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Online Communications

Keep it Simple  –3  Step Process

Website – Informational or Shopping 

Instagram

Email
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Website
For setting up a simple informational website, there are lots of free website 

builders – Wix, Weebly, WordPress & more….but if you want to set-up a 
Ecommerce Site, I would highly recommend the Shopify platform.

WHY?
Available in over 175 countries with a superb support staff 

Free 14 Day Trial

Basic package is $29/month
Many  easy to use Website Design Templates to choose from

24 Hour Chat Support Available Worldwide
Unlimited Product Listings

Integrates Easily to Social Media like Instagram & Facebook

Plus many more Features…explore at Shopify.com
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WHY INSTAGRAM?



Instagram - A Cohesive Visual Language
SomeExamples

5Aboubakar Fofana Sabahar



A Cohesive Visual Language

A consistent, cohesive look helps build brand engagement and  
followers.

A defined Color Palette for posts as you can see in examples 
provided.  We can be a little looser for stories, so have some 

flexibility there to be morespontaneous.

Type of photos – it is more close-up detailed shots which are great to show 
craft details, process, and artisan portraits with occasional cinematic  

sweeps to capture local landscapes, Travel Trips or the Festival. Just need to 
have an identifiable, consistent language.

Luckily there are a lot of free apps that one can use to edit phone  shots, 
they don’t have to be professionalphotos.
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Instagram - A Cohesive Visual Language
Some Examples

Avani Earthcraft Sidai Designs 6
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The Anatomy of a Perfect Instagram Profile

1. Set up a Public (not private)Account

2. Create a Recognizable & Searchable @Username (i.e.,Handle)

3. Easily Searchable BusinessName

4. An On-Brand Instagram ProfilePicture
5. Instagram Bio -Convey Personality, what is unique about you,what  is your 

brand promise – Inspire People

6. Website Link or LinkTree Link 

7. Enabled Notifications

8. Category of Business(you shouldswitch from personalto business

profile)

9. ContactInformation

10. Have an overall theme

11. Post regularly andconsistently



Profile Examples of Artisans at the Folk Art Market
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Profile Examples of Artisans at the Folk Art Market
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Become Best Friends with Insta-Stories & IGTV
Think of Insta-Stories like Chapters of a your Story Book

& IGTV as your Video Channel 
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Interact & Engage with your Audience

Building a Community is all about engaging and interacting with 
your  audience.

Show appreciation. Thank and reply to comments, like their
posts  once in while, bring a more humantouch.

Follow Press, Editors, Influencers etc, like their posts, engage with  
them, soon they follow back. Some might repost and Instagram  
rewards with showing your posts to more people, and showing

them  in Instagram Explore page and leads to more discovery.
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Cross Promote on other Platforms

Cast a wider net, grow followers from outside Instagram by 
cross  promoting on Website, Emails, Facebook etc.
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Content Calendar

Important to build this out on a fairly granular level, so all 
stake  holders have visibility and can contribute.

It should track Events that are happening in the month and  
corresponding coverage on Social via Posts, Stories, Facebook Live  

and IGTVetc.

Content Buckets you want to cover –Product Making,
Materials Used, Trade Shows, Impact Stories, etc.

Also plan some downtime, when we are not talking about
ourselves  but just let the beautiful landscape of your 

surroundings speak for  itself, for example.
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Analytics & Ads

Instagram has been getting better at providing Analytics  which
arevery helpful in planning schedules,understanding  post 

performance, content that resonates, audience  demographics, 
when they are active and so on. We should  make the most of it.

Plan a small budget for Ad Promotion ifpossible.
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EMAIL MARKETING
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Emails today have become like Story Books  
with a Beginning, Middle and End!
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The Anatomy of a Perfect Email

The Header
• The Subject Line
• The Pre-Header
• The From Name & Address
• The Reply-to Address

The Body
• A Simple Template
• Speak to Audience (Personalization)
• Strategic use of Pictures
• Call to Action

The Footer
• Contact Information
• Reminder of Subscription
• Unsubscribe Links
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The Email Marketing List
When building your email list, you want to target the right audience so you
can focus on conversations with interested fans, valuable connections and
potential prospects.

Your email list audiences could be:
• Family and friends
• Business contacts
• Fans and frequent visitors
• Clients and future clients or prospects
• Customers, designers, gallery owners, retailers, and other 

professional  Influencers in your space, including bloggers and critics
• (Local) News and Magazine editors

Collect subscribers online via website and social media
Collect subscribers inperson

Butalways ask forpermission tosendthememails!


