
WORKBOOK - DAY 2

THERE'S MORE THAN ONE WAY TO SELL YOUR HANDMADE
PRODUCTS SUCCESSFULLY. LET'S FIND YOURS.

In THE MAKINGIn the making
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Welcome to day TWO!

Please make sure that you have watched today's live training session (or its
replay) before diving into the workbook's activities, they will make a lot more
sense this way. 

Today we are going to dive into Step 2 of the 'reverse-engineering your shop's
success' method and use what you worked on yesterday during Day 1 do frame
your products and marketing decisions.

Tomorrow for Day 3 we will dive into Step 3. 

3 take-home money goals (minimum, happy, thrilled)
clear time constraints (both amount and 'type' of time)
your marketer type, business and product preferences 

From yesterday's activities, you should have defined:

If you haven't done those activities, go back to the Workbook for Day 1 and
make sure to finish them before continuing.  



- (______________)

- (__________)

- (__________)
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1 - your "revenue from sales" goal

To get to your monthly take-home goal and be able to pay yourself what you
really want from your business, your sales goal (= your revenue) needs to be
much higher to cover the cost of running your business, as such:

It can be hard to know what that top-line number needs to be (your revenue)
before you have some real data from your business and know exactly what your
expenses are, but you can use the Profit First methodology as explained during
the training session to estimate it. The Profit First method splits your revenue
into 4 different buckets:



'MINIMUM' SALES GOAL

'HAPPY' SALES GOAL

'THRILLED' SALES GOAL

$

$

$
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Based on that, to get to your SALES GOAL, you can simply multiply your
Take-Home Goal (calculated during Day 1) by x2. 
What are your 3 Sales Goals?

2 - money vs time reality-check

Based on what was covered during the training session, use the space below to
test out your own "money vs time" plan and make sure that it can work for you:

/MTH

/MTH

H/WEEK

H/MTH

SALES

HOURS HOURS

N.B: This works to perfection in the case of a simplified one product business
like we just did with our example. The reality is often more complex. Until you
run your business for a couple of years, you won’t be able to accurately
determine your average sale price. In the meantime, you can use your
average or expected average sale price. Just be aware that this is an
estimation and not a perfect answer. 
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After running your numbers, is there anything that seems a bit off or that might
need adjusting? 
Any price or time adjustments (as covered in the training session) you can
consider? Use the space below to write down any notes.

If doing this exercise gave you cold sweats, remember: that's a GREAT thing,
because "you don't create a problem when you discover it".
The issue was either always there (if you already run your shop) or was going
to show up and slow you down (if you are just getting started) so addressing it
now means you're saving time and moving forward with a better plan :-) 
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Based on what we covered during the training session and your own
preferences for creating products, we want to answer:

3 - product-fit check

Does this plan work with the time (amount and "type") you have available? 
Can you make adjustments so it fits within your life and time constraints better
while still allowing you to reach your goals?

What type of products do you intend to sell or are currently selling?

Goal 1: Avoid the "mismatched strategies" we covered during day 1 (where
in works on paper but not in practice)

Goal 2: Make sure you can make enough products to reach your revenue
goal with the time you have to work in your shop

Use the space below to check your product plan (type of product, price, average
time to create, etc.) as we did during the training session:

PRODUCT TYPE 1

MONTHLY REVENUE GOAL 

AVERAGE SALE PRICE

AVERAGE SALES/MONTH

TIME NEEDED TO CREATE (MONTHLY)

PRODUCT TYPE 2

MONTHLY REVENUE GOAL 

AVERAGE SALE PRICE

AVERAGE SALES/MONTH

TIME NEEDED TO CREATE (MONTHLY)
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PRODUCT TYPE 3

MONTHLY REVENUE GOAL 

AVERAGE SALE PRICE

AVERAGE SALES/MONTH

TIME NEEDED TO CREATE (MONTHLY)

N.B. Feel free to print this page or duplicate it if you plan to have more than 5
product types. You also don't need to have 5 - the space if just here if you need it.

PRODUCT TYPE 4

MONTHLY REVENUE GOAL 

AVERAGE SALE PRICE

AVERAGE SALES/MONTH

TIME NEEDED TO CREATE (MONTHLY)

PRODUCT TYPE 5

MONTHLY REVENUE GOAL 

AVERAGE SALE PRICE

AVERAGE SALES/MONTH

TIME NEEDED TO CREATE (MONTHLY)



8

Now let's check your plan. Based on what you've outlined on the previous
pages, can you reach your revenue goal (when adding all your product types
revenue goals) in a time that is reasonable when compared to how much you
actually have available each week/month?

TOTAL REVENUE TOTAL CREATION TIME$ H

Finally, consider the "type" of time that you have available (covered in Day 1:
small vs big, regular vs irregular) and try to imagine what an average week or
month would look like below. 
Does the plan work in practice?  Will you have time to create products when an
order comes without always stretching yourself for example?



9

At it's very core, a good marketing strategy is an eco-system that allows you to
get strangers to know, like and trust you so they can become customers:

4 - your shop's marketing strategy

___________________ if you sell on Etsy (COLD => WARM)

___________________ if you sell on your own website/blog (COLD=>WARM)

_____________________________________ no matter what (WARM => HOT) 

As explained during the training session (and contrary to what most people will
try and make you think), there is more than one marketing strategy that can get
you results. 
It's about finding what the best marketing strategy for YOU is.

There's a myriad of different platforms you can use, some are social media
platforms (Instagram, Facebook, etc.), others are search engine based (Etsy,
Pinterest, Youtube, etc.)

As a rule, there are a few things you'll need as the foundation of your strategy:

From there, you will want to use one extra platform to help you find potential
buyers, turn them into followers/subscribers and then into customers.
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PICK ONE, AND ONE ONLY!
 

One platform is MORE than enough and trying to do too much is going to
end up slowing you down, rather than help you grow faster.

Remember it's all about the J.O.M.O!

To find "the one" for you, use what we covered in the training session and the
following activities to help you reflect and decide which platform might be the
best fit for you and your shop: 

PRACTICALITY1.

Based on what we reviewed during the training session, do you think that some
platforms might be easier for you to work with and to commit to working on
consistently than others? 

This might not influence your decision (that's ok!) but it's important to ask this
question in case it does and you find that a platform you considered using or
are currently using isn't working for practical reasons.
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2. Personality

Based on how you assessed yourself on the Marketer DNA test, and the
examples shared in the course, do you think that you would be better suited to
a platform than another?

PRODUCER VS ALCHEMIST: What does it mean for you?

WORDS VS IMAGES: What does it mean for you?
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LIVE VS RECORDED: What does it mean for you?

EMPATHY VS ANALYTICS: What does it mean for you?

3. product type

Based on the product types you are selling or decided to sell, and the examples
shared in the course, do you think that you would be better suited to a platform
than another?

Based on all those reflections, what ONE platform will you be focusing on
(and committing to showing up consistently for) to promote your shop and
products on an ongoing basis?

FOCUS MARKETING PLATFORM:



http://www.tizzit.co/hq
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