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INTRODUCTION
Hey! Welcome to The Vendor Diaries: Unsolicited Advice from a Craft Show Nov-
ice. An inspiring title, no? If I’m a novice, why am I writing a book?

Even if you are an expert, calling yourself an expert is just bragging. Let someone 
else bestow that title upon you. Also, I really do consider myself a novice; I am 
still learning. Even while writing this book, I was learning. I would have sudden 
epiphanies: “Oh, I should do this that way!” which often shifted a lot of what I had 
already written.

As for the rest of it, isn’t most advice unsolicited? I wrote this book without know-
ing if you even wanted it. But, you’re reading it, so I guess you did. Hey, serendipity 
is more than a cheesy John Cusack movie!

I won’t make a lot of big claims about what will happen if you read this book. Af-
ter all, I can’t claim that I’ve made buckets of money with these “tried-and-true” 
craft show techniques. If I had buckets of money, we wouldn’t be having this con-
versation. I also can’t claim that by following my suggestions, you’ll instantly start 
raking it in. If I could, I’d have said buckets, and we’d be back where we started.

One claim I can make: I’ve been where you are. I may even be there still.

When you venture into the world of craft shows, it is overwhelming. Everyone 
seems to know what they’re doing, their spaces and wares look amazing, and 
you feel like an impostor. The negative talk in your head is deafening: “You’re not 
good enough for this!” “No one is going to buy this junk!” “Do you expect someone 
to pay that?”

You are. They will. Absolutely.

It may take one show, it may take 100 shows, but you’ll get the rhythm. You’ll start 
to value the time and effort you put into your work, not just into creating a single 
piece, but all the time and effort you spent learning and perfecting. Things will 
start to be less overwhelming and easier to manage. All it takes is time and teensy 
bit of pixie dust.

This book is that pixie dust. You provide the happy thought, I’ll give you a little 
boost, and pretty soon you’ll be flying.
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TERMINOLOGY
Craft show. Fair. Festival. Bazaar. Market. Village.

These are just some of the terms used by these types of events. Depending on 
where you are in the world, you may have others. Throughout this book I’ll be us-
ing craft show and event to encompass all of the above.

For our purposes, craft shows are special events spanning 1 to 3 days (although 
they could be longer) in which vendors are selling a variety of handmade, repur-
posed, or manufactured goods to shoppers. Other activities or events may or may 
not be occurring simultaneously, such as games, live music, or food sales.

Vendors are sellers. Although I focus on artists, artisans, and makers, this also in-
cludes direct sales representatives, authors, services providers — anyone who uses, 
has used, or wants to use craft shows as part of their business-building.

Booth or booth space is simply the area in which a vendor is selling. Generally 
speaking, actual “booths” are not involved.



Before
 The Show
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CHAPTER 1:
GUARANTEEING A SUCCESSFUL SHOW

◊◊◊
This chapter could have gone anywhere, but, if you’re anything like 
me when reading this type of book, you skip through to what you 
consider most important. Trust me, this is an important chapter.

Admittedly, guaranteeing a successful show is a bold claim. I can’t 
guarantee that the event will be well-trafficked or that every shop-
per will make a purchase from you. I can’t even guarantee that any 
shopper will buy something from you.

If you go into a craft show thinking it’s only about selling product 
and making money, you are going to fail. You will never sell enough, 
make enough, be satisfied enough. You’ll end up overwhelmed, 
overstressed, and lose the joy that inspired you to be a creative en-
trepreneur in the first place!

Why do people go into business for themselves? To make a living 
doing something they love. You could get a job anywhere, doing 
just about anything, but something special is required if you go it 
alone: a commitment above and beyond what it takes to just bring 
home a paycheck. You have a passion that you want to share with 
the world. I don’t believe you turned your passion into a business 
just to kill it.

How do you guarantee every show is a success, without burning out 
on the thing you love? It’s all about perception and mindset.

DON’T BASE “SUCCESS” ON HOW MUCH MONEY YOU MAKE

The rule of thumb for most vendors, especially in the beginning, is 
that if you make back your booth fee, you’ve had a successful day. As 
your business grows and you gain experience, you can adjust this to 
a figure more in line with your financial goals.

DO THINK ABOUT FUTURE SALES

Craft shows are an investment in cultivating relationships. A per-
son may not purchase from you that day, but they will take your 
card, or see you at another event, and buy from you later on. Do your 
best to make a positive impression on every person who stops by 
your space. They will remember you.
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REDEFINE WHAT COUNTS AS “SUCCESS”

If success isn’t making major bank, what is it? Recouping your booth 
fee plus a little profit? Having one product sell really well? Meeting 
new people? Giving out lots of business cards? Having a learning ex-
perience? That’s up to you. You are the only one who can determine 
if your craft show experience was a successful one.

◊◊◊
There is no surefire way to guarantee you’ll make sales at a craft 
show. You can participate in the same event five different times and 
experience five different results. Even the best events can have an 
off day: turnout is low, shoppers aren’t in a buying mood — any num-
ber of factors affect your sales level.

Don’t assume you’re doing something wrong if you’re not selling 
out. There are probably things you could be doing better, or things 
you’re not doing at all, but there is a learning curve. Each show you 
participate in will give you new ideas, new techniques, and new sys-
tems to try in the future. Soak up as much information as you can 
from the vendors around you by talking to them, asking questions, 
and just observing.

I can’t promise that you’ll make a boatload of money straight out of 
the gate. I can promise that if you take a moment to reset the way 
you think about success, you’ll experience a lot more of it.
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CHAPTER 2:
CHOOSING A SHOW

◊◊◊
Choosing which events to participate in isn’t an exact science. Even 
veteran vendors are unable to predict which shows will succeed 
from year to year. A show can have record attendance one year, only 
to suffer from serious shopper drought the next. Use the following 
details as a gauge to find shows that are a good fit for you.

SEASON

It is just a fact that vendors are more successful at shows held in the 
autumn. With major holidays on the horizon, shoppers are looking 
for unique gifts to give friends and family, or are looking for fun hol-
iday decorations for their own homes. Don’t discount spring and 
summer shows, however. You can retool your offerings to be more 
appropriate for the warmer part of the year and have a stellar show.

JURIED VERSUS NON-JURIED

A juried show has a stricter application process. Typically, vendors 
submit photographs or samples of their work to be reviewed, and 
are either accepted into a show or not. Some juried events may re-
quire vendors to go through an interview process, depending on 
the event’s goals. Juried shows tend toward artists selling original 
works or prints, exclusively handmade goods, and not much else. 
However, if a show is targeting a niche market, it may be juried to 
determine whether a vendor is a good fit for its audience. Some 
shows have both juried and non-juried segments, so it pays to do 
your research.

