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Executive Summary
Heirloom Woodcraft is a one-person artisan woodworking business based in Bend, Oregon,producing custom hardwood cutting boards and kitchen pieces — including end-grain walnutboards, magnetic knife strips, and serving platters — from a one-car garage workshop. Withfifteen years of woodworking expertise and two years of proven in-person sales at the localfarmers market, the business has demonstrated clear product-market fit in face-to-facesettings. The core challenge is translating that tactile, story-driven sales experience into areliable online revenue stream capable of eventually replacing the founder's day job income.
The business currently operates an Etsy shop and an Instagram account, but onlineperformance has been inconsistent. Instagram engagement skews toward otherwoodworkers rather than buyers, and Etsy sales are sporadic. The fundamental gap is theabsence of the in-person explanation — the ability to let customers feel the weight of theboard, see the grain, and hear why end-grain construction outlasts alternatives. Bridging thisgap through educational content, targeted positioning, and new distribution channels is thecentral strategic priority for Q1 2026.
This GTM strategy targets four validated customer segments — Culinary Enthusiasts,Wedding Gift Buyers, Local Food Community members, and Housewarming Gift Buyers —across five channels including local retail partnerships, wedding planner networks, corporategifting, vacation rental placements, and regional farmers market expansion. The immediategoal is acquiring the first 25 paying customers through online channels, establishing proofthat the business can scale beyond the farmers market and laying the foundation for full-timeoperation.
25Online Customers(Target)

$75–$200Willingness to Pay(Core Segments)
4Validated ICPs 5GTM Channels 4Active Experiments

Strategic Context
Heirloom Woodcraft occupies a defensible niche at the intersection of premiumcraftsmanship, local artisan identity, and functional kitchen goods. The maker's fifteen yearsof woodworking experience and two-year track record at the Bend farmers market provide acredible foundation that mass-market competitors — John Boos, Ironwood Gourmet,Williams Sonoma — cannot replicate. The primary competitive advantage is the personalstory and the technical superiority of end-grain construction, both of which are currentlyunder-leveraged in online channels.
The strategic context is one of transition: from a farmers-market-dependent side business toa multi-channel operation with a meaningful online presence. The four proposedexperiments are designed to validate which messaging, formats, and channels convertbuyers who have never met the maker in person. Success in Q1 2026 means proving theonline channel works — not yet scaling it — and identifying the one or two highest-leveragemoves to pursue in Q2 and beyond.
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Ideal Customer Profiles
Four customer segments have been identified and accepted based on the business context.All four are active targets; none have been dismissed. Segments are ordered by strategicrelevance to the current online growth goal.

Culinary Enthusiasts
Status: Accepted | Primary Segment

Home cooks and food lovers who invest in quality kitchen tools and appreciatecraftsmanship. They understand the value of premium materials and are willing to pay morefor items that enhance their cooking experience. This segment is the most natural fit forHeirloom Woodcraft's core product story — end-grain construction, walnut hardwood, andfifteen years of maker expertise all resonate directly with their values.
Culinary Enthusiasts are the segment most likely to respond to educational content aboutend-grain vs. edge-grain durability, making them the primary target for the EducationalContent Conversion Test experiment on Etsy. They are also the most likely to becomerepeat customers and word-of-mouth advocates.
Attribute Detail
Demographics Middle to upper-middle class adults aged 30–55,homeowners with disposable income for kitchenupgrades, often college-educated professionals
Jobs to Be Done Create beautiful, functional cooking spaces withdurable tools that perform well and reflect theirpassion for quality food preparation
Willingness to Pay $75–$200 for premium cutting boards; $30–$80for smaller accessories like knife strips andserving pieces
Current Alternatives

Mass-produced bamboo or plastic boards fromkitchen stores, lower-quality wooden boards frombig box retailers, or worn boards they've beenusing for years

Wedding Gift Buyers
Status: Accepted | High-Value Gift Segment

Friends and family members seeking meaningful, personalized gifts for couples gettingmarried. They want something unique and lasting that stands out from typical registry items.This segment is particularly valuable because the purchase occasion (a wedding) createsurgency, the budget is relatively high, and personalization options — such as customengraving — provide a clear differentiator over mass-market alternatives.
Wedding Gift Buyers are the target of the Wedding Gift Positioning Experiment, which testsstory-driven ad creative emphasizing heirloom quality and lasting value for new couples. Thewedding planner network channel is also designed to reach this segment through trustedintermediaries.
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Attribute Detail
Demographics Adults aged 25–65 attending weddings, typicallywith moderate to high disposable income, oftenclose friends or family of the couple
Jobs to Be Done Give a memorable, high-quality gift that thecouple will treasure and use for years, whilestaying within their gift budget
Willingness to Pay $75–$200 for wedding gifts, with higher end forclose family or wedding party members
Current Alternatives Department store registry items, generic cuttingboards from kitchen stores, personalized itemsfrom Etsy, gift cards, or cash gifts

