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As a new designer maker the 
prospect of taking a product to the 
retail  market can seem daunting. 
If you have developed a great new 
product but are not sure how to get it to 
market, this step by step guide is for you. 
Written by the GSA Careers Service with 
helpful advice  from GSA Enterprises 
and designer maker Theresa McCafferty, 
Get Ready For Retail is packed full of 
practical guidance, top tips and insights 
as well as words of wisdom to help you 
take your product out of the studio 
and onto retail shelves.  We hope that 
you will find it an invaluable resource.



GET YOUR PRODUCT RETAIL READY
Identifying your retail market
Defining your product’s purpose 
Understand who your target customers are
Get your figures right 
Develop your product’s brand

MAKE A GREAT FIRST IMPRESSION
How to find the right retailer
How to introduce you and your product 

PREPARE A FANTASTIC RETAIL PITCH
What is a pitch?
Develop your ‘pitch script’

BE A GOOD SUPPLIER
Delivering your product to the retailer
Building and maintaining a great 
relationship with your retailer
Developing new products & gaining orders

 

SEEK FURTHER BUSINESS ADVICE

WE HAVE FOCUSED ON 5 KEY STEPS TO HELP 
YOU TO SUCCESSFULLY PREPARE YOUR PRODUCT 

FOR MARKET AND DEVISE A SUCCESSFUL 
RETAIL PITCH THAT WILL  HELP YOU TAKE YOUR 

PRODUCT FROM YOUR STUDIO TO A RETAILER. 



"Packed full of advice, 
guidance and further 
resources, I hope that this 
step by step guide will act as 
a helpful starting point for 
new makers to build their 
professional practice and 
help them to confidently 
reach the retail market with 
their designs and products."

Lesley Black

"My jewellery practice is 
inspired by found objects, 
historical events and pattern. 
I work with a mixture of 
materials and I love to cast 
ephemeral items to create 
trompe l’oeil effects. I have 
been a maker for many years 
and enjoy the challenges and 
rewards that being a self 
employed maker can provide."

Theresa McCafferty

The GSA Careers Service 
is open to all students and 
graduates of The Glasgow 
School of Art.  It offers a wide 
range of career guidance 
and advice including one to 
one guidance appointments, 
professional practice seminars 
and specific career resources 
for the creative industries. 

Theresa McCafferty 
graduated from the 
Silversmithing and Jewellery 
department at The Glasgow 
School of Art in 2012 and 
runs her own business as a 
freelance jeweller.  Theresa 
supplies many small to 
medium sized retailers 
including The Glasgow School 
of Art Shop and also works 
on private commissions. 

ABOUT US

gsa.ac.uk/life/careers-
professional-practice/

gsashop.co.uk/collections/
theresa-mccafferty



"The GSA Collection has 
been growing since 2008, 
and showcases our passion 
for design excellence. 
Featuring contemporary 
makers, from established 
graduate companies to 
current practicing staff and 
students, we are committed 
to championing the best in 
creativity and imaginative 
ideas generated by the School. 
We promote the design work 
of our students, graduates 
and staff, placing orders 
that prove the starting point 
for many young companies 
and donating the profits of 
our sales back to the School 
in order to support the next 
generation of budding artists, 
designers and architects.." 

Glasgow School of Art 
Enterprises is the customer 
focused, commercial arm of 
The Glasgow School of Art. 
GSAE manage the School’s 
visitor facing services, 
including the Window on 
Mackintosh visitor centre, 
tours covering the School’s 
heritage, collection of original 
Mackintosh furniture, Reid 
building and wider city as 
well as all retail activity 
through the GSA Shop in the 
Reid building and recently 
launched online shop. With 
an international audience of 
visitors and online customers 
from across the world, the 
GSA Shop provides the 
perfect platform to showcase 
and sell unique contemporary 
design by staff, students 
and alumni of the School.

gsashop.co.uk/

This project would not have been possible without 
the generous support of Dr Helen Cargill Thompson.
Special thank you also to Margaret Robertson.

This publication was designed by GSA Graduate Josie 
Valley. Josie’s work can be seen at www.josievallely. com.





“Many designer makers pitch their products to us. 
We see a lot of items that are great, that we love 
and know will do well in our collection. We also 
see products that are great but not suitible for 
our collection.  The difference is, suitable products 
are carefully  researched,  have a clearly defined 
customer base and match the GSAE collection's ethos 
and style. The same can be said of most retailers.“

GSA Enterprises
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A PRODUCT’S PURPOSE

 · The need that it is  answering 

SIMILAR PRODUCTS

 · Understand your product’s 
point of difference

 · Establish how your product 
compares in quality and price  

 · Identify whether the product is 
seasonal, on trend, answering 
a gap in the market 

 · Source retailers and suppliers who 
sell similiar types of products

YOUR PRODUCT’S  TARGET 
CUSTOMERS

 · Understand fully who your 
target customers are 

 · Discover what your target customers 
think about your product (will they 
buy it/what  works /what doesn’t)

 · The types of marketing & branding 
messages that are used to 
reach those audiences

PRACTICAL CONSIDERATIONS

 · Such as whether you product is 
required to comply with specific 
health and safety standards 

GOOD 
MARKET 

RESEARCH  
WILL  

DETAIL...



IDENTIFYING YOUR 
RETAIL MARKET…

Established designer makers will tell you 
that developing and making a product 
that is suitable for retail is only part of the 
product’s story. The next step is to take the 
product to the right market in order to find 
the right customer who will want to buy it.  