5+ YEARS IN EXISTENCE

This doesn’t mean you should ignore new and emerging events. If 
vendors ignored all new shows, none would become established. 
However, a show that is run annually for five or more years has had 
time to work out its kinks. The local audience comes to expect this 
show and look forward to it; it becomes an Event. Events-with-a-
capital-E have built-in audiences: Those shoppers that return year 
after year to see what new and interesting vendors are there, and 
what their favorite vendors from years past have been up to.

WAIT LIST

If a show has a significant wait list, that means something. This show 
is so successful, it can afford to turn away applying — and paying — 
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vendors. This show is so successful, vendors are literally lining up to 
get a space. You may not get in the first or even second year you ap-
ply, but reach out to the vendor coordinator or show organizer and 
asked to be added to their mailing list. This gives the show options 
if another vendor backs out, and you are always in the know when 
it rolls around.

SPACE

The size of your booth space is dependent on the type of show. The 
average craft show rents spaces that are 8’ x 10 or 10’ x 10. Conven-
tions or “cons” that cater to niche audiences have smaller spaces 
in order to maximize the number of vendors. Some rent spaces by 
the table, rather than by square footage. The largest and most es-
tablished shows will usually have a couple of booth sizes available 
at different rates. Many shows also allow vendors to rent multiple 
spaces. If your display benefits from a more open space, it may be 
worth the investment.

FEE

Fees vary wildly, and again, are dependent on the show. Booth rent-
al fees can go from $25 to $100 or more. The fees at cons can get to 
even $200 or $300 due to the competitive nature of the markets. 
Expect to pay, on average, $50 or $75 for each show you take part 
in. If a show’s fee seems extremely high, consider the audience size 
or whether there is a wait list. The more competitive the entry, the 
higher the fee.

DISTANCE

The distance from your home base to an event will be a major fac-
tor, especially when you’re just starting out. Keep in mind the extra 
expenditures you’ll incur, not the least of which is the gas for each 
trip you make to or from the venue. If the event is sufficiently far, you 
will have to arrange lodgings for at least one night. Unless you know 
someone with a couch in every city you want to participate in, that 
means hotel bills. Add in food costs and other expenses, and soon 
your costs may outweigh any profit you could make.

SIZE

The more vendors at an event, the more shoppers who attend, and 
the more sales for you, right? Sort of. Shoppers are human. They 
only have so much stamina to power through hundreds of vendors. 
They will easily get tired, bored, overheated, or hungry — time to give 
up and go home. If you’re thinking about participating in a show 
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with 300, 400, or 500+ vendors, really think about it. If it’s a multi-
day event, you’ll have more chance of capturing shoppers. For one-
day events, your opportunity for drawing in buyers is contingent on 
where you’re placed within that huge pack of vendors. The further 
you are from the entrance or main thoroughfares, the fewer shop-
pers you’re likely to see.

◊◊◊
Now that you know what to look for in a show, how do you find 
shows in the first place? It isn’t that hard if you know where and how 
to look.

• Google is your friend. Search “craft shows in” + your city 
and state.

• Churches are incredibly popular venues for craft fairs and 
festivals. Contact local churches to see what kind of events 
they host throughout the year.

• If you’re interested in conventions, contact your local com-
ic book store for information.

• Facebook groups are great for interacting with other ven-
dors and for getting the low-down on events.

• There are several websites dedicated to curating events 
around the country. They’ll turn up in your Google search.

• Other vendors. No one knows the craft show landscape 
better than those who have been there before.
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CHAPTER 3:
CRAFTING YOUR BOOTH SPACE

◊◊◊
BOOTH BASICS

Setting up your craft show booth space is a chance to showcase 
your creativity and highlight your offerings. But, there are certain 
elements that every space needs.

PRICE LIST OR PRICE TAGS

Shoppers don’t like to hunt for prices. You don’t need to tag every 
item, but you do need to make sure you have prices listed in some 
way that is visible and easy to read. 

BANNER 

Get an indoor-outdoor banner for maximum usage. Depending on 
the style of banner you go with, you can hang it from your tent, your 
table covers, or stand it on its own.

TABLES 

Lots of shows rent tables for an additional fee, or provide one table 
included with the booth rental. Taking advantage of this fact will 
make it easier to unload and load your car, and set up and tear 
down your space. But, since not all shows do this, it’s a good idea to 
invest in a couple of your own. I like the ones that fold in the middle. 
Be aware of how much space tables will take up in your booth.

TABLE COVERS 

Please don’t use bare tables! And don’t use those plastic table cov-
ers meant to be used once and tossed. It doesn’t cost a lot to get 
table covers that can be used many times. Be sure your covers are 
big enough to drape to the floor. Under the table is great storage 
space for your crates and extra products.

BUSINESS CARDS

If you don’t have anything else, you must have business cards! 
Keep some on or near you at all times, and place them strategically 
throughout your setup. Your cards should include your name and/
or business name, your website URL, email address, and any rele-
vant social media information. You want shoppers to be able to find 
and follow you easily!
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POP UP TENT/CANOPY AND WEIGHTS/STAKES

If you’re going to be participating in outdoor events, a tent or cano-
py is an absolute necessity! Either that, or deal with repeated blister-
ing sunburns. Tents vary in price depending on different factors, but 
I recommend going with a 10’x10’ straight-leg version. The straight 
legs are very important if you want to get full 10’x10’ coverage. You’ll 
also need a way to weigh your tent down. Many shows require a 
minimum weight (average of 40 pounds per leg) to keep your tent 
on the ground in the event of major winds.

DAMAGE-FREE WAY TO HANG STUFF ON WALLS

Depending on the show and its venue, you may be allowed to hang 
decor or display products on walls, provided you can do it without 
causing damage. Command Strips or Command Hooks are one of 
the best ways I’ve found to do this.

BAGS AND PACKAGING

You don’t need to spend a lot of money on fancy shopping bags. 
Some vendors recycle bags from major retailers. Others, like me, 
purchase a box of plastic bags to use. When you’re starting out, 
these are probably better options. Once you reach a certain level of 
income, investing in branded packaging may become feasible.

LAYOUT OPTIONS

The layout is the foundation of your space. The choices you make 
here will determine whether shoppers feel welcome or excluded, 
whether they’ll stop and take a good look, or if they’ll just breeze on 
by.

No matter what sort of layout you plan to go with, there are a few 
things you’ll need to make room for.

