
Retailers headed into the outbreak of  
COVID-19 with very robust February sales
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The Industry’s Top-Selling Lines

MUGS & TUMBLERS 
Last ran in December 2019

#1 CORKCICLE: tumblers, canteens

#2 SWIG: tumblers, various

#3 TERVIS: tumblers, various 

#4 ENESCO: Our Name Is Mud mugs

#5 CLAY IN MOTION: Handwarmer mugs

#6 DEMDACO: Dean Crouser, various

#7 EVERGREEN: travel mugs, various*

#8 YETI: tumblers, various*

#9 MARY SQUARE: tumblers, mugs

#10 MUD PIE: various

HONORABLE MENTIONS: Primitives By Kathy, Brumate

* OF NOTE!

EVERGREEN (myevergreenonline.com) and YETI (yeti.com) moved from 
honorable mentions onto the chart.

PLUSH 
Last ran in August 2019

#1 TY: Beanie Boos, Teeny Tys, various

#2 JELLYCAT: plush with book, various

#3 INTELEX: Warmies

#4 DEMDACO: Giving Bear, baby, various

#5 MARY MEYER: baby, various

#6 GANZ: bears, various

#7 DOUGLAS: various 

#8 KIDS PREFERRED: Bunnies By The Bay 

#9 GUND: animated, various

#10 CUDDLE BARN: animated, various

HONORABLE MENTIONS: Burton & Burton, Aurora 

APPAREL 
Last ran in November 2019

#1 DM: Hello Mello, Two Left Feet, various

#2 UMGEE: tops, jackets

#3 SIMPLY SOUTHERN: t-shirts, various

#4 SIMPLY NOELLE: tops, various

#5 HONEYME: tops, various*

#6 TGBBRANDS: Coco + Carmen, tops, leggings

#7 HABITAT: tops, various*

#8 IVORY ELLA: t-shirts*

#9 KEREN HART: tops, various

#10 MUD PIE: tops, various

HONORABLE MENTIONS: Socksmith, Opportunities

* OF NOTE!

HABITAT (habitatclothes.com) and IVORY ELLA (ivoryella.com) did not rank 
when this chart last ran while HONEYME (honeymeusa.com) moved from 
honorable mention to number five on the list.

DOUGLAS COMPANY, a consistent chart-topper in the plush 
category, continues to expand its collection of baby plush. 
The company is adding seven new pieces to its popular and 
award-winning baby ensemble collections, including the 
Rainbow Sshlumpie shown here which can be hung on the wall 
or cuddled. (douglascuddletoy.com)

The Hello Mello collection of loungewear 
from DM continued to sell well into 
February, placing the company at number 
one on the apparel chart. The Sweet 
Escape Lounge Shorts shown here 
started shipping in January. Available in 
six designs and three sizes for $4.75 cost. 
(247dm.com)

This 16-ounce mug style is a top seller 
for CORKCICLE, the bestselling vendor 
in the mug and tumbler category. 
Available in eight colors, the mug is 
guaranteed to keep beverages warm 
for three hours. From $13.75 cost. 
(corkcicle.com)

TURN THE PAGE FOR TOP-SELLING PRODUCTS IN SIX MORE CATEGORIES!
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FUNCTIONAL GIFTS Last ran in Dec. 2019

#1 NORA FLEMING: serving pieces, minis

#2 DM: Krumbs, various

#3 MUD PIE: platters, serving pieces

#4 CORKCICLE: tumblers, canteens*

#5 MICHEL DESIGN WORKS: soaps, lotions*

#6 TERVIS: tumblers

#7 DEMDACO: serving pieces, Kitchen Boas

#8 EUROSCRUBBY: multi-purpose scrubber*

#9 BRUMATE: tumblers* 

#10 KAY DEE DESIGNS: tea towels

HONORABLE MENTIONS: Vera Bradley, Regal Gifts, Yeti, 
Primitives By Kathy 

* OF NOTE!

MICHEL DESIGN WORKS (micheldesignworks.com), EUROSCRUBBY   
(euroscrubby.com) and BRUMATE (brumate-wholesale.com) did not rank 
when this chart last ran while CORKCICLE (corkcicle.com) moved from 
honorable mention to number four on the list.

COMFORT GIFTS Last ran in February 2019

#1 DEMDACO: Willow Tree, Giving collection

#2 INTELEX: Warmies*

#3 DM: Hello Mello, Two Left Feet

#4 SNOOZIES: slipper socks*

#5 CARSON: memorial garden decor

#6 GANZ: pocket tokens, various

#7 OPPORTUNITIES: Sherpa socks*

#8 PAVILION GIFT: blankets, socks

#9 VERA BRADLEY: blankets*

#10 ROMAN: sympathy gifts

HONORABLE MENTIONS: Sonoma Lavender, Camille Beckman 

* OF NOTE!

