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COURSE OBJECTIVES

* What your Customer Path is
* How all your marketing activities can fit fogether to form a cohesive path for customers
* The importance of reqular communication

* How fo identify the most effective topics to write about (to deepen your relationships)

There will be audio lessons and worksheets for you to complete as you travel down your own

Customer Path.
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SETTING AN INTENTION

W hen you joineo| this class, you had somefhing spech(ic you hoped to learn. To make sure you
learn that and get the most out of this class for where you are rigl’ﬁ now, let's get clear about

what you reo“y want!

This class will contain a lot of information about how your Customer Path migl’ﬁ work. I've
o|eve|opec| questions to he|p you opp|y it to your specific business, but it's easy to get distracted
and to get overwhelmed by all you could do. To avoid that overwhelm, I'm osking you to set an

intention about what you want from this class.

Setting an intention is a powerfu| tool for Focusing your own attention. [ makes sure that you
know what you're here for, so that you can get exocHy that. Il |’1e|p you ignore the bits that you
don't need (or aren't reody to imp|emen+) and soak up the parts that will he|p you most. If | don't
cover your specific question, your infention will |’1e|p you recognize that - so you can ask me about

itl

And it's super easy: Just remember back to Why you purchosed this class + write it downl You

can use the worksheet on the fo“owing page to he||ol

I'm devoted to moking this class useful to you, exocHy where you are rigl’]Jr now. Soif | don't

cover something or you still have questions - just e-mail me ot fara@toraswiger.com and ask!
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SETTING AN INTENTION

SeHing an intention he||os you get out of this class what you want fo get out of it, and that your

experience is persono”y tailored to your life and your business.

W hat do you hope to learn in this class?

W hat do you want fo chomge about your customer poJrh or how you feel about it?

W hat would you like this class fo do for your business?

How do you feel about your Customer Path righ’r now”?

How would you like to feel about your Customer Path when you finish this class?

W hat do you o|reoo|y think your Customer Path “should” look like?
(ie, What do you think you should already be doing? What do you feel bad about not doing?)
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THE CONCEPT OF A CUSTOMER PATH

Before we get started Working on YOUR customer poHﬁ and improving it, let's get on the same
page about what a Customer Path reo”y is.

| want you fo start |oy reo”y uno|ers+cmo|ing what | mean by "Customer Path" and how to think

about you rs!

| covered this in an episode of my poo|cos+, so listen in now! You can find it here:

http://taraswiger.com/podcast4/

You can also read it, via the transcript (on the next poges)‘

* What the Customer Path is
* Why you need it

* How fo think about your customer's journey down your path

The fact is, you have MANY possible Customer Paths. Some people will read your work (or
subscribe to your emails, or whatever) for a |ong time before Jrhey |ouy. Others will discover you

on Twitter, click H'\rough + buy!

So you're not looking for One Customer Path, or even the *best* one (because the "best" one is
ANY path that leads to a salel), but you are getting clear on what your potential customers are

doing, the options you're giving them, and what you WANT them to do.

WHEN YOU’'RE DONE LISTENING TO THE LESSON (OR WHILE YOU
LISTEN!) START TO SKETCH OUT YOUR CUSTOMER PATH. YOU CAN
USE THE ATTACHED WORKSHEET, OR JUST SKETCH IN YOUR
JOURNAL.

Here's an example of mine:
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Next week we're going to look at what this actually means, but if you have any epiphanies, write

'em CIOWI"]!

TO DO:
* Listen fo the lesson (or read the +r0nscrip+)

* Map your Customer Pathl
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TRANSCRIPT:
YOUR CUSTOMER PATH

HOW CUSTOMERS FIND YOU, FALL IN LOVE, AND CHOOSE TO BUY =
YOUR CUSTOMER PATH.

A "Customer Path” is a framework to think about your marketing. Once you think through your
message and your goals from your own point of view (like we do in the book), you need to shift
and think about how this all fits together for your ideal customer. What do they come in contact
with first? Where do they go next?

This is how you turn a casual reader (or random Google-r) into a customer, and then a raving

'FOI’].

When students e-mail me to ask what they should do with a specific marketing tool, I generally
ask them how that fits on their customer path! So today | thought we should talk obout what

that means.

Today we'll talk about:
* What a customer path is.
* The path you already have (yes! You have onel).

* How to make decisions based on your customer path.

A customer path is the path a customer fakes towards you and your work. It's as simple as that!
lt's easy to think about your marketing from your own point of view:

* | use Twitter.”

* | have a blog.”

* | use an e-mail newsletter.”

But your customer doesn't usually come into confact with you that way! They may find a link on
Twitter, or a blog where someone has mentioned you, and they click through to your own blog
and read a few posts. Then what?

* They click to your shop.

* They sign up for your newsletter.

* They buy something.

* They buy something else, or ask a question, or buy increasingly expensive products or options.
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So this process is from their perspective, and it's how Jrhey interact with your business. This
provides you with a framework of thinking about your marketing - instead of jumping around
and Wondering what you need to do, think instead of how somefhing fits in with the poJrh your

custormer will take as Jrhey find you and get more familiar with your business.

Having an idea of the p|aces on your customer pcfh that have a few gaps will

he|p you determine what to use
Moybe you need to purchose ads on a web site that your customers visit Frequenﬂy, or you need

to participate more on Facebook because that's the social medium of choice for your ideal client.

It will also give you an idea of what to say
If you think of where your newsletter subscribers or Twitter followers are on their customer po’rh
with you, then you can think about how to tailor your message to them and reach them at that

point in their pO‘H’L

A customer pai‘h makes the process of Finding you, |earning about you, and buying

from you more natural and easy for your customers.

It also makes it easier for you to know what to say fo your customers at every step of that
process.

A customer path helps you provide more value for your customers, because you are sharing
exactly the type of information that they are ready to hear since you tailored your message to

their customer path.

For example:
You can overwhelm people with oo much detail when they first come into your world.
So in your customer path, think about what they need to know or to do FIRST, and just

give them that much information in the places where someone will first find you.

On the opposite side of this, it can be easy to give a reqular customer too much
information she already has; she doesn't need to hear your whole life/business story every
time she makes a purchase - she already knows that story, and it's part of what made
her a fan, so now she's here to buy more stuff. Don't overwhelm her with information she

o|reody knows‘

IF YOU HAVE MADE EVEN ONE SALE, YOU ALREADY HAVE A
CUSTOMER PATH.
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You're not starting from scratch, but you're bui|o|ing upon what you have o|reoo|y started.

Let's think about the Customer Path in terms of these questions:
1. How and where do peop|e discover you? W here do Jrhey first enter into a re|o’rions|'1ip

with you, your writing, your produds? How do Jrhey find out more information if
Jrhey're interested?

2. Whaot hoppens if Jrhey have the information and Jrhey love what Jrhey see, but Jrhey're
not quite reody to buy just yet? Can Jrhey follow you on Twitter, or sign up for your
newsletter, or subscribe to your b|og? And is that the one fhing you want them to do
the most?

3. What hoppens ofter Jrhey buy from you - do Jrhey ever hear from you again? Is there

a way for them to become more of a raving fan?

These questions will he||o you get started Jrhinking about where everyH’Hng fits. If's a puzz|e, like

this:

* Where does _______ (Twitter, your b|og, your Instagram account) fit into your cusfomer
poJrh? Where is someone on that po’rh when Jrhey encounter you in that p|oce?

* What can you wrife about in that |o|oce that will be the most useful to the person who is at
that point in her pO‘H’]? What does she want to hear most - what will make her interested in

what you have to say, and excited about what you're se||ing?

IT’S GREAT TO HAVE MANY WAYS FOR YOUR POTENTIAL
CUSTOMERS TO FIND YOU AND INTERACT WITH YOU - BLOG,
TWITTER, RAVELRY, ETC. - BUT IF A PERSON LANDS ON YOUR SITE
AND YOU HAVEN'T MADE IT VERY CLEAR WHAT YOU WANT THEM
TO DO NEXT, THE MOST LIKELY SCENARIO IS THAT THEY WON'T DO
ANYTHING AT ALL.

If you give someone too many options, they're actually most likely not to do anything at all.
Making a decision is tiring and they're not going to go out of their way fo choose between too
many options. So as the owner of your customer path, you need to make it clear what you want
them to do next and how they can do that (and make it easy for them to do itl).

(For more information on this idea, read through The Paradox of Choice.)

As you're wor|<ing on the customer pcd'h, |<eep these ideas in mind:

1. Make the first step very easy. It should be easy to find you online if they hear about your

name or your brand and they want to find you.
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2.

If peop|e come to your site because Jrhey/re seorching for someﬂwing spech’:ic (your prodchr
line, your store hours), make sure you have that information front and center on your site

so it's easy fo find when Jrhey get therel

Think of Wways you can honor their commitment to you. If you get someone to sign up for
your newsletter, Jrhey're moking a commitment to let you into their inbox on a regu|or
basis. Honor that by sending them what Jrhey ask for, and committing to regu|or|y sencling
them Jrhings. You're not bugging them - Jrhey are osking to hear from youl

Remember who you/re writing for: the content you produce on your b|og should be
different than your e-mail newsletter. Your b|og readers may be first-fime visitors o your
site and your brand, but the peop|e reoding your e-mails are the ones who have signed

up fo hear from you and have been getting content from you on a regu|or basis.

The |onger someone travels down your customer pofh, the closer Jrhey‘re getting to the
real you. If you're uncomfortable sharing too much of your personal life online, remember
that you can do this with a smaller, more dedicated group of peop|e if you wait to open
up those sides of your persono|i+y deeper into your customer poJrl']. Of course you should

o|woys be yourseh( at every step on the pOH’], but you can get even more “weird” or even

more " YOU" when Jrhey get farther down the po’rh

Make it eosy! Guide them genHy down your poJrh by suggesting what you want them to
do next every time Jrhey arrive at a new destination on the pOH’]. Tell your Twitter
followers about your newest b|og post. Tell your b|og readers about your newsletter. Tell

your newsletter subscribers about your newest proo|uc+.

Keep it an equo| exchonge. At every step o|ong the poJrh, the customer is giving you
someﬂwing - her time, her attention, her e-mail address or her money. So you should be
giving her somefhing in exchonge for that - your know|eo|ge, your story, your tips and

tricks or your produc’rs.

Let's pause and acknowledge something: all of this falking about connecting with people can be

scary. You mig|’1’r feel like |ec|o|ing someone closer to you is "s|imy" or "errcﬁ'egic," and it migH‘ make

you uncomfortable. | think this is Why peop|e tend to post boring or impersono| content online -

like tweeting that they just listed "X in their shop - because it's much easier to be boring and

impersono| than it is to put in the time ’rhinking about a customer pcﬁrh and shoring some’rhing of

themselves.
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But remember, there's a huge up—sio|e: it's much easier to talk to real fans about your work, and
to invite someone to join you in something after they already know you and your work (and like

you OI’]CI your WOF|<!).

Look at your customer poJrh as a series of chances for your fans fo say: Hil I'm herel | love your
work and | want to hear more about itl” That should make it feel easier to tell them about your
work if you can think about the fact that that's Why Jrhey're here in the first |o|oce‘ (Your work is

loved and appreciated in their lives!)
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YOUR CUSTOMER PATH (WORKSHEET)

Before class begins, it's important to start thinking about your Customer Path. Map it outl And

then map ouf another possib|e po’rh, and another onel (Make it as |o|oir1 or arfistic as you wantl)

How peop|e discover my work --> Come closer (what do +hey do next?) --> Buy
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LESSON 1: EACH PART
OF THE PATH

* What each part of the path is

* How to assess your Customer Path with stats
* The stats | track

* Reassessing your path

We're going to start by learning a bit more about each part of the class, before we dive into all
the details of it (and how to work on it) the rest of the week. We'll also talk about how to
KNOW your Customer Path (statistics) and how to handle the HUGE amount of ideas you'll

generate the rest of the week.

Before we dive into each part of the path, let's review what each part does:

Hil
This is where tofally new people are learning about you. You'll want to focus on this part of the
path if you're brand new, you've never made a sale (or you've made very few) and you feel like

the reason you don't have more sales is because NO ONE is seeing your work.

Come Closer

This is where people learn more about you and your product and gather enough information to
decide to buy. This is where people move from "oh, I've heard of that" to "l read it reqularly” o "l
want to buy that!" This is where the bulk of your marketing activities live (blogging, social mediq,

email list).

You'll work on this part of the pod'h if peop|e ARE seeing your work, but aren't buying. No
matter how many (or few) sales you have, this part of the path can olways become more and
more effective. (The one exception would be if you have a crazy-high conversion rate® {say,
higher than 50%}..but I've yet to meet a single business that has that - there's always room for

improvemen’r.)

*Conversion rate: the number of people who buy your work divided by the total amount

that see your work. You don't have to have an exact number, because it chonges all the
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time. But the better this gefs, the more money you'” make (without needing any

"new"peop|e)‘

Buy!
This is when the reader/stranger makes the decision to buy! Huzzah! This is where you'll focus if

you want to build repeat customers and raving fans.
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HOW TO LEARN THE FACTS OF YOUR
PATH

W hile you can figure out your Customer Path by sting clients, paying atftention, and common
sense, Jrromking your sife stats is the easiest way fo find out what your Customer Path TRULY is.
We're not going to focus on this too much in the class, but in case you're not o|reoc|y o|oing this, |

want you to startl (It'll make everyﬂ'ﬂng easier!)