• A place to sit
• Somewhere to store your crates, bags, and extra products 

out of sight
• Enough open space to accommodate strollers, wheel-

chairs, or walkers, and multiple shoppers at a time

These layout options are based on the standard square booth space 
of 10’x10’. You will need to adjust if your space (or spaces) is rectan-
gular, smaller, or an unusual shape. These layouts also assume the 
use of standard 6-foot-long tables. 



NOTES

The Vendor Diaries: Unsolicited Advice from a Craft Show Novice

CORNER SPACES

Corner spaces are prime real estate in a 
craft show. They usually have a little extra 
wiggle room, making it easier to set up and 
interact with customers.

These are the most common layouts for 
corner spaces. Layout 1.1 maximizes the 
space inside the booth giving you plenty 
of room to work, while Layout 1.2 creates a 
more store-like experience.

Layout 1.2 eliminates a dedicated vendor 
space. A good choice if you want to interact 
more with shoppers and are comfortable 
moving around a good bit.

IN-BETWEEN OTHER VENDORS

This is one of the more uncomfortable plac-
es to be, but is very common placement. 
Many shows have a setup that places two 
rows of vendors back-to-back, so your odds 
of being between two sellers are high.    

These layouts are essentially the same; they 
both create a U-shape that invites shoppers 
into your space and carefully guides them 
to looking at all of what you have to offer. 
Layout 2.2 creates two potential vendor ar-
eas for you to sit. Just be sure to leave your-
self enough room to get out if and when 
you need to, to answer questions, help with 
a sale, or interact with shoppers.

One thing you should avoid in this setup 
situation is creating a space with an open 
front and an open back. This encourages 
shoppers to use your space as a shortcut, 
but they won’t stick around long enough 
to see what you have for sale. When you are 
placed between two other vendors be sure 
to have well-defined boundaries on at least 
three sides of your space.

LAYOUT 1.1

LAYOUT 1.2

LAYOUT 2.1

LAYOUT 2.2
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Layout 2.3 is best suited for venues where 
your space is not very deep, but can also be 
useful if you don’t have a lot of product, or 
if you need a lot of area to create custom 
orders. For best results, pull your table back, 
leaving plenty of open space for customers 
to congregate.

◊◊◊
Each of these layouts has its own advantages and disadvantages. 
You may find that you try several types of layouts before you land 
on one that works for you and your products. The primary function 
of your layout is to make sure shoppers feel welcome to view your 
products and interact with you. Don’t create too many barriers be-
tween yourself and your customers, or between the customers and 
your goods.

You can modify these layouts to better suit. Using more but smaller 
tables, or no tables at all, can work just as well.

CRAFTING A DYNAMIC DISPLAY

BE COLORFUL

Color is important, but don’t go crazy. Be consistent and purposeful 
with your color choices. Choose one or two main colors that com-
plement your brand and your products, and make those the basis 
of your booth’s color palette. Then, add other colorful accents that 
enhance — not overwhelm — your display.

GO VERTICAL

The best way to catch customers’ eyes? Height! Craft shows put ven-
dors on a level playing field — literally. Varying height within your dis-
play keeps customers’ eyes moving around your space. Just make 
sure vertical displays are 1) within the parameters set forth by the 
show and 2) stable! You’ll get a lot of attention — but not the right 
kind — if your inventory topples.

BE CREATIVE

To create an eye-catching display, you have to adjust your way of 
thinking. What do you have on hand that can be used for your dis-
play? Think outside the box when planning your display.

LAYOUT 2.3
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MAKE IT PORTABLE

You’re going to be schlepping your display from show to show as 
often as every weekend. With the wrong elements, that could be as 
physically demanding as moving house on a weekly basis. When-
ever possible, use lightweight materials and compact or collapsible 
elements that are easy to carry and store.

IDEAS TO GET YOU GOING

• Use real tree branches or pinecones to incorporate nature 
into your display

• Vintage suitcases make cool displays and easy storage
• Bifold shutters are lightweight and fold up for easy trans-

port
• An old door can find new life as a unique tabletop or back-

drop
• Two ladders and some wood planks make for quick shelves
• Wire mesh or burlap + picture frame = instant jewelry dis-

play
• Tiered cake stands hold a variety of products
• Dressmaker’s dummies make a cool addition to your space

PRACTICING YOUR SETUP

If you’ve never set up for a craft show before, it’s a good idea to try 
it out at home. Mark out the dimensions of your space, and set up 
your tables, displays, and products to see what layout works best 
for you. It also helps to know where you will be located in relation 
to other vendors: Are you on a corner? Are you between two other 
vendors? Is your space along a wall? Keep all of this in mind when 
practicing your setup.

Not only will you be able to set up more quickly, your stress level 
will go way down if you already have a layout plan in place. There is 
nothing like the stress of trying to set up shop on the fly.

Be sure to take pictures of your practice set up! You don’t want to 
have to try to recreate it from memory.
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CHAPTER 4:
PREPARING FOR YOUR CRAFT SHOW

◊◊◊
TARGETING THE AUDIENCE

This is going to be difficult to wrap your head around: Your target 
audience is not necessarily the audience that attends craft shows.

My artwork is focused mainly on fantasy and fandoms, which has a 
specific target market. Typically, these shoppers are found on con-
vention floors, not at more traditional craft shows. However, conven-
tions are not a hot commodity in my neck of the woods, and they 
are usually much more expensive than the average craft show, not 
including the added costs of traveling.

But don’t think that just because your ideal customer might not 
peruse craft shows that you can’t do well there. There’s a reason 
why your ideal customer is, well, “ideal.” In a perfect world, we would 
all encounter scads of our ideal customer at every event, complete 
with money burning holes in their pockets, ready to spend it all on 
our wares.

Do I really need to tell you that this is not a perfect world?

EXPAND

Expand your offerings to appeal to a broader base. Although most 
of my artwork features fairies, mermaids, and other fantasy crea-
tures, I also create nature and still life scenes.

EMPHASIZE

Emphasize products that a particular show’s audience would be in-
terested in. If I’m at a less targeted craft show, this might mean my 
realism or nature art. For events that will more likely draw my target 
audience, fantasy gets center stage. 

ONE THEME, MULTIPLE OPTIONS

I don’t just offer prints of my artwork. I also use it to make jewelry, 
notebooks, cards, and other useful products. Note that if a product 
is “useful” and beautiful, it stands a better chance of selling.
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PAY ATTENTION

Pay attention to what people look at and comment on, and cap-
italize on it. One of my most unique items is my folded magazine 
bracelets. They always draw lots of attention, so I make sure to show 
them off and have plenty on hand.