SNOOZIES (snoozies.com), VERA BRADLEY (verabradley.com),                 
OPPORTUNITIES (opportunitiesia.com) and WORLD’S SOFTEST SOCKS 
(worldssoftest.com) did not rank when this chart last ran while INTELEX  
(intelexusa.com) moved from honorable mention to number two on the list.

PET-THEMED Last ran in Dec. 2019

#1 E&S: socks, coasters, tea towels

#2 PRIMITIVES BY KATHY: signs, mugs, socks

#3 MUD PIE: photo frames, various

#4 GANZ: plaques, magnets, tags

#5 ENESCO: Our Name is Mud mugs

#6 MALDEN: photo frames

#7 SIMPLY SOUTHERN: t-shirts, various*

#8 PUPPY LOVE: t-shirts, collars, mugs*

#9 YOUNG’S: signs, various*

#10 DM: lighted leashes and collars

HONORABLE MENTIONS: Angel Star, Tall Tails, Foozys

* OF NOTE!

SIMPLY SOUTHERN (simplysoutherntees.com) and YOUNG’S (youngsinc.
com) did not rank when this chart last ran while PUPPY LOVE (puppielove.
com) moved from honorable mention to number eight on the list.

GREETING CARDS Last ran in October 2019

#1 LEANIN’ TREE: various

#2 BLUE MOUNTAIN ARTS: Suzy Toronto, various

#3 AVANTI: humor, various

#4 PAPYRUS: various

#5 PICTURA: Eric Decetis, various

#6 RECYCLED PAPER GREETINGS: various

#7 SHANNON MARTIN: various

#8 OATMEAL STUDIOS: humor, various

#9 UP WITH PAPER: various*

#10 LEGACY: various*

HONORABLE MENTIONS: Calypso, Mary Square,  
Sellers Publishing

* OF NOTE!

UP WITH PAPER (upwithpaper.com) and LEGACY (shoplegacy.com) did not 
rank when this chart last ran while RECYCLED PAPER GREETINGS  
(prgreetings.com) moved from honorable mention to number six on the list.

Reminiscent of the intense realism 
of 17th-century Dutch still-life 
paintings, this striking journal from 
Peter Pauper Press, number one 
on the journals and notebooks 
chart, provides plenty of space  
for personal musings and sketch-
ing and comes with a black  
ribbon marker. $15.99 retail.  
(peterpauper.com)

The pet products available through 
Primitives By Kathy, number two 
on the pet-themed chart, include 
bandanas, bins, toys and more from 
$4.75 cost. (primitivesbykathy.com)

The Industry’s 
Top-Selling Lines

NOTE: Rankings are based on 
February 2020 sales from  
Giftbeat’s reporting stores.

JOURNALS & NOTEBOOKS Last ran in Dec. 2019

#1 PETER PAUPER PRESS: journals, various

#2 BROWNLOW: journals, notebooks*

#3 C.R. GIBSON: journals, password books

#4 COMPENDIUM: journals, various

#5 JOURNALS UNLIMITED: various

#6 VERA BRADLEY: notebooks, various

#7 MARY SQUARE: journals, various

#8 BARBOUR PUBLISHING: prayer journals, various*

#9 LEGACY: notebooks, various

#10 LANG: journals, notebooks

HONORABLE MENTIONS: Simply Southern, Design Design, 
Christian Art Gifts

* OF NOTE!

BROWNLOW (brownlowgift.com) and BARBOUR PUBLISHING  
(barbourbooks.com) did not rank when this chart last ran.

VALENTINE’S DAY Last ran in April 2019

#1 BRIGHTON: jewelry

#2 PANDORA: jewelry

#3 DEMDACO: Willow Tree, various

#4 ABDALLAH CANDIES: chocolates, candies

#5 SWEET SHOP USA: chocolates*

#6 SILVER FOREST: earrings*

#7 RUSSELL STOVER: boxed candy and chocolate*

#8 PAPYRUS: greeting cards*

#9 RONALDO: jewelry

#10 SIMPLY SOUTHERN: t-shirts*

HONORABLE MENTIONS: Vera Bradley, Nora Fleming, Godiva

* OF NOTE!

SWEET SHOP USA (sweetshopusa.com), SILVER FOREST (silverforest.com), 
RUSSELL STOVER (russellstover.com) and PAPYRUS (papyrusonline.com) did 
not rank when this chart last ran while SIMPLY SOUTHERN (simplysouthern-
tees.com) moved from honorable mention to number 10 on the list.

Hydration brand BruMate  
made a big splash at the winter 
markets and is now appearing on  
Giftbeat’s charts with a number 
nine position in functional gifts 
and an honorable mention in the 
mugs and tumblers chart. Learn 
more about this line on page four.  
(brumate-wholesale.com)

TRENDING NOW! 
Functional gifts have 
been trending up 
for months and will 
likely continue that 
trajectory 

© 2020 Giftbeat  
Redistribution or reproduction of these  
charts without permission is against the law.
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METHODOLOGY 
A nationwide network of reporting stores 
completes a monthly questionnaire that asks 
them to rank their three top-selling items in each 
of the product categories. Items ranked first are 
assigned five points; items ranked second are 
given three points; those ranked third are given 
one point. Point values are totaled and ranked 
in descending order to come up with the top-
selling items. Reporting stores include card, gift, 
boutique, specialty and home decor stores across 
every region of the country. In addition, none of 
the retailers who participate are affiliated with any 
vendor. Unless otherwise specified, all data are 
based on sales (dollars) within the stated month. 
Tabulations are conducted by Suburban Marketing, 
a New Jersey-based research firm.