To start Jr|'c1cking your real Customer Path, you'” need fo have Goog|e Ano|y’rics installed on your
site. The directions are here. (It's as simp|e as signing up + then putting a code on your site. If you
can't Figure out where to put the code, goog|e "on0|y’rics + {the p|od'Form you use: \)\/ordpress,
b|ogger, etc}.)

YOUR ASSIGNMENT: IF YOU DON'T ALREADY HAVE GOOGLE
ANALYTICS INSTALLED ON YOUR SITE - DO IT THIS WEEK. PUT IT
ON YOUR CALENDAR TO DO IT RIGHT NOW.

Once you have Google Analytics installed for at least a month, you can start tracking your path!

You'll want to pay attention to:

* Referrers: Who is sending traffic to your site?
* Search terms: What do people search for to land on your site?
* Path: Where do people land? Where do they go next?

For Etsy, you'll use their stats. Click on "Your Shop” and pick Shop Stats from the drop-down
menus. This will show you where visitors came from, what they searched before they came, and

what sections of your shop Jr|'1ey visited.

I STRONGLY WARN AGAINST CHECKING YOUR SITE STATS MORE
THAN ONCE A MONTH!

It'l just drive you crazy and make you doubt everything. Instead, ignore your overall numbers

(they're going fo fluctuate in any healthy business!) and just look at what | mention above.

Each month, | put the data below into a spreodshee’r (one month per row):
* Site Visitors
* Top Referrers (2-3)
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* Top Referrers of New Traffic

* Top Search terms (2-3)

* Total Sales

* New Subscribers to Big List

* New Subscribers to SJrorship Eor|y Boording List

* | sp|iJr it up into my Jrop—se”ing proo|chrs: How much, in dollars, and what percentage of my

total sales that is.

With this info, over time, | can see if my traffic and/or new subscribers impact sales, and how
peop|e are coming to my site (Was that guest post worth it?). W hile you can learn a lot more
than this from Goog|e Ano|y’rics, it all clepends on your goo|s, and what you need to know in

order to make goocl decisions with your time and energy.

You'll also be |eorning about your Customer Path from your email newsletter software (if you
have onel). For exomp|e, when you send a note in Moi|c|’1]mp, go back after a few "compoigns”
and look at the report and the "click mop”, to see what exact links peop|e clicked. Over time, you'||
learn:

* W hat subject lines get the most opens

* What links get the most clicks (where are Hﬁey located in the messoge? How did you link to
them?)

W hen possilo|e, line this up with your sales. You can take the name on an order, and match it up
with a name in Moi|c|’1]mp, and then look at what emails she openeo| and what links she

clicked. (I just started Jrromkimg this in a spreodsheeﬂ)
s it realistic that you'” do this every cloy? Of course nof!

But if you do this once a month or so, with 3-5 sales (and 1-2 email reports), you'll know more

than you know nowl!

YOUR ASSIGNMENT:
If you already have Google Analytics + email software (and you've been sending messages!), go

and look at those stats now and edit your Customer Path Map if you learn something new!
If you didn't already have this in place, that's ok! You'll still learn how to improve your Customer

Path in the rest of this class. But install it now, so that you'|| have itl In another 2-3 months, take a

look at it and you'll have new data to work with!
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WORKING ON YOUR PATH

S+or+ing with the next lesson, we're going to go ’rhrough each part of the pOH’] and talk about how
you can optimize each area. The class will be FULL of ideas and prompts for you to come up

with your own ideas! It would foke months of dedicated action to act on all the options.

Don't Panic
You do not need to do all of them right away - you only need to do the ones that optimize the

part of your poH’m that needs the most work. (And then come back and work on the next area,

and the next, until you've optimized every area..and you can start again from the beginning!)

To get the most from this course, | strongly encourage you to do all of the worksheets and read
all of the lessons, o|uring one week, so that you can ask yoursehC questions and generate a bunch

of possible actions.
BUT! Don't add every possible action to your To Do list just yet.
Instead, focus on coming up with all the possibi|i+ies, knowing you'|| filter them later.

This will help you avoid overwhelm and will free you up to come up with all the crazy ideas you

can.

Think of it like this: you're going to be a big possibility-and-crazy-idea generating machine during
the first four days of class. Don't be aofraid to go bigl Because on the last day of class, we're going
to filter through all your ideas to find what needs to be done RIGHT NOW, and what can wait

until later.

Let's get started!
Before you dive deeper, what do you think needs work? Look back at your Map. W hich area do

you feel needs the most work? Make a note of it on your Map or Intention page.
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LESSON 2: HI

The very first question of sales is: How does anyone find this? How do po+en’rio| buyers know you

exist?

I've seen more makers get Jro’rc1||y Jrong|ed up in this than in any other aspect of business. But there

are OI’1|y a Few Wways a new person is gOiI’]g to discover YOou.

Peop|e will ini+ia||y find your work:

* By seorcl’]ing (search: Doctor W ho birJrhdoy cards)

* By Fo”owing a link someone else shared (”| love my Doctor W ho bir’rhdoy card! {|in|<}")
* By discovering it in the "real world" (in a shop, craft show, go“ery)

* By c|icking on an advertisement

Let's break each of those down a bit.

Searching

This comes down to SEO ("search engine opﬁmizo’rion”) which can be a huge Jropic...bqu there's
not much YOU, as a maker need to worry about. The easiest way of opprooching this is to
ask: What would peop|e search if Jrhey wanted to find exocﬂy this item?

Come up with a few words and phroses and then "op’rimize" your b|og posts, pages, and shop
descrip’rions by putting those words in your:

* Produd/b|og post/page title

* Togs

* Description/content

* Photos (this is a great post on optimizing your pl’]oJros simp|y)

That's reo||y it. Sure, you can dig deeper, but since EJrsy, Goog|e, et al are cons’ronﬂy chonging

their search equations, what works one o|oy mighf not work the next.

See the worksheet on the fo//owing pages to get clear on your search ferms.

A link from someone else

This can be ANY kind of link: a tweet, a b|og post, an email.from a past customer, a Fomcy

editor, or even someone re-tweeting your tweetl The point is - peop|e will find you when
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someone Jrhey o|reoc|y know links to your work - whether it's a direct link fo a spechcic producf, a

b|og post, a guest post, or your overall |o|og, shop, efc.

We're going to talk more about this in the next sfep/

Discovering it in the Real World.
|]C your produc’rs are in ShOpS or yOU dO croﬂ Sl’]OWS - H’ﬂS is Ob\/iOUS - SOMmMmeone WQ”<S by ond

B/A\Ml They see your WOI”H

There are a few ways you can optimize this, to make sure they don't just see your work..and
Forge’r all about you:
* Have great labels that include all the information Hﬁey need in order fo purchose.

* Make your website clear and easy, so if Jrhey love this proo|uc+ Jrhey can find another!

*

Educate the sales staff/owner. Make sure that your communication with the shop owner isn't
just about getting them to buy, but helps them sell your work to their own customers.

W hether this is a newsletter to your wholesale clients or a sheet you send with each order,
make it easy for them to falk about your work.

* Be awesome at craft shows. This is loig topic (I have a whole class about itl), but you know
what to do: Have an eye—cofching booth, be Frieno“y and open, make it easy fo |ouy with easy-
to-find prices and the info Jrhey need.

The other, less-obvious way to be discovered in the Real World is the oldest: Peop|e (or youl)

Jrct”dng about your work with their friends.

Agoin, the focus is on moking this EASY for peop|e to talk about.

You could:

* |nclude an "extra" in pockoges, osking the buyer to "share with your friend"

* |ncentivize shoring, by giving credit to anyone who sends someone to your shop (ex, "Tell your
friend to mention your name, and you'” get $5 store credit!")

* Make it easy to share: Include eosy—fo—remember descripﬁon of what you do in your pockoges,
or extra post cards, stickers, magnets (somefhing usefull).

* Educate your own friends + Fomi|y on how to talk about your work..and empower them with
H’]ings to give away (business cards are awkward..how about mini—somp|es of your producfs,
poercorcls, stickers, etc?)!

)

See the fo//owing worksheet to make it easier in the “real world
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BEFORE YOU MOVE ON:
Complete the worksheet: Optimize for Search
Complete the worksheet: Make it easy on the Real World
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OPTIMIZED FOR SEARCH

Use the words and phroses you come up with here to title your b|og posts, proo|chrs and to use in

tags, categories, descripﬁons and pho’ro captions.

List all permutations of your name and your business name:

Every name peop|e migh’r call your produd:

Every descripﬁon H'ley migh’r use for if:
(ex, Dr. Who yarn, Doctor W ho yorn)

Location

(especio//y if you do local sfuff):

Problem it solves:

(ex. spring scarves, bridesmaid jewe/ry, yarn for vvec/c/ing showl)

Wl’]0+ e|se WOUld peop|e SGOFCI’W FOI’?
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Questions customers ask you:

(You can create b/og posts with this exact title)

W hat is one action you could take from all the possiloihﬁes?
(Remember: You can go back and edit things or just opp/y this going forward.)
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MAKING IT EASY IN THE REAL WORLD

LIST ALL YOUR IDEAS HERE!

Is your work already find-able in the Real World? (Shops, galleries, craft shows?)

If no, would you like it to be? Where?

What is the first action you can fake in order to make that happen?

If yes, what can you do to make it easier for the person who finds you there, to find you online or

buy from you again?

s there someone (ex, shop owner) you want to educate? How?
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W ho could spreod the word about your work? Be spech(ic and list their names!

(Don't ForgeJr customers + friends + business friends!)

How could you make this easier for them?
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OTHER PEOPLE’S PLATFORMS

Now that you've looked at high-tech (SEO) and low-tech (word of mouth), let's talk about how

you can get in front of other people’s online audiences.

Listen to Jro<:IC|y's lesson here: https://s3.amazonaws.com/taraswiger.com/CustomerPath/Customer-

Path-L esson-2.mp3

Or, read the transcript on the next pogel

After you listen, complete the worksheets on the following pages!

Resources shared in this lesson:
ClickToTweet
DiggDigg {wordpress widget}

Sample email for a First Email

PS. I say "Lesson 1" throughout the recording..but I'm wrong! It's clearly Lesson 2!:)
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LESSON 2 TRANSCRIPT: OTHER PEOPLE'S
PLATFORMS

* Wl’]y social media isnt what you think
* How to empower your readers

* Other Peop|e's Plaorms and how to get there

Let's get someﬂ'ﬂng out the way rig|’1’r from the start: Every’rlﬁing we've falked about so far has
no’rhing to do with YOUR social media followers or p|oH:orm. At this point in the Customer Path,

the po+en’rio| customer doesn't know you at all.so Jrhey're going to find you somewhere elsel

Using YOUR social media to send traffic to your sl’mop on|y works if you ALREADY have an
audience on social media. And if you o|o, then peop|e aren't "discovering" you from your own
stream: if Jrhey follow you - Jrhey o|reoo|y know who you are (ie, your social media falls

somewhere else on the Customer Path)!

WE’LL TALK MORE ABOUT THIS IN THE NEXT LESSON, BUT FOR
NOW I WANTED TO GET YOU USED TO THE IDEA THAT YOUR SOCIAL
MEDIA PLATFORM ISN'T A “DISCOVERY” TOOL, IT’'S A
“RELATIONSHIP BUILDING” TOOL.

However, where social media DOES fit in on this part of the Customer Path is when OTHER
people use it - in other words, when you empower your fans to share your work with THEIR
audience. When | teach yarn shop owners and alpaca farmers and traditional artists (people who
are just starting to get online) about social media, | fell them this: the most powerful way you can
use social media is to make it easy for OTHER people to use it to spread the word around it.
Don't waste any time |oui|ding your own fo”owing, until ofter \/ou've done ever\/’rhing you can to

get other people to share it on their platforms.

Remember: the combined platforms of all your customers and readers are probably MUCH
bigger than any platform you could build for yourselfl So first spend your energy there.

Start with:

* Put sharing buttons on everything: Each item in your shop, every blog post, each email. {Use a
plug-in like DiggDigg to do this on WordPress.}
* Ask people to sharel "If you like it, please tweet it
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*

Include “click to tweets” of your best quotes (better for b|og posts than produds)‘
Ask CUSTOMERS 1o share, rithr aofter Jrhey‘ve purchosed, ina fo“ow—up email or confirmation
- inc|uo|ing a Click to Tweet.

*

*

Pinterest! Obvious|y, have a Pinterest button on each proo|uc+. But also - make each b|og post
more pinnob|e by hoving an image with the title of your post (or a quote from your poer) on
it, so readers can pin itl

* Can you come up with other ideas?

USE THE INCLUDED WORKSHEET TO THINK THROUGH HOW YOU
CAN MAKE YOUR WORK MORE SHAREABLE.

Once you've empowered your peop|e to share your work in every way you can, it's ime fo think
about OPP (OPP = Other Peop|e's P|0JrForms). SpeciFico”y, how can you bring your work in front

of an o|reoo|y—es+ob|isheo| audience?

But before we dive in, let me point out that I'm Jro1”<ir1g about this very last, because before you

spend time pursuing this, you need to have your own |o|o1'Form reoo|y to connect and convert.

You want to:

* Have done what you can with SEO.

* Be clear about your message + who you're Jrc1|l<ing to. (Which we work on, in detail, in my
book.)