Local Food Community
Status: Accepted | Existing Audience Segment

Bend-area residents who frequent farmers markets and support local artisans. They valuethe story behind handmade products and prefer buying from people they can meet face-to-face. This segment represents Heirloom Woodcraft's existing customer base — the peoplewho already know the maker and have purchased at the farmers market. They are the targetof the Local Community Online Bridge Test, which aims to convert established in-personrelationships into online purchasing behavior.
While their willingness to pay is somewhat lower than the gift-buyer segments, their existingtrust and familiarity with the brand make them the most likely early adopters for onlineordering. They also represent a potential referral network within the Bend community.
Attribute Detail
Demographics Local residents of Bend and surrounding areas,often environmentally conscious, aged 25–65,with appreciation for local craftsmanship
Jobs to Be Done Support local businesses while acquiring unique,well-made kitchen items that align with theirvalues of sustainability and community
Willingness to Pay

$45–$120 for cutting boards; $25–$60 forsmaller accessories; willing to pay a 20–40%premium over mass-produced alternatives forlocal craftsmanship
Current Alternatives Williams Sonoma, Crate & Barrel, Amazon, otherlocal artisans at farmers markets, antique shops,or DIY projects

Housewarming Gift Buyers
Status: Accepted | Occasion-Driven Gift Segment

People looking for thoughtful gifts for friends or family moving into new homes. They wantsomething practical yet special that helps make a house feel like a home. Like Wedding GiftBuyers, this segment is occasion-driven, which creates natural purchase urgency. TheHousewarming Gift Bundle Test experiment is designed specifically for this segment, testing
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whether curated bundles at $75, $125, and $200 price points outperform individual itemlistings.
This segment overlaps meaningfully with Culinary Enthusiasts in terms of demographics andvalues, but the purchase motivation is external (gifting) rather than self-directed. Messagingshould emphasize the functional beauty and lasting quality of the pieces as a foundation fora new kitchen.
Attribute Detail
Demographics Adults with established social networks, typicallyaged 25–55, with disposable income for gift-giving occasions
Jobs to Be Done

Find a meaningful housewarming gift that is bothfunctional and beautiful, showing thoughtfulnesswhile helping recipients establish their newkitchen
Willingness to Pay $75–$200 for a premium housewarming gift thatfeels substantial and personalized
Current Alternatives

Generic boards from Williams Sonoma or Crate& Barrel, personalized items from Pottery Barn,gift cards to home stores, or standard gifts likecandles, wine, or plants
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Pain Points
The following pain points have been identified across Heirloom Woodcraft's customersegments. Two are marked 'Accepted' based on direct evidence from business operations;four are marked 'Inferred' based on logical extension of the available context. All areconsidered active strategic considerations.
Pain Point Severity Frequency Status Segment
Difficultyassessing qualityand craftsmanshipof handmadekitchen itemswhen shoppingonline —customers cannotfeel the weight,see the grain, orhear the maker'sexplanation ofend-graindurability

High Frequent Inferred CulinaryEnthusiasts, AllOnline Buyers

Difficulty findingmeaningful, high-quality gifts thatdemonstratethoughtfulnessand craftsmanship— mass-marketalternatives feelimpersonal andgeneric

High Occasional Accepted
Wedding GiftBuyers,HousewarmingGift Buyers

Lack of educationabout productbenefits andsuperior featureswhen purchasingkitchen tools —buyers don't knowwhy end-grainlasts longerwithout someoneexplaining it

Medium Frequent Inferred CulinaryEnthusiasts

Limited access tounique, locally-made kitchenproducts outsideof farmers marketschedule — theproduct is onlyreliably availableon market days

Medium Frequent Accepted Local FoodCommunity

Inconsistent Medium Occasional Accepted All Online Buyers
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availability andunreliablepurchasingexperience forspecialty kitchenitems — Etsy shophas decent photosbut inconsistentsales signal
Social mediaengagement nottranslating toactual purchases— Instagram likescome from otherwoodworkers, notbuyers, indicatingan audience-fitproblem

Medium Frequent Inferred All Segments(ChannelProblem)
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Value Propositions
Three value propositions have been developed and accepted, each addressing a distinctcustomer need and segment cluster. Together they cover the full range of purchasemotivations — functional quality, gifting, and local access.