Tracking the Pulse of the Gift Industry

A s I write this, at least 160 
million Americans have 
been ordered to stay 

home. From California to New 
York schools have been shuttered. 
Almost half  the workforce has 
been ordered to stay at home as 
governments shut down non-
essential businesses from coast to 
coast. The Javits Center has been 
turned into an emergency hospital, 
and the demand for protective 
gear and medical equipment is 
outstripping the supply.

We’re on the edge of  our seats 
wondering when and how this will 
all end. Will my friends and family 
members stay healthy? Do I have 

enough cash or credit to maintain 
my business? Will the government 
provide sufficient aid packages to 
sustain the economy? 

Economies have recovered 
from catastrophic events in the 
past, yet the full picture of  this 
pandemic’s consequences is not 
foreseeable yet. What is certain is 
Giftbeat’s commitment and unique 
ability to take the pulse of  what’s 
happening in over 300 stores 
across the country every month. 
This intelligence will be critical 
to helping the industry unearth 
best practices from the stores that 
survive and thrive. 

Clearly this pandemic has 

brought into focus how important 
and essential online channels are 
for traditional bricks-and-mortar 
retailers. Now is the time to 
embrace online and social selling. 
Look to articles in this issue and 
issues to come on how to do just 
that. We are in this together. 

FROM THE EDITOR

Tracking the  
Industry’s Pulse

ERICA KIRKLAND
PUBLISHER & EDITOR

What sells in your area?

COMFORT GIFTS

NORTHEAST SOUTH MIDWEST WEST
1. Demdaco 1. Demdaco 1. Demdaco 1. Demdaco

2. Intelex 2. Intelex 2. DM 2. Intelex

3. Ganz 3. DM 3. Carson 3. Opportunities

GREETING CARDS

NORTHEAST SOUTH MIDWEST WEST
1. Leanin’ Tree 1. Avanti 1. Blue Mountain 1. Leanin’ Tree

2. Papyrus 2. Pictura 2. Leanin’ Tree 2. Avanti

3. Recycled Paper Greetings 3. Leanin’ Tree 3. Avanti 3. Recycled Paper Greetings

PLUSH

NORTHEAST SOUTH MIDWEST WEST
1. Ty 1. Ty 1. Ty 1. Demdaco

2. Jellycat 2. Intelex 2. Intelex 2. Ty

3. Intelex 3. Jellycat 3. Jellycat 3. Intelex

MUGS & TUMBLERS

NORTHEAST SOUTH MIDWEST WEST
1. Enesco 1. Corkcicle 1. Tervis 1. Evergreen

2. Clay In Motion 2. Swig 2. Corkcicle 2. Demdaco

3. Corkcicle 3. Tervis 3. Swig 3. Ganz

APPAREL

NORTHEAST SOUTH MIDWEST WEST
1. DM 1. Umgee 1. DM 1. DM

2. Simply Noelle 2. Simply Southern 2. Simply Southern 2. Keren Hart 

3. Ivory Ella 3. Simply Noelle 3. Umgee 3. Simply Noelle

NOTE:  Reporting stores break down as follows: Midwest (23%), South (32%), West (21%) and Northeast (24%).
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New Products  
& Hot Sellers

Hot Finds & New Releases CBD Trends

Readers' Pick

Woodchuck
Woodchuck USA was founded with 
the mission of putting nature back into 
peoples’ lives. For every product they 
sell, they plant a tree. The really cool part 
is each product carries a unique code 
which allows the purchaser or recipient 
to locate their tree. A wide range of 
mostly wood products are manufactured 
by Woodchuck. Bestsellers for the gift 
market include spiral notepads, stickers 
and candles retailing from $6 to $30. 
(woodchuckusa.com)

WKND Lounge
Comfy and casual clothes that travel well and feel 
good are selling for stores across the country. Coco + 
Carmen, a brand that consistently ranks among the 
bestselling top 10 vendors in the apparel category, 
is meeting the demand with its new WKND Lounge 
collection. The one-size array of loungewear features 
ultra-soft and slouch styles including a tunic with a 
kangaroo pouch and oversized cowl neck (shown 
here), a lightweight tunic, and a snuggly hoodie. $20 
to $28 cost. (tgbbrands.com)

