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How to turn your craft 
hobby into a business

If you dream of making a living from your creative passion, it’s time to turn  
the fantasy into a reality. This in-depth guide explains how to get started



MEET THE EXPERTS

Jill, a former teacher, began working as a potter in 
2002 when she turned her garage into a pottery 
studio. She now spends her days teaching courses 
and throwing beautiful bowls, pots, vases and wall 
plaques. She sells work through her online shop.

These inspiring artisans all run 
successful craft businesses from 
home – soak up the insider tips that 
they offer throughout this guide

Sarah sews pretty fabric bunting, cushions, picnic 
blankets, quilts and other textile accessories  
from her home in Ilfracombe, Devon. She launched 
her business in 2009 and in addition to her own  
web store, she now has an online shop at 
notonthehighstreet.com.

Heather hand-weaves wool cushions, blankets and 
bespoke fabrics. She started her business in 2014 
and weaves mostly at home, but sometimes also 
uses a local mill to make larger-sized cloth. Her 
pieces are available at etsy.com and her own shop.

SARAH BAYLY 
Designer-maker, 
Devon

HEATHER 
SHIELDS
Woven textile 
designer, Glasgow

JILL FORD 
Ceramicist, 
Yorkshire

2greenmonkeys.co.uk

heather-shields.co.uk

jillford.co.uk

W
hether you’re an artisan, an artist, 
a designer, a maker, a crafter or 
any other kind of creative, quitting 
your day job in order to make a 
living working from home can seem 

daunting. The key to creating any successful business is 
careful planning and extensive research, so give yourself 
plenty of time to thoroughly prepare before taking the 
plunge. Once you’ve brushed up on the basics and read 
our inspiring guide – which is packed with top tips and 
advice from experts – you’ll feel more confident about 
taking the next step.  

STEPS TO SUCCESS
•  Research the market – work out what sells, sort out your pricing 

structure and plan your finances.

•  Set up a studio or crafting space at home that works for you.

•  Create a website – compare online selling platforms and choose the 
right one to host your web shop.

•  Master marketing and publicity.

•  Understand the importance of good photography for your products.

•  Find out how to use social media to boost your business.

•  Learn how to package your products like a professional.

•  Check out the latest fairs, exhibitions and events for aspiring crafters.

•  Read about helpful courses, organisations and support services.  
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With a plethora of creative businesses out there,  
you need to make sure yours stands out from the 
crowd. Therefore, get to know the market you  

will be entering thoroughly before you launch, and spend  
time considering what will make your brand different.

WRITE A MISSION STATEMENT
Consider why you want to set up your creative business and 
write a mission statement at the very beginning of the process, 
to keep your ideas and aims focused. Think about where  
you want to take your business in the future and keep your 
mission statement to hand throughout the set-up process.  

IMPROVE YOUR SKILLS
You might already be a talented craftsperson or 
artisan, but to turn your past-time into a business, 
you need to be a multitalented, multitasking 
entrepreneur as well as a creative. Running your own 
small brand means you have to be an accountant, 
a public relations (PR) agent, a marketing expert, a 
website designer, a photographer, a social media user, 
a packer and a shipper. Draw up a list of your strongest 
skills and note down any areas you feel you will need  
to improve on, perhaps with the help of others.

CHECK OUT THE COMPETITION
Visit exhibitions, events and fairs in person and browse online 
shops to get a really good idea of what other makers in your 
field are already doing. Place a few orders yourself as a ‘secret 
shopper’ to obtain a genuine customer experience, and note 
down what you like and dislike about your competitors’ logos, 
branding, product range and presentation, website design, 
photography (online and in marketing literature), packaging, 
social media presence, and general customer service. The  
more you study your competitors, the more you will learn. 
Consider what will make you better than them.

TALK TO YOUR POTENTIAL CUSTOMERS
Chat to your target audience and do your own market research 
– either at fairs, in the street, or at craft shopping events. Find 
out what fonts, logos, products, websites and prices your future 
customers are likely to want; record any feedback and adapt 
your business idea accordingly. For example, if a lot of potential 
customers tell you that your products seem to be too expensive, 
investigate ways to reduce your costs and prices. Don’t just 
speak to friends and family members, as they are biased and  
you are less likely to get an honest opinion.