As a maker it is your job to identify whether there 
is a demand or market for your product before you 
take it to a retailer.   All  successful manufacturers  
undertake a period of research, often called 
research and development (R&D), before they 
invest in producing their products in volume.  This 
helps them to select and manufacture products 
that are likely to sell,  avoiding costly mistakes, as 
well as supporting them to articulate their products 
selling points to target retailers and markets.

Your market research should aim to: define 
your product, associate it within a retail market 
and customer base, identify its market value 
and likely price range and support you to 
prepare a convincing pitch to a retail buyer. 



DEFINING YOUR 
PRODUCT’S PURPOSE…
Stage one of your market research is to define 
your product’s purpose. A clearly defined 
purpose is important as it will help you to focus 
your market research activities and will save 
you a lot of time and effort in the long run.  

 · Why your product 
has been developed

 · What need is it 
answering? 

 · What does it do, does 
it have a function?

 · How it is used? 

TO DEFINE YOUR 
PRODUCT’S 

PURPOSE, ASK 
YOURSELF:

Once you have defined your product’s purpose, 
use your findings to undertake more in-depth 
research on its potential market. Undertake online 
searches to identify and make comparisons with 
similar products. This will help you to understand; 
who your competitors are, their products, the 
types of customers that access these products, 
how these customers are normally reached as 
well as help you to define your product’s point 
of difference or unique selling point (USP).  



Your USP may be be influenced by 
your design approach, your personal 
values (ethical / organic etc), your 
production methods. Understanding 
your USP is really important as it will 
make you and your product stand out 
from your competitors and  will help 
inform your branding, marketing and 
pitching strategies. Once you have 
defined you product purpose and likely 
market, the next stage is to focus on 
developing a clear understanding of 
who your target customers might be.

“Dedicate a regular chunk of time to 
update your market research. You will 
streamline your processes and even 
reading over previously gathered 
information can be useful. Keep a record 
in a folder (online or physical) of regular 
events, current trends and a basic outline 
of different age groups to be able to 
effectively design for your audience.  
As time passes, you will be able to 
efficiently make decisions on different 
peer groups and know instinctively to 
whom and where your products should 
be pitched. It is useful to keep an eye 
on the competition too and to know 
what else is happening in your field.”                                                                                                                       

Theresa McCafferty



DEVELOP A CUSTOMER 
PROFILE

A customer profile is an important piece of market 
research that will help you to;  define your customer 
group,  identify the type of retailers and retail 
opportunities that the customer group accesses as well 
as develop marketing strategies to directly reach them. 

Once you have established who your customer 
group might be, test your product with them by 
undertaking customer research.  Good customer 
research will explore your customers expectations and 
their experience and thoughts on pricing.  The aim of 
customer research is to ultimately show you whether 
the customer would be prepared to buy your product 
or not and what type of market your product has.  
Customer focused research might be as simple as:

 · A short survey to analyse your product;  its 
look,  USP,  price,  colour range, quality, would 
the customer buy it or not  (quantitative data)

 · A more comprehensive  focus group to gain 
subjective feedback,  such as  customers’ 
thoughts on the retail price, how often would 
they buy it, use it, when would they buy it, what 
works and what doesn’t (qualitative data). 



 · What are they called?

 · How big a group are they?

 · What spending power do they have?

 · What are their interests?

 · Do they fall within an age bracket 
or recognisable group?

 · Is your target customer group 
seasonal/trend aware?

 · Why will your target group want your 
product, what need is it answering?

 · Where do your target 
customer group shop?

 · What are they likely to buy and 
how much will they spend? 

 · How often does your customer 
group purchase goods?

 · How many goods are they likely to buy?

 · What marketing messages do 
your target group receive?

 · What is the tone and common 
features of these messages?

 · Where do your target group 
hear these messages?

 · How often will your target group 
hear these messages?

 · Why will your target group 
want your product? 

DEFINE WHO 
YOUR INTENDED 

CUSTOMER IS

CONSIDER 
WHERE YOUR 

CUSTOMERS SHOP

RESEARCH WHAT 
TYPE OF MARKETING 

MESSAGES TO USE 



Listen carefully to what 
your customers tell you. 
Their feedback can provide 
you with insights on your 
product that you may not 
have previously considered, 
what works and what doesn’t, 
identify how  to better target 
your product to them, it may 
also help you to find new 
markets, all of which will be 
invaluable to your product’s 
success. Record all of your 
customer feedback, good 
and bad and learn from it. 

“All of my prototypes are tested 
out by volunteers, in order 
that I can have confidence 
in their quality.  I also tend 
to offer a range of styles 
and price points during my 
testing phase to ascertain 
the product is right for the 
market I’m aiming for. “                                           

Theresa McCafferty 

Remember,  positive customer 
feedback can really enhance 
and strengthen your pitch to 
retailers.  Make sure that you 
record and use all of your 
positive customer feedback to 
endorse your product, when 
speaking to others about it.  



DEVELOP YOUR 
PRODUCT'S BRAND …

Your brand is a consistent 
element of your making 
practice as it defines you 
and your products in the 
market place. Branding is your 
opportunity to create a first 
impression for your customers. 
Get it right and your 
customers are more likely to 
buy into your product/idea. 
Get it wrong and they won’t.  

Your brand is more than 
your business name or logo.  
Developing a successful brand 
will require you to consider 
what message you want to 
convey to your customer 
and how that message is 
communicated through the 

style and design of your 
product, its packaging and 
marketing.  Understanding 
your brand ethos will help 
you be consistent in your 
marketing approach, which 
in turn will help you stand 
out from your competitors. 