BruMate 
During the gift industry’s biggest market in Atlanta this past January, BruMate made a big 
splash in the Gib Carson showroom thanks in no small part to its awe-inspiring displays 
complete with a tiki bar. Beyond the hype, the hydration brand is delivering for store owners. 
Those stores who told us they were excited about the brand are reporting strong sales in a 
number of categories including functional gifts as well as hydration. Another unique aspect 
noted by stores is the range of hydration items available, many of which are proprietary to 
BruMate. Beyond the traditional mugs and tumblers, Brumate’s line includes a ‘Winesulator’ 
which holds a full bottle of wine. Then there’s the ‘Margtini’, a combination margarita and 
martini glass, cocktail shakers, lowballs, highballs, glitter flasks, canteens, growlers and 
champagne flutes all of which are available in dozens of styles and colors.  $11.50 cost for 
champagne flute shown here. (brumate.com)

The popularity of CBD items continues to grow with most sales  
agencies now carrying at least one line. Trend directions of note this 
season include foregoing the inclusion of CBD in the product or 
company name in order to appeal to a wider audience, and an elevation 
in the packaging. Suppliers of CBD-based products are realizing that to 
be saleable in speciality boutiques their packaging has to align with the 
other brands they carry. 

Beautiful Boards
The drool-worthy book Beautiful 
Boards by Maegan Brown 
provides your customers with 50 
unique charcuterie board themes 
including S'mores, after-school 
snacks and birthday desserts along 
with classic recipes. Each recipe is 
accompanied by illustrated step-
by-step instructions. $24.99 retail 
through Quarto Publishing Group. 
(quartoknows.com)

Mary’s Nutritionals
After the Farm Bill removed hemp 
from the controlled substance list, 
the people at Mary’s Nutritionals 
started producing hemp-derived CBD 
products including Muscle Freeze, 
an award-winning topical gel which 
provides an immediate soothing effect 
in an easy-to-use pump bottle. Other 
items include Relief Cream, massage 
oil, bath bombs, transdermal patches 
and customizable CBD solutions for 
dogs and cats. $40 retail for four-ounce 
bottle of massage oil shown here. 
(marysnutritionals.com)

Plant People
Gabe and Hudson, co-
founders of Plant People, 
both underwent spinal 
surgeries which required 
them to learn how to walk 
again. Plants, specifically 
cannabis and herbs, 
helped nurse them both 
back to health. The line of 
products they’ve created 
under the Plant People 
brand are consumables 
meant to become part of a 
daily wellness routine. The 
high-performance items 
include a variety of drops, balms, serums, lotions and face masks which 
target tension release, brain health, sleep-coaxing, healing and much 
more. $49 to $82 retail. (plantpeople.com)
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Father's DayTRENDING
Up or Down

 
 UP

APPAREL: Sales remained robust into 
February with 55 percent of retailers 
reporting year-over-year sales gains. 
Tops were mentioned by a number of 
stores as items that sold well, including 
an Illinois retailer who had success with 
styles from Habitat (habitatclothes.
com), Caribe (caribenow.com) and 
Ruby Rd (rubyrd.com). A Vermont store 
owner more than doubled her apparel 
sales in February 2020 over 2019. Her 
top-selling items included shawls and 
wraps from Look By M (lookbym.com) 
and shirts and cardigans from Mod Ref 
(modrefclothing.com). Another retailer 
from Illinois told us that K&C Clothing 
(kcclothinginc.com) has been a big hit 
with her customers, specifically the pants 
and jumpers. 

  EVEN 
FUNCTIONAL GIFTS: Functional gifts 
continue to sell well for retailers with 51 
percent of store owners reporting sales 
were even year-over-year and another 
43 percent recording an increase. 
Kitchen-related items continue to sell 
best among retailers who reported 
increased sales. An Indiana store owner 
lists Swedish dishcloths from Wet-It! 
(wetcloths.com) and Kitchen Boas from 
Demdaco (demdaco.com) while a North 
Carolina retailer says, “Customers are 
loving all our new kitchen items including 
all kinds of straws – we have metal, 
paper and bamboo to suit different 
preferences.” Her top-selling functional 
gift lines included metal straws from True 
North (truenorthcoolers.com) and straw 
cleaners from Giftcraft (giftcraft.com). In 
Virginia, a store owner had success with 
the category by changing her inventory 
over for spring. Her bestsellers included 
foaming hand soaps from Michel 
Design Works (micheldesignworks.com) 
and reversible plastic placemats from 
CounterArt (conimar.com).

 EVEN 
PET-THEMED: While consumers 
continue to pamper their pets, the 
category remains solid for reporting 
stores with 48 percent noting even year-
over-year sales. Among the 39 percent of 
retailers who reported sales gains was a 
New York retailer whose top-selling lines 
included t-shirts from Spoiled Rotten 
Dogz (spoiledrottendogz.com), hats and 
magnets from Dog Is Good (dogisgood.
com) and oval magnets from Prismatix 
(prismatixinc.com). Overall, the items that 
sold best were items for the pet owner 
rather than the pet including everything 
from greeting cards and coasters to signs 
and mugs. A Minnesota retailer said her 
customers were buying car coasters from 
CounterArt (conimar.com) and signs 
from My Word (mywordsigns.com).  

