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LESSON 1 TRANSCRIPT

To listen to the lesson, visit |’1Hps://53.omozonows,com/Jroroswiqer,com/CrcnOrYourMorke+inq/CYM+Lesson

+l.mp3

Welcome to Craft Your Morkeﬁngl This class is a Wo”oﬂwrough, reoo|—0|ong of my book - Market Yourself.
The overorching question we're going to answer in this class is: How do | stand out?
The best way fo let everyone know that what you're doing is different is to DO YOU.

No one else has your vision, filter, obi|i+y, experience that you have, so your por+icu|or combination of all of
these Jrhings + how you think about what you do is your spork|e - that Jrhing that's going to catch

someone's eye and make them buy or write or feature.

But hearing that you should Be You is the most frustrating thing ever, because it can be hard to spot
what's special about ourselves, what's really different from what everyone else is doing. And it's VERY
easy, thanks to the Internet, to compare ourselves to everyone else, and to spot the similarities (oh, H’]ey
also work with the same peop|e); and then you spot all the ways Jrhey're better - Jrhey do it better, Jrhey

have greafer success, Jrhey are better-known.

However, as |ong as you're in that headspoce, as |ong as you're H’]inking about what someone else is
doing, you're OchuoHy ignoring what YOU are doing - you mithr stress you rself out moking your work
more like theirs, or trying business models that don't work, or beoﬁng yourseh[ up because what works for

them is not Working for you.

At the very least you're going to be so distracted |oy their spork|e that you can't c|eor|y communicate your

own.

| get this all the time with my clients: Tl’]ey will go on and on about what OTHER peop|e are doing,
without any hint of what THEY are doing.

SO here's l’WOW WQII’Q gOiﬂg to O\/Oid comporison + S'i‘Oﬂd out:

* Define your own version of success - what do you really want? What are you working towards? This
will help you define all your actions AND keep you grounded when you see someone else being
"successful" - maybe they have a kind of success you don't actually want.

* Then, we're going to hone in on what about you and your work is special and different. THIS is the
Jrhing that's going fo oppea| to peop|e (the press, pub|ishers, customers) + make you stand out from the

crowd‘
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* Once \/ou've got an idea of what makes you specio|, we're going to find the words that you use and
the words your cusfomers would reo||y use - and craft a statement that you can use as your bio,

pi+ches, etc.

Let's first define what you want:

Ok, you came into this class with some Jrhmgs that you were hoping it would |’1e||o you get - some’rhing
that you Jrhoughf would result from spotting your spork|e. Take a moment to write down every’rhing you
want, evererhing that you consider a measure of the kind of success YOU want - it mithr be press, specific

wholesale client, a spech(ic craft show, ony’rhing!

WORKSHEET:
Visit th://Jroroswiqe r.com/wp-con+en+/up|ooo|s/20] 5/02/Craft-You r—Morkeﬁnq—Lesson—]—Ex*ros.de and

either print out the worksheet or use your own notebook to answer the questions on the first page.

By getting clear on you what you reo”y want, we can zoom in on what you need to do to get there.

Bigger picture - what are the connections you see on here? s it that you're seeking more attention? More

custormers? More opportunities to do stuff in person?

WORKSHEET:

L ook for connections and write them down, using the second page of that worksheet.

Do you have a gooo| idea of the kinds of +hings you're Wonﬁng to have more of in your business? Can you

see how some of them fit JrogeJrher?
Now, | want you fo keep this in mind as we move +hrough this course.

You're not creating a morke’ring p|on that will just get you ANYTHING, you're going fo creafe a p|on to
|'1€||o you specifico”y reach this goo|. At the end of the class, you're going to have a |o|0n to he||o you get
this goo|, and as you work Jrhrough the different chop+ers, | want you fo keep this goo| in the front of your

mind, because it will impact all the other decisions you make.

You see, | see far too many peop|e try fo make a morkeﬁng p|on without knowing what their goo|s ARE.
They don't know: Do | want more online customers? More craft shows? More wholesale accounts? All

these goo|s necessitate a different |o|0n, so it's vital for you fo get clear on this first.
| want to make a distinction here about morkeﬁng p|ons and goo|s. If you're in the SJrorship or Lift Off

then you've set a qu0r+er|y goo| and creates a map to he|p you achieve that in 3 months. Peop|e often get

confused about how their morkeﬁng |o|on fits into this.
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So let's talk about the distinction:

Morke’ring is going to ALWAYS be hoppening in your business, every o|oy, no matter the spechcic goo|
you're working towards. The same way that moking and shipping your proo|uc+ o|woys hoppens, it's
he|ping you reach a bigger vision of your business (|il<e more sales or press or whatever you want). Once
you have a morkeﬁng p|om that works, you'|| be imp|emen+ing it in the bockground while you also work

towards some+|'1ing spechcic, in your map.

Your spech(ic quorfer|y goo| could be @ morkeﬁng g00| (like getting more email subscribers) or it could be

produc’r based (moking 50 items a week).

YOU can SCCI|€ up CII’]CI CIOWH H’]e time you speno| on morkeﬂng, depending on your gOO'S, lou+ YOUIH O|W0y5

be doing it. Your morke’ring p|cm will be full of regu|or, repetitive tasks, while your Quor’rer|y Mop is going
to be full of One Time Actions.

Now, with that in mind, lef's talk about what morkeﬁng [S:

What Marketing is
* A po’rh (customer po+|'1)
* A re|o+ions|'1i|o

Your marketing message

What you're going to do this week is work on the YOU part of the marketing message - what's special
about you. Remember, as you think about this, that \/ou're Jro”<ir1g specifico”y about the produc’r or business
that you defined in your marketing goal.

HOMEWORK:
Read Chap’rers 1 + 2 and do all the worksheets from those chap+ers.
| know it migH feel weird to go into detail de]’:ining your Jrhing, but if you're l’]oving a hard time Jrc:1”<irlg

about, this is the absolute first step - get reo||y reo||y exp|ici+ about what it is.

If you want a fresh copy of the worksheets that you can print out + wrife on, youl|| find them here: |’1Hp://
+oroswiqercom/wp—conJrenJr/up|ooo|s/QO] 5/02/Market-You rse|F—workshee+s-on|v4po|1c
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WHAT YOU REALLY WANT

W hat would “success” look like in your business?

What do you want in your business that you don't have? Write down everything!
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SPOT THE CONNECTIONS
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LESSON 2 TRANSCRIPT

To listen to the lesson, visit |'1Hps://s3,omozonows.com/Jroroswiqer.com/CroﬂYourMorkeﬁnq/CYM+Lesson

+2.mp3

Welcome to week 2! Today's lesson is all about how to figure out WHO your Right People are and how

you can best serve them.

* Learn about your positioning
* |dentify your Right People (whether you've had sales, or not)

* Translate your ideas into your customer’s |onguoge

Last week we started by digging into how awesome you and your work is and I've noticed that when |

start to talk about Focusing on how awesome your Jr|’1ir1g is, it's easy for peop|e to confuse this with the

Build It and They Will Come Fallacy.

People will NOT come just because your thing is awesome. They won't even come just because you're
doing a great job explaining it and you're speaking directly to them. People will come because we go out
and get them, which we'll get into more in future lessons. But remember this: you have to do BOTH in
order to find people and then convert them - you need to go out and get them and then you need to
clearly explain your thing once they're on your site or in your booth. We start with this part of it because it
needs to be done FIRST. Before you go out and find people and invite them to your work, your work
needs to be ready for them.

Now, in the last choerer we falked a bit about your message and what makes your work specio|4 You
probob|y found that there is a lot of different aspects of your spork|e that you could focus on. Moybe that

you use recyc|ed material, or that you love brigl’ﬁ colors.

In order to he|p you narrow down what you're going to FOCUS on, | want you fo think about fwo Jrhings:
* What your goal is (W hat we talked about last week!)

* Posiﬁoning‘

Posiﬁoning is a fcmcy morkeﬁng word that refers to where your prodchr sits in the market, in comparison
to others. If's the total pockoge of who your proo|uc+ serves, ifs price, and ifs value. In other words, if it was
ona physico| shelf, where would that shelf be? What would it be next to? Would it be more expensive or
less than the Jrhmgs next to it? \)\/hy?
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| find it helps to think about someone ELSE's business to understand positioning. For ex, Apple vs PC vs
Android. App|e computers are more expensive and +hey are positioning them as tools for creatives (come
standard with audio, video and pho’ro eo|i’ring). App|e vs Android - their position is more expensive, more
focused on design, and focused on a seamless experience (not just anyone can sell an opp, it has to be
opproved, and it has to work across devices). W hile Android'’s position is that it's more open, more

inc|usive, more oerions.
Or your favorite cereal - is it posiﬂoned as |'180|+|'1y? For kids or adults? Fun or serious?

