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Dear IMQA Members,

Spring is just around the corner and for those of us in the 
northern part of the US this is a long awaited event. This past 
winter has been long and cold with many inches of snow. 
Spring, with beautiful colors popping out, always inspires me to 
pull out the fabric stash and start a new quilt project. 

Speaking of quilts, I’m looking forward to seeing the wonderful 
array of entries at MQS® in May. I’m amazed each and every 
year; the quilting continues to dazzle us all.

In this issue we have included interviews with ribbon winning 
quilters Bill Fullerton, Sherry Rogers-Harrison and Kristi 
Hawkins. They share with us their individual processes of 
creating a winning quilt. Sheila Sinclair Snyder begins a series 
of articles about body mechanics and quilting. 

If you are wondering where the third installment of Linda 
Thielfoldt’s batting study is, here’s the story. The batting 
industry continues to change and Linda has received a few more 
samples to test. She is working on this additional information 
and will be sending us part three very soon. 

Marilyn Karper continues to teach us about digital photography 
in this issue with an article about DPI and Patricia Barry also 
continues her series of articles on Business Plan Basics.

We begin a series of articles in this issue on the topic of 
computerized quilting. In The Digital Domain: Nice Quilt, but 
is it "Art"? Ellen Munnich and Vic Plichota take a look at this 
new frontier of the machine quilting industry.

Also in this issue we have news about Machine Quilters 
Showcase. We have news about the special exhibits included 
in the quilt show. These you won't want to miss. I hope to see 
many of you at the show this year.

Happy Quilting!
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A Continuing Series

Marketing 101
By Patricia C. Barry 

Managing Editor’s Note:   In the 2008 Winter Issue of On 
Track! Magazine Pat outlined the basics of building a business 
plan.  Her continuing series will explore each of the Business 
Plan Elements that she originally introduced.  In this issue Pat 
covers Marketing. 

Part 1: Business Plan Basics 
Part 2: Formulating Your Ideas
Part 3: Products and Services
Part 4: Who is your (potential) customer?
Part 5a: But How?  Logistics
Part 5b: But How?  Marketing – attracting and 
keeping customers
Part 6: Financing the Dream
Part 7: Timelines and Milestones
Part 8: Updating Your Business Plan

This segment covers ways to attract and keep customers.  Most of the 
marketing programs presented here were things I tried myself.  None 
of them made me an overnight success, so be patient!  Try a few ideas, 
measure their success, continue the ideas that are working, skip the 
ones that aren’t, and document your results.  

The Five Principles of Marketing
Traditional business classes present the Four “P” principles of 
marketing and suggest that businesses choose one to focus on and use 
it for differentiation.  The principles are Product, Price, Promotion, 
and Place.  I have added a Fifth “P” for People – because I think 
personal relationships are very important to quilters.

#1 is Product•	  – or Your Particular Quilting style.  If you are 
a quilter that strives for perfection, innovative designs, or 
outstanding style, you are differentiating yourself by focusing 
on the product.  Customers who are looking for a show quilt or 
something special for a special occasion will value your skills and 
won’t object to paying for them. 

#2 is Price•	  – which is more than the initial quote.  Pricing is the 
combination of the initial quote and any coupons, discounts, free 
services, or conveniences you provide.  If you focus on being less 
expensive than your competition, you will need to be very efficient 
in some other aspect or you won’t be profitable.  Customers who 
are looking for the lowest cost quilting are not usually very faithful 
and will switch between quilters, looking for the best deals. 

#3 is Promotion•	  – which means being the first person someone 
thinks of when they think of quilting.  If you focus on promotion, 
then you or your marketing materials should be everywhere, all the 
time, changing slightly but always getting a customer’s attention.  
The message being delivered should be consistent and clear, “I 
can quilt that!”  Sales and coupons are a form of promotion based 
on price.  Other forms include paid advertising, public relations 
announcements, press releases, and personal appearances (like 
lectures and classes).  