* Have your Jrhing for sale, with great descrip’rions and phoJros‘

* Make everyfhing share-able, so that every new person that comes to your site can eosi|y tell

their friends.

In other words, before you speno| time bringing MORE peop|e to your site, make sure that your

site’s in great shope, so that the new peop|e who come have some’rhing to dol

Ok, now, let's dig inl

W hen you're ’rhinking about peop|e or entities that introduce peop|e to you, the most important
Jrhing is that YOUR person is reo”y in their audience, and that this is where she'd expect to hear
about you. So you need to be clear about who your client reo||y is. If you know one of your
customers, use her, exocHy as she is, as an exomp|e. If you don't, put JrogeJrher what you know
about your customer until you have a gooo| idea of who she is (there’'s worksheets for o|oing this

in my book).
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Now, think of this customer - where is she going to look to find what you sell? Where does she

get her information?

If she's a knitter, she probob|y reads kniHing magazines (or is a member of Rove|ry). If you sell
sock—weigH yarn, then she's a sock knitter, so what does she read or where does she find sock

poHerns?

If you sell bogs to busy moms who want more color in their life (hi Aulorey!) - where does she

find fashion advice (o|oes she even care about fashion odvice)? What kinds of magazines does
she read? B|ogs?

These are the kind of questions you‘” need answers to for every part of your Customer Path, so

don't avoid il

Now, go cleeper: W hat spech’:ic sites is she a fan of ? You probob|y know Hﬁem, because you're

probob|y a fan of them too. But if not, ask a customer!

Ok, before we go on to what you're going to DO with these sites, let's stop to look at your

options.

You could show up in another platform as:

* An editorial - this is where o magazine or blog editor highlights "4 great scarves" or some such.
Or even a tweet: This is a cute bag!

* A review - when your proo|uc+ is hig|'1|igh+eo|.

* An interview with you, the maker.

* You could write content yourself (a magazine article, a blog post).

The kind of content that you pursue depends on your product and your goal. If you want people
to know your product, editorial or review is best. And interview or article by you is better ot
in+roo|ucing peop|e to your vision and personoh’ry (which is important if you're se||ing someH’ming

custom or that involves closely working together).

Now, the next step is to look closely at the platforms you identified when thinking about your
buyer. Before you put much work into it, you want to figure out if it has an audience FULL of
your buyers - in other words, is the platform aimed at them? You can read the About Page and
a few recent posts. Does this answer the issues in your customer's life? Does it speak in her voice?

Appeal to her visually? If it's a magazine, read its website - who does it say it's for? Most
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p|o1H:orms will say exocﬂy who Jrhey're for because Jr|’1ey're doing what you're o|oing - trying to
make sure their Ideal Reader knows she's at homel!

If not, skip it. If so, onward!

Now that you know that it reo”y does speok to MANY of your ldeal Buyers, it's time to get your

work on il

If it's o p|od'Form (site, b|og, magazine, etc.) that does a lot of editorial stuff, it very |il<e|y has a
submission |oo|icy. A|Woys start herel Read it JrhorougHy and submit your work EXACTLY as

instructed.
If it doesn't have submission guio|e|ines, you're going fo do a bit more work.

For starters, check it out - does it feature other peop|e's work (in the form of editorials, interviews,
guest poers?) If not, it's not for you. Your best hope is to get to know the person behind the
p|o1H:orm via social media (more on that in a minute), but understand that she's probob|y not

going fo chonge her whole site to feature you.

(The Yarn Harlot is a great exomp|e - she has a loig b|og, but doesn't feature Jrhings for
componies...however, she does falk about the yarn she |ouys and the patterns she uses, so your

best hope is to sell your yarn at a shop she visits or an event she teaches at.)

Once you're crstro| clear on what the site features and that you'o| be a great fit, it's time to make
friends! And | mean this |iJrero||y - you dre going to meet and get fo know the person behind the
p|o11'Form.

\)\/hy? Because you‘|| improve your chances of your pi’rch going well if it lands with someone who
o|reody knows and respects what you do. And it improve your pi’rch to get to know this person
very We||, over time. Now, don't let this feel icky or weird. This is a very organic process - you're a
human getting to know another human. Remember - you're not going fo "use" the other person -
you want tfo put your work on this |o|01'Form because you think it would be USEFUL for the

audience - in other words, both you and the owner of the |o|o1'Form want the same ’rhingl Yoyl

Diane, of Craoftypod, and | taught a class all about this way back in 2010, so I'm going to share

some of our tips here, 0|ong with a somp|e email Diane made.

Begin with USEFULNESS in mind, in e\/ery’rhing you wanft to do, and then:
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1. Start by getting to know the person -

Follow them on Twitter, read what Jrhey write, subscribe to their emails and then, react to it!
Make your first contact about what THEY are doing - retweet their posts (if it's useful to your
audiencel) or rep|y to them Jre||ir1g them how much you like it. Remember that praise is nice, but

don't be too fan-ish, and remember that you're equo|s.

Don't just retweet - many big platforms get lots of retweets and probably don't notice each and
every one. Instead, leave real, he|pFu| (or at least irﬁeresﬁng) reactions - rep|ies to their social

media and/or comments on their b|og.

2. S+qy in touch

Let it progress. Keep RTing, commenting, and when +hey post a question: answer itl Por+icipo+e in

their community, whatever that means for them.

Always be looking: How can YOU help them? How can you help them help their people?
Look for little ways fo send them he||o1(u| info, Jrhings ’rhey'd enjoy, etfc.

If Hwey send a newsletter and ask for rep|ies - hit rep|y and chat with them about what Jrhey

wrote about. Don't be shy about sharing your own experience, especially as it relates to your

+hing. (DO NOT pH‘ch them here.)

3. Don't freak them out!
Don't go overboard with praise and stalking!

Remember: you are equally awesome. Don't let them forget that by acting like a goofy fangirl.

4. The moment the door opens ..

Wait until the relationship is more equal than Rockstar-FanGirl.

They might compliment something you do, retweet you, or mention that they're looking for

content.

Or you might just feel it. Trust your intuition. You'll get a signal from someone you've been

building a relationship with that fells you they're open to the next step.

Now - the size of your “ask” will determine the size of the relationship you need to build.
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For exomp|e, if Jrhey regu|or|y ask for and accept guest posts, a few Twitter conversations will be

enough

Converse|y, if you‘o| like to send them your proo|chr, to their house, and Hﬁey don't have any
information on that on their site, you‘” want fo wait until you've emailed with them a few times

before you QSL( FOF H’1€i|’ oo|o|ressl

This takes timel

So how do you manage it all?

* Keep your list smalll Edit it down to 5-10 relationships that you're working on right now.

* Make a private Twitter list of "developing relationships” so that you can easily keep up with the
handful of people you really want to connect with.

* Have all these newsletters go in a special email folder.

* Keep |ooking for peop|e with clear submission guidehnesl

* Put it on your calendar or your Week|y To Do list - keep submiH‘ing to sites with clear guidehnes
and check in on o|e\/e|oping re|o’rionships (rep|y to their tweets, comment on their b|og, read

their emails, etc) every few days.

Through all this, remember - you have someH’ﬂng to offer the world! You are as WorJrhy and
interesting as everyone else on your list. And no one person is going fo completely change your
businessl Guest posts and even features in national magazines don't necessarily result in sales, they
only introduce you fo more people..it's what the people do next (on your customer pathl) that

reo”y matters.
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CONSCIOUS CONNECTION

Where does your customer look to become informed about what you sell?

What else does she read or listen to that's related to your industry?
List 20:
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Go Jrhrough each p|oH:orm and look for submission guide|ines.

List 5 that you'|| submit to (and the details you need):

W hich p|01'Forms don't have submission guidehnes that you'o| like to connect with?
(List the details you need!)

How are you going fo connect with them? (List 1-3 ideas)
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Once you've connected, what will you pi’rch them, exocﬂy? (Its gooo/ to have it in mind now, so

when the moment comes, you're reoc/y/)

Add it to your calendar, to-do list, or mop! Make connecting with peop|e a regu|or part of your

WOrk Weekl
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MAKE IT MORE SHAREABLE

Do you have “share it buttons on everyH’ming in your shop? (This is the default in E’rsy.)

Do you have “share it" buttons on your website, for every poer?

Are you b|og posts Pin’reres’r-reody? (Clear image with words on the image + c/escripfive “title” in

the e hoto seHings‘)

Do you ask for the share?

If not, where could you do this more?

HOW COU|d your customers (WI’WO o|reoo|y |OV€ your WOI’L(!) shore your WOI’k?

\)\/hen OI’]CI l’]OW COU|C| you OSk fhem?
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List 5 more ideas of what you could to make it easier/more Fun/en’ricing for a fan to share your

work?

(Get crctzy/)

Tara Swiger CRAFT A CUSTOMER PATH Full Course 38



HOW DO BUYERS FIND YOU?

Now that we've reviewed the various ways people can find you, it's time to apply this to your

own customer pathl
How do people find YOU? Which of the four ways we've discussed is working for you now?

How would you like to improve it?

(This lesson’'s worksheets will have helped you generate ideas! If you've got more - write them
downl)

If you don't feel sure stating how people are actually coming to you..we can solve that!

If you don't know, your assignment is to ask your 5 most recent sales.

Send them each an individual email. Need he||o? Use the atfached scripH
(Don't be shyl And don't dally! Right now - put it in your calendar to send it this weekl And then

let us know in the discussion.)
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HOW BUYERS FIND YOU

If you have no idea how buyers find you/your produc’rs, your assignment is to ask them!

Send them each an individual email (no mass emoihngl). If you're not sure what to say, use the

Fo||owing script. (Edit it to sound like you, but be SURE to include all the persono| deftails, so that

they know this isn't a robo-message!)

Hello {first name}!

Thanks again for purcl’mosing {Hﬂng Jrhey bough’r}! | hope you're |oving itl

I'm always working on making {business name} increasingly awesome + useful to buyers,
so | was hoping you could help. Would you mind telling me how you found my work?
(Etsy search, someone linked to it, you follow me on social media or my blog ... or

something else?)

This will help so much -
Thanks again!

{you r name}
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LESSON 3: COME
CLOSER

In this lesson we're going to cover the in-between step of Coming Closer.

Now that you've got people knowing who you are..what's next?

This is the overarching question of today's lesson:

What do your people do once they land on your site?*
*We are talking about your OWN SITE, here, not an Etsy shop or Ravelry group, for
many reasons (control, focus, bronding). For more on optimizing your presence there,
and the importance of crafting your Home Base (along with details on what you should

have on your home base,) check out the book.

BEFORE YOU GO FURTHER, TAKE A LOOK AT YOUR CURRENT
CUSTOMER PATH THAT YOU MAPPED OUT - WHAT DO PEOPLE DO
WHEN THEY LAND ON YOUR SITE?

Some people are going to jump right to BUY..and that's awesome! Your first goal of your site is
to move everyone who is ready to buy, right to where they can lay down their money! This
means your products and your "shop" should be immediately click-able, from your home page
and every page on your blog (because remember, not everyone is coming in your front door,

some people are going to come to a specific blog post!).

THE SECOND GOAL OF YOUR SITE IS TO GRAB ALL THE PEOPLE
WHO AREN'T QUITE READY TO BUY AND GIVE THEM SOMETHING
ELSE TO DO.

This "someﬂﬁing else" migM‘ be:
* Read your blog.
* Sign up for your email newsletter.

* Follow you on social media.

Each of these things has their volue (and we'll talk about each of them in detail), but you'll want
to PRIORITIZE what you want the person to do, based on:
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1. Which action is most profi’rob|e for you? (W hat drives sales?)

2. What action is most he|pfu| for them? (W hat answers the questions that prevent them
from buying?)

3. What builds the strongest re|o’rionship over fime? (What leads them to keep coming back
to you?)

I HAVE MY OWN EXPERIENCES, AND THAT OF MY CLIENTS, THAT
INFORMS WHAT I THINK WORKS BEST, BUT YOU WILL HAVE TO TEST
THIS FOR YOUR OWN BUSINESS.

How?

| haven't found a way to get a pure data-driven experiment - analytics can show you where
people go (to your shop?) and where they came from (your newsletter?), but it's hard, if your

shopping cart is off-site, to see what led to a completed sale.

My favorite way of testing this is to match customers (like | discussed in Lesson 1) with their
specific actions and..to ask them! You can get a feel by looking at your last 5 customers and
looking for them in your other data - Are they newsletter subscribers? Have they commented on

the blog? Do they reply to you on Twitter or Facebook?

You can also let your intuition guide you, combined with regular conversations with people before
and after they buy and make a note of what they say. (Have patience, it will take time to gather
enough data points, especially if you're just starting!)

In other words, if you're just starting out (in the first year of making sales), yes, you'll be guessing!
In that cose, start with what works for others, give it a good long time to work, then keep

tweaking and paying attention.

As you read through the next step in today's lesson, use the worksheet on the next page.
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PRIORITIES FOR COMING CLOSER

W hat do peop|e do rigl’]Jr now in my Path, if Jrhey're not reody to buy?

What do | know about the last 5 sales? How else are Jr|'1ey engoged with me? (Commenﬁng,
fo”owing on Twitter, Facebook, EJrsy, etc.?)

W hat would | like them to do?

(It can have severdl s’reps)
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What is the role your blog is serving on your Customer Path?

What do you want to communicate to people at this point? What would help them decide to

move C|OS€I’ (OI’ buy)?

What do you want them to do next?