Your work could have any number of positions, depending on what you decide to focus on. For example,
my Posiﬂoning is "Frieno”y, goof\/, understandable business he|p for mokers,” but | could have just as eosi|y
decided to make it "Professionalism for Yarn Makers" or "MBA for crafters”. Those positions are moybe
more s+uﬁ(\/, more pu’r—+ogefher. I've decided to make my work more about simp|h(\/ing business
foundations so that creative peop|e, who don't want to get an MBA, can make their business work - AND
helping you not feel so alone. | spend time talking about feelings and fear and the soft stuff that goes into
doing some’r|’1ing. But | could instead do work that's about o|eep bronding stuff, or more focused on

accounting or never mention emotions and Fee|ings.

The gooo| news is: You can chonge your posiﬁoning as you chcmge and your business chonges. But for
now, if \/ou're hoving a hard time narrowing in on what aspect of your spork|e you wanft to highhgh’r, or

who you want to serve, it mig|’1+ he||o to think about how you want your work to be posiﬂoned.

For exomp|e: Are you moking, like Amy, geeky art for fans? Or are you moking abstract art for

collectors?

If \/ou're a knitwear designer: Are you moking easy, |eorn—+his—+echnique poHerns? Or are you moking

comp|ex CO|OFWOI’k designs ](OI’ ’rhe hordcore CO|OFWOI’k |OV€I’S?

The clearer you get about your positioning, the easier your decisions will be AND the more recognizob|e

your work will be.

With that in mind, let's talk about who your work is going to serve and who your morkeﬁng is going to
talk to: Your Right People!

Right now we're just identifying, but you need this in order o make all the other decisions in the class. In
order to:

* Choose your tool

* Write your descriptions

* Design new products
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* Decide what shops or craft shows to take your work to
Everyﬂﬂng stems from who these peop|e are, what Hwe\/ use, what Jrhey value and where Jrhey shop.

The good news, as you'll read in Chapter three, you definitely DO have Right People. You might not have
found them yet, but as |ong as you're moking some’rhing that's +ru|y YOU, \/ou're going to have peop|e
who like it and who it will speok to. It's part of the awesomeness of being human - we are each unique,

and yet we find art or writing or products that just SPEAK to us, as if the maker really GETS who we

are.

THIS is, yet again, wh\/ you need fo keep creating stuff that is true to you and your vision: No one gets
excited about mediocri+y. So make your work stand out and focus on what makes it stand out, and you're

going to have a much easier time Finding your peop|e.

If you o|reody have made some sales - awesomel You have a list of peop|e to start with. (And if you don't

- don't Worryl we'll talk about how to define your peop|e before you have any in a minute.)

How to iden’rhcy your Rigl’l’r Peop|e using your Current peop|e:
Now, every time | have this conversation with a client, they tell me: Well, I've made SOME sales, but
those peop|e are reo||y unique situations! I'm not sure there's anyone else like them! So | ask them to

describe their BEST customer to me..and sure enough, we are ALWAYS able to find some qualities that

more peop|e are gOiﬂg to shore.

The trick is to DIG IN to the motivations and qualities of this person and their decision. | like to ask:

* W hat does your best customer say about your work?

* How does she use it?

* What is THAT like? (If it's art on her walls - what's her house like? If it's jewelry - what does she
wear it with? If it's knitwear design - what else does she knit?)

* W hat matters fo her about her purchases?

As an exomp|e, | was hoving a one-on-one session with a S+ors|'1ipper and she's an artist that sells 3d
pieces, kind of scu|p+ures that hong. | asked her to describe her best client and she said - oh, she's kind of
weird. She said she likes bright colors. She buys a lot of art from a lot of people. Her house is just kinda -
there's art and |o|’10+os and stuff all over. She and her husband don't make a lof, Jrhey live in a small

house...I think my Right People will have more money or something.

And | said: okl | can see a couple of quadlities right away that all your People will share. For starters, she
loves color and she loves art. Her home is full of Jrhmgs that deep|y matter to her. She values investing in

her space and mokmg it meoningﬂﬂ. So when you write descripﬁons, focus on these Jrhmgs, speok to these
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VO'U@S‘ \)\/hen you +h||’1k ClbOU+ Wl’]Cﬁ’ S|’1€ I’QOCIS or where s|’1e SI’]OpS, CISL( yourseht: W"'IO Q|S€ serves peop|e

who have want their su rroundings to be meoningfup

Sol | want to encourage you to dig in, fo your BEST customer - either the one who's boug|’1+ a few times
or the one you love working with most. Poy attention to what Jrhey tell you, how Jrhe\/ use it, what Jr|’1e\/
care about -- even if it's not what you think. (ESPECIALLY if it's not what you think!)

First, understand that ot this stage you're IMAGINING your Righ’r Peop|e, so don't get too hu ng up on this.
It's much more important that you make a p|on and start shoring your work with who you THINK your
RP is, then adjust as you go - keep paying attention to what your buyers tell you and adjust your
Morkeﬂng Plan to speok more to them.

| see a lot of peop|e get stuck here OR just skip it o|+oge+her and decide "l don't have peop|e, so |'ll just do

what | want!’

The prob|em with this is that you often end up just Jro”dng to peop|e EXACTLY like you - other makers
who make what you make and unless you sell supp|ies those are NOT your buyersA Sol To avoid this, |

want you to think of your RigH Peop|e like this.
First: Think of where your product would be sold. What kind of shop? What else do they carry?

Tlﬁen: Who Sl’]OpS 'HW@YQ? Perhops H’IS someone |Il<€ your aunt or your beer Friend or even a version OF you

who doesn't make what you make.

Now: WHY is this person in the shop Jrodoy? Are Jrhey buying a ghor for a pregnant friend? Are Hwy
spending their tax refund? Did Jrhe\/ just find the perFech pattern and Hﬁey need yarn (or the perFed‘ yarn
and Jrhey need a poHern)? Are H’]ey clﬁo”enging themselves? Treating themselves? And Fino”y: W hen
Jrhey get your proo|uc+, how do you want them to feel? What do you hope your work brings into their
lives? (I'm going to ask you this again later, but while you're +hin|<ing of your person, answer it nowl!).

WHO needs or wants this Fee|ing, from this kind of produc’r?

For exomp|e: If your kniHing patterns are comp|ex color work designs, you want me to feel occomp|isheo|
and cho”enged Now: Who wants fo feel this Woy? An advanced knitter |oo|<ing for a cho”enge or who is

reody to reo||y impress their friends.

THAT is as specific as you need to get, and it's ochuoHy much more speciFic than what \/ou've proloob|y
been Jrhinking: you don't need to know how much money she makes, but you do need to know how you
want her fo feel and what kind of person WANTS to feel that way (and what else she wants to feel) -

that very specific information will comp|e+e|\/ shope what you wrife and what you say about your work.
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LESSON 3 TRANSCRIPT

To listen to the lesson, visit ths://s3,omozonows.com/Jroroswiqer.com/CroﬂYourMorke+inq/CYM+Lesson

+35.mp3

Welcomel Todo\/ we're going fo dive into what you read last week, about your Home Base, and we're

going to get reod\/ for what \/ou'|| read this week, about Choosing your Tools.

* What you MUST do before you start marketing
* Why Content Works
* The Third Question to Ask

* How to choose the tool your customers are using

We've talked about what makes your H’ling specio| and we've talked about who your peop|e are. But the

next step is not to go into the world and fell peop|e<
Why not?

Think about it like Jrhrowing a party - you don't send out e-vites until YOU have decided the details:
Where will it be? What will be provided? W hat should the invitees bring or wear? And before anyone
comes over, you gotta get your p|oce in order. You don't want to invite peop|e over fo a houseworming

before you've moveo| into your hOUS@.

Your website is your home and your marketing is your invitation. FIRST you get your home ready, then

you invite peop|e over.

E+sy and Facebook are not effective Home Bases.
* You don"t own them.
* You don't have any control over them.

* A small chonge could comp|e+e|y cleerroy your Customer Path.

Your Home Base needs to be en+ire|y within your control, so that you can use it to guide peop|e into what
they want to do. This is your Customer Path - the steps a person fakes to go from total stranger to regular
custfomer. The path include:

—Heoring about you/Finding you

-Getting to know you (on your Home Base!)