PLAN YOUR FINANCES
Unless you have savings you can rely on, it’s usually best to 
juggle an existing day job with your new venture at first, and 
gradually build up your creative business before you commit  

to doing it full-time. Once you know 
that you can earn enough money 
each month from your small business, 

working in the evenings and at weekends, 
you can consider committing to it full-time.

To secure investment or a loan from a bank, 
a business plan is crucial. Even if you’re starting 

out very small, a plan can still be useful because it challenges 
you to put your ideas into words and helps to bring clarity to 
your ideas. Seek professional advice from an accountant or  
from your bank manager if you feel you need help.

SET THE RIGHT PRICES
Make a list of all the business expenses you expect to have  
– such as website hosting fees, packaging and shipping costs,  
and materials – and ensure that the prices you set will cover  
all your costs while leaving an adequate profit.

THINK ABOUT TAX
As a self-employed person, you will need to fill in a tax return 
online (or pay an accountant to submit it for you) as well as 
pay regular National Insurance contributions. From the start, 
keep a note of all your earnings and expenses on an organised 
spreadsheet, and store all your expense receipts in a folder 
so you can refer to them when you come to file your annual 
self-employed tax return. You might be able to deduct some 
expenses incurred in setting up a company from the taxable 
profits your small business makes once it’s up and running; this 
is a complex area so check with an accountant and HMRC first.

Research the market

The government offers  
free support and advice  

for small businesses, so tap  
into this resource. Visit gov.uk/

starting-up-a-business for general 
information. You can also find  

free downloadable business  
plan templates at gov.uk/ 

write-business-plan.

EX
PE

RT
 T

IP
 

‘I started my business part-time and,  
as my orders grew, it gave me the 
confidence to go full-time. Financially, 
it helps to slowly expand until your 
business naturally gets to a stage where 
it takes over as your main income.’

EXPERT TIP 

‘Make a plan – don’t jump into a new 
business blindly. I still work part-time 
two days a week at the Glasgow School 
of Art. It took me a long time to pluck 
up the courage to leave my job as a 
tutor at a local college to pursue my 
own work, but I’m glad I quit one of my jobs as now I 
have more time to invest in my business. Experienced 
makers tell me it can take years to get a small craft 
business to a point where it is financially viable.’
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Period Living

Home-working is often essential when you’re starting  
a small business, so ensure you create a space that’s 
practical as well as a pleasure to spend time in.

IDENTIFY A SPACE
Whether it’s a desk in the corner of your living room, an 
insulated garden shed, a garage, a loft or a spare bedroom, 
it’s important to allocate a specific area of your home to your 
business – a zone where you can work comfortably. The space 
you choose will be limited by the layout of your home, as well  
as the artistic discipline you are pursuing. For example, it 
wouldn’t be appropriate to set up a pottery studio in a kitchen  
as some of the materials used in the process are toxic. Space-
wise, housing bulky equipment, such as looms or printing 
presses, can be a challenge, so ensure you have made suitable 
arrangements before you go full-time.

SEPARATE WORK AND HOME
Even though you will be working from home and your studio 
space will inevitably overlap with your domestic realm, it helps 
to separate your working area in some way, either physically  
or visually, in order to clearly define ‘work’ and ‘home’ time.  
If the lines between the spaces are too blurred, you may find  
it difficult to relax and switch off in evenings and at weekends, 
or you might find the encroachment of your craft materials  
on your living space becomes irritating and stressful. Invest  
in storage solutions and, if you can’t allocate a whole room  
to your business, separate your work area off with a simple 
folding screen, or by painting a coloured panel above your  
work bench to visually ‘zone’ the space.

GET THE BASICS RIGHT
Whatever your discipline, good lighting is essential in any 
studio, so position your work station next to a window if 
possible. Think about comfort, too – you will need a supportive 
chair that’s ergonomically designed and ideally you’ll keep 
everything you need to use within easy reach to avoid stress  
or strains. Make sure you won’t be too hot in the summer  
or too cold in the winter, and invest in a radiator and fan if 
necessary – this is particularly crucial if you are planning to  
run your business from an outside studio in a shed, garage  

or garden office space. Test out your working area and adapt  
the layout as necessary to ensure it works for you.