Bangle Keychain
Fashionable and functional bangle keychains were 
highlighted in most fashion accessory collections this 
season. They can be worn as a bangle or attached to a 
purse. Either way, they eliminate the need to fumble in 
one’s purse for keys. The stunning clay bead versions 
from Jilzarah (pictured here) are made with industrial 
strength elastic cord. Over 20 different designs are 
available along with a distressed white wood countertop 
displayer and free gift boxes. $9.95 to $10.95 cost. 
(jilzarah.com)

Trend ALERT

Supplier Spotlight

The type of items they’re looking for and the budget they’ve allocated to gifting may changed,  
but no matter the state of the economy, sons and daughters everywhere will be looking to  
celebrate Father’s Day this year.

Periwinkle By Barlow
If you have room in your open-to-buy for one more jewelry line, closely 
consider Periwinkle By Barlow. The prettily packaged jewelry collection 
was performing very well on Giftbeat’s charts before it launched a brand 
refresh, which elevated the line even more while providing increased 
margins for store owners. The rebranding was revealed early in the year 
and features shiplap-inspired displays along with a fresh watercolor wash 
for the jewelry cards which are accented with gold lettering. The cards 
house a variety of on-trend and price-accessible products. $7.50 cost for 
earrings shown. (periwinklebybarlow.com)

About Face 
When it comes to dad’s gifts, 
practical items always win 
points. Among the practical 
and punchy gifts available 
from About Face are these 
attractive polyurethane 
leather toiletry bags with 
a waterproof lining. Other 
items include mugs, wine 
glasses, desk signs and more. 
(aboutfacedesigns.com)

Tooletries
This Australian line of men’s organization 
products was a hit at the Atlanta show in January. 
The Harvey and Oliver set shown here is the star 
of the collection, so popular it receives fan mail. 
Like all Tooletries products, Harvey (the shower 
mirror at $7.50 cost) and Oliver (the toothbrush 
and razor holder for $9 cost) are made from 
patent-pending super-grip silicone which easily 
sticks to shiny surfaces but is also easy to remove 
and clean. (tooletries.com)

DrinkTanks
Born in Bend, Oregon, where craft beer is a lifestyle, 
DrinkTanks set out to create a growler that could 
withstand a rugged adventurer’s lifestyle. The 
company’s unique double-down closure system results 
in an airtight and leakproof seal which can maintain 
carbonation for up to 30 days. The growlers keep 
beverages cold for 45 hours, without any condensation 
in any situation, and the specially treated stainless 
steel eliminates any metallic taste while ensuring no 
imparted flavors are left behind. From $39.95 retail for 
32-ounce growler. (drinktanks.com)
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Connect with us  
online at  

giftbeat.com 

During times of  uncertainty, people 
like to gather. With COVID-19, 
social gatherings have been 

discouraged and retailers have turned 
full force to Giftbeat’s discussion board to 
learn what is going on across the country. 

IN GENERAL
“People are scared and nervous and 
there’s no end in sight,” says one poster 
from the northeast. “This is like nothing 
we’ve ever seen. When Disney World 
closes in March during spring break, 
that’s big!”

“We are located in an Ivy League 
town which is very dependent on the 
university,” says a New York retailer. 
“The trickledown effect will be felt  
by all.”  

A Mississippi retailer says, “Life 
and business have forever changed. 
I’ve cancelled numerous orders and 
streamlined all costs.”

The sentiment is echoed by an Ohio 
retailer who commented, “I sure hope 
this is over quick, but my fear is that 
it’s going to be a few months. I can’t 
afford the payroll when customers aren’t 
coming in the door. I’ve put all my orders 
on hold.”  

NEW WAYS TO  
SERVE & SELL
As governments across the country 
shutter businesses, gift shop owners are 
finding creative ways to continue to serve  
their customers. 

The aforementioned Mississippi gift 
retailer also operates as a florist and is 
staying open – by appointment only – to 
service the customers who have ordered 
funeral arrangements. 

“We have bumped up our Facebook 
presence and communications,” says 
a Michigan retailer who is offering 
customers the chance to shop alone. 
“Shoppers call ahead to make a 
45-minute appointment,” she explains. 
“We spend 15 minutes in between visits 
sanitizing and preparing the store for the 
next customer.” She’s also offering free 
local delivery and curbside pickup.  

Advice from Experts 
& Fellow Retailers

SALESBEAT
Retailers Headed into 
Pandemic Buffered by Strong 
February Sales  
By Erica Kirkland

F ebruary 2020 sales were up or 
even over last year for 75 percent 
of  retailers. Milder weather was 

noted by some while many said the extra 
Saturday in February because of  the leap 
year was a big bonus. 

However, these sales gains are likely not 
attributable to consumers purchasing more 
Valentine’s related items as year-over-year 
sales of  Valentine’s goods remained even 
for 35 percent of  stores, up for 31 percent 
and down for 34 percent. 