What will you add or change about your blog to make that more obvious or easy?
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CONNECTING VIA BLOG

First let's get this out of the way:

Do you HAVE to have a blog?
Nope! If you don't have a blog right now, skip ahead to the email lesson (next onel), and work on

that first.

If you do have a blog and you're not sure how to make it effective at converting to sales or what
to say - you can absolutely apply everything | saw about emails and if you want more ideas, I've

written a whole class about it.

There's a lot of opinions out there about what you “should” do with a blog, and there's a lot we
could talk about, but the point of the class is to make sure you're using each tool to move people
along your path. So that's what we'll focus on here - seeing your blog as one piece of your total

po’rh.

Where does a b|og fit?

Your blog is the thing most people are going fo see as soon as they discover you. For most of us,
it's the very first impression after someone "finds" your work. If your readers share a post (see last
|esson1), their audience is going to land on a spech(ic b|og post not your home page.

Your blog is talking to:

*

Complete strangers who want to learn more about you
Long-time readers who love you

Peop|e who are considering Working with you (co||o|:>or0+ors, press, e+c)

* % %

Everyone in between

Your b|og is rec1||y many points on many Customer Paths, and it'll probob|y be someH’ming that an
individual will return to a few times before she buys. As you think about how it fits into your chrh
(and how you can make it a more effective part of your Path), keep in mind what blogs are

good at, and what they're not.

A b|og is great at:

*

Giving the reader a peek into your world.

* Possive|y pu||ing them closer - it can feel informal, like choHing with you.
* Informing them about your product, process, and philosophy.
*

Introducing them to other customers (so they can imagine themselves as onel).
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* |nspiring shoring - b|og posts are one of the most-shared pieces of media (behind
pho’rogrophs..‘so if your |o|og post has pl’]oJros‘..!).
* Bui|o|ing a pori‘Fo|io of information, es+ob|ishing you as d source of inspiroﬁon/educo’rion/

entertainment.

It's not great at:

* [nciting action.

* Giving you information about the reader (A VERY small percentage of readers ocfuo“y
comment).

* Empowering you to take action in the re|oﬁons|’1ip.

B|ogs aren't great at inciting action, because the reader of the b|og is in a different mindset than a
motivated buyer. This doesn't mean you shouldn't bother |inking to your produc’rs in your b|og
posts - because your postfs can be a great reminder to the reader that you do, in fact, sell Jrhmgsl

But remember - it can't be your or1|y form of morkeﬁng, because the regu|or reader is coming to

your b|og to READ, not necessori|y to BUY.

Also a b|og also doesn't let you take action towards your reader - you have to wait for her to

comment or email you before you even know she's out there!

If we're Jrhinking about the Customer Path as a series of steps closer to you, increasing in

commitment, reoding your b|og is a first, very passive step. But it's not any kind of commitment.
A new person can stumble upon your b|og, read a few poers...cmd Forge’r all about it. This means
that your B|og = Step 2 on your Customer Path (SJrep 1. Discovery)‘ Your job is to make sure it
leads them to @ loigger commitment, which Step 3 (whether that's Buy my Jrhingl or Become a

regu|or!).

The Next Step = subscribe to your upclcd‘es!

We'll cover this in the next step, but before we go on we have to address RSS subscriptions, to
differentiate subscribing via RSS from subscribing to emails.

If you have no idea what RSS feeds are - you can skip thisl This is for those who think "Subscribe

to my work = RSS subscription, via a feed reader.”

RSS is not enough
Specifically, subscribing to your RSS via a feed reader isnt enough. W hile this is a great option to

give a reader who wants o stay in touch, it's not the most effective ot bui|o|ing a re|o+ionship.

Why?
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* Statistically, feed readers just aren't being used as much as they once were (and they were
never used by very many peop|e, which is Why you may be Jrhmkir\g - What is RSS?I)

* |t's passive on your end - you can't DO onyH’ming except post your b|og post and hope your
reader sees it

* |t requires action for your reader - she has to remember to go to her feed reader and then click
on your feed (and if she doesn't do this often or she subscribes to hundreds of sites, your feed
may get buried).

And the biggeer Jrhing: You don't have any access to those readers - you don't know who Hﬁey are
or what actions Jrhey take. You can't send them a thank you email. And you can't prompt further

conversation, because Jrhey can't hit rep|y and be emoi|ing o|irech|y with you.

Yes, a reader can "subscribe to RSS" via email..but if you're going to email your RSS feed, you
can do that with newsletter software and you'” have control over what Jrhey see and the

information.

In other words, you can do all the same Jrhings with newsletter software (send |o|og posts via
emoi|) PLUS you own the email oo|o|resses, SO you can send emails JUST to subscribers and not
put it pub|ic|y on your b|og. PLUS you can contact them ino|ivio|uo||y or send them a series of

emails as soon as Jrhe\/ subscribe.
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EMAIL LIST: THEIR FIRST COMMITMENT

At this point in your Customer Path, you wanna give your readers some’rhing to do between
Finding you and buying from you...some’rhing that allows you fo remind them that you exist (and
that Jrhey like you!) and connect with them in order to learn more about them, serve them better,

and generally know what's happening.
This is where your email list comes inl
Here's a quick rundown on what | mean by “email list’, in case you don't know! (If you want

technical how-tos, | recommend checking out the provider you're using. Mailchimp has a great

tutorial that will walk you through each step.)

*

Interested readers sign themselves up to get updates (or even blog posts) from you.
* Use a newsletter software (I love Mailchimp) + theyll manage everything (when you create
Ylist” the "forms” (how people will sign up) are automatically generated. Readers can subscribe

and unsubscribe themselves).

*

You can send emails to your whole list, or just a segment (ex, a discount to on|y those that
clicked a link in your last message, or an invitation to on|y peop|e in San Francisco.)

* You can make your emails pretty or |o|o1in, you can embed pictures and link to Jrhings.

Here's the biggesf fhing to remember about your email list:

These are people who gave you their email address because they want to hear from you again!

This informs every’rhing - what you send, how often you send, how you he|p them move to the

next part of the po’rh!

Because these readers have faken a step towards you, you want to honor that commitment by

giving them exocﬂ\/ what Jrhey want.

That means:

* sending regular messages

* writing directly fo them (since you know they are people interested in your work, you can talk
a bit more deeply, or offer them exclusive access, or just in general give them MORE than you

WOU'd b|0g I”QOCJGI'S)

But let's back up: How do you get people on your list?
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1. Invite all customers!
In your Fo||ow—up or Jrhonk—you emails, invite the louyer to sign up for your email list. Be
sure fo tell them what you'|| be sending and how often. (Check out the aftachments for a
Jre|’1’1|o|CJ|Jrel)

2. Create a giH‘ for subscribers.
This is someﬂﬁing that Jrhey/H get in the very first "Welcome message’ Jrhey get. (More on
this in a minute)

3. Put the sign-up form FRONT and CENTER on your website.
Remember: this is the #2 priority of your website - to catch all those peop|e who love you
and want to hear more (#1is moking sales!) - so this is above social media, links to other
sites, etc.

4. Take it everywherel
Have a sign-up sheet in your c|osses, in your craft show boo’rh, in your pursel

5. Link to it.
You probob|y tweet your latest b|og posts and have a link at the bottfom of your email fo
your b|og, rigl’ﬁ? Well, if your email list is the REAL step you want the reader to take
(because it makes them more |il<e|y fo buy), then share it in all the same |o|oces. Tweet a
teaser of what's going fo be in your next email. Put a link at the bottom of your emails.
Link to the signup form in your b|og posts.

6. Give them a reason to join NOW.
Make someﬂwing that on|y hoppens once, and that Jrhey need to be on your list to have

*
access to.

*| started my croftybiz list by having a live Q+A on the phone. You could have a giveaway, lead
a group project (/mifcr/ong), lead an email course (free to subscribers!), or have a flash sale. To
make this effective af bui/o/ing your list, you need fo spend time fe//ing peop/e about this, like you

would a new produmL - write a post about it, tweet it, email your customers, ask your friends to

tell their peop/e. Make it a BIG DEAL.

Remember: of all the people who you interact with (or "market to”), other than buyers, these are
the only people who have expressed this much interest in what you do. So gathering os many of

these people as you can makes everything in your marketing easier!
That said, this takes timel Everyone starts at zero. Do not let the slowness or your (relatively)

small list keep you from being motivated to delight and serve the people who do want to hear

from you.
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I'm going to say it again: Every sing|e person on this list WANTS to hear from you. Even if there
are on|y 92, there are 2 peop|e who want to hear from youl That is AMAZING. You have a

responsibih’ry to them, so take it serious|y.
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TEMPLATE FOR INVITING CUSTOMERS TO
YOUR NEWSLETTER LIST

| recommend sending a Jrhomk-you email (or E+sy message, but | prefer email, because not
everyone checks Etsy as offen as you dol) o everyone, on top of whatever is generated
automatically. You can even send this message to past customers, who have bought in the last
month or so. Make it even more persono1| and ask if +hey received the item, if Jrhey're enjoying it/

using it/etc.

Here's o template you can use - you should customize it to your own personal style, but it's a

good place to get you started:

Hi {nome}l

Thanks so much for buying {Jrhing}‘ If you have any questions about it, you can ask me at
{email} or post about it in {Rove|ry group, Facebook, Twitter, etc. - if you have one.}

For updo’res and {whatever you're going fo send them - coupons? sneak peeks?}, sign up

here: {Fu” |inl<}

Thanks again,

{you r name}

No, this isn't scalable ofter a certain point. But for now, when you're trying fo build your list and
build re|oﬁonships with every sing|e customer, it's well worth the investment of time. To make it
more monogeob|e, batch it - send all the messages one time during the week (or when you gef

more oro|ers - eoch CIOy)
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CREATING CONTENT THAT CONNECTS

The bigges’r comp|oin’r | hear from clients when | ask about their email list is this: | dont know

what to write about!"

| get it, really!

* How fo create content for the two pieces of your newsletter
* An opt-in that works

* Ongoing content

* 3 Things that matter

Use the attached worksheet to start coming up with ideas. Force yourself to think bigger and
crazier, and fill in the WHOLE list of 20!

You'll find today’s lesson here: https://s3.amazonaws.com/taraswiger.com/CustomerPath/

Customer-Path-lesson-3.mp3

Or, read on for the transcript!

Tara Swiger CRAFT A CUSTOMER PATH Full Course 52


https://s3.amazonaws.com/taraswiger.com/CustomerPath/Customer-Path-lesson-3.mp3

LESSON 3 TRANSCRIPT

The bigges’r comp|oin’r | hear from clients when | ask about their email list is this: | dont know

what to write about!”
| get if, reo”yl

But we're going fo make it easy as possib|e‘ The secret is to take the time to think it Jrhrouglﬁ,
before you start to do it - how it fits into your Customer Path, Wl’]y you're doing it, and what you

want to communicate. Then make a commitment to DO it.

We're going to talk about two kinds of content:
* The "op+—in” bonus that peop|e get when ’rhey sign up.
* Ongoing content that will build re|o+ionships.

There are three things to keep in mind when creating for your list:
1. Who is signing up to your list? (Ya gotta know your Right Person!)
2. Why she is right for you and why are you right for her? (What is the benefit of buying your
work? What does it bring into her life?) This is based on your brand + your promise: W hat do
you give buyers? What are the qualities of your brand?*
3. Why is she signing up? (Does she want to be the first to grab your newest product? Does she
want to see behind-the-scenes?) This is directly related to #2.

*Some possibilities: fun! color! beauty! feeling not-alonel encouragement! a giggle! a sense

of be/onging./ c/crrify.’ comfortl

Good news: This can be ANYTHING!

If you keep in mind the three things from above, you'll want to send your Right Person the one
thing that will:

-Be a symbol of the bigger thing your business is doing in her life.

-Help her toke the next step (buyingl!).

Here are some excmp|es:

* A coupon ](OI’ your SI’]Op

* An email series where she gefts to know you better

Tara Swiger CRAFT A CUSTOMER PATH Full Course 53



* An e-book compi|ing your 10 best posts (as determined by your readers, based on traffic,
comments, or somefhing else)

* A list of your favorite supp|iers, tutorials, or resources (useful on|y if you're connecting with
someone who wants to do the same Jrhing - like knitters, sewers, writers)

* An invitation fo someﬂ'ﬂng specio| (a cus’romers—on|y trunk show, a tele-class, a one-on-one
session with you, the opportunity to |ouy someﬂ'ﬂng you don't usuo”y offer (like custom work))

* A free somp|e of what you sell (one of your patterns, a choerer from your book, etc.)
You migl’ﬁr be reoding Jrhrouglﬁ this list Jr|’1inl<ing: | don't want to give owoy/discounJr my work!

And that's the rigl’]Jr attitude when it comes to total strangers. You should NOT be giving away

or discounﬁng work to the whole world (it devalues itl) ... but these are not strangers. These are
people who want to get to know you better - they're just on the cusp of buying. So what would
help them feel comfortable buying from you? What could you do to demonstrate the value of
what you do?

Having an opt-in gift/giveaway increases conversions and I've found it fo be useful because it
helps you explain why they should sign up. "You like me and my work and want to learn

more..sign up here and you'|| get that (|eorning more) and this nice, useful Jrhingl”

Don't worry about people who will sign up "just" to get the free thing, because the free thing is
going to DEMONSTRATE YOUR VALUE. So even if Jrhey unsubscribe, ’rhey'” still have this
great free thing as a reminder of how awesome you are and that will do its job (or else they're

not rigH for youl).