MANAGE YOUR TIME EFFICIENTLY
It’s easier to manage your time if you stick to traditional 
‘working hours’, Monday to Friday, nine to five. Many home 
workers find it improves their focus to dress ‘for work’ and to 
‘clock on’ at a specific time each day for an ordered structure.  
It’s easy to work long hours when you’re lost in a creative 
flow and it can be difficult to know when to stop, but don’t be 
tempted to carry on late into the evenings when you should 
be unwinding, or you will lose your creative energy.  

Set up a studio at home

EXPERT TIP 

‘My commute is just across the lawn to 
the garage, which is now my pottery 
workshop. I think it’s healthy to have a 
separate space to work in when you run 
a creative business from home. When  
I close the pottery door in the evening, 
that’s the end of my “making” time.’
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Setting up an online shop will allow you to sell your 
handcrafted wares to a global customer base. Your new 
creative business deserves a beautiful, professional 

website that is easy to navigate. It needs to serve two purposes: 
introducing your work to your customers, and providing  
a virtual ‘shop’ from which you can sell your products.

It is important to put a lot of thought into where on the 
internet your shop will be hosted. The various ecommerce 
platforms offer very different tools and features – and prices 
vary, too. Do plenty of research before you commit to a specific 
platform. Log on to the online user forums on each platform 
to find out if it is suitable for your needs and talk to other users 
who have already signed up to find out about their experiences.

Q IS IT BETTER TO GO FOR A BESPOKE 
DESIGN OR A DIY TEMPLATE?

AWhen you are planning an online shop, you need to  
decide whether you want to rent virtual ‘space’ from a  

host (such as 123reg.co.uk) and use a website designer to create  
a bespoke shop site for you, or use a simple DIY shop-hosting 
tool, such as Big Cartel (bigcartel.com) or Shopify (shopify.

com). With the latter, you can design 
and build the website yourself using 

straightforward templates, which 
have customisable fonts, colours, 

themes and images – with no 
need for the use of code. 
   Hiring a website designer  
can be expensive, but will  
give you a completely personal, 
professional-looking design  

that suits your brand. Off-the-peg  

template platforms, on the other hand, have more limited  
design features, but are generally much cheaper.

QWHAT DO THE VARIOUS SHOP-HOSTING 
PLATFORMS OFFER?

AThey are quick and affordable to set up – it’s easy to upload 
your images, set prices and start trading in a matter of 

minutes. Most let you track your inventory, so you can see at  
a glance how many products you have sold and what is left 
in stock. They have built-in secure checkout systems, so your 
customers can pay using Paypal via credit card. They also have 
statistics tools so you can see how many visitors you’re getting 
and how they are finding you. This is useful in learning which 
websites and search terms are driving traffic to your shop. 
Shops built on big hosting platforms are usually search engine 
optimised, so customers can easily find you in a web search.

QSHOULD I HAVE A MINI-STORE WITHIN  
A BIGGER SITE?

AAs well as (or instead of) your own website, you might 
choose to have a mini shop within a larger, umbrella 

shopping website. Giant sites such as Etsy (etsy.com) and Not  
on the High Street (notonthehighstreet.com) enable you to 
easily set up your own shop ‘page’ within a bigger website  
that attracts lots of customers. However, bear in mind that  
you have to pay regular fees to these umbrella sites. On the  
opposite page is a comparison of the features and services 
offered by some of the main shop-hosting websites.  

Choose the right  
online selling platform

Visit instantdomain 
search.com to see if your  

chosen website address (URL)  
is available and also to check  

that the name you have chosen  
for your business has not  

been used before  
by someone else.

EXPERT TIP 

‘I set up my own website using 
Wordpress.com – I didn’t want to  
spend a lot of money on something  
that might not work. It’s really helpful 
being able to update the shop pages  
myself – I can instantly upload photos  
of new products whenever I want.’

 5     GOLDEN WEBSITE  
DESIGN RULES

•  Keep the design simple – make sure your site is 
easy to navigate, and choose a logo with longevity.

•  Invest time and effort in good photography to 
show your products in the best possible way.

•  Create a mobile version of your website, as well  
as a desktop one, so that it looks good displayed 
on all devices and screens.

•  Think about continuity – ensure the design of  
your website reflects your brand, and use the same 
logo, font and colours across your online presence; 
for example, matching your social media profile 
avatar images to your website.