-Deciding to buy.
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On your Home Base, you're going to control this Customer Path, so that peop|e know what to do at each

step to move down the po+h.

For example, in my customer path, you probably:

* Discovered the podcos+ or b|og (Jrhrough a referral link or by seorching)
* Read a bit

* Signed up for my newsletter

* Got my messages for a while

* Decided fo buy this class when | offered it.

This is the customer Path of a lot of businesses with blogs, podcasts, or YouTube channels. For a knitwear
designer the poJrh mithr be:

* Someone sees your pattern on Ravelry,

* They click through, add it fo their queue

* See it a few more times in their friends’ feeds or on the forums

* They buy the pattern and join your group

* Get o know you and buy again

Now, looking at the customer path like this, | think you can see why NEW content on your site,
some’rhing other than just new proo|uc+s, is so useful - it gives peop|e someJrhmg to share, improves your
SEQO and gives people ever new opportunities to find you or refer you. | don't think that every business
needs a |o|og, but you do need @ s’reody stream of NEW for peop|e to share - whether this is a |o|og, a
podcos’r, videos, events, classes, new pictures, new proo|uc+s or new designs. Peop|e can on|y share your
work if they have something TO share. | talked in the book about how to make something share-able, by
being sure that you have given the reader evererhing Jr|’1ey need in order to share (like share buttons, and

a request fo share), but the other thing they need is NEW.

| didn't include this in the book, because | didn't realize how important it was af the time of writing the
book, but as I've worked with more and more craft businesses of all different types and sizes, I've come to
recognize that the way the internet works +o<3|oy, is how society has o|woys worked: Word of Mouth.
Your work is on|y going to be found if someone (or you) tells someone else ... and you've got to give them

some’rhing to share: specifico”y, new contfent.

Now, if you're a yarn shop or farmer, your new contfent mithr be new events or new classes. If you're a
knitwear designer, it mithr be a new KAL of one of your patterns + good answers to peop|e's questions. If
you're a yarn maker it migH be oHending a fiber festival. But the more often you have someJrhing new to

share with your peop|e (within reason), the more often Jrhey are going to share it with their friends.

YOUR JOB IS TO DECIDE WHAT KIND OF NEW CONTENT YOU CAN
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BOTH CREATE ON A REGULAR BASIS AND THAT YOUR PEOPLE WILL
MOST WANT.

Remember: This does NOT need to be a b|og thaot you write.

On|y if that makes sense for what you sell. My mom, who sells art, is reo||y frustrated because she doesn't
feel comfortable writing, and she regu|or|y compares her b|og to mine and | told her: | |o|og because that's
what | sell: My words and my lessons. | podcast because | sell education and conversations. But if you sell
ART, you don't need a lot of words. Instead, your new content can be an Instagram feed full of your
artwork in progress (now, you need to put this on your HOME BASE, so when peop|e share it Jrhey're
sending people back to you).

There's a spinner aboard the SJrorship who makes beautiful fiber videos - that makes sense because she

sells books about spinning and videos lﬁe|p customers see the process Jrhey're going to learn.

Yarn stores don't sell words, Jrhey need customers to COME IN to the shop, so their regu|or content would
be kniHing groups and classes and NEW YARN.

No matter what you sell - think about: How could | share a taste of this for free, to give peop|e a feel for

what it's like to purchose my work?

DO THIS:
So other than new content, check out Chop+er 4 for the other content your home base needs. Make a note
of any of the pages or information your sife doesn't have now. List it out so you know what you need fo

WOI’k on.

Now, the final piece in moking an awesome home base will also he|p you choose your tool: How do you

want your customers to feel?

You've discovered your spork|e and who your cusfomers are, but it's time to think about how the two
Jrhings are going to interact. The best way fo make sure your website is effective and you use your chosen
tools correc’r|\/ is fo focus on this one question:

How do you want your customer to feel?

Another way to ask this question:
W hat does your work bring into their life? W hat Fee|ing are you giving them?

Once you've answered this question, you want to make sure that EVERY bit of communication you have,
including your website and any messages you send on any tools GIVES YOUR CUSTOMER THIS
FEELING.
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This mithr feel vague now, but the clearer and clearer you can get on this, the more and more effective dll
your marketing will become. I've seen this happen in my own business and in that of all my clients. The
more you bring this Fee|ing into your website, your descripﬁons, your interactions, the more customers are
going to understand why they'd spend their money with you and they'll share you with more of their

friends. (This, focusing on this Fee|ing, also he|ps your work stand out from every+hing else.)

Some examples:
In my work, | want you, my students, to feel not-alone in the hard work of bui|ding a business. | also want

you fo feel confident and like it's a fun adventure, instead of a boring s|og - all while ocknow|eo|ging that

YES, this is hard work.

So because of that, | use "exp|orer" me’rophors, | talk about hoving adventures. | teach methods of
experimenting. | also share s+rugg|es and stories from other makers, and | regu|or|y write about the
emotional stuff, so you know you're not alone. Keeping this Fee|ing in mind impacts ever\/Jrhing - how |
describe what | do, what | share on social media, what | actually teach about, and how | handle every

question.

If you're a knitwear designer who focuses on complex or advanced designs, you might want your customer
to feel competent and accomplished. You'd communicate this in your marketing by providing tutorials for
|eoming new skills, shoring links to videos or tutorials for advanced Jrechniques, writing or shoring about
deeper skills and unders’rondings, and in not Jro|king down to her. You want her to feel competent, so

ever\/Jrhing you do is both about moking her feel more competent and treating her like she IS competent.

If you're a jewelry or accessories maker, you may want your customer to feel beautiful or sexy or
comfortable - do you see how each of those feelings would give a different set of marketing messages?
You'd share different stuff on social medig, you'o| rep|\/ to questions differenﬂy, \/ou'd create different
products and describe and photograph them differently.

At the same time, this question, "how do you want your buyer to feel?" it in+imo+e|\/ tied to the first two
questions we've answered: "W hat is special about your work? Who is the person who will love this?" You
see, if what's specio| is that your work is eco—Friencﬂ\/ + sus+oinob|y made, and the person you serve is an
exhausted mom ... then how you wanft to make her feel is probob|y genHe, or cared for, or relaxed. You

want these three questions to all serve each other, and to make sense with each other.

Now! This question is going to fit rig|’1+ into the next two chop’rers: W hat tools will you use fo communicate
with your buyer?

This is the question that trips a lot of peop|e up, because Hwe\/ have a lot of "shoulds" around what Jr|'1ey
should be doing: | "should" be on Twitter. | "should" be on Pinterest. | "should" sell to shops.

Honey, | want you fo let go all of that. In fact, take a minute -
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DO THIS:
write down all your shoulds. What do you think you reo||y HAVE to do? I'm o|woys surprised |oy what
makers think Jrhe\/ have to do, because it often makes obso|u+e|y NO sense for their business, and Jrhe\/

have no good reasons for it. So get all those "shoulds" out of your head, before you read about tools.

The reason | keep referring to these things as tools is because | want you to understand: Each thing you
use to communicate with your peop|e is simp|y a tool. t's no better or worse than ony+hing else, and each
tool is suited to one spechcic kind of task. There's no business that uses EVERY tool, and the on|y "should" is
this: You should pick the tool that fulfills two rules:

1. YOU can use it consierenHy (you, rithr now, exocﬂ\/ as you are)

2. It makes sense for your Three Questions (W hat makes your work sporHe, Who loves it,

OI’]CI HOW it mokes your peop|e Fee|)

This automatically removes some of your tools from your tool belt. If you aren't interested in travel or
+o||<ing to peop|e face to face, craft shows are a se||ing tool that won't work for you. If you never snap
pl’]OJrOS, forge+ |ns+ogrom. If \/ou've got a visual produd and you don't like words, skip Twitter and use
|ns+ogrom. If you don't "geJr" Pinterest, skip it. (Just install the button on your site, so other peop|e can pin
your stuff).

Now, that's the YOU part - can you use it consierenH\/?

The next part of picking a tool relates to each question:

Wl’lQ‘l’ mokes your WOI’l( spor|<|e?

If you get in gorgeous new supp|ies or prodchrs every week - take pictures of them. If your producf

involves a process - video it and put it on YouTubel
If your work is colorful - take pidures!

If your work is based on words - use Twitter and write |ong Facebook page posfs. If your work is socia

(like @ WOI’|<S|’10p leader, or a yarn shop) - get social.