After you have developed 
your brand, devise some 
test labelling and packaging 
to review and evaluate 
with your target customer 
group. Check your brand is 
delivering your core message 
and brand promise and be 
prepared to adapt and make 
changes to it before you 
commit to it long term.



It is really important that you get your branding 
approach right from the start, as you are likely 
to have that brand represent you now, and in the 
future.  To start your brand strategy development, 
review your market research, look out for:

CLEAR 
MESSAGES 

KEY 

THEMES

YOUR 
COMPETITOR’S 

BRAND 
APPROACHES  

Key words or words that are consistent 
in your research or that you are 
drawn to or that keep popping up in 
your descriptions that you can use 
to guide your branding approach?
  
Clear messages to tell your customers 
about you and your product: 

 · What sets you apart in your target 
market from your competitors? 

 · How do you plan to highlight your 
products unique selling point (USP)?

 · What is it your intended core 
message /brand promise?

 · Decide on what ‘tone’ your product will 
have e.g. is it fun, vintage, futuristic, 
innovative, organic, ethical, modernist?  

 · How do they brand themselves and 
their products (labels/ packaging/ 
and online)?  Consider what works, 
what doesn’t and what can you do 
to set yourself apart from them?



“Research other company’s branding strategies.  Take 
time out to visit John Lewis, Harrods, Urban Outfitters, 
Frasers etc. to see how quality products are presented 
and packaged.  Product descriptions can really help when 
selling products too, as it highlights unique selling points, 
such as handmade items and unfamiliar making processes 
such as blackened silver, which may not be immediately 
obvious to customers”.            

Theresa McCafferty         

Complying with Health 
and Safety Standards…  All 
products sold should be able 
to withstand the wear of being 
stored, displayed and sold on 
the shop floor and worn/used 
regularly by the customer who 
buys it. Children’s products/
toys should have cleared all 
necessary testing.  Is your 
product required to comply 
with UK Health and Safety 
standards? Not sure? 

Health and Safety standards 
are usually applied to products 
such as toys, food and 
electrical household products. 
To find out whether your 
product requires further health 
and safety requirements see: 
https://www.gov.uk/product-
safety-for-manufacturers  
for further guidance.

Labelling….. Keep your 
labelling simple and 
uncluttered.  Ideally your 
labelling will contain your 
business name and website, 
your product’s message 
(USP) and additional key 
information such as  washing 
/care instructions, ingredients, 
safety guidance etc.

Packaging…. Remember 
to design your packaging 
with your customer and 
the retailer in mind, make it 
attractive to give as a gift, 
easy to open and suitable 
for the retail environment i.e. 
easily stored and easy to use.

THINGS TO CONSIDER



GET YOUR 
FIGURES  RIGHT!



Pricing products is always challenging for makers; charge too little 
and you run the risk of not making a profit and undercharging 
for your work, charge too much and your product might not sell. 
There is no magic formula for establishing your product’s cost. 

Most makers will identify the worth of their 
products through a combination of:

•	Detailing what your products 
actually cost you to make

•	Market research to understand current 
market value and price of similar items

The cost and the price of a product are linked 
although the figures are very different. It is 
important to understand the process of costing 
so that you are pricing your product correctly in 
order to cover your expenses and pay yourself 
a wage, as well as ensuring that your price 
is not under or overpriced for the market. 
     

“The GSAE collection aims to represent value for 
money for our customers and the products that 
we showcase must have a retail price that is 
accessible and realistic. Currently, products in 
our collection range from £2 to £200.”  

GSA Enterprises 



The cost price is simply all of your manufacturing costs. 
Your trade price is the rate that you would usually 
sell your product to a retailer for.  It includes:

•	 Material costs - all materials (pens pencils, paper, 
printing, packaging/labelling, materials,  marketing) 
being mindful of fluctuations in price/annual increases   

•	Hourly rate - your costs per hour 
•	Overhead costs - such as workshops fees/studio rent, 
electricity, gas, telephone bills, equipment costs, computers, 
postage and packaging costs, travel, photography, marketing, 
in other words everything you can think of that your business 
will require should be factored in, even if you work from home.

UNDERSTANDING YOUR 
COST/TRADE PRICE….

Keeping great records of what your costs are to produce 
your product is important. Without it you run the risk of 
guessing your costs, potentially making a loss and running 
into difficulties.  If you are self employed keep all of your 
receipts related to the making of your entire product (including 
marketing and packaging) in a folder somewhere safe. 

“My pricing strategy now includes a separate cost for packaging 
– as silly as it sounds, I enjoyed making packaging so much 
I didn’t see it as ‘work’ initially, and didn’t factor the making 
of packaging into my costs.  Faced with making over 200 
boxes at once, I realised how much time it actually took and 
quickly changed my pricing strategy to accommodate this.”    

Theresa McCafferty



WORKING OUT YOUR 
HOURLY RATE

What is your earning 
expectation/salary?
Your salary covers all of the 
personal expenses in day-
to-day living for you to exist 
such as food, clothing, travel, 
holidays, rent/mortgage etc, 
that is, the money which you 
don’t spend on your business, 
but spend on yourself and 
your family (if you have one). 
This will probably take you 
a while to work out so get 
someone to help to make 
sure you’re not forgetting 

So for example
You decide that your 
salary needs are 
£10,000 per year. 
You divide this amount 
by 1152 ‘making’ 
hours per year.
The earnings rate/salary 
would be £8.68 per hour.