•  Refresh your website design every few years so 
that it is always up to date.
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BIG CARTEL
THE FINANCES
There are four packages to choose from, 
ranging from the free ‘Gold’ package (which lets you list up  
to five products) up to $29.99 (£19.42) for the ‘Titanium’ 
package (which enables you sell up to 300 different products.)  
All fees are billed monthly.

STAND-OUT FEATURES:
•  You can use any domain name you own to give your store  

a custom URL (not available with the Gold package). For 
example, spoonmoon.bigcartel.com could simply become 
shop.spoonmoon.com.

•  There is the option to use discount code tools to promote  
your shop, or reward loyal customers.

•  You can sell in person in the ‘real world’, at fairs, events and 
markets, using the Big Cartel iPhone app, so you can keep  
all of your orders in one place.

•  You can also sell via Facebook using the Store tab tool.

ETSY
THE FINANCES
There is no upfront membership cost – fees are accrued on a 
monthly bill, which Etsy emails to you. It costs 20 cents (14p) 
to list an item for four months or until it sells, then Etsy collects 
3.5% of the sale price. You need a valid credit card to become  
an Etsy seller for verification purposes.

STAND-OUT FEATURES
•  The emphasis is on community – you can engage with 

knowledgeable sellers and experts in ‘Etsy Teams’ (groups of 
like-minded sellers who share similar interests) and ‘Online 
Labs’ (live and archive how-to videos from the Etsy admins).

•  A ‘Teams Fellowship Program’ provides Etsy Teams with 
curated packages to help boost visibility, motivation and peer-
to-peer learning via educational resources. These include 
workshops, pop-up shops or craft shows, help with online 
promotional campaigns, leadership and community skill 
management. Etsy Teams can apply for the scheme online.

•  Editorial-style features, such as ‘trending items’ and curated 
collections compiled by ‘Community Tastemakers’, make  
Etsy an online destination with creative content. Etsy asks 
bloggers and brands to choose their favourite buys. Even  

if you don’t have an Etsy shop, you can browse the online 
Seller Handbook for advice about selling online

SHOPIFY
THE FINANCES
There are four packages to choose from, priced from $9 (£5.84) 
per month for Lite, which lets you sell as many products as  
you like, but with limited features, up to $179 (£122) per  
month for Unlimited, which gives you as much file storage  
as you need plus a number of additional professional features. 
Shopify also takes a percentage of your total sale price. You  
can sign up for a free 14-day trial before committing to a 
package, then all fees are billed monthly. The credit card  
rates vary according to what package you sign up to. 

STAND-OUT FEATURES
•  You can sell in person by signing up to the Shopify POS (Point 

of Sale) software for laptop, iPhone and iPad app (extra fees 
apply), so you can sell your stock in the ‘real world’, at fairs, 
events and markets. You also get a free credit card reader.  
Or, run Shopify shop from your phone, using Shopify Mobile.

•  You can use any domain name you own, or purchase one 
through Shopify.

•  There is an enormous online ‘Shopify Manual’ – a knowledge 
base filled with helpful tips on running a successful business. 
The support team is also available 24/7 via email, phone or 
live chat, and there is a hub of ‘Shopify Experts’ – approved 
ecommerce designers, marketing gurus and website developers, 
who you can hire. In addition, the Shopify discussion forums 
are packed full of advice, while anyone can access its online 
‘Ecommerce University’, filled with advice and guides.

NOT ON THE HIGH STREET
THE FINANCES
You pay a one-off joining fee of £199 (plus VAT) then a 25 per 
cent (plus VAT) commission fee on each gross sale.

KEY FEATURES:
•  Not on the High Street is the UK’s number one curated online 

marketplace, with over 39million unique visitors every year.
•  The PR team at Not on the High Street will promote selected 

products to media, so your creations might be featured in 
magazines, newspapers or on TV.

•  You can access a wide range of growth resources, from trend 
forecasts to guides on how to price for profit.

•  It’s a UK-based site, so you will feel as if you are part of a 
supportive community of like-minded people.

•  It has excellent search engine optimisation (SEO), so your 
shop is easy to find via Google, Bing and Yahoo etc.  
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‘I have my own online shop and also  
a shop within Etsy, which has great 
support and tools for new makers to 
use, and its blog regularly features 
hints and tips. The back end of Etsy is 
really easy to use and navigate – ideal 

if you’re a bit nervous about running a website. It’s a low-
risk platform in terms of costs, which are minimal, but 
allows your work to reach an international audience, 
especially if you use the right tags to help people find you. 
I’ve also connected to other makers through its community.’ 

