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Introduction

Craft selling differs quite a bit from other selling ventures. Instead of merely searching for premade merchandise and offering it for sale, you serve as both the creative mind and the source of skilled labor that bring your products into existence.

Why is that significant? It affects all the decisions you need to make as a seller, from pricing your wares to selecting the right sales venues to devising customer service polices. It also means that your selling goals may be very different from those of a typical businessperson.

This book is unlike most introductory business books because it focuses on your unique situation as a crafter. I won’t tell you how to outsource your designs to workers in another country, apply for investment funding, or become a corporation. Instead, I’ll show you a practical approach for getting started selling online or in person while you take some time to decide just how serious you wish to become.




How This Book Is Organized 

The Complete Idiot’s Guide to Selling Your Crafts is divided into the following five parts:

Part 1, “First Things First”: This part is where I’ll help you decide whether it’s the right time to start selling. I’ll also explain how and where you can sell your crafts and how to get your ducks in a row before you start.

Part 2, “Getting Started as a Casual Seller”: The chapters in this part show you how to evolve from a pure hobbyist into a low-key, casual craft seller. You’ll learn how to establish an inventory, set prices, adopt a marketing style, function as a seller, and promote your crafts.

Part 3, “Sales Venues for the Casual Seller and Beyond”: At this point, you’ll be ready to decide exactly how and where you’d like to begin offering your crafts for sale. We’ll examine some of the most popular types of sales venues for beginners and more active sellers alike.

Part 4, “Transitioning into a More Active Seller”: When you’re ready to get more serious about selling, this part will guide you through the changes you need to make.

Part 5, “Sales Venues for the More Active Seller”: Here’s where we’ll cover the traditional places where you can sell your crafts as a more serious seller. I’ll explain the basics of setting up an e-commerce website, getting involved with craft shows, and finding wholesale accounts.




Tips, Tricks, Definitions, and Warnings 

As you read each chapter, you’ll occasionally notice a box containing extra information that’s not covered in the regular text. This is where I tap you on the shoulder and make a suggestion or explain something important about what we’re covering.

Here are the four types of boxes you’ll encounter:
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Term Tag

Read this box for a more complete definition of an italicized term in the text.
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Selling Secrets

These are special tips that only an experienced seller can offer. Save time and frustration by learning them now.
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Hitting a Snag

Common mistakes can unravel your plans pretty quickly. Learn how to avoid them.
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Bits and Pieces

These little gems of advice will help you meet your selling goals.
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Part 1

First Things First

Even if you never plan on turning craft sales into a serious business, it’s important to get started on the right foot. This first part of this book shows you how. You’ll start by deciding whether you’re really ready to start selling. Then we’ll take a practical look at how and where you might decide to sell your crafts, who you might sell them to, and how you can connect with other craft sellers for support, advice, and friendship.

Finally, I’ll help you prepare for the adventure by setting up your work space and getting ready for some simple bookkeeping. I’ll also introduce you to the different types of taxes that you may eventually need to file as a craft seller.




Chapter 1

Are You Really Ready?

In This Chapter

♦ Making sure your crafts are ready to sell
♦ Hobby selling versus selling as a business
♦ Time and money you need to commit to selling
♦ Setting reasonable expectations
♦ Choosing the right time

You have a passion for your craft. You’ve devoted many hours to honing your skills and developing your own style, and you’ve learned a lot about yourself in the process. Your craft work is your art: it’s part of you, and you have the freedom to approach it just about any way you’d like. Are you ready for the changes that selling might bring? To help you decide, let’s take an introductory look at what it takes to sell crafts.




Are Your Crafts Ready? 

We’ll start with the real stars of your show: your crafts. How do you know that anyone will buy them (besides your mom and your BFF)? Just about all crafts can sell—but only if they’re  ready. That readiness goes beyond pretty packaging and a nice display. It also requires your crafts to be professional-quality, original designs.


Quality First 

The quality of your crafts is massively important. People who buy from crafters are looking for high-quality goods; they expect better products than they can find at their local big-box stores. If your crafts fall apart, then anyone who buys from you won’t buy from you again. And if they look sloppy, cheap, or unfinished, you probably won’t make any sales at all.
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Bits and Pieces

Mastering your craft has advantages beyond ensuring that your work is of good quality. It also enables you to craft faster and more efficiently, which reduces your time commitment—and, as we’ll see later, may also help you set better prices.