HOW MUCH IS ENOUGH?

How much product and how much change? Those are the two most 
common concerns of craft show beginners. Both really depend on 
what you’re selling.

If a big percentage of your business relies on custom orders, you 
only need to bring enough to show examples of your work and 
make some off-the-rack sales. If you can customize orders on-site, 
you need to bring more.

If you have a product you know is popular (like my magazine brace-
lets), bring lots. You don’t have to display everything at once. Store 
extra under your tables and bring it out as needed. I try to have 100 
bracelets on hand at any given event.

Regarding change: this varies with the cost of your products. In my 
experience, nearly everyone who pays in cash at a craft show pays in 
$20 bills (probably because that’s how it comes out of the ATM), so 
you need plenty of $5 and $1 bills. If most of your products run the 
under-$5 gamut, you’ll need more. If you have pricier wares, you can 
get away with less. A good rule of thumb is to have between $50 
and $100 in change on hand.

As for actual change, ie, coins, I do my best to avoid messing with 
it. It’s cumbersome and time-consuming. Use nice round prices to 
make things easier on yourself.

SHOULD I PRICE MY PRODUCTS?

Shoppers don’t want to have to hunt for your prices, but the truth is, 
you can price your items six ways ’til Sunday, and someone will still 
ask how much something costs. No one way works best. I’m lazy, so 
I prefer not to have to price each individual product, but you may 
feel differently.

PRICE LIST(S)

Price lists are a great option if there are not a lot of price variations 
in your products. Put it in a central location in your space, and make 
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sure it is large enough that it can be seen from different parts of 
your booth.

HANDWRITTEN PRICE STICKERS

When you want something simple, price stickers are the way to go. 
You can get them inexpensively at any office supply store, and just 
write your prices directly on them.

PRINTED TAGS

Getting custom price tags printed with your business name and/or 
logo is great for promotion. You can choose to have them printed 
with prices, or you can handwrite the prices yourself. Etsy has plenty 
of options in all price ranges.

GROUP PRICING

This is my preferred pricing method. For example, all of my 8”x10” 
art prints are the same price, so instead of tagging each print, I have 
one sign that says “Prints” and the price. This is great if you have a lot 
of one type of product.

HOW DO I HANDLE SALES TAX?

First, research sales tax law in your state/county/city. Rates and re-
quirements vary more than you might realize.

There are two basic options when it comes to collecting sales tax at 
craft shows. Both have their pros and cons.

OPTION #1: Behave like a brick-and-mortar store, totaling up a cus-
tomer’s purchase and adding on your sales tax rate.

Pro: You get the full price for your item.

Pro: Easier if you do shows in many areas with differing tax rates

Con: You end up with wonky prices, making it more difficult to 
make change, accept cash, and quickly do math

Con: Most shoppers are not used to paying sales tax in craft show 
situations and might make a fuss

OPTION #2: Charge a slightly higher price on your wares, and de-
duct the tax amount from the purchase total in your records.
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Pro: Nice round numbers make it easy to add, subtract, and 
make change

Pro: Your bases are covered without customers being peeved

Pro: Easier to handle if you don’t have a full on point-of-sale sys-
tem in place

Con: If your calculations aren’t spot-on, you might end up with 
less profit

I prefer option #2. It’s easy for me to bump my prices a dollar or so 
to compensate for sales tax, and doesn’t require a lot of math on 
show day.

There isn’t a one-size-fits-all solution, so it’s mostly about personal 
preference.

INVEST IN A CARD READER

In the last few years, card readers have become an integral part to 
selling in person. They range from simple plug-and-play readers 
that plug in to the jack on your phone to incredibly complex sys-
tems that act much like traditional cash registers. 

Don’t be intimidated by the thought of introducing technology into 
your craft show experience. If you don’t have a card reader yet, you 
should definitely get one. Even though craft shows remain primarily 
a cash business, being able to accept cards and even mobile pay 
options opens you up to the opportunity of more sales.

There are many, many options when it comes to choosing a card 
reader. Square and PayPal are the most well-known, and even Etsy 
has its own reader. How do you decide which one is right for you?

PRICE

What’s your initial investment, and how much will you have to spend 
if and when you need to replace your reader? A handful of compa-
nies offer your first reader free, but, of course, the fancier you want 
your point-of-sale system to be, the more you’re going to pay.

PROCESSING FEE

No matter which reader you invest in, you’re going to pay the com-
pany a fee for each card transaction processed. The only thing you 
can do is compare how companies’ rates measure up. Also inves-
tigate whether a company charges more to process transactions 
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when you have to manually input the data, for example, in situa-
tions where the magnetic strip can’t be read. 

PAYMENT METHODS 

In October 2016, once chip cards started saturating the market, 
credit card companies stopped absorbing fraudulent charges if a 
card with a chip was swiped on a mobile reader. So, if for some rea-
son a shopper is using a stolen credit card when they buy from you, 
and you swipe a card rather than using its chip, you are on the hook 
for the fraudulent charges, not the credit card company.

Square’s newest reader has four ways to take payment: manually; 
swiping a card; “dipping” a chip card; or tapping a mobile device. 
You want to be able to accept as many payment methods as possi-
ble, as it might make the difference between sale or no sale.
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CHAPTER 5:
DOWN TO THE WIRE

◊◊◊
This is it. You’ve built your inventory. You’ve practiced your set up. 
Now you’re 24 hours (or less) away from the live event. Don’t rest on 
your laurels just yet. There are still a few hurdles to overcome.

DAY OF SHOW KIT

Murphy’s Law states that anything that can go wrong, will go wrong. 
Not the most comforting thought, perhaps, but maybe it should be. 
After all, if you know something can go wrong, you can prepare for 
it.

It’s important to be prepared to overcome hiccups like loose sig-
nage, the need to take notes, and combatting that migraine you 
feel coming on.

Which is why you pack a day-of-show-kit. It’s too easy to forget 
something in the pre-show rush, especially if you have to wake up 
earlier than normal. Have your kit ready to go no later than the night 
before your show, and leave it by the door to grab as you head out.

A day-of-show kit can be a bag, a crate, a briefcase; the outside 
doesn’t matter. It’s what’s on the inside that counts. The contents 
of your kit may differ depending on what you sell. This is a checklist 
of the most common items in a day-of-show kit. Use it to guide the 
creation of your own kit.

And even though they’re not on the list, snacks and drinks are an-
other must. It’s important to stay hydrated and fed so you don’t get 
groggy or grumpy as the show winds down. Lots of shows provide 
free snacks for vendors, usually in the morning, or sell refreshments 
during the event.