Big Cartel is one  
of the few shop-hosting 

platforms that offers a free 
option for selling up to five 
products, regardless of how 
many are sold a month, so  

it costs nothing to test  
the waters.
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Period Living

Spreading the word about your 
creations is crucial in order  
to build up a customer base. 

There’s no need to hire a pricey  
PR agency – just follow these  
simple steps to ensure your 
products get featured online on  
blogs and websites, as well as in 
traditional print media outlets, such as 
magazines and newspapers. Then sit  
back and watch your reputation grow.

THINK ABOUT LEAD TIMES
Monthly consumer magazines work four to six months in 
advance, so editorial teams start on Christmas features in the 
summer. That said, while newspapers and weekly magazines 
have much shorter lead times, online publishers often don’t 
have much lead time at all, so make sure you time your media 
releases appropriately. Ideally, you should send your press 
releases out in three batches: long lead, short lead and online.

TARGET SPECIFIC JOURNALISTS  
AND BLOGGERS
Do some research so that you send press releases to the right 
media contacts – buy copies of the magazines or newspapers 
that you would like to see your work in, or browse the websites 
and blogs you are targeting and make a list of who writes the 
pages you want to get your products on. Contact details for staff 
journalists are usually listed in print publications somewhere, 
or you can telephone the office number to find out who the best 
person to contact is. Send emails to individuals rather than to 

general addresses. It doesn’t hurt to send a physical, printed 
press release in addition to emailing a digital version, but this 
costs more. Different journalists work in different ways and  
so you need to cover all bases. 

APPROACH STYLISTS AND FREELANCERS
Don’t just target staff writers – contact freelance writers, too.  
It’s time consuming, but if you buy a magazine, go through 
every page and look for the credits on every feature – you’ll  
be surprised by how many freelance journalists are involved. 
Make a list of their names, search for them online, then create  
a database of who works for which media outlet.

If you are happy to loan your products for photo shoots, 
target stylists and decorating editors, and make them aware of 
your products. When you send in a sample, have a pre-prepared 
loan form for the stylist to sign and send back to you, setting 
out the terms of the loan and agreeing that they will pay for 
any lost or damaged stock, so that you can easily invoice if your 
sample is lost. Always include a printed, adhesive return address 
label, to make returning your stock simple.

KEEP PRESS RELEASES SHORT
Journalists have hundreds of emails to wade through every  
day, so limit yourself to a few lines introducing your company 
and explaining what your newest or best-selling products are. 
Attach a few low-resolution images, but don’t include large, 
high-resolution files at this stage, as it clogs up the recipient’s 
inbox and your message could even go straight to their junk 
folder if it’s too big. A link to a download website, where images 
are stored, is much better. The same goes for a printed press 
release. A journalist just wants to know the basic facts and 
to see a few examples of what you sell. Include your contact 
information clearly, and make sure that you can answer emails 
and take phone calls every day. A journalist on a deadline isn’t 
going to call you several times – they will simply find another  
product from a different stockist. 

STAY IN TOUCH
Include a ‘sign up to the 
newsletter’ feature on your 
website, so that customers, 
bloggers and journalists  
can subscribe to your news 
and updates via weekly or 
monthly email newsletters  
that you send out to your 
database of contacts. Mailchimp 
(mailchimp.com), which has a free 
plan, is a useful tool for sending out 
email newsletters to your database.  

Do your own marketing 
and publicity

 If your products  
are being featured on a  

big blog or in a magazine,  
ensure that you are prepared  

for a possible influx of  
orders and that you  
have enough stock.

EXPERT TIP 

‘Experts say that video is one of the best 
ways to communicate to people what 
you do if they don’t want to read a lot  
of copy – I have made a video about  
my work recently, which I plan to share 
on my website and Youtube, as well  
as embedding it into a press release.’

When you are emailing  
press releases and doing  

lots of copying and pasting,  
make sure you put the correct  

forename and the right  
magazine or website title  

in the email content.
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Period Living

Make sure you have good-quality photos of your 
products. They say a picture is worth a thousand 
words, and that’s certainly true when it comes to 

conveying the quality of your products to potential customers 
and getting your images featured in the media.