How can you tell whether your crafts make the grade? First, be honest with yourself. If you started crafting only a few months ago, you probably have a lot to learn. Give yourself a chance to become really good at what you do. Next, think about your crafting process. Are there any techniques that throw you for a loop? If so, spend some more time practicing.

Also do some research. Visit shops, galleries, and websites that feature handmade goods similar to yours. Examine those crafts closely. Take note of the materials used, how they were put together, and the overall look and feel of each piece. (While you’re at it, keep an eye on prices, too—they’ll help you price your own crafts later.) If your components or techniques seem substandard in any way, take time to fix them before you start selling.

A final note about quality: high quality is not the same as perfect. People expect handcrafted items to have minor variations in shape, texture, and overall appearance. They should look and feel unique and handmade—not made by a machine. Resist the temptation to spend more time than necessary striving for perfection. Not only will you waste time, but you also might even drive off potential customers.


Staying Original 

In addition to being good quality, the crafts you sell need to be your own original designs. You should avoid selling anything that’s based on a pattern or project in a book or magazine or that you copied from another crafter (unless you have permission). Otherwise, you risk violating someone’s copyright. In most countries, the original creator of artwork has the exclusive right to copy or reproduce it—or allow anyone else to—for many years.

You also need to avoid infringing on anyone’s trademark rights. A trademark is something that identifies a product or service with a particular individual or business. It can be a business name, a logo, a symbol, or even a cartoon character.

Copyright and trademark issues can result in lawsuits, and copying in general is considered unethical in the crafting community. Use common sense to prevent problems. Don’t copy someone else’s work outright or knowingly make a design that is very similar to anyone else’s unless that person gives you the go ahead. Don’t use obvious trademarks, such as logos, in your crafts without permission. And if you use found objects or make collages, read up on copyright and trademark law for artists (some resources are provided in the Supplemental Appendix at www.craftychannels. com/resources)—or if possible, speak with an attorney before you start selling.
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Bits and Pieces

Sometimes permission to reproduce craft work is limited to noncommercial use only, meaning that you can make a copy for yourself but can’t offer it for sale. This is usually the case with step-by-step craft projects and premade patterns.






The Seller You’d Like to Be 

Why do you want to start selling your crafts? You’d probably like to make some extra money while doing what you already enjoy. You might even dream of one day supporting yourself by selling crafts professionally. But no matter how far you’d like to go, there are advantages to starting out small.


The Casual Seller 

You can start small by becoming what we’ll call a casual seller, where you craft and sell during your free time. Your primary goal is to have fun, make a little extra money, and share your creations with the world. Although you need to do some basic bookkeeping and may need to secure some licenses and permits, you’re really more of a hobbyist than a businessperson. You can remain a casual seller forever, or in time you might choose to step up to the next level.


The More Active Seller 

We’ll refer to that next level as more active selling, where you set real business goals. Your bottom line—or minimum goal—is to cover your costs. Beyond that, you also try to make some degree of profit, which is money left over after your expenses are paid.

To be successful as a more active seller, you need to expose your work to as many people as possible and stay efficient by purchasing supplies in bulk. Because you’re typically viewed as a small business, you must carefully keep books, pay business taxes, and stay up-to-date on any business laws that might apply to you. (We’ll talk about these and other potential business requirements in later chapters.)

Most crafters never venture beyond this level, but a few brave souls go even farther. I like to think of them as high-commitment sellers who craft and sell full time. In this book, we won’t get into the details of running a high-commitment crafting business, but occasionally we’ll peek into the special techniques that high-commitment sellers use to succeed.




Devoting Time to Selling 

The more serious you become, the greater commitment you’ll need to make. A big part of that commitment is the extra time that selling consumes—time beyond that which you already spend crafting for fun. Can you spare it? As you read through the following list of typical craft-selling tasks, think about how you might fit them into your current schedule without throwing your life off balance.


Managing Your Inventory 

You already have a collection of supplies that constitute the raw materials, or ingredients, for your crafts. You may even have some projects that are works in progress; you’ve started them, but they aren’t quite finished. As a seller, you have a third category of things to organize and keep track of: the finished goods that you offer for sale. All three categories make up your inventory.