Check out the worksheet to he/p you come up with your best ideas!

Once you have your list set up and you know what you're giving the subscriber, you've got to

start creating confent fo SEND them, regu|or|\/.

How often should you send emails?

The most important thing is that you send them EXACTLY as often as you promise, and that
you make it expected. Once a month is the minimum you can send without the subscriber
forgetting why they're getting your message. You can do anything in between weekly and
monthly, just make sure you send it on the same day (every Thursday, or every other Tuesday,

or on the first Mondoy or the 10th of the month).

Tara Swiger CRAFT A CUSTOMER PATH Full Course 54



W hat to send?

This, again, is up to:

* Who you're talking to

* Why she loves you (the benefit of your work)
* W hat she needs to know to buy from you

These emails are often called "newsletters", but that's a misnomer; a newsletter that rounds up
what you're doing is pretty boring. Remember: make it about THEM, not about you. | keep
saying "content" instead of "writing," because it doesn't have to be writing. You could make audio

notes, videos, or photos - whatever fits in with your value proposition + your brand.

So you could:

* Feature projects your customers have made with your products.

* Give a backstage pass to what you're working on or to what inspired your newest product.

* First access to this week's (or month's) newest products (before they go in your shop).

* |nvite them into the process - let them name your next proo|uc+, or influence your design
decisions.

* Tell them a story from your week or month (even Jrhough this is about someJrhing that
happened to you, make it useful or entertaining to THEM).

* |nvite them to take part in something with the community (a knit-along, a discussion of Game

of Thrones).

Remember (again!) these are people who have already decided they like you and want to hear

from youl

If you're feeling stuck, think about your brand/products in general - what do they bring into o
buyer's life? A sense of being fashionable and high end? Goofiness and fun? Color and happiness?

W hat could you email them to make them feel the same way?

Shou|c| you senc| your bIOg POS'I'S?

You can make this an option, but because this person is more invested in you than a simple blog

reader, | would also send something else, that's special just for subscribers.
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Make your emails an effective se||ing tool

The next step for the customer to take ofter subscribing (and receiving) your emails is fo BUY. So

here's how you make it effective at that (this is also opp|icob|e to b|og poers).

* Have a call fo action in every email. This means that you are osking the reader to do
someﬂﬁing‘ Ask them to do on|y ONE H’]ing. (ex, If you tell them about your newest proo|uc+,
don't also ask them to visit your b|og, follow you on Twitter, etc.)

* LINK TO YOUR PRODUCTS, in a way that makes sense (when you talk about your newest
proo|chr LINK TO IT).

* Invite them to hit rep|y and talk to you (you can learn SO MUCH from Jrct”dng to your
po’renﬁo| customers about what Jrhey're |ooking for, how Jrhey describe it, and what Jrhey still
need fo know before Jrhey buy).

* Moake the occasional email about se||ing one proo|chr in porﬁcu|or‘ Tell them what it does for
them, share hoppy testimonials, and fell them Jrhey can buy it now. This will make you better
at se||ing + will be a clear and obvious reminder to your subscriber of WHY she subscribed

and what you do.

Note: Don't be afraid of unsubscribes - there are peop|e who don't want to louy your work...so

Why would you want fo keep creating great content for them?

Fill out the worksheet to come up with your ideas. Remember to stay loose + don't get bogged
down in HOW you'|| do this. If you feel stuck, set a timer for 5 minutes and write cons’ronﬂy,
without stopping, about every’rhing you could possib|y communicate about your work and your

life as an artist.
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CREATING GREAT ONGOING CONTENT

What would a die-hard fan of yours want to hear about reqularly?

(If you can't imagine that, picture a fan of a bigger, similar company:.)

1.

2.

12.
3.

13.
4.

14.
5.

15.
6.

16.
7.

17.
8.

18.
9.

19.
10.

20.
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W hat does she need to know in order o make a buying decision?

How could you communicate this?

W hat do peop|e love about your work?

How could you communicate this in emails?
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CREATING YOUR OPT-IN

Who is signing up for your emails? (Describe herl Remember - this is the person who has found
your work and wants to hear more information from you. So what has she liked so far on your
site?)

\)\/hy are YOU (and your work) a pen{ec’r fit for her? W hat prob|em are you so|ving or benefit
are you providing?

W hat is she waiting for? W hat does she need to know before she buys?
(This is what your emails should consisfenf/y give her.)

W hat could you say to her fo communicate your value, trustworthiness, and the benefits of your

work?
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Now, how could you communicate this in an opt-in ghor? How could you SHOW instead of
TELL?
(List ALL possibihﬁesl Go crozyl)

10.
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Take it further! If money and time and space were no object, what could you do to thank her for

subscribing and answer all her concerns/demonstrate the value of what you do?
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LESSON 4: BUY

Today we're going to dive in to making the sale, and what they do after they buy.

At this point in your pOH’], your po’renﬁo| customer has found you (yoyl) and invested in you at
least a little (read your b|og, subscribed to your newsletter + read a few e-mails)..and the

question at this point is: How do you turn this traffic into sales?

It's all about re|a+ionships.

Are you starting fo see the overorching theme? Your poJrh is about bui|o|ing

re|o+ions|'1]ps. Specifico”y, re|o+ions|'1ips with your Rithr Peop|e (the mos’r-|ike|y buyers). First, you
connect with them where Jrhey O||reoo|y are (on other peop|e's p|oJrForms), then you create confent
based on the questions Jrhey ask and the solutions Jrhey are |ool<ing for. If you've had the privi|ege
of ’ro”dng to your buyers, you'” have found this to be true: They buy (and especio”y become
repeat buyers) because Jrhey LIKE you.

The previous parts of your po’rh were about bui|o|ing this re|oﬁons|’1ip and he|ping the po’renﬁo|
customer get to know you and your work, in order fo like you and what you do. (Note that this
does not mean Jr|'1ey need to know your persono| life, ot all. They can feel like Jrhey "know" you by

knowing what you're Working on, what you take pictures of, and what inspires you.)

For some makers, this makes osking for the sale even harder: What if Jrhey don't like me? What if
Jrhey think I'm icky and money-grubbing?l

First, let's take a o|ee|o breath and return to your intention.

Your goo| in |oui|ding these re|oﬁonshi|os, writing newsletters, crcﬂoring this poJrh is to inform the
peop|e about the work you make, and allow them fo connect to it in a more meoningfu|

way. They know this. The obvious outcome is that Jrhey will then have the opportunity to BUY
your work. They know this. You are not pu||ing a bait and switch by osking for the sale.

If you have any doubts, think back to when you got the emails se||ing this class. Were you upset
to learn that | was oﬁ(ering a class and you could |ouy it? (Proloob|y not..since you |ooug|’1+ it!)

GETTING COMFORTABLE WITH THIS IS THE VERY FIRST STEP TO
MAKING SALES.
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You may think you're comfortable because you have a shop set up and you link to it from your

website, but let's dig deep.

* Do you regu|or|y share what's new in your shop, with the same friendliness and generosity that
you share free content?

* Do you share links to your content and proo|chrs as often as you share links to other peop|e's?

* Do you make a clear offer in your content?

I've found that creators have two modes when it comes to making an offer:

1. They just throw it out there, without croF’ring it corefu”\/ (’rypos in the descripﬁon, bland "just
listed this" tweets, a ’rhrowowoy line in the newsletter).

2. They hide it and don't make it clear (links hidden in a busy sidebar, posts that mention new
procluc’rs but don't link to them).

Though Jrhey look so different (in one you look like you're just trying to sell someH’ming, in the other
you look like you don't sell ANYJrhing!), Jrhey are equo|. Equo”y bad at moking a sale, equo”y
bad at soﬁsfzying your best |ouyer, and equo”y based in fear - fear of putting in the time, trying
your hardest, and being rejected.

| get it. / reo//y do.

It takes time and effort (what if it's wasted?!) and it takes guts (what if it doesn't work?). On top
of all that, it takes consistency - whether it works righ’r away or not.
So even affer you corefu”y craft an email moking the offer - even if it doesn't work - you have to

try again.

The goocl news: it will get easier the more you work on it, the more you learn about it, and the
more you look at it as an experiment, instead of a measure of your self worth. The better you get
at moking a clear ask, the better results you'” get (and the less it will feel like a total waste of

time).

So that's what's next: Equipping you with confidence, so you can make a great ask.
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HOW TO MAKE A CLEAR OFFER

[+ migl’ﬁr sound obvious, but the Jrhing that's keeping you from turning readers and subscribers info
buyers mithr be simp|y this: You haven't made a clear offer.

Moking an offer = inviting the reader to purchose the Jrhing you have available for sale, while

exp|oining the benefits of your Jrhmg and then osking them to take one action.

W hen to make an offer:

* When you have something new for sale.
* After the reader has taken a step towards you (signecl up for the newsletter)*
* When you have a solution fo your customer's prob|em‘ (Need a Mother's Day gh(’r? Getting
married? Don't know what to do for your friend with cancer?)
*You can do this ou’romoﬁco”y with an ou’roresponder‘ I'm giving you free access to an
entire class on ou’roresponders at the end of this class, so be sure to read all the way

H’]rough!

W here can you make an offer:

* |na b|og post
* |n an email

* In personl

The princip|es of a clear offer:

It's obvious. You're not |’1io|ing what you offer. The reader knows what you're Jro”dng about.
You are +o|l<ing direcﬂy to the righ’r buyer (in her |omguoge, with the things she cares about).

You state what you have to offer and its benefits.

You exp|oin who it's for (and who it's not for).
You end with a clear call to action. (W hat do they do next?)

A S

Call to action.
You migl’ﬁr be Wonclering: Do | REALLY need a clear call to action? [s it necessary for me to fell
the reader exocHy what to do?

The answer is, sfo’risﬁco”y, YES. The more direction you give the reader, the more |il<e|y she is to

act. It migl’ﬁr feel si||y to say "Click here to order your eorrings"‘...bu’r if you're writing an email or

b|og post, the reader needs that direction. She migh’r be skimming or she migl’ﬁr not realize that a
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link is a link (especio”y if it's not underlined). So yes, the clearer your call to actions, the more

|il<e|y your sales.

Exomp|es of Calls to Action: Click here to buy this. Hit rep|y to ask your gquestion. Subscribe to
meet the other Coeroins.

Every piece of content you write won't be an offer to buy someH’ﬂng - but you do need to make
offers often and consis’renﬂy in order to form the rigl’]Jr kind of re|oﬁonshi|o with your reoder/buyer.
The rigl’]Jr re|oﬁonshi|o = one where she comes to you because of what you sell, not for free
information or entertainment, but because she wants to pay for what you sell. The more often
you make an offer (even just an offer to subscribe), the more your reader will expect it and react

to it.

Will some peop|e be turned off |oy your offer or unsubscribe because Jrhey don't want what you

are se||ing?

ABSOLUTELY.

But keep your eye on the important bit: They don't want what you sell. So that subscriber/reader/
follower was never going to buy. W hen Jrhey leave, it's a GOOD Jrhmg - it means that you are
going fo on|y be Jro|l<ing to peop|e who DO want to buy.

(I can't stress this enough: Do not bother with unsubscribes! The\/ do not matter!)

Remember: This takes practice. Youlll get better as you go, but you have to keep with it. Don't
give up after the first Jrry!

Fill out the worksheet on the next page so you can practice moking your offer!
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PRACTICE MAKING AN OFFER

W hat kinds of offers do you make rithr now?

\)\/here are yOU being C|€OI’€S+?

W here do you feel the best?

W here are you being s|opo|os|1 or hiding?

HOW COUId you moke your O]C]CQI’S c|eorer I’Igl’]'i' I’]OW?

\)\/hen COU|d you moke an oﬁ(er to your reoder?

In what way will you deliver it?

(Think of the middle part of your cusfomer pofhl)
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What will you offer? (Be obvious)

Who is it for? (Be exp|ici+‘ W hat does this buyer o|reoc|y need to know/believe? What is she

reody for?)

W hat is the benefit for the buyer?

Write a clear call to action:
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HOW TO FEEL GOOD

Once you know how to make a clear offer, you have fo feel gooo| and confident enough to DO
it. In this audio lesson, Il share four tips for feeling good about your offer (and why this matters

more than ony’rhing else.)

You can find +ocJoy's lesson here: https://s3.amazonaws.com/taraswiger.com/CustomerPath/

Customer-Path-l_esson-4-mp3

Or, just read the transcript on the fo”owing poges!
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LESSON 4 TRANSCRIPT: HOW TO FEEL
GOOD

If you're not feeling good about asking for the sale and making offers - it'll come across in your

tone and message. Il be easy to s|i|o back into the two bad offers.

So here are some tips for staying positive, Fee|ing gooo|, and keeping it all in perspective.

1. It's all an experiment.
No one knows the best way fo communicate with your customers. You are the expert on your
business and you're learning with every single experiment. EVERY thing is a data point, not o

success or failure.

The key aspect of a scientist: They're not attached to ONE outcome - ANY outcome is a data

point and teaches them some’rhing new.

(Well cover creating an experiment in fomorrow's lessonl)

2. They want what you're oﬁcering.

You are talking right to the person who would most appreciate the benefits of your product -
right? So please believe me when | say - they want what you're offeringl W hether it's art for
their walls or jewelry tutorials or knitting patterns - you are talking to someone who has

connected with you because they want to hear more about what you offer - so don't keep it from
them!