#4 is Place•	  – which is also called Distribution.  This means being 
available at the time of need.  If you focus on fast turnaround time, 
you are making yourself available when the customer needs you.  
Naturally, you have to promote yourself and your quick turnaround 
time, and customers are usually willing to pay for this. 

#5 is People•	  – or another way to say it is, Customer Service.  As 
a professional quilter you are the expert but that doesn’t mean 
anything unless you really listen to the customer, help them attain 
their vision for the quilt top, and are easy to do business with.  
Customers have put a lot of time, money, and love into something 
handmade and they need to trust the person who will finish it.  
Professional quilters who focus on “People” frequently benefit 
from repeat business and they develop strong relationships with 
their customers.

 

The five principles are not mutually exclusive – businesses must 
develop marketing plans that address all aspects, but not every 
business can excel in every aspect.  I think it is important to 
understand the Five “P” Principles of marketing because it helps 
explain the importance of differentiation.  Having this understanding 
can also help explain why customers can (and do) change their minds!  
What is important to them with one quilt top may change by the next. 

Websites
Most small businesses consider only local customers but with a little 
extra effort, you can attract customers from anywhere in the country.  
Since you won’t be able to develop a personal relationship with out-
of-town customers, a really good website may be required.  Your 
website should include a catalog of the designs and/or skills you offer, 
a photo gallery of your work, an explanation of the charges, and how 
to contact you during your chosen business hours.  Free estimates are a 
good idea too. 

When developing your website, take the time to make it inviting.  
You will need a good description of the process (work order, mailing, 
invoicing, shipping, insurance, etc.) but don’t spend your time/
space telling people how to be a good customer.  Use that time/
space to explain how you can be a good service provider.  Offer to 
do the extras (for a fee of course) if needed.  This includes seams, 
pressing, squaring, trimming, and so forth.  Let the long-distance 
customers contact you for more information if needed.  I personally 
think a business phone line is essential, and business hours should be 
clearly stated on the website.  E-commerce is becoming increasingly 
comfortable for people, so even if you are only looking for local 
business, a website might be a good idea.

Marketing Materials
Take time to create marketing materials that introduce you, explain 
your business, and describe your skills in terms of the value you 
deliver.  Brochures and business cards are a good first step.  You have 
a split second to get someone’s attention and get them to pick up 
your card or brochure, so get professional help if needed.  Have your 
contact information on every document that you produce – and this 
includes newsletters, mailings, e-mails, class handouts, promotions, 
and postcards.  Every time you communicate with your customers, 
be sure to remind them of your business, phone, hours, services, and 
conveniences. 

Marketing Programs 
Customer behavior changes as they progress from being a prospect 
(they don’t even know you exist), through being a first-timer (who is 
very value conscious), and finally into being a loyal patron (who trusts 
your judgment).  Marketing programs should be designed to attract 
the customer’s attention, keep their attention long enough to convey 
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value, and be memorable so the customer connects their needs to your 
valuable products/services, when the time is right.  This is not a “One 
Size Fits All” exercise, so multiple efforts are recommended.  Several 
suggestions are listed here and are grouped by behavior stage.

Marketing to Prospective Customers – who don’t know 
you exist.
Charity Quilts – Connect with a church or other non-profit 
organization that helps people.  By donating quilts (or quilting 
services) to an organization other than your quilt guild you get your 
name and samples of your work out into the community.  For example, 
you could donate comfort quilts for hospital patients, lap quilts for 
seniors, dignity quilts for nursing homes, or cuddle quilts for kids 
(given by public service agencies like police/fire departments).  Just 
be sure to ask that some type of recognition (including your name, 
business name, and phone) be printed in their newsletter or on their 
website.    

Coupons – Connect with a non-quilting organization, perhaps a 
fine arts group – that has a newsletter and mailing list.  Choose an 
organization that would appeal to people that share similar interests / 
aesthetics as your quilting customers.  Take out an ad (expect to pay 
for this) and include a coupon for a discount.  Code your coupons 
somehow so you can keep track of how successful each ad has 
been.  There are bound to be new or experienced quilters reading the 
newsletter.     