Not surprisingly, retailers who continue 
to focus on and utilize social media tools to 
market their store are reaping the benefits.

An Illinois store owner has committed 
to doing live videos once a week, and 
says, “I do a different theme every week. 
Sometimes it’s how to transition your 
wardrobe for whatever season we are going 
into or it could be my top five favorite 
items in a certain category, showing off a 
new product or an unboxing video (filming 
yourself  unpacking a shipment). About five 
people a day come in and comment about 
how much they love my videos! I’m not 
sure why people love them, but they do!”

For the almost two-thirds (64 percent) 
of  store owners who reported year-over-
year sales gains in February – a month 
when sales are typically slow – the cushion 
couldn’t come at a better time. 

As a Utah retailer writes, “March and 
April are going to be severely impacted  
by the non-stop COVID-19 news  
and panic.” 

FEBRUARY 2020 SALES 
(vs. January 2019)

  10%+ 28%

  5-9% 18%

  1-4% 18%

 11% 

 1-4% 12%

 5-9% 5%

 10%+ 8%

COVID-19 
How Gift Retailers are 
Responding to the Pandemic

EXCLUSIVELY FOR  
PAID SUBCRIBERS

Stay up-to-date on this 
thread and many others, 

by signing up for access to 
Giftbeat’s discussion board 

at giftbeat.com.

EMBRACE CHANGE NOW 
Don’t Let Your Business Disappear  
By Barbara Crowhurst

In the face of  COVID-19, the majority 
of  gift retailers have had to close 
shop, reduce store hours or drastically 

shift how they sell to customers. Most 
are feeling overwhelmed and panicked, 
stressing about whether their business 
will survive. But they must remember 
that they’ve been here before. Today’s 
situation is similar to opening a bricks-
and-mortar store. Then and now a store 
owner doesn’t know whether customers 
will buy what they have to sell or whether 
they’ll be able to pay the bills. Think 
back to when you opened and where you 
are today. You can do this.

INTERACT WITH 
CUSTOMERS DIFFERENTLY
Quickly adapt and add multiple sales 
channels so your customers can view and 
purchase your products in a variety of  
ways. In 2020, retailers have more means 
than ever to connect with clients beyond 
a bricks-and-mortar location, including: 

• Websites  • Emails
• Social Media  • Videos
• Texting  • Apps
• QR Codes

ENGAGE YOUR 
CUSTOMERS NOW
The same loyal shoppers who visited 
your store regularly before will see 
you through this crisis if  you engage 
with them. Most of  them are probably 
wondering what’s happening at their 
favorite store and whether they can still 
rely on you for their grandchildren’s 
Easter gifts or a birthday present for 
their best friend. Take time to review 
the above list of  ways you can interact 
with customers. Ensure you’re offering 
different and multiple ways for them to 
hear from you and buy your products. 

SOCIAL SELLING
For those already engaged in social 
selling, hurrah! If  you aren’t yet using this 
medium, let me introduce you to a client 
who’s become a master at social selling 
- Sue Older from Tanglewood Works 
(tanglewoodworks.com). Sue was scared 
when she first started filming videos for 
her business, but practice makes perfect 
and she got better with each take. Sue 
simply talks about the product she’s 
highlighting with enthusiasm and her 
products and services sell.

DIGITAL RETAILING
The shift towards digital retailing isn’t 
a temporary one – it’s the future. To 
survive, retailers have to adopt digital 
strategies or they will face extinction. It’s 
not too late to start building a website 
and learning how to navigate this new 
world. The small investment you’ll make 
in creating a digital shopping channel 
today will provide you with a way to sell 
the product you currently have in stock 
today and for many more years to come. 

YOU PLAY AN 
IMPORTANT ROLE
Retailers are in unchartered waters right 
now but it’s important for everyone to 
understand that our companies and 
businesses can play an important role 
during any crisis; from maintaining our 
physical presence until the doors open 
again to giving people a place to work.  

Barbara Crowhurst is a retail business coach, 
speaker, sales trainer, visual merchandiser and 
store designer. As the CEO of  Retail Makeover, 
she virtually coaches retailers from around 
the world on how to improve their business in 
addition to offering them a digital shopping 
channel option. (retailmakeover.ca)
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W ith many stores being closed 
because of  the coronavirus 
pandemic, some retailers are 

extending the length of  time people have 
to make returns. How should retailers 
handle their return policies when they 
reopen for business and in general? We 
asked retail expert Becky Tyre for her take. 

“Shoppers expect more flexible return 
policies as part of  good customer service,” 
she says. “This may not be the mindset of  
some traditional retailers. Part of  the issue 
may be store employees who aren’t trained 
properly on how to deal with returns and 
unsatisfied customers. Sometimes owners 
don’t trust staff or managers enough and 
don’t empower them to make in-the-
moment decisions.”  

Overall, when a shopper returns an 
item whether it’s because it didn’t fit, the 
recipient didn’t like it or they changed 
their mind, Tyre says store owners should 
do whatever it takes for that shopper to 
leave the store feeling happy, not judged or 
accused. “So many times, employees come 
off as defensive when a shopper needs 

to make a return or exchange because 
they’ve been taught to protect the store 
from losing money,”  
says Tyre. 