The items on this list will get you off on the right foot and you’ll be 
glad to have them if an emergency crops up.
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Scissors
Tape (clear, masking, duct)
Glue (regular, hot, super)
Velcro
Mini tool kit (pliers, screwdriver, hammer, etc.)
Safety pins
Clothespins
Paper clips
Pens/pencils/markers
Paper or notebook
Business cards (lots!)
Band-aids (just in case)
Tissues
Painkiller (ibuprofen, aspirin, etc.)
Cash box or apron with plenty of change
Jacket
Paperwork (show rules, confirmation e-mail, etc.)
Name tags/badges (if applicable)
Money (separate from that in your cash box)
Credit card reader (Square, PayPal, etc.)
Smartphone or tablet (for taking cards) and chargers
Tools needed for demonstration or customization
Order pad (if you take custom orders)
Mailing list sign up sheet (or alternative sign up method)
Sunblock (for outdoor shows)
Gum or mints
Hand sanitizer or wet wipes

Day of Show
Checklist
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UNLOADING

You might think there’s not a whole lot to unloading your car at the 
venue — and you’re basically right. You take the stuff out of your car 
and take it to wherever you are set up for the day. Still, there are 
plenty of ways to make the job harder on yourself than it has to be.

KNOW WHERE YOU’RE GOING

Always get the lay of the land first. If this is an event you’ve never par-
ticipated in, find someone who looks “official” and get the protocol. 
You may be able to park close to your space, or find a shorter path 
to get where you’re going. 

ACCEPT THE HELP

Many events will have volunteers on hand to help you during load 
in and load out: Boy Scouts, church members, venue staff, etc. Let 
them! You’ll make fewer trips to and from your vehicle, and save 
your body a bit of wear and tear. Especially if they carry the heavy 
stuff.

GET ROLLING

Invest in a rolling cart, hand truck, dolly — whatever you call it, get 
one. Make sure it’s portable, and can be stowed in your car or under 
your table easily. This will save you a lot of back-breaking bending 
and carrying and, again, fewer trips to the car.

CLEAR-LY

If you haven’t invested or can’t invest in storage that doubles as part 
of your display, store your wares in those clear plastic tubs you can 
find just about anywhere. These are great for a number of reasons: 
They stack easily. They’re durable. You can see what’s inside without 
taking off the lids. Just about anything fits inside one. Plus, they’re in-
expensive and some retailer is almost always having a sale on them!

SETTING UP

Although you’ve practiced  your set up at home, it’s always a little 
crazy when you’re setting up for a show. There’s no one way to do it, 
but here are a few tricks that simplify the process.

• If you’re doing an outdoor event, put up that tent! No sense 
working in the elements!

• Get your tables unfolded and in position first. Everything 
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else can fill in around them. Go ahead and put your covers 
on them.

• Set up any other major display elements next. Anything 
that is heavy or requires assembly should be taken care of 
now.

• If you’re hanging anything on walls, it should be done be-
fore you put any products on your tables. You’ll save your-
self some heartache.

• Now you can start arranging your tabletops. Start with any 
shelves or level creators you’ll be using.

• Basic rule of thumb: Taller stuff towards the backs of your 
tables, smaller stuff towards the front.

• As you empty your containers, start storing them under 
your tables. Make sure your table covers hide them! Any 
extra product or variations should be close to hand and 
easy to find.

• Don’t obsess too much over the details.

And try not to stress out too much while setting up. Honestly, this 
is my least favorite part of the entire experience. You have to com-
plete a lot of physical labor in a short period of time. You’re working 
against a ticking clock. (The venue closing if you’re setting up the 
night before, the event starting on the day of.) Everything you have 
to accomplish is overwhelming. Is it any wonder our blood pres-
sures reach the danger zone before it’s all said and done?

But, when it is all said and done, the feeling of relief you experience 
will be beatific. Even if I’m not 100 percent satisfied, even if I still 
have a few things left to do the next morning, once my space is set 
up, my brain releases a ton of feel-good chemicals



During
 The Show
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CHAPTER 6:
CALLING ALL SHOPPERS

◊◊◊
At last, the doors are open! There’s no more prep, no more produc-
tion, only selling! And even though I can’t guarantee shoppers will 
buy anything from you, I can at least help you not actively drive 
them away.

GREET EVERYONE

Greet everyone that comes in, walks by, or makes eye contact — but 
don’t be obnoxious about it. A simple “good morning” or “hi, how 
are you” goes a long way. It might even entice someone who wasn’t 
going to stop to take a second look, and maybe even make a pur-
chase.

DON’T HIDE BEHIND YOUR STOCK

I’ve seen a number of vendors position themselves as to be almost 
invisible behind their product display and then wonder why no one 
stops to check out their booth or chat with them. You are the face 
of your shop. Put on a smile and let shoppers see it!

KNOW YOUR SELLING POINTS

If you have one particular product that shoppers gravitate towards, 
be able to bullet point its features in a way that makes it even more 
buyable.

POST YOUR PRICES

Shoppers will still inquire about item prices, but having a well dis-
played price list or tags covers your back.

DON’T IGNORE SHOPPERS

It gets boring when there is a lull in shopper traffic. You’ll be tempt-
ed to pull out your phone or another distraction. Avoid it. Even if 
only one or two shoppers are coming by, they still deserve your at-
tention. Ignoring them is a quick way to guarantee no sale. 

WELCOME THE KIDS

Kids get dragged to craft shows; it certainly isn’t the kid-friendli-
est arena. Engage them, make them feel welcome in your space. It 
gives the parents a chance to look around, and if a kid is going to 



NOTES

The Vendor Diaries: Unsolicited Advice from a Craft Show Novice

throw a tantrum, shouldn’t it because they want something you’ve 
got? Don’t have any particularly kid-friendly products? You can’t go 
wrong with free candy!

MAKE FRIENDS WITH YOUR NEIGHBORS…

At some point, you’re going to want to go to the bathroom or grab a 
bite. If you’re flying solo, you’ll need to enlist the help of your fellow 
vendors to watch your space while you’re gone. It also makes for 
good networking.

…BUT STAY NEAR YOUR BOOTH

It’s fine to go chat with other vendors around you, but don’t ignore 
your space. Doing so means losing potential sales, and possibly hav-
ing merchandise…walk away.