Each part of your inventory requires some care and feeding. With raw materials, you need to spend time purchasing them, organizing them, and tracking their costs. As you use raw materials, you need to keep a record of which become parts of finished goods and in what amounts. Works in progress must be kept clean and organized until they’re finished. Finally, you need to safely store, organize, and track your finished goods. We’ll start talking about the nuts and bolts of managing inventory in Chapter 4.


Preparing Finished Goods for Sale 

Once you have some finished goods, you must prepare them for sale. Probably the most important part of that process is pricing, which we’ll cover in Chapter 5. For now, just be aware that successful pricing—setting prices that are fair to you and your customers—requires running some calculations, researching the market, and monitoring your success so that you can make adjustments over time.

Other aspects of preparing your inventory depend on where and how you sell your crafts. For instance, if you sell on the Internet, you need to photograph your finished goods, describe them in writing, and upload the photos and text to a website (see Chapter 9). If you sell in person at shows, you need to pack, transport, unpack, and display your pieces for sale (see Chapters 11 and 17).

Depending on the types of crafts you make, you may also need to spend time maintaining your finished goods. For instance, as a jewelry crafter, I routinely polish items in my inventory that are prone to tarnishing. They must be clean and look their best before I can photograph them, show them, or package them for a customer.


Sale and Postsale Tasks 

The very act of offering your work for sale also eats up some time. When you sell online, you monitor and update your sales listings, communicate with customers, process payments, and pack and ship orders. At shows and events, you spend long hours taking care of your display, manning your table or booth, answering questions, and (fingers crossed) handling sales transactions.

After you make a sale, your work isn’t always over. Sometimes past customers contact you with questions about their orders or with special requests such as exchanges or size alterations. And even when past customers don’t contact you, you’ll probably want to keep in touch with them to encourage future sales. Be prepared for this kind of ongoing commitment once you start selling.


Promoting Your Wares 

There are probably lots of people in the world who would like to buy your crafts. Unfortunately, it can be difficult to find them and introduce them to your work. In order to secure customers, you’ll need to promote your crafts by communicating with people.

As a casual seller, promotion can be as simple as telling your friends and family about your newest designs. More active sellers typically go farther by sending newsletters and announcements of upcoming sales or shows, networking with other crafters, or donating their work to be featured in giveaways, at charity auctions, or in product-review articles. Many also participate in advertising campaigns that take time to manage. We’ll dive into these aspects of promotion in Chapters 8 and 16.
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Bits and Pieces

How many people do you know right now who might purchase your crafts? If that number is pretty low, plan to devote some extra time to finding customers.




Office Work 

Even as a casual seller, you should stay up-to-date with some basic business office work, such as filing receipts and doing simple bookkeeping. It will protect you from potential tax trouble and help you feel more confident overall. More important, you’ll be organized and ready if your business starts to really take off. You’ll see what I mean in Chapter 12.

Speaking of money, have you thought about how much you’ll need to invest in selling your crafts?




Spending to Sell 

You’ve probably heard it hundreds of times: it takes money to make money. While this statement is generally true, you don’t have to break the bank to begin selling crafts. If you start small and make savvy decisions, you’ll be in a good position to keep things affordable.

Sadly, affordable doesn’t mean free. The following are some examples of how most craft sellers spend money on selling. We’ll cover them in more detail later. For now, try to imagine how these types of recurring expenses might affect you.

♦ Sales venue fees. A sales venue is a place, such as a website or craft show, where you can sell your crafts. Most sales venues charge fees. Some charge flat fees, and others take a percentage of your sales.
♦ Transportation and shipping costs. Whenever you need to transport inventory, whether to offer it for sale somewhere or ship it to a customer, you have costs related to that transportation. These range from purchasing gasoline for your car to software for managing shipments.
♦ Purchasing supplies in bulk. Buying supplies in large, or bulk, quantities at a discount can reduce your costs and help you make a profit. However, it also requires you to spend more money up front. 
♦ Payment processing fees. Payment processors are companies that accept online forms of payment, such as credit cards, on your behalf. Their fees are typically a percentage of your sales, but some also charge recurring flat fees.
♦ Costs of promoting your crafts. Although some sellers promote their work solely by word of mouth, most find it necessary to sign up for special services such as e-mail lists or joint advertising campaigns with other crafters. Many also purchase customized business cards, post cards, and fliers.
♦ General business costs. Taxes and permit or license fees are typical general business costs. Whether you need to file business tax returns or apply for permits and licenses usually depends on how much income you receive from selling your crafts.