3. Patience.
This takes time.

Even with the best Customer Path, it takes time for people to find you, get to know you, and buy
from you. Every business takes a different amount of time to Figure out who their customers even
are, start connecting, and build something sustainable - so PLEASE do not compare yourself to

anyone e|se.

It takes consistent focus to build a business. So even when you're getting no results, you have to

keep Working.
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There's a Furmy balance here: you need to KEEP Working, consierenHy, while still Jrweoking and
shh’:ﬁng Jrhings until you find somefhing that works. You need to find a way to look ot your
metrics (visitors fo your site, newsletter subscribers, sales) without giving them any power over

your own se|f—wor+|’1 or l’]OW you Fee| ObOU'i' your bUSiHQSS.

4. Perspective.
W hen you're Fee|ing overwhelmed or frustrated that you haven't done more yet, take a minute to

look back at what you have done.

How many subscribers did you have last year? The year before? How many sales?
What have you learned over the last year?

See, you have made progress!

Above all, keep in mind your bigger picture: You're o|oing this because you want some’rhing

sustainable.

YOU ARE IN THIS FOR THE LONG HAUL

When you redlly sink into accepting that this is going to take as long as it tokes and that you are
going to do your best, every day, and make smart, strategic decisions - it gets easier. You can see

more c|eor|y and make more sustainable decisions.

Remember: You are building a business, not a lemonade stand. The goal is sustainability, not

immediocy.

This might be a little more intangible than you'd expect from a marketing course, but here's what
I've learned to be true: If you feel bad, weird or awkward asking for the sale, it's going to come
across. Not only will your reader be able to tell (you're not as stealthy as you think!) but your

work will suffer - you'll spend less time on it and your motivation will dry up.

That's why we can't falk about connecting and selling your work without talking about how to

handle the emotions that pop up around this.

So know this: you're not alone in feeling bummed, scared, or frustrated - and this is a normal part

of the process.
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HOW TO KEEP 'EM COMING BACK

Yay! You've made a sale!
.... Now what?

Well, you want them to keep coming back.

To build loyal (and repeat!) customers:
* De|igh’r them with their purchose

* Keep Jro”dng to them

* Moake them a part of someﬂwing bigger

If you've been Wondering how some sellers manage fo sell out their shop every time Jrhey list
produc’rs - this is itl Tl’\ey've built a fan base (s|ow|y, over fime) and Jrhey let those fans know
what Jrhey're o|oing, when Jrhey're o|oing it, and that Jrhey need to take part in order to not miss

out.

1. De|igh+

Customers become regu|ors when Jrhey are de|igh+eo| by their purchoses and Jrhey remember that
Jrhey were o|e|igh’red The first step is fo de|ig|’1’r them when Jr|’1ey first buy from you. De|ig|’1+
encompasses all of the Jrongi|o|e and infongib|e aspects of the experience - if the prodchr is exocﬂy
what Jrhey expec’recl, if it (and the pgckoging) makes them feel the quo|i+ies of your brand, if it
arrives on time. You wanna find a way to o|e|igh’r them in a way that reflects what your prodchr
brings to their life.

2. Keep talking

Once the customer has a o|e|igH'Fu| experience, get their permission fo keep connecting them, so
that you can remind them of what Jrhey like about your producf If Jrhey're o|reoo|y signeo| up for
your emails - fabulous! If not, invite them! Make this an automatic part of your process: invite
every new customer to join your email list. (You could even create a cusfomer—on|y list, if you

wanted.)

3. Invite them in

If it makes sense for your business or indus’rry, invite your customers to be part of someﬂ'ﬂng

bigger than just you + them, invite them to join the community of their fellow fans/readers/
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buyers. If you sell kniﬁing—re|o+eo| proo|uc+s, you're in luck: Rove|ry makes this easy (well, easier.) If
you don't, this still migh’r work for you. W hat do your reoders/buyers have in common? Are Jrhey
fans of someJrhing? Doers of someﬂ'ﬂng?

(EX, O” my reoders/buyers are Exp|orers O]c 'H’]eil’ own bUSIHQSS.)

How can you communicate their inclusion into the group?

A few ideas:

- You could hold a "projec’r—o|ong" that everyone works on Jroge’rher (moking, pho’rogrophy,
writing, etc) - just be sure to share the participant's projects with the group, through an online
space (FB, Flickr, use of hosthog), or posting it on your b|og or emails.

- You could offer a private Facebook group for your buyers to share their experiences, ask
questions, and give advice (especio“y useful if you're a teacher or you write on a Jrhomy subject).
- You could start a Tumblr or Pinterest board, where you share your customer's pl’]o’ros of using
your procluc’r. (I'd also feature this every once in a while on your b|og or email list, to bring
attention to it.)

- You could hold a ”cho“enge” with your email |ier, where you all work on X in so many o|oys.

Remember: you might not have a product that people interact with the same way they do a book
or yarn (soy, if you sell fine art), but your brand brings SOMETHING into peop|e's lives, or it
celebrates some+hing, righ’r? So make your community around THAT. (ex, fandom, gordening,
domes’rici+y, travel, adventure) The more specific you can be, the better! And yes, there migH
already be communities around this thing out there, but the difference is, this is going to be @

very specific group of people who not only like this Thing, but also like YOUR toke on this Thing.

You might still be thinking: I'm not sure this is for me. And | get that. Inviting people to be part of
someJrhing bigger, around YOUR work..well, it's cho”enging. [t's stepping into a new kind of
leadership role, one you might not feel ready for. But as a seller-of-something-people-love, you
already are leading. You are already sharing your vision of the world with your buyers. So do

your fans a favor and let them gather together and make friends!

FILL OUT THE WORKSHEET ON THE NEXT PAGE AND PLAN OUT
HOW YOU'RE GOING TO KEEP YOUR RIGHT PEOPLE COMING BACK!

Tara Swiger CRAFT A CUSTOMER PATH Full Course 72



KEEP ‘EM COMING BACK

De|igh+:
How could you de|igl’1+ your customer?

How could you bring more of{ _________ } into her world?

(brand quo/ify)

Keep in touch:

How will you get the customer on your email list? (Check out the Jremp|c1’re from Lesson 3)

HOW e|se COUld you keep in +OUC|’]?

SomeH'ling Bigger:
W hat kind of community could you and your biggeer fans form?
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W hat could you bond over?

W hat could you do together?

How could you higHigh’r your biggeer fans?

W here could you he|p them connect online?
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LESSON 5: YOUR
ACTION PLAN

lt's time to turn these ideas into action! Let's create your Action Plan and an Experiment to fest itl

Now that we're at the end of class, you migh’r be noticing that we haven't talked about socia

media, since that bit about moking your work share-able.

Why? Because it fits everywhere. And nowhere.

Here's what | mean:

* Peop|e migh’r be Fo”owing you in order to get to know you better (after +hey visit your site or
see one of your messages). (Come closer!)

* You can post messages about what you're working on, your newest post, etc : To connect
deeper/let them get to know you better (Come closer!)

* You can send messages with a direct link to a new product - and that might lead to the sale
(Buyl)

* And of course, your fans can share, retweet or like your posts and that will introduce you fo

their followers (Hil)

SOCIAL MEDIA FITS EVERYWHERE...BUT IT CAN'T STAND ON ITS
OWN - IT'LL WORK BEST WHEN IT LEADS PEOPLE BACK TO YOUR
BIGGER PATH.

Why Social Media can't stand alone:

* You can't control what people see (FB rearranges what you see + changes their system all of
the time).

* |f's moving so fast, all of your followers won't see everything you post (on Twitter, Instagram,
and Pinterest).

* You are crowded out by all of the other voices around you. (Your message is diluted.)

Now - this doesn't mean you shouldn't use it, only that you can't count on it to connect with your

customers in a meaningful way, the same way forever.
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How you CAN use it:

* Spreocl the content you're o|reoo|y creating.

* Lead peop|e to the next part of your po’rh.

* Be useful: share links, phoJros, ideas that your buyers would love.

* Have conversations with buyers and potential buyers (just be sure not to be distracted by your
peers): Ask questions, answer their questions, and have fun!

* Connect with edifors and b|oggers that you'o| like to build re|oﬁons|’1ip with.

Facebook, Twitter and Pinterest are GREAT for shoring a WIDE variety of stuff that your buyers
would like to see and read - articles, phoJros, ideas, patterns. By shoring, you become a source of
inspiration and ideas. This can be a great way to build re|o+ions|'1]ps with your followers and
readers, but note that unless you can bring those peop|e to your own site and onto your Path, this

doesn't impact your business.

Instagram is great for showing parts of your life that your buyers mithr be interested in. But don't
overthink it too much (s this business? Or persono|?), because when you're a maker, the business
IS persono|. Your sister will like seeing the dolls you're moking as much as a poJrenJrio| customer!
And a customer migl’]’r be interested in your adorable o|og. Decide what makes you comfortable

and keep experimenﬁngl

To sum up - social media is a nice add-on to what you're o|reoo|y o|oing, but because it can take
o) |ong to build an audience, and you have no control over what that audience sees, it's not a tool
you want fo spend too much time on. Instead, use it to higHigh’r what you're o|reoo|y cloing and
have conversations with your cusfomers (when you find them). When you have the other parts
of your poJrl'] Firm|y in p|oce, you can move on to bui|o|ing an audience on whichever p|oi‘Form you

like best, and experiment with how to make it effective at reoching your goo|s.

EXTRA RESOURCES:

* A guest post | wrote about using Instagram for business.

* Attached you'll find the advice shared by a Starship Captain, in the forum (She gave us

permission to share it with youl)

Tara Swiger CRAFT A CUSTOMER PATH Full Course 76


http://www.sarahvonbargen.com/uncategorized/how-to-win-friends-influence-buyers-on-instagram/

CREATE AN ACTION PLAN

Now that you've generoJred a zillion gooo| ideas™ for your Customer Path, it's time to narrow those
down into a workable p|on of what you're ochuoHy going fo DO.
*You have Comp/efeo’ all the worksheets, righf? If not, go back and do them alll Don't

worry about getting it *right”, just force yourself to come up with ideas!

This takes 3 steps:
1. Filter. First, you'|| go Jrhrough all your ideas and possib|e improvements to your Path and

filter it Jrhrough your current business goo|s‘

2. Arrange. You'll notice that some of the Jrhings on your list are One Time To Dos: you'” do
them once (like, write your oer—in) and then you're done. Other items (like: Send @
Week|y email) are ongoing. You need fo separate these two and give them both their
place.

3. Schedule. This is where your big pi|e of possibi|iﬁes becomes do-able - you'|| decide when
you're going fo do it and build it into your regu|or business o|oings.

LET'S GET STARTED!
(This is all in your worksheets! Be sure you work through it and don't just read about itl)

Filter:

First, before you start |ool<ing at all the possibihﬁes, go back to your Intention. W hat did you want
to get out of this class? W hat bigger business goal are you working towards? Now, take a look at
all your other worksheets. Circle the items that are most likely going to get you there. Circle the
things you're most excited about. (Don't worry about when you're going to do the things, or how

long it'l take to do everything you've circled.)

Arronge:

Look at the Jrhings you've circled. Now it's time to turn them into actions for you fo take. You
migH need to reword some of the Jrhings, to make them into actions. (For exomp|e, if you have
an idea of an opt-in you're excited about, you migH need to rewrite it as: Write opt-in about
{idea}.) Action = something you can do.

On the attached worksheet, split up the actions into things you can do ONCE and things that
need to become part of your routine (actions you'|| take on @ regu|or basis).

Next, prioritize them: What do you want fo work on first? Prioritize the One Time Actions
(number them, so you know what you want to do first, second, etc). Then, look at the Routine

Actions. W hich one do you want fo fit into your routine first?
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YOU CAN PRIORITIZE HOWEVER YOU LIKE.

Pick the H‘lings :

* you're most enthusiastic about.
* that will have the most impact.
* that make sense. (eg, You've got to identify possible platforms before you can pitch guest

posts and write them.)

Sclﬁedu|e:

Start by thinking through how much time you actually have to work on new projects. Where will
"doing Customer Path To Dos" fit in your daily or weekly schedule? (If you're spending more than
5 minutes a day on social media, cut that right out and add in this!)

If you o|oi|y schedule is more freeform®, mark off one section of time each doy or week to work
specifico”y on this. (Ex, | don't schedule every moment of my doy, but when I'm working on a

new project, | dedicate the first hour of my work day to it, or Friday afternoons).

*This is one of the week/y Sforship lessons.

It does NOT matter how much time you have in a week to work on your business, only that you
DO have some time dedicated to it. Whether it's 2 hours a week or 40, having boundaries
around this time is key fo getting anything done in a consistent way. Don't get distracted by the
time other people have, or the time you wish you had. Work with what you have.

Now that you have a time when you are going to work on your list of actions, go back to the
One Time actions, and put a Due Date next to them. Start with your fop priority and ask
yoursehc: How |ong will this take? If | work on it in my very next "Customer Path Time Slot,"
when will it be done? Write that date next to itl And then move on to the next action.

Next foke a look at your Routine Actions. It's unrealistic to try to add 10 new routines to your
week or month. Instead, just pick one to add right now. Then, in 2 weeks, come back and pick up

a new one fo imp|emen’r.