If your work needs to be touched - get itin shops or at craft shows!

Next: Who loves it?

It can be +ricl<y to know if your peop|e use your tool or not, the on|y Jrhing you can do is find some peop|e
LIKE your peop|e and ask them. But keep this in mind: Peop|e of ALL ages are on the Big Two channels
(Twitter and Facebook): 71% of online adults use Facebook. And until you survey your peop|e, you don't
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know how old iney are. You mig|’1+ be surprisedl You can narrow it down |oy doing a bit of goog|ing:

W ho uses the tool \/ou're considering

If your people are under 30 - get on SnapChat.

If your people are young moms - get on Pintferest.

If your people are into visual beauty - get on Instagram.

If your people are local - head to the farmer's market or hold events around town.

If your peop|e are international - remember to post at all times, esp in the middle of the nighi.

Check out the Pew Center Research on Social Media Usage: niip://www.pewiniernei.org/QOi5/01/09/
socio|—medio—updo’re—QOM/

And finally: How do you want your people to feel?
Now, you can use almost any tool to ne||o your peop|e the way your work will make them feel, if you use

it in the rigni way.

For example:

If you want them fo feel..

* inspired, post quotes or writing or craft prompts

* not-alone, share stories (links to online stories, or ones \/ou'\/e collected)

loved, share encouraging words

gen+|e, share mindfulness Jrecnniques or articles

relaxed, share relaxation tips or articles about getting better s|eep

funny, share Funny cat pnoios (or whatever would be in line with your sense of humor)

empowered, share stories of peop|e overcoming or Jr|'1ings that remind them of their own power.

L A . A 2

part of the community, ASK for their stories

So with that, you're reod\/ to read Chopiers 5+ 6, and start cnoosing your own tools. If you o|reody use
some tools (as many of you dol), put them Jrnrough the test - can you stick with it consisienH\/ and does it

serve your T|’1ree QUQSHOI’]S?

Next week there's a bonus lesson on the tool | love BEST: an email list!
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HOMEWORK:

1. Answer the question: How do you want your customer fo feel? Write it downl!

2. Put the answers to the first two questions (W hat makes your work spork|e? Who is it for?) down,
so all three answers are ’rogeJrher. Can you now see your morkeﬁng messoge? If not, keep

working with it, ’rhinking about it, and ediﬂng it over the next two weeks).

3. Before you do your reoding, write down a list of all the Jrhings you think you "should" be doing
Now, let it GO.

4. Read Jr|'1rough C|’10p+ers 5 + 6 and do all of the worksheets.
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LESSON 4 TRANSCRIPT

To listen to this lesson, visit: ths://sS,omozonows.com/Jroroswiqer.com/CroHYou rMarketing/CYM+L esson

+4.mp3

Welcome to How to Rock your Email Newsletters for fun & profit!

Working with hundreds of small businesses over the lost 4 years has taught me that email newsletters are
THE most effective tool in reaching your Right People. More effective than a blog, Twitter, Facebook .
on\/Jrhingl You don't need a big list to make it work, either - when my yarn company, Blonde Chicken
Boutique, was rep|ocing my doy job so|ory, my email list was around 200 peop|e and a gooo| 80% of my
sales came o|irec+|y from subscribers c|icl<ing ’r|’1rough In the past few years, I've worked with many
students to set up their list, and even when their lists are tiny, Jr|’1e\/ find that more of their sales come from

subscribers and that as their list grows, their sales grow.

What | mean by "email newsletter”

Why an email newsletter is the most effective tool

How to rock yours and how to make it super-effective at speaking to your Right People
-how to get peop|e on your list (+ Why you should stick to it when you have 2 subscribers)
-when to send it,

-what to say,

The most important part of every e-mail you send

lt's simply a list of the email addresses of people who are interested in what you're doing. Instead of YOU
keeping track of these emails, you use a newsletter software, like Moi|chimp or Aweber, to manage it for
you. This software will create sign up forms you can embed on your sife and a standalone Webpoge sign
up form. It will include a footer on each email that you send that complies with spam laws. The newsletter
software will give you lots of tools for moking your list easy fo manage, inc|uo|ing an unsub link on every
email (so anyone can unsub themselves at any time) and buttons to forward your emails or tweet it or
like it on Facebook. It will also create a link to seeing your newsletter on a webpage and an archive of past
messages, SO you can link to old ones, or share it with others. Because all of this is created ou+om0+ico||y, all
you have fo worry about is creating the list, shoring the form with all of your peop|e, then sending the

emails regu|or|y.

Unlike ony+hing else you o|o, an email goes o|irec+|y TO your subscriber.

Unlike a b|og, Jrhey don't need to remember to check your website.
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Unlike a tweet or |ns+ogrom, Jrhe\/ don't have to be online the moment you send it.
Unlike Facebook, you can be sure that it will be delivered to every person who has signed up to get it.

Unlike a craft show, it's not just people who turned up that day. Unlike YouTube or a podcast, they don't
have to check a spech(ic app.

Just as impor’ronﬂ\/, there's some+hing magic that hoppens when a reader gives you their email address.
T|’1ey are ’roking a step towards you, moking a finy commitment to you and your work. An email address
is more valuable than a social media Fo||ow, so when a reader gives it up, it means more. In other words,
the email subscriber is a more devoted fan than anyone else, except a customer, so she is much more |il<e|\/
to become a customer. So it's more effective to spend your energy to talk to people who are more likely to

buy than trying to convince strangers or less-invested readers.

Now that \/ou're convinced you want to start a list, let's talk about how to get peop|e on it. The very first

step is NOT 1o create the list; it's to Figure out what you're going to send.

Then \/ou're going to make the list and tell peop|e what you'|| send. Then you send them what you
promised (and o|e|igh+ theml).

And Fino”y, you sfay consistent.

W hat should you send?

This goes back to The Big 3: WHAT makes your work special? WHO are your people? HOW do you
want them to feel?

Keep those three Jrhings in mind as you think +|’1rough the stages of your customer's buying process:

Before Jr|‘1ey buy

W hat is keeping peop|e from buying? W hat do Jrhey need to learn or understand before Jr|’1ey buy? W hat
questions do Jrhey have?

How can you get them reody to be an owner and user of your produd?

After Hﬁey buy:
W hat will he||o them use your prodchr better?

W hat will make your proo|uc+ more useful in their life?
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There are a zillion ways you can structure your messages, but the important Jr|'1ir1g you'|| notice here is that
the answer to none of these questions is: send a newsletter. That's just a bunch of news about your business
or your b|og. Instead, answer their questions, ask them questions and make a real connection with your

reoo|e rs.

Let's have some examples!

When | had the handspun yarn company, my monthly messages would always be about a theme (like
Mother's Do\/ or Spring or Winter hats) and | would include a picture of my newest yarn, and give them
a resource for using my handmade yarn. AND | would often include a naming contest - so that everyone
who suggested a name would be entered to win 50% off a skein of yarn. This wasn't just "What's new
with me," but more of a "here's what's going on in the world, here's how it ties in with yorn." (For
exomp|e, at Christmas and Mother's Doy, | sent them Jrem|o|c1Jres to forward to their loved ones, that said

"Hil | want yarnl Here's where to buy it.")

Another yarn o|yer | work with is sending email messages about the different aspects of hand d\/ed yarn,
answering the questions she gets most often, or exp|oining a spech(ic benefit of her yarn that peop|e migH
not understand (like how her dyeing method keeps the colors from pooling, or why she re-skeins each
skein, or how fo choose a yarn for a pattern). She is speaking to people who love yarn enough to buy a
more expensive skein, and she wants them to feel know|edgeob|e, so that's how she talks to them in her

mon+h|\/ messages.

An artist | work with sends sneak pee|<s of the art she's working on, and then a specio| eor|\/ access to her
mon+h|\/ online art go||ery, so that her subscribers can buy her origino| art before it's available to anyone

else. Then she reminds them before the go”er\/ closes so that Jr|'1ey don't forgeJr to grob it.

A designer | work with sends messages about her designs, each message |inking to either a past project or
a new one that she's |0unching, and it talks about how to choose yarn for that project. Then she high|ig|’1+s
the projects that have already been made with it.

Another designer who creates comp|e><, advances patterns sends information about how to become a
better knitter, because her goo| is to educate her readers so that +hey have the skill necessary fo make her

patterns.