How many weeks a year do you work? 48? 
(Allowing for bank holidays, annual holidays, sickness). 

How many hours per 
week do you work? 40? 

How many of those hours do 
you spend making? 60%?
(allowing for research and 
development time, quoting 
and making presentations, 

admin time, lunch)

60% of 40 hours = 
24 ‘making’ hours per week

48 weeks x 24hrs = 
1152* hours a year 

THESE ARE THE HOURS THAT 
ARE GOING TO PROVIDE 
YOU WITH AN INCOME.

anything. For example, work 
out what your monthly bills are, 
multiply by 12 months and divide 
by 52 weeks to guide your basic 
weekly wage requirements.   

Working out your 
overall hourly rate
Now that you have your salary 
expectation calculated work out 
your hourly rate.  To do this, ask 
yourself how many hours you 
are going to work in an average 
week. You need to be honest with 
yourself and consider everything 
involved in an eight hour day, 
such as lunch breaks, telephone 
calls, delivery trips, research etc, 
all of which prevent you from 
designing and/or making. 



Working out your business 
overheads hourly rate…. Now 
that you know how many hours 
you will work on average per 
week, you can then work out 
the hourly rate of your business 
overheads. All businesses have 
costs involved in order to exist. 
These usually include studio rent, 
electricity, gas, telephone bills, 
equipment costs, computers, 
postage and packaging costs, 
travel, photography, marketing.  
Everything you can think of that 
your business will require should be 
factored in, even if you work from 
home. Remember if you are still 
studying include your workshop 
fees into your overhead figures.  

To calculate the cost of a single 
item you need to keep an accurate 
record of how long it takes to 
produce it, say in this case 3 hours. 

“GSA Shop products will generally 
be sold within our collection at a 
2 to 2.4 x mark up from the unit 
cost (cost price x 2 or 2.4) and 
collectively all products must be 
priced competitively to support the 
shop’s overall targets.”  

GSA Enterprises

COSTING YOUR 
PRODUCT

So for example if your 
business costs are £5,000 per 
year you divide that amount 
by your 1152* making hours 

per year, the overhead hourly 
rate would be £4.34 per hour.

 £5,000 / 1152 hours 
= £4.34 per hour.

TO WORK OUT YOUR 
CHARGEABLE HOURLY RATE: 

YOUR HOURLY RATE 
+ OVERHEAD RATE = 

CHARGEABLE HOURLY RATE.

£8.68 + £4.34 = A 
total chargeable rate 

= £13.02 per hour

3 hours x chargeable hourly 
rate of  £13.02 per hour  

=£39.06 

Materials cost are £10 
(£39.06+ £10)  

=£49.06

Profit, say @20% (20% 
of £49.06=£9.81)   

=£ 58.87

  £58.87 REPRESENTS THE 
TRADE COST FOR YOUR ITEM.



The flip side to this is if your cost price is too low, 
in that case you can increase your profit, which 
is ultimately what you should be aiming for.

REMEMBER: If you intend to sell direct to customers and 
you also sell the same or similar work through a retailer/
gallery/dealer, you will need to have an idea of your 
own ‘retail price’. This is because it is good practice to 
maintain the same retail price to all your customers so as 
not to undercut your trade/retailer with cheaper products. 
If you do undercut the retailer and they find out, they 
would have every right not to buy from you again.

“Costing your work is such a tricky thing to get right. The 
temptation is to keep prices as low as possible, but unless 
you make a profit, this is NOT a business, but a rather 
time consuming hobby.  I review my prices annually – as 
all business do, from the beginning of every new financial 
year (April). And when selling directly to customers, I 
sell my products at retail price so as not to upset the 
relationship I have with the retailer by undercutting them.”                                 

Theresa McCafferty
 

The ‘Working out your hourly rate’ section is 
adapted from the New Designers Toolkit ‘Pricing 
your work’ http://www.newdesigners.com/





Retailers are looking for 
reliable suppliers who 
are professional and 
understand how their 
product will complement 
the retailer’s current 
collections and 
market.   Making a 
great first impression 
with a retailer is really 
important as it will 
demonstrate your 
professionalism and 
hopefully lead to a 
positive long term 
relationship with 
them in the future. 

MAKE A 

GREAT FIRST 

IMPRESSION
“At GSAE, we want to 
ensure that you have 
a positive experience 
when approaching and  
pitching your product to 
us. Being fully prepared 
and ready will help 
you to showcase your 
product to the full and 
help us understand how 
your product will fit 
within our collection.”    
              GSA Enterprises



HOW TO FIND THE RIGHT 
RETAILER FOR YOUR PRODUCT

Your market research will 
have already highlighted  
the type of retailers  that 
currently supply your 
customer group.  Review 
your retail research and 
create a list of top 10 
retailers that you would like 
to approach. Determine 
which retailers are the most 
important to you and record 
why. Undertake further 
research with each retailer 
on your list. Make sure that 
you fully understand the 
retailer’s collections, buying 
tastes and business such 
as their seasonality and 
trends.  Where possible 
identify a named contact to 
approach within the business 
and understand when and 
how the retailer is likely to 
be buying stock i.e. GSA 
Enterprises have annual 

calls for new makers, usually 
around the Degree Show in 
June and in early autumn. 

It’s great practice to call 
and make an appointment 
to see your target retailer 
rather than just dropping 
in on them. This will ensure 
that the retailer will have 
enough time to see you and 
it also help you to manage 
the retailer’s expectations 
about why you have made 
the appointment with them. 