What would happen if you didn’t make enough sales to cover all these expenses? What if you made no sales at all? Craft sales ebb and flow, and very few beginning craft sellers make as much income as they’d like. If you feel that you can’t or shouldn’t risk losing any money but still want to sell, it’s especially important that you limit yourself to selling very casually until your circumstances change.
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Bits and Pieces

You may hear that you can save money by writing off expenses on your tax returns. Generally, however, that’s true in the United States only if you operate a real business—rather than merely sell as a hobby. And even if you run a business, the tax laws place important restrictions on which expenses you can write off and when. We’ll look at taxes and write-offs more closely in Chapter 13.






Setting Reasonable Expectations 

Finally, what are your personal expectations for success as a craft seller? If you devote a lot of time, energy, and emotional effort to crafting and selling, will you be crushed if your crafts take a long time to sell, sell for less than you’d hoped, or don’t sell at all? What if you need to  change the way you make your crafts in order to increase sales? Can you maintain that flexibility?

Many budding sellers set overly optimistic goals and then suffer disappointment when they don’t achieve them. Understand that it may take a while to find the right venue, develop a customer base, and fine-tune your crafts for selling. Setting realistic expectations early will help you keep enjoying your craft, rather than seeing it as a source of stress or pressure.




Deciding to Sell 

Now that you have an idea of what it takes to sell crafts, are you up for it? If you’re on the fence, take a little more time to think. Read Chapter 2 and learn about finding your place in the world of craft selling. Visit a craft show and strike up a conversation with a vendor. Hop on the Internet and find other crafters with whom you can share your concerns.

If you decide that now isn’t the right time, plan on reevaluating your situation in the future. There’s no rush. Your circumstances, your crafts, and possibly even your expectations will evolve. When selling fits into your life without overriding the fun you have crafting, that’s the time to go for it.


The Least You Need to Know 

♦ Make sure your crafts are good-quality, original designs.
♦ Even if you plan to sell very casually, don’t get started until you feel comfortable with the time and financial commitments that selling may require.
♦ Set reasonable expectations about craft selling, and don’t assume that you’ll make lots of sales right away.
♦ Don’t rush into selling, and make sure that you’re really ready for the changes it brings to your crafting life.





Chapter 2

Exploring the Indie Craft Marketplace

In This Chapter

♦ Sales channels versus sales venues
♦ Selecting sales channels and sales venues
♦ Finding help within the crafting community

You can think of the indie craft marketplace as the entire world of independent craft selling. When you sell independently, you sell entirely for your own benefit; you don’t work for anyone else. Independence gives you the freedom—but also the responsibility—to make all the important decisions about selling your crafts.




Comparing Sales Channels 

In Chapter 1, I defined sales venues as the “where” of craft selling: the places you can sell. Sales channels are the “how” of selling, or the ways you can sell. They include direct selling   online, direct selling in person, and selling wholesale to resellers. Through sales channels, you show your work to potential customers, receive money for purchases, and deliver finished goods to people who buy them.
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Term Tag

Direct selling is selling directly to a customer, rather than to a reseller such as a shop owner.



Sales venues are categorized by the sales channels they use, as shown in the following diagram.
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The relationship between sales channels and sales venues.


Direct Selling Online 

When you sell online, you publish photos and written descriptions of your finished goods on a website. Visitors to the site can make purchases by clicking links and entering payment and shipping information. When you receive confirmation that payment has cleared, you package the customer’s order and mail it.

The most popular online sales venues fall into three categories, which we’ll examine more closely in later chapters:♦ Shopping sites (sometimes called online marketplaces), where your crafts appear along with many other items for sale from other vendors.
♦ Auction sites, where potential customers “bid” on items rather than purchase them at set prices.
♦ Standalone websites that you create and control yourself.



The main benefits of selling online are:♦ Flexibility. You can work entirely from home and set your own hours. You can also change your presentation, prices, and inventory selection whenever you choose.
♦ Cost. You can minimize your costs of selling, especially if you use a shopping site with reasonable fees.
♦ Exposure. You can stay behind the scenes if you’re not a people person and don’t enjoy pushing sales in person.



