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ASSOCIATION

No matter your experience level as a vendor, we hope this guide offers useful tips to help grow your business. You
can adapt and scale these suggestions to fit your specific needs, resources, and circumstances, such as budget,

time, and energy.

PLAN & BE PREPARED

2+ Months Prior

O If this is a new event for you, speak to people
who have tabled there before.

O Plan what stock you need (account for product
and price point variety), allow adequate time for
production, and consider making more of your
best-selling items.

O Order business cards and any other printed
materials, like postcards, brochures, etc.

O Acquire product packaging that suits your
products and aligns with your brand. E.g.
purchase bags and personalize them with your
brand'’s stamps/stickers.

O Consider your booth’s environment (e.g.,
outdoors may require a canopy and leg weights),
as it can impact your display, layout, and even
what products you feel comfortable selling.

O Know your space dimensions to ensure your
setup intentionally balances both product
display and visitor engagement.

Week Before

O Acquire money for your cash box. Try to have
10% of your average sales in assorted bills.

O Practice setting up your table at home to ensure
it looks appealing and to gauge if you have the
right amount of items for the event.

Day Before

O Charge devices, like your POS tablet, credit card
reader, and phone.

O Pack your inventory and load up!

Day Of

O Arrive early for a calm and organized setup.

O Make sure to bring water and healthy snacks to
stay hydrated and keep up your energy; pack a
lunch if needed!

O Have fun, it's going to be a great event!

PROMOTION +
COMMUNICATIONS

Promotion + Communications cont.

O Share the event page with your followers and
encourage them to attend with a personalized
message.

O Create posts showing a preview of the products
you'll have at the market, behind-the-scenes
glimpses, or special offers you may have.

O Consider tagging the event host and other vendors
in your own posts to create a sense of community,
and use event-related hashtags where appropriate.

O Share event details in your newsletter or on your
website, and remind your regulars where to find you
and what to expect at the market.

PROFESSIONAL PRESENTATION

Your booth’s appearance creates the first impression
for visitors. Keep in mind that the product is the focal
point—everything else, like tablecloths, displays, props,
and signage, should support and enhance it without
distracting from your work. Ask yourself, ‘Does this
element reinforce my focal point, or is it competing for
attention?' If not, reconsider its place in your booth.

O Keep your booth clean, organized, and inviting.
Hide extra stock and clutter under the table. Use
space dividers, walls, or curtains to prevent your
neighbor’s visual clutter from impacting your
booth’s experience

O Check that all elements (tablecloths, displays, props,
signage) support and enhance your product.

O Use 1-3 cohesive colors that align with your brand'’s
aesthetic. Choose a neutral tablecloth that allows
your products to stand out.

O Ensure signage looks professional—skip handwritten
signs unless they fit your brand’s aesthetic.

O ‘Less is More' - opt for a simple and well-curated
display for a clean, polished look. Only use props if
they help tell your story or enhance your products.

O Group like items together and give each piece a
hand’s-width of breathing space.

O Maximize vertical space with shelves or crates.

O Make displays interactive where applicable (e.g.,
scent bar for candles or lotions).

Actively promote the event to increase your visibility, BE ENGAGED & APPROACHABLE

connect with a wider audience, and potentially drive

more visitors to your booth.

O Engage with the host’s posts by liking, sharing,
and commenting on them.

O If there is a Facebook event page, be sure to
mark yourself as “going” or “attending.”

You have a major impact on your sales.

O Put your phone down - don't scroll or text in view of
buyers.

O Greet and engage with everyone who approaches,
using open body language to create a welcoming
atmosphere.
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Pricing handcrafted goods can be a challenge, but it's important to avoid underpricing your work. Not only
will a creator make less money and endanger the sustainability of their practice, but this also contributes to
the undervaluing of goods for other artisans.

Below is a pricing formula for pricing your handmade items, but it's important to note there are
other things to consider once you figure out your item’s Base Price.

+ =

Base Price:

This is the price the item
costs YOU to create. In
order to make a profit,
you must charge more
than this number.