BRING A FRIEND

Having someone to chat with during downtime is a sanity saver, 
and a friend is built-in advertising. Who better to talk up your work 
than someone who loves it and you?!
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CHAPTER 7:
5 PEOPLE YOU MEET AT CRAFT SHOWS 

(AND HOW TO DEAL)
◊◊◊

You’re going to meet a lot of people at each craft show. Some you’ll 
remember, some you won’t. However, you will definitely encounter 
at least one of the following “strong personalities”.

THE TIRE KICKER

These shoppers aren’t really “shopping”. They’re browsing. They have 
no intention of buying anything. Getting this shopper to part with 
his money takes serious schmoozing.

Recognize that a good deal of craft show attendees are going to be 
this type of shopper. You’ll get plenty of look-a-loos taking a spin 
around every booth but not leaving with any purchases. The best 
thing you can do is make sure they have one of your business cards, 
particularly if they express any interest in your work.

THE CARD COLLECTOR

The Card Collector may or may not buy; her primary goal is to gain 
a card from every business that interests her. She could very well be 
looking for material to wallpaper her house, but it is unlikely. Prob-
ably, she just likes shopping on her own time, in her own home, at 
her computer, in her PJs. (Sounds like my kinda girl!) 

Or, she could be scoping out potential vendors for an event she is 
organizing at another venue. Either way, this is potentially good for 
you: You’ll end up making a sale or you’ll get a lead on another event 
to work.

THE COMPLIMENTARIAN

This shopper looooooves your work. She cannot tell you enough 
how much she loves your work. She admires each and every piece 
you have on display, marvels over your talent, is eager to get her 
hands on your card — but she will not buy a damn thing. Bask in 
the compliments. They won’t pay the bills, but a stroked ego is also 
important.
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THE BARGAINER

For some reason, certain shoppers think “craft show” is synonymous 
with “yard sale.” I don’t know why, but it brings out their inner hag-
gler. It is easy to get angry when someone starts questioning the 
value of your hard work. It’s even easier when it comes in the form 
of bargaining: “I can do $X.” I actually had a shopper tell me, “That’s 
a lot of money,” to which I responded, perhaps unwisely, “It’s a lot of 
work.”

The price is the price. Do not let a shopper bully you or persuade 
you into giving away your hard work. You know what your work is 
worth. You know what your time is worth. Shoppers who are truly 
interested will not question either.

THE OBNOXIOUS VENDOR

The Obnoxious Vendor makes the rest of us look bad. She’s loud, 
pushy, and tends to drive customers away even as she brags about 
bringing them in. Do your best to grin and bear it, letting your ac-
tions speak. Make sure to tell the vendor coordinator (discreetly – no 
need to burn bridges) that you want as much distance as possible 
between the two of you at the next show.
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CHAPTER 8: 
5 THINGS YOU’LL HEAR AT A CRAFT SHOW 

AND HOW TO RESPOND
◊◊◊

Whether the shoppers fall under one of the headings in the previ-
ous chapter remains to be seen, but you’ll hear at least one of the 
following at every show you do.

I’M JUST GOING TO MAKE THE ROUND AND THEN I’LL BE BACK.

Generally speaking, no, they won’t. This is a common shoppers’ ex-
cuse for not buying right then something of yours that interests 
them. Sometimes it’s more than an excuse. Investigating 100+ ven-
dors can be overwhelming, and there is a real danger of buyer’s 
remorse.  So in the interest of seeing if the “grass is greener,” they 
promise to return after checking out all the vendors.

Knowing the likelihood of a shopper returning after “making the 
round” is slim, hedge your bets. Give them a business card before 
they scurry off, with a, “Just in case you have to leave” or “If you don’t 
make it all the way around.” This way, they don’t feel pressured, and 
you don’t spend the entire event waiting for an elusive sale to return.

Also, don’t try to hold any products for them in case they return, un-
less they pay, of course. If another shopper comes along who wants 
to buy, let them. You snooze, you lose.

DID YOU MAKE ALL THIS?

This is one of those questions that makes me tilt my head like a 
quizzical puppy. My business name is Designed by Laura and I am 
Laura, so you do the math. This is not, I’ve been told, an acceptable 
response.

Humility is the watch word in this situation. Like Tim McGraw says, 
“Always stay humble and kind.” Simply say, “Yes, I did” (or didn’t, as 
the case may be), and accept any praise with a smile and “Thank 
you.” 

HOW DO YOU [FILL IN A TECHNIQUE OR PRODUCT HERE]?

This one is tricky. You can never be sure if someone is genuinely in-
terested in your process or if they are scouting for information to use 
as competition. You don’t want to appear stingy with your informa-
tion, but you also don’t want to give away all your good tricks.



NOTES

The Vendor Diaries: Unsolicited Advice from a Craft Show Novice

Be polite, but vague. Many crafters have proprietary techniques that 
they developed over years of trial and error, and no one should be 
expected to share that. If this is the case for your work, let shoppers 
know: “This is a technique I developed, so I’m not comfortable shar-
ing it.” They might get offended, but, oh well. No one goes around 
expecting Apple to share the secrets of its technology.

ANY KIND OF INCORRECT STATEMENT ABOUT YOUR WORK.

People make assumptions about products. Even as makers, we do 
it, too. The question is, do we let it stand? In the past, I have paint-
ed small square wood panels with silhouettes of various animals, 
scenes, etc. At one event, a pair of shoppers were looking at a paint-
ing of a unicorn silhouette. One shopper indicated to her friend that 
“they do this with stencils.” In the first place, no, I hand painted each 
one. The only time I use stencils is if I make the stencils myself. In 
the second place, if it’s still bothering me after a few years, I really 
should have spoken up.

Responding is up to you. If shoppers’ assumptions don’t bother you, 
then there’s no need to do anything. However, if it denigrates the 
quality of your work, you should absolutely say something. No need 
to be rude. Just paste a sincere smile on and say, “Actually, I paint 
everything freehand.” Or, you know, whatever applies to your work.

I COULD DO THAT.

Confession: This is why I started doing craft shows. As an attendee, I 
would often pass booths thinking, “Well, gee, I could do that.” I did 
have the presence of mind to not say it in the hearing of or directly 
to the vendors. It is an insult to makers and sellers and the amount 
of time they spend perfecting their craft. Just because we can do 
something doesn’t mean we Will.

The best response is to be like Elsa and “let it go”. There is no re-
sponse that could possibly improve this interaction. If sellers are be-
ing honest, we admit that hearing this statement makes us angry, 
and if approached, we might lash out. If you hear someone make 
this comment, just hand them a card and say, “In case you change 
your mind.”
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CHAPTER 9:
THE DISCOUNT DILEMMA

◊◊◊
I don’t do discounts.