If you sell furniture and you want to communicate the value, to a buyer who cares about the solidness,
you could discuss w|'1y you work with certain kinds of woods, or tools, or Jrechniques (just be sure not to

focus on the technical details, but translate it into how it BENEFITS the buyer).

Remember - you can also very eosi|y send them your |o|og posts. If's called an "RSS campaign" - your
newsletter service will grob the "feed" from your b|og and send new posts to subscribers. So if you're

o|reoo|y creating this content for your |o|og, you can send it to your newsletter. But unlike hoving them

Tara Swiger CRAFT YOUR MARKETING Full Course 21



subscribe to the RSS feed themselves (which you have no control overl), you can also send messages just

to them.

If, on the other hand, you have a hard time staying consistent on your b|og, I'd first focus on getting

consistent on your mon+|'1|y emails and THEN add in a b|og post every other week. The main focus is

CONSISTENCY and QUALITY, not QUANTITY.

How often should you send?
This, of course, depends on you and your business. If you have lots of new products all the time or if your
emails can help the people day in and day out, send more often. If you have fewer new things or if people

need to buy your ifems less often, send less often.

SJroﬁsﬁcoHy, \/ou're going to get better results if you send more often, with a minimum of once a month. If
you send less often than once a month, peop|e will Forge+ that Jr|'1ey signed up and won't know w|'1y Jrhey're
getting it. If you sell a proo|uc+ in an EJrsy s|'10|o, you probob|y don't need to send it more than every 2

weeks. But if you sell useful or 0pp|icob|e informoﬁon, I'd go once per week.

After you have decided what you're going to send, sign up for a service (| recommend Moi|chimp, neor|y
all of my clients use it), and go in and "create a list". Head over to the "forms" and persono|ize it Put your
header in the header and then write a bit in the description - tell the subscriber exactly what they're going
to get (how often and what kind of content), be sure to focus on the BENEFITS of your emails. You're

not just going fo send "updo+es", you're going to get "eor|y access". You're not going fo get "lessons", you're

going to "learn how fo ... {spech(ic fhings Jrhey'” learn}

| know that this is one of the most-stressed-over parfs of hoving an email list, but | want to encourage you:
[T 1S OK. However many peop|e sign up for your list, your job is to SERVE THEM. Provide them with

value, ask them questions, connect with them!

It's far more important to have peop|e on the list who want to hear from you and buy your produc+, than
just to have a LOT of peop|e4 Agoin, what matters is quo|i’ry, not quantity. Quo|i’ry subscribers open your
emails, click, and are Jrru|y wanting fo |ouy your proo|uc+. And any subscriber has o|reody put their trust in

you, b\/ giving you access to their email box, so treat them Wonderfu”y, whether if's one person or a

hundred.

With that in mind, you get peop|e on your list byJeHing peop|e know you have a listl Use all of the tools
you are currently use and LINK to your list.

1. Put the sign up form in your sidebar (at the very Jropl)

2. Link to it in blog posts
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3. Put the link in your email signature

4. Share it on social media sites (Facebook Poges will now let you add a "button" to your page, inc|uc|ing
a "sign—up" button, so that peop|e can subscribe to your emails!)

5. Bring a sign up form with you WHEREVER you might meet buyers - any show, shop, event. If you're
Jrc1||<ing to someone at the coffee shop about your work and +hey're interested, take their email address
and then send them an email with a link to your list!

6. Invite every customer to sign up, in your Thank You message.

This is an ongoing process, with a lot of deeper, more advanced +hings to try (I'm going fo create an
advanced class on this, for the S+orship!). The important Jrhing is that you don't just put it up and walk
away from it. Edit your form, try new Jr|'1ir1gs, exp|ore options, send different kinds of emails, test every idea

you come across! I've had an email list since 2008 and | am sfill ereoking my Forms, offers and tools | use.

Once you know what you're going to write, when you're going to send it and you've got your sign up
form, the on|y Jrhing left is to ocfuo”y write it regu|or|y4 And remember - it doesn't have to be words! You

can send pictures, video, audio - whatever you can create consis+en+|y.

To get consistent, make a system out of it. Once every few months, p|on out your next months of content,
so you don't have to come up with something each time you make it. Pick a day of the week or the month
when you're going to create the content. Then put it on your calendar and no matter what else is going
on, sit down and work on it. Then edit it the next doy and load it in your newsletter software (this o|woys
takes longer than you expect, so just be patient and remember that it will get faster as you become more
familiar with it.). Then schedule it!

You are NOT annoying people
They asked for itl They are interested and if you have @ prodchr that will oc+uo||y benefit the buyer (and
of course you dol), then you are doing them a DISSERVICE by not felling them about it.

Do it even if no one's |is’rening

Effective marketing is much more about your attitude and your skill than it is about specific strategies and
tools. You are going to take a while fo write a good newsletter, to find your voice, to be compe”ing and
interesting to your peop|e4 So start NOW and write consis’renﬂy, even if \/ou've gotf no one |is+ening. If you
wait until you have some peop|e on your list, then you'|| have an audience for your eor|y stumbles AND
you'll make the earliest subscribers wait too long until they hear from you. You are going to go through
ups and downs in motivation and Fee|ing good about your work, so the more consierenHy you attempt to
connect with your buyers, the more you'|| train yoursehc to do it no matter what ... and that is going fo build

trust with your readers, and build a consistent, successful business.
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Include ONE Call to Action.
A call to action is ... osking the reader to actl This will usu0||y be a direct link to purchose some’rhing, or to

a post you want them to read, or to answer a question.

Your Call to Action (CTA) needs to be in o|ignmen+ with your goo|s. For exomp|e, if you want to increase
sales, don't keep sending your list links to b|og posfts, send them an email that includes a direct link to your
produc’r and a direct CTA (e, Buy this herel). If you want more troffic to your site, share links to your sife.
If you want to get to know your buyers, ask them questions. But everyone should have one call to action,
so your readers get used to interacting with you. And it should on|\/ have ONE CTA, so Jrhey know
exocﬂ\/ what you want them to do. If you include more than one option, \/ou're going to sp|i+ it up (no one

person is going to click every+hing. The\/'” usuo”y pick the first or last link you offer).

One final note: Your emails are the single best way to connect with your customers - not just to sell them
some’rhing but to oc’ruo”y connect, person-to-person. You can go+|'1€r information, learn their |onguoge for
Jrc1||<ing about your work and get better and better ot communicating with them. To do this, from time to
time make your call to action a question for the reader to answer. Don't just ask Jr|’1ir1gs you wanft to know;
first share your own story about some+hing, then ask them to share theirs. If you sell home gooo|s, this
mig|'1+ be a story about your favorite H’]ing your house, then ask them "What's your favorite piece in your
home?" If you sell yarn or patterns, share a kni’r’ring misadventure and ask them about theirs. W hatever
piece of information you'o| like them to share with you, H’]e\/ are more |ike|y to do it if \/ou've first shared
with them. No matter what the question or their rep|\/, you can o|woys learn some’rhing - about how Jr|'1ey
think, how +hey describe what ’rhe\/ care about, or even just what kind of peop|e are reodmg your work.
Experiment with asking all kinds of questions! The only way you can get this wrong is if you ask a boring

morke’ring question, without first shoring a persono| story.

TO SUM UP:
1. Decide what you're going fo send.
2. Tell people.
3. Do what you told them you'd do.
4 Do it consis+en+|y, include a CTA and ask them ques’rions!

Now get out there and start emoi|ing your fans!
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ROCK YOUR E-MAIL LIST

Answer this to decide:
What makes your work special?

Who is your work for?

How do you want them to feel?

Before they buy:
W hat is keeping peop|e from buying?

What do they need to learn or understand before they buy?

What questions do they have?

How can you get them ready to be an owner and user of your product?
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After +hey buy:
W hat will he|p them use your produc’r better?

W hat will make your proo|uc+ more useful in their life?

What can you send your peop|e to answer these questions? (Write at least 10 ideas)

How can your email make the reader feel the way you want your produc+ to make them feel?

Is there a specific ang|e you can come from? A type of content you can share?
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YOUR NEWSLETTER PLAN

How often will you send your newsletter?

W hat kind of content will you puft in your emails?

W hat are the next 5 Hﬂngs you'|| write about in your newsletter?

1.