If you’re not great at taking photos, then spend time 
improving your skills by taking a photography course, or  
invest in a session with a professional photographer, who you 
can commission to take pictures of your products for you.

For your website and online usage, you can use low-resolution 
images of around 72dpi (dots per inch), which you can perhaps 
take yourself on a smartphone or iPad. For anything printed 
(such as leaflets, postcards or press coverage), however, you will 

need high-quality, high-resolution images (at least 300dpi)  
that have been taken on a digital camera.

GET CREATIVE WITH STYLED SHOTS
Your online shop is the perfect place to get creative and style 
some ‘lifestyle’ shots in settings to show off your products.  
Think carefully about how you want your images to look and 
consider seeking out props or borrowing items of furniture  
to make your images stand out. Perhaps include some of the 
tools you used to make your products for an artisanal look. 
Flowers and decorative accessories can make all the difference, 
too, but don’t let the props dominate shots as you want your 
products to be the focus of the images. Less is more.

SHOOT ‘CUT-OUT’ IMAGES
Many journalists and bloggers will require a high-resolution 
cut-out image of a product on a white background. You may  
not want to show this type of image in your shop, but take the 
trouble to shoot every item you sell individually on a white 
background (a plain, flat bedsheet or a big white piece of paper 
does the trick) with a good-quality digital camera, and keep 
these cut-out images to hand somewhere so you can email  
them across quickly if a journalist or blogger requests one. 

If you are tech-savvy, you could cut out the products yourself 
using free online software such as Pixlr (pixlr.com) – you can 
find and follow step-by-step tutorials on Youtube. However, 
most publishing companies just need a simple image with no 
background interference for them to cut out professionally 
in house. Often, journalists are working to a tight deadline 
and will not have time to call in a sample from you and shoot 
it themselves on a white background in a studio, so being 
prepared with these high-resolution cut-out images is a must. 

Make it clear on your press releases that you can supply  
high-resolution (at least 300dpi) cut-out images, as well  
as high-resolution versions of the pretty lifestyle images  
visible on your shop page.  

Understand the 
importance of images
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‘ It is worth investing time in fabulous 
images – if your business is creative 
and visual, you need your products  
to look good. A stock of professional 
photographs is really important.’

EXPERT TIP 

‘I recently did a photography and 
styling e-course for online sellers with 
Lyndsey James (photocraft.org) and  
got a new camera so that I can take 
better photos of my products.’
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Make the most of free social media tools to interact  
with customers and build a community around  
your brand. Growing an online business means using 

social media tools with confidence. If you are not comfortable 
using all the major platforms, such as Pinterest, Twitter, 
Facebook and Instagram, arrange a lesson with somebody  
who is, and brush up your skills as soon as possible.

It is a good idea to include clickable social media icons 
(buttons with links) on your product pages, to make sharing 
your products elsewhere easy for your customers. Include  
these social media icons on your home page and on your 
‘contact’ and ‘about’ pages, too.

While an advantage of being a small business is that you 
can share your personal story and ‘behind the scenes’ images 
and stories that convey your process, remember that you are 
running a business and the overall impact needs to remain 
professional. Get the balance right – share but don’t over- 
share. Don’t treat your shop’s social media accounts in the  
same way as you would your personal accounts, and make  
sure every post or update is ‘on brand’.

FACEBOOK  facebook.com
Use this platform to upload photos of your work and process, 
share news with customers, and interact with the organisers 
of events you exhibit at, or shops and galleries that stock your 
work. You can also sell directly via Facebook using a shop tool.

TWITTER  twitter.com
Chat with fellow creatives, customers and press contacts about 
your news and work, and share photos and links to your website. 
Use the hashtag symbol (#) to highlight relevant keywords.

PINTEREST  pinterest.com
This platform lets you create moodboards of images you ‘pin’ 
from websites – pin all the photos of your products and create 
inspiring boards that convey your brand to attract followers.

INSTAGRAM  instagram.com
A visual social network, you can update this platform with 
beautiful photos of your products, process and surroundings. 
Use the hashtag symbol (#) to highlight relevant keywords.

FLICKR  flickr.com
Use Flickr to store all the photos relating to your business  
in one place – it’s like a huge, online gallery. Ensure you tag  
your images with relevant key words and include plenty of  
links back to your website.