I offered discounts when I was first starting out at craft shows, and 
tried several different varieties: I offered a discount for signing up to 
my mailing list (plus a discount in their email to my Etsy store). I of-
fered discounts on multiple items. At one point, I even tried letting 
customers draw discounts (between 5 and 20 percent off) from a 
bowl.

The problem is, discounts did not increase my sales.

I made roughly the same number of sales, but actually brought in 
less money due to the discounts. I didn’t lose money, but I definitely 
didn’t make enough sales to make using discounts worthwhile.

TRUTH BOMB

People who want to buy will buy.

Everyone else with either not buy, or worse, they’ll start behaving 
like The Bargainer. They will try to negotiate, haggle, and bully your 
prices down.

Be polite but firm about your prices. Emphasize what makes your 
product worth the cost, whether it’s the materials, your technique, 
or the fact that it’s handmade.

It bears repeating: People who want to buy will buy.

ARE ALL DISCOUNTS A BAD IDEA?

Personally, I love a good sale. A discount often encourages people 
who are on the fence to make that purchase. There are ways to im-
plement discounts that help rather than hurt, so you don’t have to 
put the kibosh on all discounts for eternity.

FREE GIFT WITH PURCHASE

Pretty self-explanatory, but it’s a great way to clear out old mer-
chandise, or items that just don’t seem to be selling, making way for 
newer, better stuff.
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BOGO

Let’s say that your products, 1 and 2, work really well together. It just 
makes sense that a customer would want to buy them at the same 
time, but it doesn’t make sense for you to sell them as a bundle. 
There will always be a customer that wants Product 1 or Product 2, 
but never both. But knowing how popular they are together, you 
can give your shoppers a really great deal by offering Product 2 at 
a reduced price if and only if they also buy Product 1. It’s up to you 
how much to discount the second item, but more than 50 percent 
is excessive.

OFF-SEASON

Just like major retailers do with candy, put your Halloween items 
on sale at shows in November. Early spring shows are a great time 
to discount your Christmas wares. If you have inventory dedicated 
to a particular holiday, once that holiday is past, it’s time to mark it 
down — at least temporarily. For the time immediately following the 
holiday, sell it at a discounted rate before the storing the remainder 
to sell at full price the next time around.

SHOW-END SPECIALS

You can occasionally bump your sales by offering discounts in the 
last hour or two of a show. It’s surprising how many last-minute 
shoppers come around while shows are wrapping up.

CLEARANCE

Sometimes, you just have to move inventory out. I have a few pieces 
that I’ve been hanging on to for a really long time, and there’s no 
way around it: If I want to sell, that price has got to drop drastical-
ly. You don’t have to offer clearance at every show. In fact, I advise 
against it. But, some shows, particularly newer, smaller ones, are a 
good place to move inventory that you don’t want to keep around. 
Determine the show’s audience and decide if having a clearance 
section is the right choice.



After
 The Show
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CHAPTER 10:
BURN IT DOWN!

◊◊◊
Please, please, please do not take the title of this chapter seriously! 
I won’t blame you if you feel like burning the place to the ground 
at the end of a long craft show — I’ve been there. But, really, it isn’t 
productive.

Just like unloading your car to set up, you might think there isn’t 
much to tearing down your space and getting out. But, again, there 
are plenty of ways to make the job harder on yourself, and that’s 
what we’re trying to avoid.

ON THEIR SCHEDULE

Of all the shows I’ve participated in, 99 percent of them state in 
their agreements, rules, or requirements that vendors can not begin 
breaking down until the designated end time. On especially slow 
days, this feels like the dumbest rule. There are no shoppers, no one 
new has passed by your booth in hours — why shouldn’t you start 
packing up 30 minutes early?

YOU AGREED

You know the adage, “a man’s word is his bond”? That applies. You 
signed the show’s vendor agreement and by doing so, you agreed 
to abide by their stipulations, even if you don’t agree with them. If 
you don’t agree with them, or think they’re hurting the show, let 
organizers know afterwards. If you don’t abide by them, you run the 
risk of not being asked to return next year.

IT’S RUDE

It’s rude to the show organizers, it’s rude to your fellow vendors, it’s 
rude to any straggling customers coming in. You’re basically saying, 
“This event is not worth my time. It’s not good enough.” Cold.

IT’S DUMB

If the vendors around you start breaking down, don’t give in to peer 
pressure. Where will any straggling customers shop? At a half-torn-
down space, or at your space, still beautifully complete?
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DON’T RUSH

When it’s time to start shutting down, there is going to be a mad 
rush in the parking lot as vendors compete to get out first. What’s 
the advantage? Sure, you leave a little earlier than everyone else, but 
you also stress out more pushing yourself to get your car loaded first. 
It’s an extra hassle you don’t need. You don’t have to loiter for hours, 
but take your time. On the plus side, you’ll be able to get to your 
vehicle easily without the risk of being mown down, and the traffic 
will have thinned considerably.

DO IT RIGHT

You are going to be very tempted to just throw everything in crates 
willy-nilly because you want to get out and get home. The lure of 
procrastinating — “I’ll organize it later” — will be strong. We all know 
that “later” is never going to come, and when your next show rolls 
around, all your products will be a jumbled mess, hard to find and 
easily frustrating.

Make the effort to repack everything in the most organized fash-
ion possible. You’ll lessen the risk of damaging your inventory in the 
process, and you’ll prevent yourself freaking out later when you can’t 
find what you’re looking for. If you’re like me, things almost never 
go back exactly where they came from. Don’t get angry if you fall 
short of perfection. As long as it’s neat and follows an organizational 
system you’ll understand a few days or weeks in the future, you did 
good.

PUT IT WHERE IT BELONGS

Lots of people have room to store their merchandise at home. I do 
not have that luxury, so it all goes into a storage unit between events. 
If this is your situation, too, just drop it off straight from the show, if 
you can. That’s one less thing hanging over your head. Plus, get-
ting all that visible clutter out of your vehicle will surprisingly lighten 
your mental load.
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CHAPTER 11:
TAKING LITERAL & FIGURATIVE STOCK

◊◊◊
BY THE NUMBERS

Once you’ve recovered (and that usually takes me about a day), 
it’s time to assess your experience. I like to start with the concrete 
facts: My gross and net income for the day. Tally up your sales and 
do a little jig over that beautiful number. Then, tally up your ex-
penses for the day (application fee, monetary value of any dona-
tions, taxes, credit card fees, food purchases, etc.) and subtract the 
total from your gross to achieve your net. Hopefully, that number is 
still worth getting jiggy.