HOW TO INTRODUCE YOU 
AND YOUR PRODUCT….

Carefully 
prepare for your 
appointment with 
your retailer.

 Consider what information is 
important to tell them, not only about 
your product and its market, which 
will be delivered through your pitch 
(see section ‘Prepare a fanastic retail 
pitch’ for further information),  but 
also about you and your practice. 

Retailers will be really interested 
in who you are as a person,  your 
design practice and your motivation 
for making the product.  The reason 
for this is twofold; it helps them to get 
to know you better and establish a 
relationship with you and it helps them 
to put your product in context of why 
it was made and what has inspired 
it.   Retailers value building great 
relationships with their suppliers, it is 
core to their business and it is part of 
how they will successfully promote you 
and your product to their customers. 



PREPARE A 30 SECOND VERBAL 
CV TO INTRODUCE YOURSELF

Preparing a 30 second verbal CV is a really useful tactic 
to introduce yourself in a positive concise way and to 
start the initial conversation with the retailer. A 30 second 
verbal CV is a short overview of who you are, what 
work you make and why you are there.  The following 
questions will support you to reflect on your story so far 
and help you to devise your own 30 second verbal CV : 

 · What are your specialist skills/
talents and practice?

 · What do you value in creative practice?

 · What inspires you?

 · Who inspires you?

 · What are your current research themes?

 · What inspired you to develop your product? 

 · How did you develop your product?

 · What is your current creative experience? 
(galleries/other retailers/commissions)

 · What are your future plans and aspirations?

30 SECOND CV



Spend time reflecting and 
recording your answers to 
the above questions and use 
it to help you develop your 
verbal CV.   Practice saying 
your verbal CV out loud. Make 
sure your tone is positive, 
clear and to the point.  

 “In my experience, it is 
very important to be able 
to describe your work in a 
memorable and concise way. 
Delivering a short explanation 
of who you are, what you are 
influenced by and an overview 
of your product helps you to 
be understood by buyers.’  
 Theresa McCafferty





PREPARE A 

FANTASTIC 

RETAIL 

PITCH……

“This is the final stage of your preparation 
for getting your product on to the 
shelves.  Delivering a fantastic pitch 
to us will not only help us understand 
you and your product better, it should 
engage and convince us that your 
product has a market and is suitable 
for inclusion into our collection.” 

GSA Enterprises



WHAT IS A PITCH?

A pitch is beyond a general 
presentation as it does more than 
widen an audience’s knowledge 
base.  A great pitch is about giving 
an audience an experience that not 
only informs them about a product 
or service but persuades and builds 
confidence in that product or 
service in order that the audience 
will support, buy or promote it. In 
this case, your pitch should aim to 
engage your retailer and convince 
them to stock your product! 
The key to great pitches is 
always in the preparation. Take 
time to consolidate all of your 
product research as this will help 
guide the structure of your pitch. 
Remember, your product market 
research will have helped you to:

 · Define your product, its 
brand and its customer

 · Achieve a good understanding 
who you are pitching 
to i.e. the retailer 

 · Identify how your product 
matches the retailer’s 
customers needs or wants 

PITCH SCRIPTS

Pitches are like great 
movies, they should 
take an audience on 
a journey that has a 
start, middle and an 
end. Your audience 
should be absorbed 
in this journey, have a 
clear understanding 
as to what it’s about 
and be able to recall 
a good level of detail 
afterwards.  Your pitch 
script is key to your 
success. It will take 
time to develop and will 
require several drafts. 
Make sure that you give 
yourself enough time to 
devise and practice it. 
Gain feedback on your 
script from objective 
friends in order to check 
that it is delivering the 
messages and outcome 
that you want it to.  



PITCH SCRIPTS

An Introduction
An opening statement 
that allows you to start 
talking succinctly about 
you and your product. 

A Narrative
Refer to something that 
inspired your product, then 
move on to talk about the 
actual individual piece. Detail 
the market research that you 
have undertaken and how this 
evidences the value of your 
product. (I.e. is it plugging a 
gap in the market/answering 
a need/being innovative/
seasonal/matching the 
retailer’s customer group?)

Talk about who your target 
customers are, how you 
have made your product, 
what is unique about your 
work, your brand etc? 
Practical details about 
your products such as: 
•	Manufacturing/trade cost etc 
and expected retail price

•	Its lead time (how long 
it takes to get from 
order to delivery)

•	Whether it is part of a 
wider collection, has design 
variations, multiples etc. 

•	Minimum order quantities/

stock availability
•	Whether your products are 
stocked with other retailers 

How your product will fit into 
the ethos of the company 
and their retail environment 

An Illustration
Have a ‘reveal moment’ that 
showcases your product in full.
Have a ‘one final thing’….
statement that enhances 
your product further (this 
might be a great time to 
introduce customer feedback/
innovative packaging etc)

A Conclusion 
Sum up your product and 
end in a way that invites 
questions.  Don’t forget to 
prepare answers to questions 
that might be asked. Have 
your figures ready (trade 
cost/expected retail price), 
lead times ( i.e. how long it 
will take you to make and  
deliver an order), evidence 
of practice (CV) etc.



A good pitch should be no 
more than 10 minutes long and 
provide a really good insight 
into your product. Practice 
is key to successful pitches. 
Make sure that you rehearse 
your pitch out loud to listen to 
your voice, tone and speed to 
ensure that they are positive 
and engaging. Don’t forget 
to also practice with your 
product to ensure that you 
are comfortable showcasing 
your product to the full. 