W hat will your Call to Action be in each messoge?
1.
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Where will you share your newsletter?
(Check off once you've put it in all these p|oces)
O Sidebar of your website
Share link on every one of your social media |o|c1h(orms
Link to it in b|og post (exp|oin benefits of signing up)
Put at the bottom of your 5 most popular blog posts
Include an invitation to sign up, in your Thank You message fo customers

“Sign up” button on Facebook Page (if you have one)
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LESSON 5 TRANSCRIPT

To listen to the lesson, visit ths://s3,omozonows.com/Jroroswiqer.com/CroﬂYourMorke+inq/CYM+Lesson

+5.mp3

It's just a plan for what you'll share and when and on what tools.

The phrase is confusing because you'll actually have more than ONE marketing plan. You'll have an
overview, that says what you tools you use and how often you want to post there (a schedule for your
morke’ring) .. and then you'|| have a short term content p|cm - what exocﬂy you're going fo post when. In
my business, my morke’ring schedule is that 'l b|og on Tuesdoys and podcos+ on Wednesdoy, and my
content plan specifies the subject matter of my blog posts and podcasts.

In this class, we're going to cover the BIG picture Marketing Schedule, and then Il share examples of a
Content Plan. When you're done with the class youl|| have your big picture Morkeﬂng Schedule, and a

p|on for creating your next confent |o|on. Craft an Effective Blog guides you to create specific pieces of

content, if you need |’1e||o idenﬁfying gooo| b|og posts ideas.

Your morke’ring can p|cm be as simp|e as a post-it note or as comp|ex as a spreodsheef

W hat to include in your pldh?

The tools you‘re o|reoo|y using in your business.

Do NOT use this as an opportunity to add a bunch of new tools. If you aren't using any tool, revisit what

you learned in the Tool chop+ers. W hich ones make sense for your business? Pick one, and start there.

In genero|, if you have an online shop, this is the order of priority:
1. Online shop set up, with great phoJros and descripﬁons, with at least 20 items (dont move on to
another tool until you‘ve done this).
2. If you‘re a yarn maker or knit/crochet designer, Rove|ry comes next - set up your patterns or your
yarns in the system + create a filled-in profile.
3. Email list (you can move on fo the next tool once youlve set up your forms and linked to them in your
. Thank you message and have scheduled 2 messages).
5 Website
o best, |onges’r—|os+ing option: self-hosted WordPress site;
. quickeer, free-est option: B|ogger
o Put your sign up form in the sidebar, and set up the site with every’rhing we discussed in Choerer 4,

before you move on.
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6. Facebook page, Instagram or Twitter: Depending on what you'll be most likely to use, and how
pho+ogenic your proo|uc+ is. Just pick ONE. Wait until you have at least 500 followers before you

move on to another.

Now, most of you in this class o|reoo|y have bits and pieces of this (or all of itl), so you don't need to
chonge what \/ou‘re using, and you cer+c1in|\/ shouldn't add ony+hing new yet. Instead, make what you do
use more effective Jrhrough what you‘\/e learned in this class: share content for your peop|e, write

descripﬂons that High|ig|’1+ the benefits, become consistent with it.

Now, your morkeﬁng |o|on is simp|y what you‘re going to share, where and when. You're going to base
this "W hat to share” on what you sell and what you wanft fo sell. A lot of peop|e start by Figuring out how
many times Jr|’1ey're going to use each tool, like I'll tweet 3x a doy, but then you have the issue of trying to

find stuff to share, and that mithr not be in o|ignmen+ with what you reo||y WANT to spend time on.

Since the goo| is to sell more of your stuff, it makes sense to build your morkeﬁng |o|on around that. So this
is where we'll start, with one new proo|uc+ in your shop (or event you're oHending or class you're |’10|o|ing).
Then we'll add in shoring new pieces of content you create, and then we'll fill it in with shormg other Jrhmgs

(from other sources) your peop|e will love.

Make a p|dn for what you do with each new produc’r:

List the tools you use and that you want to keep using, with consistency. First, decide how often you‘re
going to have a new product. Every day? Once a week? Three times a week? Whatever you can stay
consistent with. (It's usuo||y better to do to a new item three times a week than to post three new items in

one doy.)
How can you share your new produd on each of these tools?

How often does it make sense? (For exomp|e, very few peop|e see each tweet (because Jr|’1ey're not online

when you post it), so it makes sense to tweet a prodchr 2-5 times over the course of a week.)
WRITE ALL THIS DOWN ON THE WORKSHEET

Make a plan for what to do with each new piece of contfent.

Your morkeﬁng |o|on will also include the content you're going to create on your Home Base, whether it's a
b|og, podcost videos, pictures. You'll want to share this new content on all your other tools. First decide
how often you're going fo post to your Home Base. If you've struggled to be consistent with this in the
past, I'd start with once every two weeks. Everﬁuo“y you can build up to once a week and then moybe 2-

3 times per week, but once every two weeks is better than never.
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Just like we did with the produc’r, list the tools you use, and create a p|on for where you'|| share it. | use
CoSchedule to allow me to schedule these social shares as soon as | write the piece, so | don't have to keep

coming back to it.

Make a Newsletter p|qn
You should have done this in the previous week, but be sure to write down how often you‘re going to
send this and Figure out what that means for your distribution of new produds‘ Will you be shqring 5 new

produc’rs in each mon+|'1|y email? Or just share one proo|uc+ in every other email?

Make a p|cm for the other time
Social Media tools work best when Jrhey are, yes, social. When you don't just broadcast what you want to

say, but when you share other Jrhings your followers are going to like AND when you have conversations.

* Twitter - |o|cm at least 2-3 tweets in between your own stuff. This can be links to other Jrhings your
people will like or replies to people’s tweets you want to talk to. Also plan to check once a day and reply
to anyone who has replied to youl

* Facebook - p|cm at least 1 poer/doy, in behween your own stuff. This is usuo||y links to other Jrhings
peop|e will like, or just a bit of writing about someJrhing, or a pl’]oJro (you can set |ns+ogrom up to send
your images fo your Facebook page). Again, be sure fo reply to anyone who replies to you (if it makes
sense).

* Instagram - share pictures from your lifel Your promotional pictures should be spread out amongst

persono| pictures. Check out Grace's How to Hack Instagram for lofs of Jrhouthrs on hosthogs and

getting followers.

Once \/ou'\/e got all this down, you can turn them into checklists that you revisit each time you launch
some’rhing new, or you can create a calendar that fills each piece in for the coming month or quarter. | use
a combination of the two. | have a content calendar that includes the topics I'm going to write about for
the poo|c05+ and email newsletter. And for each new post or class launch, | go down the checklist to be sure
it's shared in all the p|oces (ogoin, | use CoSchedule, which makes the checklist easier). And then once a
week | fill in the other stuff using Buffer to schedule it ahead of time. You can read all about how |
schedule ever\/’rhing in the b|og post (I'll include it in the list of resources).

BY THIS POINT YOU SHOULD SEE THAT IT ALL FITS TOGETHER,
RIGHT?

The point of the morkeﬁng p|on is that your morkeﬁng flows from your business and your goo|s - one
action (like |is+ing a new item in the shop) sporks the morkeﬁng to spreod the word fo your followers. You
don't wake up each day and wonder: What should | tweet about? Instead, you do your work, which

includes moking produc’rs, |is+ing them, and creating new content. Each of those actions inspires the
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morkeiing. And as you work, you take pictures and think about how to describe it on |ns’rogrom or your

biog or newsletter. So it's all stemming from your real work.

THAT’S YOUR BIG PICTURE MARKETING SCHEDULE.

You now know what to do with each new produc’r, piece of content, and what to put in the tools around

that. You can use this morkeiing |o|cm forever, just ciicmging it up as your tools or your goa|s chonge.

But to get oieeper, to know in even more detail what \/ou‘re going to do, it |'1e|ps to make a content p|on.

1. Decide what you're going to make and focus on.
2. Line it up with your calendar.

3, Put it on your calendar or a spreocishee’r.

1. Decide what you're going to make and focus on.
Your content and everyihing you share, flows from what you're moking and se||ing. So you don't just
come up with random stuff to write about - you wrife about what you're Working on and what you most

want to sell.

So the first step in a content plan is to plan what you're going to make and what you want to sell and
when. Now, if you have a regularly updated shop with new products every week, you can just build your
content around one new item each week. Not that you'll be blogging “this is the new item of the week,”
but you'|| allow that item to spori< an idea for content, like what inspired it, what else you can use with if,
etc. Go back to what you oireooiy decided you want to share with your peopie, and then tie your content

ideas with speciicic produc’rs and get very SpeCiFiC

For exompie, if you decided before that you want to share 3 ways fo wear your scarves, wrife that piece
during a week when you have new scarves in the siiop, and then include phoios and links fo the scarves

in that b|og post.