The retail expert urges store owners to 
view returns as an opportunity to please 
the customer and make things right. 
“Often an exchange can fix the problem 
and avoid losing a sale,” she says. “Try not 
to focus on what you may lose financially 
but rather what you can gain by building 
your relationship with this customer. If  
a person’s first time shopping with you is 
to return a gift they were given, take the 
opportunity to wow them by showing 
them what else you have to offer. They will 

remember how you treated them, and if  
they leave satisfied, that’s a huge win for 
your business.”

With regards to shoppers who buy 
online (direct from a manufacturer or 
online-only retailer), Tyre says it’s best to 
dismiss comments about online pricing 
and move on. “Don’t get into a big 
discussion about customer service and the 
value your store adds to an item unless 
the shopper directly asks that question,” 
says Tyre. “Keeping a positive attitude can 
make a big difference in making a sale. 
Plus, shoppers who nitpick about online 
pricing are likely not going to be your 
best customers in the end.”  

 EXPERT Q & A
How to Handle This Business Disruption and Prepare for the Next One 
By Natalie Hammer Noblitt

D ramatic world events have 
upended business-as-usual so 
Giftbeat turned to Donna Childs, 

the author of  Prepare for the Worst, Plan for 
the Best: Disaster Preparedness and Recovery 
for Small Businesses, for some practical 
steps retailers can take to survive a major 
interruption in business – and still feel 
optimistic about the future. 

Q. As a way to combat an 
interruption to their normal 
business, do you advise store 
owners to develop online  
sales channels? 
A. Yes. Setting up an online sales channel 
can be particularly helpful if  you’re able to 
sell and ship to other areas of  the country 
who may be experiencing less impact in 
addition to servicing your own  
local clientele. 

After 9/11, there was a candy store in 
Lower Manhattan which was experiencing 
a lack of  foot traffic when they reopened 
after the terrorist attacks. Many of  their 
local customers were struggling. By 
selling online and telling their story to the 
national news media, customers in other 
parts of  the country purchased candy and 
supported the recovery of  this  
small business.

Not all businesses were able to fare 
as well. In addition to being a human 
tragedy, 9/11 was an economic 
catastrophe for Lower Manhattan small 
businesses. Many businesses permanently 

closed because they were unable to work 
through these extreme disruptions. 

Q. How can stores scale back and 
save money during times  
of disruption?
A. Contact all your creditors and negotiate 
lower repayments and lower interest 
rates on credit card debt to free up some 
cash flow. Do this before you’re at risk of  
defaulting. When times are not as tough, 
take the time to explore and add various 
lines of  credit so you have them before you 
need them next time.

Q. Should businesses participate  
in community service efforts  
during national situations and local 
disasters?  
A. Do what you can to help people and 
your community. The result will be loyal 
customers for life.  

Q. Should stores alter their  
policies and services during a 
business interruption?  
A. Yes. Store owners should always tailor 
their product offerings and services to 
match their community’s needs and 
wants. If  you can reduce prices to  
help struggling customers, do it. Offer  
to deliver items while the store is  
closed and offer by-appointment 
shopping hours. 

Q. What should retailers do now 
to prepare for the next potential 
business disruption?
A. Research and purchase business 
interruption insurance which can 
replace revenues lost during a natural 
disaster or other situations (floods, fires, 
etc.) and cover the salaries and benefits 
of  employees when the store can’t open. 
Business interruption insurance can be 
added onto a basic commercial policy –  
or purchased separately – for as little as  
$500 a year.  

Donna Childs is the founder of  Prisere LLC, a 
company that helps businesses prepare for events 
beyond their control. Childs was a business 
owner in Manhattan during 9/11 and also 
worked as a senior executive for a large property-
casualty and life-health reinsurance company. 
She’s been honored by the American Red 
Cross for her work to help Gulf  Coast small 
businesses recover from hurricanes Katrina, 
Gustav and Ike. (prisere.com)

Donna Childs

DON’T 
FORGET 
THE PEOPLE 
THAT 
MATTER 
By Natalie Hammer Noblitt

T he heart of  your business 
will always be people – your 
customers, vendors and staff. 

When disruption happens in your 
community and beyond, put a plan 
in place to take care of  the people 
who depend on you. Deb Mazzaferro 
(coachmaz.com) has coached small 
businesses for nearly two decades 
using a team-building approach to 
growth and sales. Here she shares the 
advice she’s currently giving to clients. 

• Disruption happens  
to people.  
If  employees are stressed and 
unhappy, help mitigate those 
feelings. Give them some time 
off to manage their affairs and 
calm down. Letting them focus 
on their personal lives will help 
lessen the blow.  

• Contact your top customers. 
Find out how tough times 
are impacting their lives and 
livelihoods. How can you help? 
By having these conversations, 
you may discover new channels 
of  business or new ways you can 
service your customers while 
building their loyalty to you.  