Don’t leave preparing your 
pitch to the last minute or 
worse, ‘wing it’ in the hope 
that retailers or buyers will 
forgive a poor pitch because 
your product is great. It is 
easy to spot when someone is 
underprepared and retailers 
will question the level of your 
professionalism, motivation, 
commitment to your product 
and ultimately your ability 
to be a good supplier.  

After your pitch, retailers 
will generally let you know 
whether or not your product 
will feature in their collections. 

If you are successful then you 
will become a supplier and 
the next stage of the pitch will 
be to agree a product order, 
delivery dates and terms and 
conditions with your retailer.

“My advice for delivering 
pitches would be to prepare 
as much as possible. I made 
notes of points I wanted to 
cover/questions to ask on an A6 
postcard. I practiced saying 
it out loud and timed it. I was 
aware that I would only have 
a few minutes to capture the 
buyer’s attention so I made 
sure that my samples were 
easy to unpack and show. To 
help do this I made a mock 
stand from a shoebox, with 
jewellery mounts constructed 
in kappa board. The end 
result was that my jewellery 
collection was visible at a 
glance and gave the buyers a 
good idea of how my products 
would look displayed as a 
collection.”     
          Theresa McCafferty

A GOOD PITCH



If you are not stocked then 
retailers will usually provide 
you with feedback as to why 
they are not taking your 
product on. If you find yourself 
in this position bear in mind 
that retailers will be aiming 
to be constructive with their 
feedback, and it might be 
a simple change to your 
approach or product that 
will be required in order for 
it to be accepted next time.
 
“When potential makers are 
unsuccessful at this stage, we 
are happy to give feedback on 
the reasons why. It might be 
that we feel that your product 
needs further research and 
development, or that it might 
not fit our collection ethos 
for that season. Whatever the 
reason, please view it as a 
‘no not now’, rather than an 
outright rejection - we will 
always encourage you to go 
back and review and reflect on 
your work, seek further advice 
and try again at a later date.”                    

GSA Enterprises  

  “Expect to be asked to 
modify at least one thing 
– you may have done your 
research, but the buyer is the 
expert and really understands 
their customers’ tastes, buying 
habits and what will work best 
in their retail environment. 
Be ready to listen to any 
suggested changes, think of 
it as positive advice and add 
it to your market research.   
Remember to take a notebook 
to jot down any advice that 
you are given and don’t be 
afraid to ask questions”.                              

Theresa McCafferty
                
FURTHER RESOURCES

 · Buy & Beyond: http://www.
buyandbetond.com 

 · Openforum: http://www.
openforum.com 





BE A GOOD 

SUPPLIER

“Most of our suppliers deliver 
their products directly to us. 
If you are planning to deliver 
your products in this way, 
then let us know when you 
are coming and organise a 
suitable time for delivery. ”        
         

GSA Enterprises

This section provides new suppliers 
with a step by step guide to working 
and building a lasting relationship 
with retailers and includes:

 · Delivering your products to your retailer

 · Building and maintaining a great 
relationship your retailer

 · Developing new products and 
gaining further orders



Most retailers will pre- arrange 
a delivery date for receipt 
of the goods with you at the 
initial pitching stage.  It is 
important that you keep to 
the arranged delivery date 
as it will help to establish 
trust with your retailer and 
will build confidence in you 
and your professionalism. 

When delivering your 
order to a retailer directly, 
don’t be tempted to drop 
off your products and leave 
straight away. It’s great 
practice to wait and check 
your delivery with the retailer, 
ensuring that it is complete 
as ordered, in one piece, all 
to the same standard and 
quality and that your retailer 
is happy with it. Delivering 
your product in person is 
also a good opportunity for 
you to advise staff on how 
to correctly package your 
items or guide them in ways 
in which your products can 

be displayed, described etc.  
It is also a great way to find 
out how the retailer plans 
to market your product and 
gain a sense of when it will 
be launched within the store. 

“Please be aware that your 
product might not feature in 
our shop and on our shelves 
straight away. There are many 
reasons for this, for example 
we might wait until we are 
changing our stock over to give 
your product pride of place 
as a new supplier, or if your 
product is seasonal we might 
also wait for the correct time 
to showcase it. Therefore, it’s 
a great idea, when supplying 
us to deliver your product 
in a storable/stackable box, 
clearly named/titled and 
strong enough to protect your 
products in our store area. ”  

DELIVERING YOUR PRODUCTS 
TO YOUR RETAILER



    
  GSA Enterprises 
If you are planning to send 
your order to the retailer, 
it is very good practice to 
let them know that your 
products are in transit. This 
helps the retailer to prepare 
for its arrival and alert you 
if for whatever reason, it 
doesn’t turn up.  Remember 
to include a delivery note 
with every order, regardless 
whether you plan to deliver 
it in person or post it.  

What is a delivery note?
A delivery note is a detailed 
document that describes the 
goods that are being delivered 
to the retailer. A delivery note 
is not the same as a bill of 
sale or invoice. A delivery note 
just explains what is being 
delivered, quantity of goods 
delivered and details of order 
goods have not been supplied 
due to being out of stock. 
Make sure you keep a copy of 
all your delivery notes as part 
of your book keeping process. 

