scary as it is, sometimes you have to
go with your gut feeling, alongside the
knowledge you have available to you.
This might be wrong, but dont beat
yourself up if it is. No one can predict
the future and wrong decisions are the
stuff of life!

The work doesnt stop once you've
placed an order. Even before your stock
comes in, you need to start being its
number one advocate. Get behind your
new products; shout about them from
the rooftops. Start telling your
customers about them before they get
in whether that's in your shop or via
social media; it's all about building a
buzz. You, and your colleagues, need to
understand exactly why this product is
special and why your customers need it.

Sometimes, the unexpected happens!
Before you panic or make a rash
decision, stop and breathe. Is everyone
else in the same boat? Chances are,
yes! At times like these, you might incur
extra markdown or have less stock than
usual. But, as long as you are calm and
honest with your customers, they will
understand. Retail is a notoriously
temperamental industry and sometimes
you just can’t control everything.