BLOG POSTS  wordpress.com
It’s a good idea to have a blog where you can share your news 
and information about products. You don’t have to write a  
post every day, but try to update it regularly – every week or 
every month, for example. 

It’s helpful to embed a Wordpress blog on your website so 
regular customers can read your updates whenever they visit 
and you can show off your latest products. Having regularly 
refreshed content on your website also helps to bump it up  
the search engine rankings, so it appears higher in the list of 
options when potential customers search for relevant words 
using search engines, such as Google and Yahoo.  

Use social media to 
promote your business

Make a good impression  
– pay a small fee each year to  

a host (such as 123reg.co.uk) and  
set up a personalised professional  

email address and forwarding service  
that feeds your existing inbox. For 
example, info@katyscott.co.uk can  
be used for your business, but all  

mail will be sent to an existing  
but less-professional- 

sounding account. 
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‘I run pottery workshops and courses, 
and Facebook is a good way to spread 
the word – it’s an important publicity 
tool. If I do a workshop on a Thursday 
evening, by the time I have cleared up 
and logged on to the internet, a few of 

the people in the workshop will have already been on 
Facebook and posted photos of their work and the class. 
I’m really grateful because it’s brilliant publicity for me.’

EXPERT TIP 

‘I went through a phase of feeling 
stressed out about social media. I have 
Twitter, Facebook, Instagram and 
Pinterest – it’s so difficult to get it right 
and it took up so much of my time, so  
I have decided to focus my energies  
on new products and other areas. I feel much more 
relaxed about it now and I think my social media 
updates are probably better as a result!’’
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Create the right impression with customers and ensure 
your creations arrive safe and sound by using pretty  
but practical packaging solutions. 

One of your strengths as a unique seller is that you can  
ensure every item you send out conveys the right message, 
delights your customers, and reminds them that they are 
supporting a small business that has plenty of character 
compared to a faceless international brand.

Even if a customer does not select a ‘gift-wrap’ option,  
ensure that their order arrives looking beautiful – perhaps 
wrapped in a simple sheet of coloured tissue paper, tied  
with string. It is inexpensive to present your products nicely, 
but it is well worth a bit of extra time and effort.

If your items are fragile, stock up on bubble wrap, cardboard 
padding or polystyrene pieces – it’s usually cheaper to buy 
packaging materials in bulk online than in store.

CRAFT FAIRS FOR  
YOUR DIARY
Book a stall and exhibit, or just visit for inspiration

• Bust Craftacular, York Hall, London, bust.com

• Craft, Olympia, London, craft-london.com

•  Contemporary Craft Festival, Mill Marsh Park, Bovey  
Tracey, Devon, craftsatboveytracey.co.uk

•  Great Northern Contemporary Craft Fair, Old Granada 
Studios, Manchester, greatnorthernevents.co.uk

•  Handmade in Britain, Chelsea Old Town Hall,  
London, handmadeinbritain.co.uk

•  Handmade at Kew, Royal Botanic Gardens at Kew, 
London, kew.org

•  Made Brighton, Brighton Dome Corn Exchange,  
brighton-made.co.uk

•  Made by Hand – The Contemporary Craft Fair, City Hall, 
Cardiff, madebyhand-wales.co.uk

•  Selvedge Artisan Christmas, Chelsea Old Town Hall, 
London, and American Museum, Bath, selvedge.org

•  The Crafty Fox Market, across London,  
craftyfoxmarket.co.uk

•  The Handmade Fair, Hampton Court, London, and 
Manchester Central, thehandmadefair.com
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‘Packaging is an extension of your 
brand. I always wrap products in a 
luxurious way because they are luxury 
products, and include a label, a stylish 
sticker and tissue paper so customers 
enjoy opening the parcel.’

Package your products 
professionally

Network in the real world
Despite the huge importance of embracing the online  

realm, it is just as important to connect with people  
in the real world, too. 

•  Mingle with customers face-to-face whenever you can. 
Organise one-off shopping events, such as studio sales and 
pop-up shops, to build customer loyalty as you expand  
your network of contacts.

• Exhibit at markets, fairs and craft events.
•  Run classes and workshops to expand your network locally.
•  Use Facebook to join (or organise) events and meet-ups  

for like-minded creatives in your region.  
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