•	Quantity of goods/
products delivered  

•	Your business name, 
address and telephone 
contact details 

•	The address of the 
customer/company that 
you are delivering to 

•	Date delivered 

Receiving your payment
When supplying a new 
retailer always ask about 
their payment terms and 
conditions and make sure 
that you are aware of how 
the retailer will pay you and 
when. Good communication 
and professional approach 
is key as it will help you 
avoid misunderstandings 
later on. Never make a 
delivery on trust and always 
keep records of when you 
delivered your goods and 
agreed terms.   Make sure 
you also understand your own 
terms and conditions too. 

KEY ELEMENTS 
OF A DELIVERY 

NOTE ARE:



•	Information about delivery and 
payment terms – when you will 
deliver  your products and how and 
when you want to be paid for them 
(e.g. 30 days from date of invoice)

•	Payment options how you will 
accept payment for your products

•	Minimum order quantities 
important for trade buyers

•	Various other costs that are or are 
not included in product costs e.g. 
packaging, insurance, postage and 
who is responsible for paying them

•	Interest- your right to charge 
interest on late payments and 
details of those rates. 

•	Terms on returning your 
products (e.g. faulty, inadequate 
packaging, wrong colour) and time 
limits of raising any issues – this is 
especially important if you sell online

•	Retention of title This is really 
important with Sale or return 
(SOR) agreements as it allows 
you to retain ownership of 
products already supplied to a 
retailer until they are paid for 

•	Retention of copyright (this is 

especially important to visual artists, 

graphic designers or photographers) 

See Intellectual Property Office:  

http://www.ipo.gov.uk 
•	Void - circumstances in 
which the contract might be 
breached or become void

TERMS AND 
CONDITIONS 

USUALLY INCLUDE

If you are unsure 
about developing 
your business terms 
and conditions 
please seek further 
advice. See Step 
Five: Seek Further 
Business Advice 
for details.  



Invoicing
The standard method of 
charging for your goods is 
with an invoice. An invoice is 
a document that is issued by 
a seller to a buyer that details 
the product, quantities and 
agreed price. It is essentially 
a ‘bill’.  You usually invoice 
after the delivery of products. 

•	Your business name, 
telephone, email and 
address details

•	The name and address 
of the company you are 
invoicing (a contact 
name if you have one)

•	A unique invoice reference/
number that will relate 
to this invoice only

•	The date the invoice 
was produced

•	A list of the products and/
or services that you have 
provided, line by line, and 
the cost of each of these

•	A total amount for the invoice
•	The payment terms 
for the invoice i.e. how 
long the customer has 
to pay and preferred 
method of payment

Always make two copies of 
your invoice, one for your 
buyer and one for your own 
records.  This is important for 
keeping track of payments. 
and ensuring your book 
keeping is up to date. 

THE BASIC FEATURES 
OF AN INVOICE 
INCLUDE



What is exclusivity?
Sometimes retailers may 
request that your product is 
exclusive to them. Exclusivity 
means that the retailer wants 
to be the only seller of that 
particular product. Usually 
exclusivity is applied to a 
product for a set period of 
time, special promotion or 
as a specific commission.  

What is Sale or Return (SOR)?
When selling your products 
through retailers, you might 
be asked to deliver your 
products under a sale of 
return (SOR) agreement. This 
is an agreement between a 
supplier and retailer where 
the retailer only pays for the 
products after they have 
sold them. This means that 
goods remain the property 
of the supplier until they 
are sold and any unsold 
goods are returned to the 
supplier after an agreed 
period of time. If you find 
yourself in the position of 
selling your work under SOR 
conditions make sure you:

•	Are confident that the 
retailer is a reliable merchant 
and will promote you and 
your products properly 

•	Agree the terms and conditions 
with the retailer: how many 
pieces, for how long, when will 
you get paid, will the products 
be insured, what happens if 
the product is damaged?

•	Keep good records of the 
contract and agreements 
with dates and signatures 
where possible 

•	Stay in touch with the retailer 
every few weeks to check on 
the progress of your products  

“Maintaining strong working 
relationships is vital when 
liaising with small businesses. 
Make   yourself a joy to work 
with, be reliable, professional 
and consistent. Word of mouth 
(providing it is positive!) is 
invaluable. You never know 
when you will meet someone 
that may lead to you gaining 
commission work, so it helps to 
always carry business cards with 
you too”. Theresa McCafferty



Keeping in touch with your 
retailer is really important. 
It will help you to establish 
a better understanding of 
how your retailer’s business 
operates and the seasonality 
that it experiences. This 
will help you to pitch new 
products to the retailer at 
appropriate points in the 
year and build a business 
relationship is mutually 
supportive to the retailers 
needs.  Make sure you take 
the opportunity to highlight a 
new product development or 

DEVELOPING NEW PRODUCTS 
AND GAINING NEW ORDERS
When you are developing 
new products, retailers 
expect that you will undertake 
market research and use 
your previous experience as 
a supplier to support you. 
They may even be happy 

BUILDING AND MAINTAINING 
GREAT RELATIONSHIPS

up-date them with details of 
your progress as a supplier.

“Our customers are very 
important to us and we want 
to make sure that returning 
customers experience new, 
innovative and unique products 
as well as refreshed collections 
every time they visit  us.  This 
is one of the reasons why 
we are always interested in 
the products that you are 
developing as well as your 
current collections.”   
                    GSA Enterprises

to offer you advice on your 
products to help guide you 
to develop new lines. Take 
the opportunity to gain 
the retailers feedback. 



•	What was the response to 
your product or product line?

•	Was it considered value for 
money/priced correctly?

•	What would they like 
more of? (Colourways/
patterns/shape etc)

•	What sold well – what 
is your best seller?