GOING, GOING, GONE

Once I’ve established these solid numbers, I start looking at what 
sold. Do I need to replenish anything? What sold particularly well? 
Should I make extra of that item for the next event? You should 
have been mentally noting what people were drawn to in your 
booth throughout the day. You’ll want to prioritize its placement 
next time.

RATED ?

Would you participate in the show again, period? Would you par-
ticipate in the show again if there was another show on the same 
date that you also wanted to be in? I rate my events on a 5-star 
scale, just like they used to do with movies. Consider the factors 
in Chapter 2, as well as some you can only know after the show is 
over:

• Was the show well organized?
• Were the organizers helpful and friendly?
• How was the vendor quality?
• How were your sales compared to how you normally do, 

compared to your expectations?
• Was there anything you didn’t like about the event? Is it 

enough to keep you from coming back?

It’s important to go over these things while the event is still fresh 
in your mind. Otherwise, when the show rolls around again and 
you’re casting your mind back a year or more, one of two things 
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will happen: One, you’ll end up doing a show that you were am-
bivalent about, or, two, you’ll end up missing out on an amazing 
opportunity.

HOUSEKEEPING

Do your table covers need washing? How’s your supply of business 
cards? Do any of your products need mending or touching up? Do 
what you can to take care of these nitpicky details between shows.

BUT WHAT DID YOU LEARN?

This is the toughie. While I hope that you were too swamped mak-
ing sales to have time to think about much else, what did you 
notice between cha-chings? Even after participating in shows for 
several years, I still pick up new ideas and tricks.

DISPLAYS

While you’re standing around, did you observe any clever display 
ideas? Particularly if vendors sell items similar to yours, this can be 
the best way to get new ideas for setting up.

ORGANIZATION

I’ve always envied vendors who have a checkout stand in their 
space. I’m still perfecting mine. Did anyone around you have tricky 
organization problems well in hand?

ENGAGEMENT

I’ve gotten pretty good at people-watching. You can learn a lot just 
observing how other vendors interact with their customers. Do 
they let their products do the work, or are they out there pressing 
flesh? What do the customers seem to react to most positively?

◊◊◊
I said it at the beginning, and I’ll reiterate it now: Craft shows are 
a learning experience. Even if you’re a veteran, you can learn new 
things at every show you attend. Whether it’s a new way to pres-
ent your wares or inspiration for a new piece once you’re back at 
home, if you come away from a craft show with at least one new 
idea, you’ve done pretty well.
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CONCLUSION
No one promised the creative life would be an easy one. We’d all prefer to stay in our cre-
ative spaces, just making, making, making, without worrying about the unpleasantness that 
comes with trying to also make a living. Unless you want to end up on an episode of Hoard-
ers, that’s not a viable option.

I want one thing to be very clear: I know that everything I’ve outlined and suggested is not 
easy. I mean, I know it. I’ve lived it; I’m still living it!

I struggle with each and every one of these things at every event I do. Not making sales? 
Been there. Missing your target market? Been there. Struggling to develop useful and beau-
tiful displays? Been there.

Point is, I’ve got all the t-shirts.

You may have to come back to some of these concepts multiple times, working through 
them again and again. Especially changing your mindset about “success”.

You will struggle. There’s a good chance you’ll fail. You’ll be discouraged. You’ll consider giv-
ing up. After some shows, I want to chuck every beautiful thing I’ve made and just try to be 
someone else.

It’s an exercise in futility. I can’t stop creating and making. Some way, somehow, I’m always 
doing the creative thing. Even if I never sell another thing (I’m just going to knock on wood; 
no sense tempting fate) I would still keep making. The only alternative is to be

*gasp*

NORMAL.

Creatively,

Laura
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RESOURCES
AMAZON.COM
Perfect for getting a deal on folding tables, table covers, and other necessities you don’t 
want to break the bank.

CANVA.COM
When you’re ready to advertise your appearances, use Canva to create beautiful graphics 
for Facebook, Pinterest, Instagram, and more! Free!

CLEARBAGS.COM
Tons of packaging solutions: bags for art and photography prints, card boxes, mats, back-
ing board — it’s all there!

CLEARDISPLAYS.COM
Tabletop and countertop display solutions.

DICKS (Online & In-Store)
Lots of options for pop-up tents and canopies that can be used at outdoor events.

ETSY.COM/LOCAL
Etsy sellers list upcoming markets in their areas. A great resource for finding new shows, or 
promoting events.

FACEBOOK.COM
Search for local crafters’ groups or groups focusing on your particular trade: jewelry makers, 
knitters, artists, and so on.

FESTIVALNET.COM
Lists a variety of events all over the country. You can get the names of shows for free, but a 
subscription gets you the relevant details.

FIREFLYSTORESOLUTIONS.COM
Caters mostly to traditional brick-and-mortar sellers, but is a great place to find portable 
grid walls and other cool display accessories.

HARBOR FREIGHT TOOLS (Online & In-Store)
This is where I got the roll cart I use to move product from my car to my space.

IKEA (Online & In-Store)
Who doesn’t love Ikea? Ikea’s accessories make for great storage and displays, and its small-
er furniture pieces can jazz up your space, affordably.
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MOO.COM
When you need more than a typical business card: mini cards, square cards, stickers, and 
so much more. Definitely make use of the “Printfinity” feature.

NASHVILLEWRAPS.COM
Lots — and I mean lots — of packaging options: bags, tissue paper, boxes, etc.

PINTEREST.COM
You can find anything on Pinterest! Search “craft show” or “craft show display” for tips and 
ideas.

STICKERMULE.COM
You can get all kinds of stickers here, but it’s not just for stickers! You can also get shipping 
supplies branded for your business.

STICKERYOU.COM
Another great choice for stickers and labels, you can also get decals, iron-ons, magnets, 
and patches.

TARGET (Online & In-Store)
Great for plastic bins and containers for storing merchandise when it’s not on display. You 
can also find small items for display purposes.

WALMART (Online & In-Store)
Offers tent/canopy options in a wide price range from very affordable to high-end.

VENDIARY.COM
Vendiary is the only planner and sales tracker specifically designed for vendors par-
ticipating in craft shows, fairs, and festivals. I struggled finding an organizational 
system for the event side of my business, so I developed it myself!

VISTAPRINT.COM
My go-to for business cards and banners. Affordable and high-quality, with regular sales.



Laura Stinson is a creative entrepreneur for creative en-
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viding services for creative entrepreneurs that make the 
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Visit dblaura.com to catch up with her.

Author photo by SA Photography.