Time Investment:
Factor in the hours
spent making each item.
Pay yourself a fair hourly
wage that reflects your
skills and experience

as an artisan. Consider

Costs of Materials:
Calculate the total cost
of materials for each
product. Don't forget
to include packaging,
display materials, and

any shipping fees, if In general,

applicable. what is “fair” for your Base Price x2 = Wholesale Price
circumstances (e.g. cost  Base Price x3 = Retail Price
of living, single vs. dual
household income)
PRICING VARIABLES

Research the market average price for similar products in your category, and adjust your Retail Price price
up or down; pricing too high may alienate potential buyers, while pricing too low can undervalue your work.
Avoid pricing to undercut other vendors - instead, focus on what makes your product unique and why it's
worth the price.

TELL THE STORY

Share your creative process through signage or storytelling. Handcrafted goods often hold emotional value
for buyers because of their uniqueness, craftsmanship, and personal story. Highlight how your products

are made with care and offer something they can’t find in mass-produced alternatives. When customers
understand the care, time, and skill involved, they are more likely to appreciate and accept your pricing,
often seeing greater value in items that resonate with them emotionally.

PRICING TIERS CLEARLY MARKED PRICING

Consider offering products at different price points to
appeal to different budgets. This can help capture a
broader audience while still reflecting the value of the
premium work.

REVIEW

After each market, review your pricing based on

customer feedback and sales data. If an item consistently

sells out, it may be a sign you can raise the price slightly.
Alternatively, if something isn't moving, consider
whether the price pointis a factor or if adjustments to
presentation or product details are needed.

You can facilitate a good experience for

buyers by having everything clearly marked
with your prices. This not only lets buyers

make comfortable, informed choices, but also
prevents any awkwardness that can occur when
prices must be discussed verbally. Consider:

1. Putting a price label on every item

2. Placing a tabletop sign or place cards with
prices among your items

3. Displaying a “menu” of your items and prices



%CREATES

ENTICING PRODUCT PACKAGING ALLOWS YOUR PRODUCT TO STAND OUT. REMEMBER THAT
72% OF U.S. CONSUMERS MAKE PURCHASES BASED ON PACKAGING DESIGN, SO IT TRULY IS
AN OPPORTUNITY TO INFLUENCE SPENDING.

A professional presentation through packaging should reflect and elevate the time and skill you have spent
on your product, reinforcing its value to the customer. And great news - creative packaging design doesn't
have to be expensive! Here are some simple tips on how to make attractive packaging affordable:

ECO-FRIENDLY KRAFT PAPER

Use Kraft paper bags, boxes, or wrap and add a branded (printed or colored)
ribbon or sticker for a polished look. It's affordable, versatile, and even
environmentally-friendly, perfect for brands that value sustainability.

CUSTOM STICKERS OR LABELS

Custom stickers or labels can be applied to plain packaging for an elevated and
branded touch. Use them on your bags, boxes, or jars.

CUSTOM STAMPS

Perfect for brands with a hand-crafted touch, a custom stamp with your logo or
design can be used over and over on plain packaging materials. This can create
a branded look without the cost of custom-printed packaging. Plus, the same
stamp can be used on all your cards, boxes, or bags for great consistency.

TELL YOUR STORY

Include a product info card or brand story inside your merchandise bags, and
make these inserts from inexpensive materials like Kraft paper or cardstock. It
can add a personalized touch without the need for fully customized packaging.
Plus, this personal touch enhances the buying experience, and can turn a simple
purchase into something meaningful, setting your work apart.

BULK PURCHASING

Purchase your plain boxes, bags, or paper in larger quantities and store them
until needed. Customize them as you go with your stamp, or bulk ordered labels
or stickers. Buying packaging materials in bulk reduces the cost per unit.

RESOURCES:

Office Depot
Lowe's, Walmart
JOANN, Michaels,
or order online

Design it on Canva
and order from
local print shops or
online (Sticker Mule,
Sticker You, etc.)

Design it on Canva
and a local print
shop can help
order one, or try
rubberstamps.net

Find cardstock

at Office Depot,
Michael’s or JOANN
and design it on
Canva, or send your
design to a local
print shop.

Be mindful of choosing packaging that aligns with the values expressed in your work to
create a more cohesive and meaningful experience. For example, if your products emphasize
environmental stewardship or are made from natural materials, packaging filled with plastic
can create a contradiction for customers, and can diminish the perceived value of the product,
even if the craftsmanship is excellent. Consistency in your packaging and presentation helps
build rapport and trust with buyers; when every detail aligns with your values, customers are
more likely to connect with your brand and appreciate the thoughtfulness behind your work.