Now, you can just do this week |oy week, by |ooi<ing at what you‘re about to list and your siiop and write
about it, but I've found that most makers find it relieves a lot of stress to p|on this out ot least @ month or

fwo in advance.

Another option is fo not just be inspired by what's going in your si’iop, but to choose a focus. Either focus
on a prooichr TYPE or on a quoiiiy of your brand or on a iceeiing you want them to have. For exomp|e,
you may add cards and prints and coioring books to your siiop, but choose for one month to focus your

content on just the cards. You can write about senoiing cards, the joy of getting mail, famous letter-writers
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of |i+erory |'1]s+ory, etc. You can write about your process, the customers who have used your cards, etc. The

next month you can choose to focus on prints and share similar content about them.

Those are suggestions for regu|or|\/—upo|o+eo| shops. But if \/ou‘re a designer, teacher, or actual physico|

location - your content calendar can be s|’10peo| in different ways.

If you have specific time-bound events, like classes or farmer's markets or some’rhing, use the calendar of
those Jr|'1ir1gs to shope your morkeﬁng. For exomp|e, if you'\/e got a mitten class coming up, |o|cm to spend

the week or two before the class shoring mitten-related contfent.

If you're a designer or teacher and you release a new product only every month (or less), then your
marketing will be shoped by those new releases. Plan when you're going fo release what and then write
content around it. Spend a week or two (depending on your release calendar) Jro”dng about the benefits
and quo|i+ies of your upcoming design (hinﬂng about it all the time), then release it (don't forgeJr to create
pieces of content that celebrate its release!) and then answer questions or objections people might have in

the week or so affer it's released.

No matter how you chose to shope your content, the focus is the same: W haot you're moking and what

peop|e can buy

2. Line it up with your planned frequency

Once you've got an idea of when you can do what, look at your calendar and how often you plan to post
things. For example, | release a podcast on Wednesday and an email lesson on Thursdays. So if | want to
talk about a new class that's |ounc|’1]ng in 2 weeks, | on|\/ have a few chances to do that. If the SJrorship is
on|y for one week, | on|y have one email and one podcos+ in which fo spreod that message. (So those two

pieces need to make o VERY clear call to action.)

3. Put it on your calendar or a spreadsheet.

I've included a template of my super simple content spreadsheet in this week's resources. Once you've
JrhougH +hroug|'1 what you can do, the next step is fo decide exocﬂy what you'|| say or do. For exomp|e,
you may think: I'll talk about necklaces this month, and I'm writing 2 lo|og posts that month. The findl step
of a real content calendar is to commit: What is each blog post going to be? Write a headline or
descripﬂon of it. (The difference between: write about necklaces + 5 ways fo wear a statement necklace).
This final piece of coming up with specific pieces of content WILL take a while, but it will save you so

much time later!

THE FINAL STEP OF THIS MARKETING PLAN IS ACTUALLY
IMPLEMENTING IT!
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You've spent all this fime p|onning, so take the final step and COMMIT to it. Make a scheduled time each
week when you work on content creation. It doesn't matter when that is, just make sure it's regu|or and it's

a fop priority.

Once you do, here's how all these different pieces of your Morkeﬂng Plan migh’r fit +oge’rher:

Imaginary Person has a blog, email list and uses Twitter.

She sits down on Monday to work on content.

Every week she writes a blog post and schedules it for Wednesday.

She goes down her checklist and schedules tweets for the b|og post (using different tweets each time).
After the b|og post is done, she spends 30 minutes scheduhng a hweet or two for each weekdoy that she
thinks her people will like.

Once a day she hops on Twitter and replies to her replies and comments on 1-2 tweets of people who
might be her people.

Once a month she creates an email, sending peop|e tips on using her produd. She ends with a CTA to
buy her newest product.

W henever she adds a new proo|uc+ to her shop, she goes the checklist and schedules tweets.

Now, this is a marketing plan that will get you consistently sharing your work with your people. If you just
become consistent with this, you WILL grow your audience. People will find your work via search, they

will recommend their friends, Jr|’1ey will share your social media posts.

But all of this is about your OWN platform. The reason why we've focused on this because, again, your

HOME needs to be in order before you can reach out and invite more peop|e in.

But once you've gotten consistent with this (for 3-6 months), it's time to think about getting your work on
OTHER people’s platforms. There are lots of ways this can work, so I'm going to give you a list of ideos.

* Sell ot an event - you will meet so many peop|e not o|reody in your audience. If it all fits what you do,

| recommend it higH\/, at least a few times a year.

*

Write a guest post for a site your peop|e read (this is if you love to write and it makes sense for your

produc’r).

*

Submit your work for editorial review in magazines and b|ogs your peop|e read (Fo”ow submission

guide|ines).

*

Join a FB group or sub-Reddit or Rove|r\/ group that your peop|e would join (NOT other makers) +

become an active, |f1e||o1(u| voice.

*

Take part in a Twitter chat that your person would attend.

*

Interview someone that your person reads or follows online, on your website (that person will share the

link back to your website).
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* Collaborate with someone who speoks fo your same peop|e (start with those with tiny audiences
and as you build up your collaboration and morke’ring skills, branch out to peop|e who you think
are ‘foo big“).
* Agree to be interviewed by anyone who asks (no matter how small the audience, unless you
think your audience will be turned off b\/ the setting).
* Atend local events where your peop|e will be (this is probob|y not a "ne+worl<ing“ event, but
some’rhing like o PTA meeting or a book club or @ brewery tour or some’rhing). If you're not sure how

to connect, listen to this episode about networking.

TAKE ACTION
Pick ONE thing from the above list (or come up with your ownl), and then do it af least once every

month.

How to tell if it's effective?

Set a way to measure it and a goo| for it. What do you want from this tool? Make a note of that
measurement Jroo|0|y.

Come back in one month and see if it met your goo|,

If SO, awesomel Keep using itl

If not, chonge some’rhing.

Excmp|e:

Goal: | want to use Twitter to drive traffic to my site (troffic that everﬁuo“y buys),

Measurement: Using Goog|e Ano|y’rics, how many peop|e does it drive to my site. If this number goes up,

dO my SO|€S go Up?

Plan: Tweet a link to my site twice a o|o1y (12 hours apart) with 2 more tweets in between there and rep|\/

to all replies. (Use Buffer to schedule these!)

A month later, what hoppened? How much traffic came from Twitter? Was that more or less than last
month? Did my sales go up or down the same amount? (The question you're answering with this: are

+hey correlated?)
If awesome, keep going|

If not, chonge some’rhing. Perhops tweet less. Or write your links in a different way. Or include a picture in

one of your tweets.
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Now, because this takes a lot of focus and time, | don't recommend you take on more than one of these
tool experiments each month, because let's get real - your time is best spent on other Jr|'1ir1gs than obsessing
over each tool and your traffic. If you "waste” a lot of time on Twitter, just creating a p|cm for what \/ou‘||

do, and eric:king with it, will make your time use more effective.

What | recommend instead of obsessing over everyHﬂng at once is fo set one experiment per month, each

month a different tool, and then KEEP THESE GOALS IN MIND.

Now, these experiments won't be that useful in the beginning, because it takes a while to build up an
audience in any tool. So if you've just joined something, take the time to set an infention for it: How do
you want if to |'1e||o your business? And then spend 3 months using the tool (with a |o|cml) and THEN
review if it he|ped you how you intended it. Do this before you move on to a second tool. In fact, most
experts advise you fo not move onto a second tool until you have over 500 followers on one tool (because

you can then bring that audience to the next tool).
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YOUR PIECE BY PIECE MARKETING PLAN

How will you share a new proo|uc+? (List your tools, then fill in frequency)

How will you share new content? (List your tools, then fill in frequency)

How will you fill in around this? (List each tool and include frequency)

W hat will you do for each new ’rhing? (This is your checklist)

EXAMPLE -WHEN I CREATE A NEW CLASS:

BIOg:
Write blog post about one benefit of class (week it is open)

Newsletter:

Weekly email: Share story of how I've used this benefit, include invitation to class
Instagram:

Share class image

Share related image, write about Why | created it

Twitter:
Tweet Ix/day while it's open (quote bits of the sales page)

Facebook page:
2 posts during the week it's open
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INSTAGRAM HACKING
by Grace Shalom Hopkins

|ns+ogrom is my social media onge|; this is the g|ue that holds +oge’rher all my social media presence. | tried
Facebook page-ing and Twitter and it was gnoshing of teeth, even with scheo|u|ing, |o|us very little
feedback and Jrribe—bui|o|ing ever resulted from my gnoshing.