On your worksheet, you have space to write about HOW you're going to fit the new routine in
your schedule. Studies have shown that getting insone|y spech(ic about when, where, and how
you'll do a new routine (habit) will make it more likely to get done (and easier! You won't have

to figure out all the moving parts before you get started).
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Don't over-schedule.

| suggest putting due dates on 2-5 actions, o|e|oeno|ing on how |ong Jrhey'“ each take. You'll need
to be flexible and handle new Jrhings that come up in your business, and you don't want to get
discouroged by H’]ings that "fall behind," so don't schedule too far out. Come back to the list once
you get your top 2-5 actions done.

By that point you will have:

*

Built confidence that you are awesome af occomp|is|’1]ng Jrhmgsl

* Learned so much about what works and what doesn't.

* Figured out that some Jrhmgs take |onger than you Jrhough’r.

* Shifted someH'\ing in your business: Either you'” have more time (geHing better at managing
your day?) or have less time (have more orders?) or have decided to focus on a new

opportunity.
This is AWESOMEI

| know it's easy to get frustrated that you're not cloing exocHy what you p|ormed to do (or
Jrhough’r you should do), but business is o|woys chonging, and staying flexible is how you learn
and grow and improve. So don't beat yoursehc up over this list. Instead, stay open fo what's

Working and what your own business is Jreoching youl
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MAKE YOUR ACTION PLAN!

What was your intention?

W hat bigger business goal are you working towards?

GO THROUGH YOUR WORKSHEETS AND CIRCLE THE IDEAS THAT
LINE UP WITH YOUR INTENTION AND THAT YOU ARE MOST
EXCITED ABOUT.

On|y fill in the sections that you want fo work on, based on your fiH‘ering.

Hil
What do you want to do for Search Optimization?
1.

Tara Swiger CRAFT A CUSTOMER PATH Full Course 80



W hat are your best ideas for Conscious Connection?

1.

Wl’]0+ are you beer io|eos ]COY moking your WOI’l( more SI’]OF@Ob'@?

1.

W hat are you best ideas for the Real World?
1.
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Come C|oser

W hat were your best 3 opt-in ideas?
1.

W hich one will you make first?

W hat are your best ideas for content to send?
1.

How often will you send emails?

W hen you will you send your first one? (Or your next one)?
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Buy

\)\/here dO you neeo| to moke your oﬁ(er c|eorer?

W hat is the next offer you're going to make? Where?

Tara Swiger CRAFT A CUSTOMER PATH Full Course 83



MORE ARRANGING!

Sp|i+ your above ideas info two pi|es: One Time Actions and Routine Actions

NOW, PRIORITIZE! NUMBER THE TOP 10 THINGS YOU WANT TO DO.
Next: Put a Due Date next to your top 2-3 One Time Actions.
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NOW, PRIORITIZE! NUMBER THE TOP 3 THINGS YOU WANT TO ADD
TO YOUR ROUTINE

Pick one routine you're going to add to your week THIS week. Find it a dedicated space in your
week and figure out if it requires anything else, or what else has to change in order for you to
have fime and energy for it. Write out exactly how you're going fo start doing it (when, where,

why, how):
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EXPERIMENT

Now that you've created a Plan of Action, you're ready to act! Yay!
But once you start acting, you're going to know what's working, and what's not, so that's where

an Experiment comes in. Not only will it help you assess what you've done, itll also help you focus

on actions that get the specific results you want.

You can listen to +oo|oy's lesson here: https://s3.amazonaws.com/taraswiger.com/CustomerPath/

Customer-Path-l esson-5.mp3

Or, read the transcript on the Fo”owing poges!
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LESSON 5 TRANSCRIPT: CREATE AN
EXPERIMENT

Now that you know what you're going to be Working on, itll be easy fo get sucked in to just
Working away with your head down. But remember - we're creating a Customer Path that works
for our ACTUAL customers. So it's not enough to just put everything in place, you gotta pay

attention to what's Working and what's not.

There are a zillion +|'1ings you can experiment on, but just start with one of the +|'1ings you're
adding to your Customer Path (whether that's integrating search terms into your content, writing
guest posts, submitting your work to editors, sending o reqular email, etc.) and craft an

Experimerﬁ' around that.

This is an ongoing process. So don't worry if you've got lots of ideas. Just pick one thing to

experiment on, and at the end of the experiment, you can try another onel

SeHing up an experiment is easy, but you want to be intentional about it, so you

don't forge’r about it and so that you reo”y learn from it!

1. Set a hypothesis
What do you want this experiment to do for you? What do you think will happen?

L ook back at your intention from the first week - make sure that what you're

experimenting on will bring you closer to that intention.

2. Set the parameters

How long is this experiment? W hat will it entail? (You are so much more likely to stick with
something if it has a clear end date. You'll also get better results if you plan a time to stop and

I’QOSSQSS‘)

3. Put the support system in place to hold it
What will you need in terms of time, space and energy to do the experiment? How can you set

up your day, week and life o make that possible?

L ook at what you've found is ct/reoo/y Working, and use those systems or tools to support you in

your experiment.

Tara Swiger CRAFT A CUSTOMER PATH Full Course 87



Review the results
W hat worked? What didn't? At the end of the experiment, make notes about the results, how
you felt, and what you learned.

(Put this in your calendar, or use the Starship or Lift Off mon’rHy reminders to trigger your

reviewl)

NOW, IT’S YOUR TURN! SET UP AN EXPERIMENT FOR ONE OF THE
THINGS ON YOUR ACTION PLAN!
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CREATE YOUR OWN EXPERIMENT

W hat is your hypo’rhesis?
(W hat will you fry and how do you expect it to he|p?)

W hat are the porome’rers?
(When will it start? How |ong will it last? W hat will you do, specifico”y?)

W hat support do you need to comp|e+e the experimerﬁ?

(Put it on your calendar, find the tools you'|| use, etc)

How will you evaluate it?
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When your experiment is over, come back to this worksheet and evaluate it!

Did | prove my hypothesis true?

W hat did | learn about this?

What did | learn about myself?

What surprised me?

What do | want to adopt into my daily (or weekly) workflow?

W hat didn't work?

What do | want fo experiment with next?
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BONUS! CUSTOMER
PATH Q+A CALL:
SUMMARY

When | held this class live, | also hosted a live Q+A session with the class members so Jrhey could
ask me their questions o|irec’r|y. Now you can be privy to that session, because | recorded it for

yOUl

Download the recording HERE: htps://s3.amazonaws.com/taraswiger.com/CustomerPath/
Customer-Path-Q%2BA.mp3

Or read the summary on the fo”owing pages instead!
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CUSTOMER PATH Q+A CALL: SUMMARY

The overall question of this course has been about how to get people to sign up for your
newsletter list.

This is some+hing you'|| work on FOREVER. This is ongoing. There is not a point where you get
to and think: ok, | don't need to worry about that anymore.

There are a few steps:
Create the list

Create an opt-in

*

Create a |o|om for ongoing content

* % %

Continue to share your list, wherever your people are (your most popular posts, in guest posts,
etc.).

We'll talk more about this in Lesson 3, so for now, let's get started with the questions!

Q (from Lisa): How do | make enough people want to sign up for a newsletter? Creating a
good newsletter will take up quite a bit of my time and | don't want to bother if it's just going to
be a small handful of people.

A: But it's a handful of people who WANT to hear from you. These are people who are more
likely to buy than people who just stop by your blog or follow you on social media. How much
would it be worth if they all bought from you again? If sending one email = one sale? Where
else are you spending time on people you aren't sure want to hear from you? Can you move
some of that time info creating a newsletter for people who have already told you that they want
to hear from you? The number on the list doesnt matter at all, because these are the peop|e who
will require less work from you in order to get them to buy.

Over fime, you're building a relationship.

Q (from Lisa): Any advice for sending a free sample of your product to an uber cyber
presence? For me it would mean sending a doll to a popular NYC mom with a young daughter,

but for a knitter, a |(niH'ing b|ogger like Never Not KniH‘ing.

A: Connect with them first - do not send a sample firstl The first thing to do is o come up with a
list of people you want fo farget for this type of connection (because most of them won't turn into
getting press for your product, so play the numbers game in your favor and have a list of 10-50

people or sites). Next, check their sites to see if they have submission guidelines; if they have them,

follow those guidehnes perFecHy. Third, follow them on social media and comment with usefulness
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(more on this in Lesson 2). Over time, send a super short pifch e-mail to fell them about you,
your work, and that you‘o| love to send them a free _____ (insert proo|uc+ that you sell). Ask for
permission fo send someﬂﬁmg, and then get their address if Jrhey approve it. Follow up fo make
sure Jrhey got the proo|chr aofter you send, but know that just receiving the item doesn't guarantee
that Jrhey will promote it for you on their site. Every site owner will have different rules for this, so

familiarize yoursehC with their po|icies before you send your e-mail.

Q (from Vanessa): | know that 95% of my newsletter subscribers are other creatives who are
sighing up to support me. That's ﬂaH‘ering, but | don't feel that I'm req"y reqcl‘\ing my Righf
Peop|e that way, because these peop|e are my friends but not my customers. Should | remove

them from my newsletter, or how should | proceed?

A: Keep them on your list (unless it just reo”y bugs you to have them there), but write the
newsletter with your Righ’r Person in mind. Plus, you never know when one of your persono|
contacts is going to share your content with a friend of theirs who mighf become your next

customer.

Q (from Keli): Is a newsletter better than hqving a |:>|og? | just put a lot of time and effort into
creating a b|og, and | feel like I'm rea"y behind because | dont even have a newsletter or know

where to put one. Am | wasting my time consis’renﬂy writing on my b|og?

A First of ou||, you are not behind! Your business is your own, and your pace is Jro’ro1||y normal for
your business and where you are rithr now. It just takes time. For you, rithr now, it sounds like
keeping a regu|or habit of writing on your |o|og is a good p|oce to be - it's he|ping you find Jrhings
that you‘re passionate about and want to write about, and it's |’1e|ping you connect with your
customers. As for a newsletter, | would just wait until you're able to write regu|or|y on your b|og
AND write for a newsletter. Moybe for now, if you want fo start a newsletter you can start one
JUST for past customers. If somebody louys some’rhing from you, you can e-mail them to invite
them to sign up for your newsletter. Then you could send messages just once or twice a month fo

get you stfa rted.

Q (from /\my): I'd love to talk a little about how giveaways and other free promotions affect
the peop|e you're attracting. How can we to do them that attracts at least a decent percentage

of pofen+i0| customers to you versus free-stuff-seekers?
A: Give it away erroJregicoHy. W hen you give away somefhing to your newsletter subscribers,

you‘re honoring that commitment Hﬂey made by |eHing you into their inbox. When you do a

rcmclom b'Og giV@-OWOy, you mlgl’ﬁ 961' comments on your b|Og (or |il<€S on your FOC@bOOk poge),
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but there isnt much you can do with that when the give-away is over. So if you want fo do a
give-away, think first about what you want peop|e to do as their entry to the give-away - it
should be someHﬁing that is useful to you in the future.

Beyond that, the Jrhing you give away needs to be c|ose|y tied to the Jrhing you want fo be known
for. Peop|e will share your give-away on social medio, so make sure that you give away

someﬂwing that is going fo remind peop|e of who you are and what you sell.
Q (from Anne): Is it better to offer a discount or an upgrqde than to offer a give-qway?

A: Yes! Read Lesson 3 for more on this, but yes. Give them a discount or a free upgrode because
then more peop|e will louy, rather than just giving one person somefhing for free. Make sure you

exp|oin it to them so Jrhey understand Why your offer is somefhing specio| for them.

Q (from Sheri):

Here is a question | have been s+rugg|ing with... "|den+i+y." | am an individual and have email
and social media and contact info (cell phone nhumber) as myse|1c, but | also am a business and
have email and social media and contact info (a whole lot morel) as a business: Jubilee Junk. For
my own sense of boundaries and sanity, | need to have some separation between the personq|
"Me" and the business "Me." | also want to be able to respond to customers easi|y and somewhat
"unseen” so they experience and calm and professional person instead of a crazy lady. Since | do
not have a retail business or location, | am working everywhere and often at home or in my car.

| want to be able to respond remo+e|y and smoo+h|y.

| also s+rugg|e with the "sp|i+-person" effect..

When | post on |ns+cgrqm, WHO am 1? | see the benefit in being myse|F and connecting on a
persona| level, and | like that. At the same time, | don't want to irritate my "non-customer” social
media peop|e and friends and Fami|y by c1|wc:ys being about business, the "sale" or "promo’ring"
my business.

How can | divide AND integrate the two halves?

A: Set Working hours. Do NOT answer after set hours (as if you had an office or an assistant!)
Be clear about how peop|e should contact you. Set expectations about when you'” respond.

LEAD them where you want them to go.
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Also - don't deal with persono| stuff during Working hours. YOU are the on|y person who can
create the boundaries that you need. Think of it like Working in a traditional office: o|uring the
Working cloy, your Fomi|y wouldn't be able to reach you for non-emergencies. Then when you left

work for the doy, customers wouldn't be able to call you at home.

So you can structure your time thaot way as well - set times for yourseh( when you‘re going fo
check work (or persono|) e-mail, work or persono| social media, etc. - and then STICK to those

times.

As for sp|iJr personothy - this is some’rhing for you to Figure out.

* For FB. Create a "Page” (not a human account) for your business. If Jrhey find you've created a
persono| account for your business, Jrhey'H close it. You don't have to post it all to your persono|
FB account. I've found my friends LIKE to see what I'm Working on. Make a |o|on, and then
stick to it, don't let yoursehc doubt.