•	What didn’t sell 
well and why? 

Re-ordering….. Regularly 
communicating with your 
retailer will also help them 
place further orders if they 
require it. During re-ordering 
of goods it is good practice 
to let your retailer know:

•	The lead time they can 
expect i.e. how long it will 
take you to manufacture your 
product to  fulfil their order

•	Possible delivery dates
•	If there have been any changes 
to the product such as colour 
ways, size and quality 

•	If there have been any changes 
to the cost/trade price

•	If it is now part of a 
wider collection 

USEFUL 
QUESTIONS 

TO ASK:

Dealing with problems …. As 
much as we try hard to avoid 
it, sometimes problems arise 
that are outwith our control. If 
you have a problem with the 
delivery of your product or an 
issue arises with your stock it 
is best practice to keep the 
retailer who has placed an 
order with you informed.  Part 
of building great relationships 
is being able to be honest and 
open about issues.  Retailers 
will generally try to address 
problems and seek solutions 
with you, but they can’t do 
this unless you let them know 
that there is a solution to seek. 

Find out more information 
regarding trading aspects 
of your product: 
•	The Design Trust: 
thedesigntrust.co.uk (legal)

•	The Cultural 
Enterprise Office: 
culturalenterpriseoffice.
co.uk (advice)



SEEK 

FURTHER 

BUSINESS 

ADVICE
“Supplying the GSA shop with products is often one of the 
first steps designer makers take when launching their creative 
business. Many of our suppliers are self employed designer 
makers.  If you are serious about continuing your practice and 
making in this way, we would advise you to seek guidance on 
becoming self employed.”      

GSA Enterprises
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HM Revenue and Customs 
http://www.hmrc.gov.uk is also 
a useful source of information 
and business advice. HM 
Revenue and Customs is also 
the organisation that you 
would register your business 
with.  Registering is free in 
the UK and even if you are 
only making a small amount 
of money you may find that 
there are advantages to 
registering your business.   

Cultural Enterprise 
Office (CEO) 

GSA Careers 
Service

Creative Business 
Support

HM Revenue 
and Customs

You can also gain 
further advice on 
starting your creative 
business at the Cultural 
Enterprise Office (CEO) 
culturalenterpriseoffice.
co.uk. The CEO is located 
in Glasgow and offer 
specialists advice to creative 
entrepreneurs to establish 
successful business practice.  
Cultural Enterprise Office: 

Studio 114, First Floor South 
Block, 60-64 Osborne Street. 
Glasgow G1 5QH 

For general enquiries, 
event bookings or to book 
a session with an adviser, 
call the CEO’s enquiry line 
on 0333 999 7989 (local 
rate) or email info@
culturalenterpriseoffice.co.uk  

Make an appointment with 
the GSA Careers Service 
to discuss your options 
at careers@gsa.ac.uk  or 
call 0141 353 4482. 

Keep up to date on 
twitter at @GSAcareers

culturalenterpriseoffice.co.uk               
thedesigntrust.co.uk                       
psybt.org. uk                 
businesslink.gov.uk
shell-livewire.org                               
sie.ac.uk                      
ncge.com                                                           
sife.org
nesta.org.uk                                                     
icoico.org                             
bgateway.com 



International students 
studying in the UK 
on a Tier 4 General 
Student Visa cannot 
be self employed. 
If you are a GSA 
student studying 
under a Tier 4 
General Student Visa 
please seek further 
advice regarding 
your status at: 

GSA International  
Adviser  
welfare@gsa.ac.uk 

UKCISA: 
ukcisa.org.uk 

UK Government: 
gov.uk/government/
organisations/
uk-visas-and-
immigration 

FURTHER BUSINESS RESOURCES

Funding

GSA Graduate Businesses 

Online Business 
Support

IP/ Copyright Business Guides 
and Publications

Visas

Gillian Kyle:    gilliankyle.com 
Bespoke Atelier:  bespokeatelier.co.uk 
Re-silicone:      re-silicone.co.uk 
Bluebellgray:   bluebellgray.com 
GSA Suppliers:  gsashop.co.uk /pages/designed-by

ipo.gov.uk/ipcass   
.acid.eu.com/  
artquest.org.uk/artlaw

grantsforindividuals.org.uk   
fundingscotland.com 
fundingforartists.org.uk 

Creative-choices: 
creative-choices.co.uk/
tools-resources/article/
business-survival-toolkit
GOV.UK 
gov.uk/browse/
business/setting-up 
D&AD
dandad.org 
The Design Trust
thedesigntrust.co.uk 
Artquest
artquest.org.uk 
Art and Business
artsandbusiness.org.uk 
NESTA Fashion Toolkit
nesta.org.uk/areas_of_
work/creative_economy/
fashion_toolkit
NESTA Creative 
Enterprise Toolkit 
nesta.org.uk 
Fashion incubator fashion-
incubator.com 

‘A Pocket Business Guide 
for Artists & Designers’ 
Alison Branagan 
A&ACBlack 2011

‘The Essential Guide 
to Business for Artists 
& Designers’ 
Alison Branagan 
A&ACBlack 2011
 
‘How to Set up and 
Run a Fashion Label’ 
Toby Meadows 
Lawrence King 2009

‘Fashion Entrepreneur, 
Starting Your Own Business’ 
Burke Publishing 2008

‘How to be an Illustrator’ 
Darrel Rees Lawrence 
King 2008

‘Setting up a Successful 
Jewellery Business’ 
Angie Boothroyd Setting 
up Guides 2012. 
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