This is my formula for how | grew 80% on Instagram in a month and that translated into Etsy views, blog
readers, and Facebook page followers. | did this without becoming a full time social media slave, less than

10 minutes most o|oys and 30 minutes every week or so.

The formula works in a |oop, so imagine this as a big circle.

* Post 2-4 times a day. Tag with your #brandname and 4-6 related tags.

* Scroll through your feed once a day, like* photos liberally (don't be fake but don't use this time to be
aloof either) and comment when you feel led to.
*like = double-click the photo to “heart” it or click on the heart below the image This is your normal
daily pattern, and it's very low key. The tricks are what make the formula

sﬂcky‘

In a Nutshell:

1. Follow people who have a lot of influence in your niche. Get ideas from them on how to use hashtags
in your posts and other people to follow.

2. Comment whenever you can provide relevant, useful information or feedback - this will he|p establish
you as an expert.

3. Spread the love - "Like" a lot of pictures each time you scroll through so that your name shows up in
more peoples’ feeds.

4. Use |ns’rogrom to weave yourseh( into the community of your niche - using relevant posts, hosthogs
that other peop|e Frequenﬂy use and search, behind-the-scenes peeks at your work, and occasional
links to the products you sell.

5. Play the Instagram game so that you can use this opp efficiently and get the most out of it.

* Post phoJros that are in line with the +reno|ing topics - see what your compefition is getting activity with
and see what other buyers are posting about. When you do your daily scroll-through, this is really ninja

recon, so pay atfention fo the details!
* Use the hosthogs everybody else in your niche is using. For spinners, that's #spinnersofinerogrom and

#instaspin, those are the huge catch-all ones. For knitters Jrhey are similar #instaknit and #kni’rs+ogrom4

You are wasting your effort in tagging if you don't use the big popu|or ones.
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* When you‘re first getting used to fagging, click on the hosHogs you put on your own p|’10+os and see
which ones are full of irreverent stuff and make a note to not use them anymore. (For instance: for
yarn spinners, #spinning or #spin is full of bicyc|e peop|e :P.) You can qui+ o|oing this once you ge’r a |oig
enough pool of tags you like and just use those over again. For spinning and knitting the hashtag pool is

pretty limited, making my life easier!

* Porﬁcipofe in the group 'gomes' - not sure what to call them. Like show me what you're working on
(#WIDN = What I'm Doing Now) will jump around |G every few weeks. If everybody is doing it, do
it tool

* Figure out unity bui|o|ing questions. Peop|e o|woys say, ask questions to get a response, and that doesn't
work when you haven't got people or you've only got slackers on your feed. You need to find the thing
that gets the outgoing commenters and they will lead the way for the others. Some people feel shy
being the first to comment | guess. My unity building question is the name game. | post photos of each
of my new colourways and ask people to suggest names for it. | seriously get followers right and left

and likes and comments when | do this.

* Remind your peop|e in your newsletter, thank you for buying messages, follow ups, everywhere you can
to hosthog your brand and tag you if Jrhey post p|’10+os. Encouroge them in every way you can to find

and follow you on |G. For me this is the best re|o+ions|'11p bui|ding venue and that's what you want!

* Follow the brands you like and other indie makers and reo||y active |G peop|e in your niche, but
DONT follow anybody else as a rule. This sounds silly but the logic here is you want to be able to pick
up your phone and scroll through a fairly small feed of photos every day and get the most bang for
your time. You're going fo be seeing the trend setters and the leaders within your niche, you wanft to
keep an eye on them. For me there is like 20ish people who are SUPER active in the spinning/knitting

world, I'm very Friend|\/ with them and we are sort of a tribe now.

* This doesn't mean you can't follow your friends or Fomi|y or peop|e outside your niche, | do all those
things. | just mean don't follow4follow or whatever they call it. It clogs up your recon and makes you

|OOl< |€SS professioncﬂ. P|US H’IS o|woys nice fo |'1c1\/e your FO”OWQI’S oquumber your FOHOWiI’]g. ZP

W hat to Post About
* Ask questions, respond to other peop|e's pho+os and questions with your own (this week | had a spur of
the moment mini-lesson about spinning Suri art yarn and got to see the other woman's project step by

step in her own feed, funl).

* Post pho+os of your process, your projects, your cooking, your ouffit, your mokeup, your doctor's office
bracelet, handwritten quotes, close ups, trying on, every+hing that strikes your foncy. You aren't hard
se||ing, you're bui|o|ing a re|o+ionship. Think of IG as your persono| bigges+ fan/student/mother/little

sister, whatever works for you. | persono”y think of it like I'm writing fo an intern who is as inferested in
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me as my mommy is :P

* Refer to diets and health struggles carefully. Do this tastefully and infrequently but doing so connects you
with others who have this struggle and bonds you further with your people. "Hey I've been cramping
it's time for kniHingl #endowarrior #kni+s+ogrom" connects you ins+on+|y to other endo knitters, you can
suffer and create ’rogeJrher! Remember your tribe wants you fo be a person, being real is a powerfu|
force. The same thing goes for something like a photo of a vegan meal or a selfie with the new gluten-

Free HOUI’ you FOUI’]CJ.

* Same goes for hosh—bgging culture or re|igion or subculture related geeker\/. Do that! If you are a

Jewish knitter and knit your own covers, hos|'1+og Jewish spech(ic +ic|'1e|—’rype Jrhings.

* Weave YOU into your community because you are bui|o|ing better and stronger bonds that way and
you're reoching out to peop|e who moybe didn't know Jrhey were your RigH Person.

* Post finished |is+ings to your IG and say "link in the profi|e" and have the link you most want peop|e to
see in your proﬁ|e. That makes it easy for them to find and peop|e tend to visuo”y skip links that aren't

clickable. This reminds peop|e you are oc+uo||y se||ing those sexy Jrhmgs.

* Avoid hard se||ing on IG, this isn't the |o|01'Form for that (Facebook is the |o|oce you do more links and
hard se||ing). IG is all about the behind-the-scenes. You can, as | said above, post links every now and

again but try and keep that to once or twice weekly TOPS.

Integrating with Other Media
Share SOME of your |G photos to Facebook and Twitter; they have buttons where you can share them as
you post. | don't ever check Twitter but | figure it's good to just have it active and branded in case | would

like to do more with it later.

| also keep my Facebook SEO and relevancy stats up by posting directly from Facebook without hashtags.
If every’rhing is from |G, Facebook doesn't show you as well in peop|e's feeds. Avoid that. It's also gooo| to
do other Hﬂings on Facebook, nome|\/ direcﬂ\/ b|og post links and direct |is+ing links. Those build backlinks
which Goog|e likes.

Weekly Research

Do a week|y recon mission: this can take 15-40 minutes, depending on how much time you wanft to devote

to it. Try not to go over or under those times because | have found that if | spend too end up plastered dll

over everywhere a la spam or | don't get anything constructive done.

* Click on the fags you identified as the good ones (like the #instaknit exomp|e | used above) and scroll
Jrhrough, |il<ing the ones that are a good fit for you. Hand dyed yarn peop|e should avoid the solid
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colour acrylic people and scout out the people who love hand dyed yarn. Spend a few minutes in each
tag; don't waste all your mojo in one. Spreod the love.

* When you find one you reo||\/ like or one that goft tons of activity, click Hwough to the poster. Like more
of their stuff, 3-5is gooo|. Enough to show up on their feed in a block. What you're o|oing is saying Hi,
bosico”\/

* Comment if you see d frustration in the comments you know how to fix, comment when you love
some’rhing, etc. But |iking is neor|y as powerFu|, I've found in this stage.

* On your feed of peop|e you'd o|re0dy identified as either competition or active buyers, click on any tags
that you mithr not be using, see if it's worth it. Do the scroll and like H’]ing on it if itis full of good stuff
and make a mental note to use that one when you can.

* Also on your feed, click on the peop|e who are commenting on those compeﬁJrors' pages and like as

needed.

IG is small righ’r now, so it's reo1||y cozy and the niches are very much a communi+\/. If your niche is
"heyyy\/ #selfies #sexygir|z #sing|e" you migh’r have more grou nd fo cover but for most of us it's sfill reo||y

smo”.

This was origino”y pos+ed by Grace on the S’rorship and is shared with her permission. Check out her

orgeous OI’I’]!
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