Featured Quilters – Shop owners may be able to do special 
programs, featuring individual quilters, or quilt groups.  When I had 
a commercial location, I had plenty of wall space that I treated like 
a gallery.  I invited people from small quilting groups (mini-groups 
or bees) to display their quilts.  We scheduled the month and chose a 
day for the Opening Night Reception.  Each featured quilter needed 
to attend the reception and was asked to invite 5-10 other people.  
They wrote a paragraph about each of their quilts in the show for the 
program.  I provided the invitations, postage, and programs.  We all 
chipped in for the drinks and snacks.  This was a good way to let the 
quilter display their quilts, educate the public, and it got new people 
into my shop.

Marketing to First Time Customers – who know you 
and might be willing to try. 
New Skill (or new business) Promotion – Anyone that is starting a 
business understands the importance of establishing a good reputation, 
and that comes with experience.  Once you practice on your own 
quilts, and are ready for customer quilts, you can offer deals for a 
limited timeframe.  This works for a new business and it works for 
people who have acquired a new or advanced skill.  The promotion 
can be financial (discount), service (attaching binding), or product 
(batting/thread) related.  Communicating this promotion allows you 
to remind your customers of your business and the span of products, 
services, and conveniences you offer.  

Marketing to Repeat Customers – a very valuable 
asset.
Referral Rewards – Give a reward that has real value to every 
customer that refers another.  Formalize the program and send out 
a letter to all your current customers telling them of the program.  
Explain that you will ask your first-time customers how they heard 
of you, and when their name is mentioned, you will send them the 
reward – they don’t have to be there to get it.  This encourages your 
current customers to talk to their friends about your services.  This 
situation is win-win because it does not require the current customer’s 

time to deliver the contact or apply for the reward.  Send the reward 
(or coupon for a reward) immediately, so you are not required to keep 
track of outstanding rewards.  References to this program should 
appear on your business brochures and website.  This could be as 
simple as “Ask me about our Referral Rewards….”  

Teacher’s Pet Awards – Give an award (discount, product, or service) 
to people attending your classes.  This might be done in conjunction 
with your local quilt shop, a quilt show or studio, or other class 
location, but it is a way to provide value and encourage repeat 
attendance at classes.  

Thank You Notes & Photos - Take photos of the customer quilts you 
finish and send the customer a copy of the photo in a thank you note.  
Tell them you appreciate their business and the photo is a memento 
for them.  If you include your quilting machine in the photo, you may 
increase your chances of getting the customer to show the photo to 
others. 

Summary 
The suggestions listed here are meant to inspire you!  Hopefully you 
can take these ideas and develop them so they identify your point 
of differentiation, and emphasize the value you bring.  With a little 
modification, many of these marketing programs can appeal to people 
in multiple customer stages.  Some may be easy to implement and 
others difficult, so pick and choose the programs that might work 
in your geographic area, and change them to suit your customers.  
Remember, marketing is all about profitably pleasing people, no 
matter which stage they are in.

Pat Barry is a professional quilter, longarm quilting machine sales 
rep, lecturer, teacher, author and designer of a new suite of longarm 
quilting templates. Her quilting templates, LCD Template System are 
available from Quilter’s Rule, www.QuiltersRule.com. Copies of her 
book, ABCs of Longarm Quilting, published by Krause Publications, 
are available from Krause, www.Krausebooks.com (Retailers contact 
800-289-0963) or her website, www.ByDesignQuilting.com 

“A” About Longarms

“B” Basic Techniques

“C” Customer Confidence

Pat Barry 
Professional Quilter, Author,
Instructor and Designer of 
the new patented template 
system for longarm quilters. 

Available now from
www.quiltersrule.com

www.ByDesignQuilting.com