And here are some potential downsides:

♦ Competition. There are many online sellers these days, and it’s difficult to stand out in the crowd.
♦ Time commitment. Photographing, writing descriptions, and updating websites can be time-consuming.
♦ Customer experience. Potential customers cannot touch, feel, or (if you sell clothing or accessories) try on your goods. Additionally, because you and your customers don’t see one another in person, it’s more difficult for you to target them and for them to gain trust in you.
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Hitting a Snag

Don’t assume that listing your crafts for sale online will automatically attract customers. It’s not easy to get noticed on the Internet. You need to promote your work in other ways and actively drive traffic to whichever website you use. We’ll cover some ways to do this, such as using e-mail lists, social networking sites, and advertising, in Chapters 8, 15, and 16.




Direct Selling in Person 

Selling in person, where you meet customers face-to-face, is another form of direct selling. You have two options here: taking your crafts to potential customers, or bringing potential customers to your crafts. Either way, you serve as a sales clerk, processing each sales transaction when it happens.

The three most common sales venues that use these techniques are:♦ Trunk shows, where you display your crafts for sale either alone or with a small group of other sellers
♦ Sales parties, where you invite potential customers to your home or studio
♦ Craft shows and other organized events, where multiple sellers display their wares side by side



Here are the most important benefits of selling in person:♦ Flexibility. You choose the dates and times that you offer your goods for sale, making it easier to budget your time.
♦ Customer experience. Customers can touch, feel, and inspect your goods in person—and you can monitor their reactions when they do.



And here are this channel’s primary downsides:♦ Exposure. You need to present an uplifting persona to potential customers, even if you’re feeling tired, unwell, or uncomfortable. You can also be exposed to difficult people or situations, and your goods may be at risk of theft by shoplifters.
♦ Time commitment. In addition to crafting enough finished goods to present for sale, you need to transport them to sales venues and set up your own displays, which can include tables, chairs, lights, and even a tent.




Selling to Resellers 

A reseller is someone who buys your crafts at wholesale prices and sells them at retail prices through their own sales venue. Wholesale prices are the discounted prices that you offer resellers in exchange for volume purchases; retail prices are the marked-up prices resellers charge their own customers for the same items. Shops, boutiques, and galleries are typical craft resellers.

Here are some benefits of selling to resellers:♦ Faster payment. You receive payment sooner than if you sold the same goods individually.
♦ Convenience. You can market all your wares to one reseller, rather than devoting time to individual retail customers. Additionally, the reseller—rather than you—has the responsibility of selling your goods before they fall out of fashion or lose their usefulness.
♦ Growth potential. Wholesale accounts can lead to more wholesale accounts, helping your business grow faster if you decide to become a serious seller.



But selling to resellers can also have these disadvantages:♦ Customer experience. You have limited control over how your crafts are displayed and presented.
♦ Cost. You make less money per item than when you sell retail.
♦ Time commitment. For some wholesale orders, you may need to produce a large number of finished goods under a deadline.
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Bits and Pieces

When you’re just starting, you might choose to sell in stores or galleries under consignment, rather than selling wholesale. With consignment, you don’t receive any payment until your goods are purchased by retail customers. Consignment opportunities can be easier to secure than wholesale orders, but they’re also tricky business. We’ll talk more about them in Chapter 18.






Managing Multiple Sales Channels 

You’re not limited to using just one sales channel. For example, you may decide to list your crafts for sale on a shopping site and also peddle them at trunk shows. You can make more sales with this kind of diversity, but it requires you to stay well organized. You must keep  track of the status of all your finished goods so you don’t mistakenly offer something for sale in two places or forget which item sold through which venue.

In addition, you may need to use different payment processing methods for different sales channels. For instance, many crafters process payments differently online than they do in person. Multiple channels (and venues) can also affect how you price your crafts, as we’ll see in Chapter 5.




Selecting Sales Venues 

Once you decide on one or more sales channels, you can start to select venues within them. Look for venues that are convenient and affordable but that also reflect your style and attract the right customers.


Defining Your Style 

Are your crafts influenced by a trend such as Hollywood glam, mid-century mod, or nouveau-hippie green? Or do you ignore trends, blurring the line between craftwork and art? It’s important to understand and define your style and then find sales venues to match it.

Sales venues have styles of their own, which you can usually recognize through their advertising. A venue that uses clean and simple designs may have a contemporary, hipster feel while one with heavy, ornate designs might have a Victorian Revival theme. These styles are important to pay attention to because they target different types of customers.