• Call your vendors.  
Ask how their business is doing 
and about any shortages. Don’t 
wait to find out you can’t get 
what you need.  

• In a challenged economy, 
stay optimistic.  
When the 2008 recession hit, 
clients continued to grow when 
they had well-thought-out plans 
in place and executed them. I 
saw businesses needing to rebuild 
in 2010 after the recession 
because they believed business 
was down and didn’t try to keep 
it. Fight to stay even or grow. 
Stay positive. Small businesses 
can be flexible and create  
new paths. 

• Take a breath!  
Dust off goals you’ve wanted to 
achieve. Explore new branding, 
learn new apps or add new 
equipment.

RETURN WOES  
How to Handle Returns 
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Profiles of the Industry’s 
Best & Brightest  

C aldwell is one of  those places 
where you can pick up a 
prescription, a pair of  crutches 

and a get-well gift. The combination 
pharmacy, medical supply store and gift 
shop is run by Max Caldwell who heads 
up the pharmacy and medical supply part 
of  the business, and his wife Jolene who 
developed the store’s gift department into 
an inviting space which even includes an 
event room. Here, Jolene tells Giftbeat how 
she built up a thriving gift business.

Q. What makes your store unique? 
The sheer variety of  everything we offer. 
Many people are surprised when they walk 
in and discover a beautiful gift store inside! 
Our set-up is designed to have a wow factor 
and we offer something to fit everyone’s 
needs in our small town. We have a baby 
and bridal registry, women’s apparel, a little 
bit of  men’s apparel, kitchen and home 
decor. We make homemade fudge, change 
watch batteries and offer free gift wrapping!

Q. To what do you attribute  
your success?
Being active in our community and being 
family-oriented. We’re always trying to 
please our customers and come up with 
new ways to excite them.

Q. How do you promote your store?
We place a lot of  radio ads. We also do a lot 
of  social media — Facebook, Instagram, 
Twitter. We have a staff member dedicated 
to sending out an email to our customers 
every day, updating people on things we’re 
doing. Finally, we have a digital sign outside 
that really helps. We’ll post new things on it 
along with community events which in turn 
promote us. 

Q. What has been your most  
successful recent event?
We are holding monthly contests on 
social media to gain followers and it’s  
really helped. 

Q. Do you have a favorite  
new product line?
We just started carrying Melinda Maria 
jewelry. We were hesitant because it’s very 
trendy and edgy. But they do also have 
classic pieces. We quickly realized this line 
speaks to every age group - from high-
schoolers all the way up to people who are 
in their 50s and older. Women who think 
they can’t pull off edgier pieces try them on 
and say, ‘I’ve got to have this!’ What’s more, 
this is a good company. They stand by their 
products and that’s something that is also 
important to us.

Q. Looking back, what’s the biggest 
lesson you’ve learned?
We can’t please everyone. We want to,  
but we have to accept that sometimes,  
we just can’t. 

Neighborhood Pharmacy Offers More than Prescriptions
By Jessica Harlan

When Max and Jolene Caldwell decided to add 
gifts and home furnishings to their traditional 
pharmacy and medical supply company, 
customers and vendors were skeptical. Some 
brands even declined their orders, not wanting 
their products to be seen in a store that also 
stocked institutional-looking medical equipment. 
Eventually even the most reluctant suppliers 

changed their minds when they saw the store for themselves.
Jolene, a registered dietician whose education includes fashion and interior design, 
threw out the fixtures that once held household and dollar items, and replaced the 
aisles with tables more befitting a cute gift boutique. 
Inside, the gift and pharmacy businesses are clearly delineated. The home medical 
products and pharmacy share one side of  the large building, with a walkway down the 
middle and a gate that comes down so the two businesses can be open independently. 
The gift shop side is cozy and inviting, with warm chandelier lighting, and attractive 
tables housing stunning seasonal displays. 
Although unusual, it’s a concept that’s worked. “People might come in to fill a 
prescription and while they’re waiting, they shop in the gift department,” notes Jolene.
An integral part of  the business is the community room. In this space, Jolene uses  
her knowledge as a dietician to offer nutrition classes along with yoga classes, 
community meetings and even baby and bridal showers. “It brings a lot of  people  
in here,” says Jolene.

This Issue:
Apparel
Comfort Gifts
Functional Gifts
Greeting Cards
Journals & Notebooks
Mugs & Tumblers
Pet-themed
Plush
Valentine’s Day

STORE:  Caldwell

LOCATION: Wynne, Arkansas

SQUARE FOOTAGE: 15,600

EMPLOYEES:  
32 full-time, five part-time

WEB: caldwellmax.com

TOP LINES: Tyler Candle, Hobo, 
Ronaldo, Mud Pie, Fossil, Brighton, Vera 
Bradley, Posh Peanut

PROFILE

Max and Jolene Caldwell

Overcoming 
Obstacles to Entry 

Backstory | 