* |nstagram: There are several SJrorship captains who have great success using it for business.

Don't worry about what other peop|e think - use it the way YOU want to use it.

In NO way will posting about your business be "so|es—y” - you‘re just shoring what you're Working

on or what you just did - it IS a part of your life.

Q (from Micah): My question is somewhat the same, qH‘l‘\ough | think ’rl‘\ey were fq”(ing about
giving a physicq| item away, and I'm wondering more q|ong the lines of free content such as free
patterns and tutorials. Addiﬁonq”y, while H‘\inking of other peop|e's p|q+Forms, a lot that came to
my mind when H‘linking about crochet are sites that pretty much on|y point to free patterns.
Those can be req”y huge p|q‘hcorms, but | worry that traffic is on|y |oo|<ing for freebies..which |
guess brings me back to my question because | have already received traffic from some of those

sites and I'm |oo|<ing for tips to turn that traffic into sales.

Al agree re: |o|o1'Forms built on free. If a p|01'Form is dedicated on|y to free stuff, then it's probob|y
not the rithr |o|o1'Form for you. BUT, there are obso|u+e|y crochet sites that don't just do free
patterns - sites that review books, or share their own projects, or podcosfs, or yarn stores, etc.

W hen you/re ’rhinking about the sites you want fo build re|o+ionships with, focus on sites whose

audiences aren't just searching for free things.
Another Hﬂing to do is to optimize your popu|or traffic pages in any way you can - link o your

pattern shop where Jrhey can pay for patterns just like the free one Jrhey‘re coming to download,

etc. Make sure that every free Jrhing you offer has your name and your web site all over it so that
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once somebody uses that free Jrhing, Jrhey can eosi|y find out how to get more from you (that Jr|’1ey
will be interested in paying for).

Yet another option is fo tell peop|e that to get a free pattern Jrhey have to sign up for your e-mail
. and then have that lead them to an ouforesponder that fells them about other patterns you
have for sale that they might enjoy.

Q (from Keli): | would love to have someplace to go to do my work, other than my house. If |
go to a coffee shop, | mighi‘ get a lot of interruptions from strangers. If | go to my local yarn
store, | feel anxious about that because | don't use any of that store’s products in my work
(making yarn and designing knitting patterns), so | feel awkward about using their space to do
my work. Any ideas on that?

A: For the yarn store, you can obso|u’re|y bring your own yarn fo the open knit nigH - you

become a wo|king Jrc:1||<ing advertisement at that point, which is +o+o||y occep+ob|e4 Then you can
just hand them your card and offer to discuss it later (to avoid se||ing under the owner’s nose),
and then if you're open to wholesale you can use that as an opportunity to ask the owner if she

WOU'd |Il<€ to carry your yarn in her shop.

In a coffee shop, you probob|y won't run info other knitters who will ask you about your yarn. It
would be good to get out of the house and have a separation from work and home, so absolutely
go to the park or a coffee shop or another public place. | doubt most of the other people there

will bother you because they're also there to work, so it's worth trying it sometime.

Q (from Anne): | don't know how to explain what | make so that | can be searched for easily.
Or that people know what to search for. My lampwork glass aquariums are very unique and |
get a very good response from them but | dont know how to make it easy for them to be
found. If you google lampwork glass aquarium(s)” my stuff is close to the top but that is not a
phrase people are familiar with. So how do | describe my work in such a way that it will get

found and people will understand what it is?
A: Here are some questions for you - Why are people buying it? What are they looking for?
Anne:

Usually they are buying it to decorate a beach themed room or a vacation home on the beach.

Or H‘\ey are men who love the fish theme.
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| had a client commission for a floral piece with i‘iummingbirds. When | posi‘eci a pic of them on
FB, | had no idea that i‘iummingbirds were so popuicr. Peopie ordered them for Mother's Dcy
presents or for the speciai hummingbird lover in their chiiy. | have had several men who say

i'i‘iey like the giqss flowers because i'hey don't die so i'i‘iey're flowers that arent a waste of money.

A: Tag your item (s) with the Jriiings peopie are going to search for. Moybe, beach themed decor,
decoration beach nouse, decoration iisi'iing cobin, fish oiecoroiion, unique decoroiing ideas? Use
those words in your oiescripiions of your prooiucis and in your biog posts (Woys to decorate @
beach home, alternatives to flowers that won't die, etc.). Use a keyworoi search tool like ﬁp_//

W\/\/W.woroipoi.com/. This will allow you to see how many peopie are seorcning for your spech(ic

term in a oioy and will give sugges’reci keyworois that are similar.

Q (from Keiiy): I'm wondering if you recommend keeping separate mciiing lists for the different

stages of where peopie are on your customer pai‘i‘\.

Should you use an RSS feed so that everyone on your list is getting biog posts or should you

on|y send specificqiiy i'qrgei'eci newsletters to where peopie are on the pqi'i'\?

A:In Jrheory, | could see you iioving one list that infroduces new visitors to your site fo you and
what you sell, and another list for past customers who have oireody bougni your prooichrs. You
can also have sub-lists within one main list to target peopie with what Jrney want to hear more
about. But in generoi, someone who is about to buy your produci is not that different from
someone who has oireociy bough’r your produci, SO you can probobiy keep them on the same list.
But if your produci is more like a class, then a person who hasn't bougni a class migiﬁ be very
different from a person who hasn't bough’r one yet (because the person who has taken the class
has a much cieeper reioiionsi'iip with you after Jriwey've taken it), so in that case it migni be @ gooo|

idea to have two lists.

Throughout the call students have mentioned the Starship, so | wanted to let you know: As a
Starship member you get free access to all future and post classes, during your membership (so

that's why there are several Starship Captains in this class!).

Your discount link (good for one month) is here: http://taraswiger.com/help/starship-super-secret/
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INSTAGRAM HACKING

by Grace Shalom Hopkins

|ns+ogrom is my social media onge|; this is the g|ue that holds Jrogeﬂﬁer all my social media
presence. | tried Facebook page-ing and Twitter and it was gnoshing of teeth, even with
scheduhng, |o|us very little feedback and Jrribe—bt,li|o|ir1g ever resulted from my gnoshing.

This is my formula for how | grew 80% on |ns’rogrom in a month and that translated into EJrsy
views, |o|og readers, and Facebook page followers. | did this without loecoming a full time social

media slave, less than 10 minutes most cloys and 30 minutes every week or so.

The formula works in a loop, 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

sticky.

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 help
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 Instagram to weave yourself into the community of your niche - using relevant posts,
hashtags that other people frequently use and search, behind-the-scenes peeks at your work,
and occasional links to the products you sell.

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

* Post pho+os that are in line with the Jrrer1o|ing topics - see what your competition is getting
activity with and see what other buyers are posting about. When you do your daily scroll-

Jrhrough, this is reo||y ninja recon, so pay attention fo the details!
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* Use the hosthogs everybody else in your niche is using. For spinners, that's
#spinnersofinsbgrom and #instaspin, those are the huge catch-all ones. For knitters Jr|’1ey are
similar #instaknit and #kniJrerogrom. You are wasting your effort in tagging if you don't use the
big popu|or ones.

* When you're first getting used to tagging, click on the hosh’rogs you put on your own pl’]oJros
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 quit o|oir1g
this once you get a |oig enough poo| of tags you like and just use those over again. For

spinning and kniHing the hoshfog poo| is pretty limited, moking my life easier!

* Participate in the group 'games' - not sure what to call them. Like show me what you're
Working on (#W|DN = What I'm Doing Now) will jump around |G every few weeks. If
ever\/body is doing it, do it too!

* 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 peop|e or you've on|y got slackers on your feed. You
need fo find the Jrhing that gets the outgoing commenters and Jrhey will lead the way for the
others. Some peop|e feel shy being the first fo comment | guess. My unity bui|o|ing question is
the name game. | post phoJros of each of my new co|ourwoys and ask peop|e to suggest names

for it. | serious|y get followers rithr 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 fo hosh’rog your brand and tag you if Jrhey post pho’ros. Encouroge them in every way
you can fo find and follow you on |G. For me this is the best re|o’rionship bui|o|ing venue and

that's what you want!

* Follow the brands you like and other indie makers and reo||y active 1G peop|e in your niche,
but DON'T follow onybody else as a rule. This sounds si||y but the |ogic here is you want fo be
able to pick up your phone and scroll Jrhrouglﬁ a Foir|y small feed of phoJros every o|oy and get
the most bong for your time. You're going to be seeing the trend setters and the leaders within
your niche, you want fo keep an eye on them. For me there is like 20ish peop|e who are
SUPER active in the spinning/kniﬁing world, I'm very frieno”y 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
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mokes you |OOL< |€SS proFessionoL P|US H"S O|W0y5 nice to hOV@ your FOHOW@FS oquumber your

Fo”owing. P

W hat to Post About

* Ask questions, respond to other peop|e's pho’ros 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 phoJros of your process, your projects, your cooking, your ouffit, your mokeup, your doctor's
office bracelet, handwritten quotes, close ups, trying on, everyH’ﬂng that strikes your Fomcy. You
aren't hard se||ing, you're |oui|c|ing a re|o+ionship. Think of 1G as your persono| biggeer fan/
student/mother/little sister, whatever works for you. | persono”y think of it like I'm writing to an

intern who is as inferested in me as my mommy is P

* Refer to diets and health s’rrugg|es corefu”y. Do this Jros’re]quy and imcrequenﬂy but doing so
connects you with others who have this s’rrugg|e and bonds you further with your peop|e. "Hey
I've been cramping it's time for kniﬁingl #endowarrior #knifsfogrom" connects you ineronHy to
other endo knitters, you can suffer and create Jroge’rher! Remember your tribe wants you to be
a person, being real is o powencu| force. The same Jrhing goes for some’rhing like @ pho’ro of a

vegan meal or a selfie with the new g|u’ren—1cree flour you found.

* Same goes for hosh—fogging culture or re|igion or subculture related geekery. Do thot! If you

are a Jewish knitter and knit your own covers, hosthog Jewish spech(ic Jricl'1e|—er|oe 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 Rigl’ﬁr Person.

* Post finished |is+ings to your |G and say "link in the |oro1ci|eII and have the link you most want
peop|e to see in your prof:i|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 oduo“y se||ing those sexy Jrhings.

* Avoid hard se||ing on |G, this isn't the p|oi‘Form for that (Facebook is the |o|oce you do more

links and hard se||ing). |G 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 Week|y TOPS.
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|n+egra+ing with Other Media
Share SOME of your IG phofos to Facebook and Twitter; Hﬁey 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 re|evoncy stats up loy posting o|irech|y from Facebook without
hosthogs. 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 H’\ings on Facebook, nome|y direcHy |o|og post links and direct |iering
links. Those build backlinks which Goog|e likes.

Weekly Research

Do a WeeHy recon mission: this can fake 15-40 minutes, depending on how much time you want
to devote to it. Try not fo go over or under those times because | have found that if | spend too
end up p|os+ereo| all over everywhere a la spam or | don't get ony’rhing constructive done.

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

* When you find one you reo”y like or one that got fons of activity, click Jrhrough to the poster.
Like more of their stuff, 3-5 is good. Enough to show up on their feed in a block. W hat you're
o|oing is saying Hi, bosico”y.

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

* On your feed of peop|e you'd o|reoo|y 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 Jrhmg on itif itis
full of goocl 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 compe’riJrors‘ pages and

like as needed.
IG is small rithr now, so it's reo”y cozy and the niches are very much a communify. If your niche
is ”heyyyy #selfies #sexygir|z #sing|e” you mighf have more grouno| to cover but for most of us

it's still reo”\/ small.

This was origino”y poered by Grace on the Sforship and is shared with her permission. Check out

l’]er gorgeous yornl
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MORE BONUSES!

Thanks again for going on this exp|oro+ion with mel
To thank you, I'm giving you $100 off my two most popu|or adventures:

* |f you loved the discussion, the worksheets, and the genﬂe occoun’robthry of checking in every
lesson, you'“ love the S’rorship.
As a Customer Path student, you'|| get $100 off The Sforship (even with the payment p|cm).
Yourdiscount link is on this page. The Starship opens just once a quarter, but you can beam up

now, before June 11th.*

* |f you don't have the time to take part in a community (or you just don't feel reocly for it),
the Solo Mission has the Star Chor’ring, quor’rer|y mop—moking and monJrHy reviews, all
delivered via email. To get $100 off, just click Buy here, then put in the coupon code:
CPSoloMish.

*AFTER JUNE NTH YOU'RE STILL WELCOME TO JOIN, BUT THE DISCOUNT
WILL NO LONGER BE AVAILABLE.

How to create an Automagical Email Series

A series of emails sent oquomoJricoHy to subscribers is my most-favorite way to connect! To he|p
you create yours, | created a whole class about it, and I'm giving it to you, brave Customer Path
Maker, for freel Note that the class is delivered via email, in an automatic series, so you can see

how it works firsthand! Learn more about the class here or join it (for freel) here.

I'd love to know how this class helped you (and how | can make it even better!)

Fill me in on this (shortl) feedback form, before June 7th, and when you click “submit”, you'|| get a

TI’WOHL( YOU coupon coo|e ]COI’ Oﬂ\/H’]iI’]g in my ShOp!

You can also tell me about it on Twitter or Instagram: @ TaraSwiger, or by using the hashtag
#TaraSwiger.
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