Targeting Your Customers 

As I pointed out in Chapter 1, not just anyone will buy your crafts. You need to identify that select group of people who will: your target customers. These are the people you market to. Once you know them, you can select sales venues they’re likely to use.

Exactly who will value, appreciate, and really crave your work? What’s their income level? How do they dress? What music do they listen to? What are their hobbies and interests? The style of your crafts should help you answer these questions. If you construct pincushions shaped like computer mice, your target customers are probably young-spirited, computer-savvy crafters who sew. If you make hemp jewelry, your target customers likely enjoy the outdoors, are environmentally aware, and eschew celebrity fashion.
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Term Tag

To market goods or services means to create, offer, promote, and deliver them to customers.



Your customers won’t all fit into one mold, but they will have some important things in common. You can use those commonalities to reach out to them. We’ll explore some ways to do that in Chapter 8.


Thinking about Prices 

Your crafts’ price range is an important factor when selecting a venue. Even if you haven’t priced out any of your crafts, you should have a general idea of their value—or what your target customers will expect to pay for them. For example, if you make higher-end luxury goods, galleries or websites that feature fine art may be a better fit than auction sites that attract bargain hunters.


Looking in the Mirror to Find Your Niche 

Thinking about your own style, tastes, and expectations as a shopper can help you select sales venues. After all, if your crafts appeal to you, you’re probably a lot like your target customers. Where do you like to shop? Are there venues that you avoid?

Remember that even if your crafts are wonderful quality, unique, reasonably priced, and beautifully presented, they will not sell well in a venue that doesn’t suit them. You must find their perfect niche.




Making Connections in the Crafting Community 

Independence as a craft seller doesn’t mean isolation. There’s a thriving crafting community you can access for tips and advice, motivation, and promotional opportunities. Let’s explore some ways to find and connect with other craft sellers. For more specific resources, see the Supplemental Appendix at www.craftychannels.com/resources.


Crafters Online 

There are lots of websites devoted to bringing crafters together—and many of the crafters you meet online are also sellers. You can ask them questions in forums or live chats or by commenting on their blogs. Look for sites that focus on your particular craft as well as general crafting sites.

Social networking sites such as Facebook and MySpace are also popular with crafters. You use them by setting up a profile page and then adding other people as friends or followers. Many allow you to join craft-specific groups or networks. You can also find social networking sites developed entirely for crafters.

Microblogging services, such as Twitter, are also good for locating fellow crafters. You can search for relevant posts, follow or message other crafters, and reply to their comments.

[image: 015]

Selling Secrets

Don’t take anything you read online too seriously. Although the Internet is a great source of information and a convenient way to meet people, it’s also rife with bad advice—and the occasional bad apple. Never make an important decision based solely on something posted online. (Incorrect business and tax information is especially common.) If you receive a rude or negative comment in a forum or on a blog, do your best to let it go. It’s probably not anything you did wrong; it’s just the seamy side of the Internet.




Magazines 

Craft magazines often contain articles about selling, including reviews of shopping sites and interviews with successful sellers. Browse the racks at larger book stores or craft supply stores to find them. Just as with websites, you might find specialty magazines for your particular craft in addition to general crafting titles.


Local Clubs and Groups 

In many cities, local craft sellers team up to motivate one another, network, and socialize. Some even produce their own newsletters. To find them, run Internet searches using the name of your town and terms such as “crafts” and “handmade.” You can also ask at local craft shows or check the club directories in craft magazines. If all else fails, grab some friends and start your own group.

[image: 016]

Bits and Pieces

Businesses that sell craft supplies can be valuable sources of information about raw materials, crafting techniques, and even sales strategies. When you find an interesting supplier online or in person—especially one that specializes in your craft medium—inquire whether they have a newsletter or regular catalog. The savviest suppliers offer these by e-mail or regular mail to notify you about sales and new stock and to give you tips and advice to motivate you to keep crafting.




The Least You Need to Know 

♦ Sales channels are methods for selling your crafts. You should select a sales channel first, then look for a sales venue that uses it.
♦ Don’t waste time on sales channels or venues that aren’t right for your crafts.
♦ Your crafts’ style, the identity of your target customers, and your price range are all important factors for choosing sales channels and venues.
♦ Other sellers in the crafting community can offer you valuable tips and help you stay motivated. Find them online, through magazines, or in your local community.





End of sample




    To search for additional titles please go to 

    
    http://search.overdrive.com.   
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