Craftsmanship You Can Feel, Quality That Lasts
Status: Accepted | Primary Proposition — Culinary Enthusiasts

Experience the superior craftsmanship and durability of end-grain walnut cutting boardsmade by a master woodworker with 15 years of expertise, backed by detailed educationabout why these boards outlast traditional alternatives.
This proposition directly addresses the highest-severity pain point: the inability to assessquality online. The strategy is to replicate the farmers market explanation digitally — throughinfographics, video demonstrations, and educational copy — so that online buyers receivethe same confidence-building information that drives in-person conversions. Evidence base:15 years of woodworking expertise, proven durability of end-grain construction, andsuccessful in-person sales at the farmers market where customers can experience qualityfirsthand.

Gifts That Tell a Story
Status: Accepted | Gift Segment Proposition — Wedding & Housewarming Buyers

Give meaningful, handcrafted gifts that showcase thoughtfulness and superior artisanship —custom hardwood kitchen pieces made by a dedicated craftsman in Bend, Oregon.
This proposition targets the two gift-buyer segments by positioning Heirloom Woodcraftpieces as heirloom-quality items that carry a story — the maker's identity, the Oregon origin,the fifteen years of craft — rather than just a product. Custom engraving and personalizationoptions amplify this positioning. Evidence base: custom-made pieces, local artisan storyfrom Bend, Oregon, 15 years of proven craftsmanship, and unique handmade quality notfound in mass retail.

Local Craft, Always Available
Status: Accepted | Access Proposition — Local Food Community

Access authentic, locally-made kitchen treasures year-round with reliable online ordering —bringing the farmers market experience directly to your door.
This proposition addresses the access pain point for the Local Food Community: the productis currently only reliably available on farmers market days. By establishing a dependableonline ordering experience, Heirloom Woodcraft can serve existing fans and local supporterson their schedule, not the market's. Evidence base: established farmers market presence for
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2 years, consistent quality from a single craftsman, and online ordering that eliminatesschedule limitations.
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Competitive Landscape
Heirloom Woodcraft competes across two distinct arenas: established brands and retailersselling premium cutting boards at scale, and individual artisans operating in the samehandmade/local space. The competitive analysis below covers eight identified competitorsacross both categories.

Direct Competitors
The following competitors operate in the premium hardwood cutting board and kitchen goodsspace, ranging from century-old manufacturers to individual Etsy sellers. All have beenreviewed and accepted as relevant competitive references.
Competitor Pricing Strengths Weaknesses

Brooklyn ButcherBlocks $150–$800+

Strong onlinepresence, professionalphotography,established brandrecognition, widevariety of woodspecies, commercial-grade finishing

Higher price points,less personalconnection, massproduction feel, limitedcustomization optionsfor design details

John Boos & Co. $80–$400
Established reputation,professional quality,wide distribution,consistent availability,commercial kitchencredibility

Industrial feel, limitedcustomization, nopersonal story,primarily maple focus,less artisanal appeal

Ironwood Gourmet $30–$120
Modern designaesthetic, sustainablemessaging, good retaildistribution, consistentproduct line, attractivepackaging

Uses acacia instead ofpremium hardwoods,mass-produced feel,limited customization,less durability thanend-grain

Etsy HandmadeCutting Board Sellers $40–$200
Customization options,personal touch,competitive pricing,variety of styles,personalizationservices

Inconsistent quality,amateur photography,unreliable shipping,limited customerservice, variablecraftsmanship

Williams SonomaCutting Boards $100–$500+
Premium brandpositioning, excellentcustomer service, giftpackaging, returnpolicy, curatedselection

Very high markup,limited localconnection, nocustomization,impersonal shoppingexperience
Crate & Barrel KitchenBoards $50–$300

Strong brandrecognition, designfocus, gift packaging,retail locations,consistent inventory

Mass-produced items,no customization,limited wood species,higher markup, no craftstory
Amazon Handmade $25–$300+ Prime shipping, Crowded marketplace,
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Cutting Boards customer reviews, easyreturns, wide selection,establishedmarketplace trust

price competition,limited brand building,Amazon takes largecommission

Adjacent Services
Local competitors operating in the same physical sales environment — farmers markets andcraft fairs in the Pacific Northwest.
Competitor Pricing Strengths Weaknesses
Local Farmers MarketWoodworkers $60–$250

Face-to-face sales,local connection,similar craft story,community support,tactile experience

Limited reach, weather-dependent sales,inconsistent availability,minimal onlinepresence

Competitive Differentiation
Heirloom Woodcraft's competitive position is strongest at the intersection of three attributesthat no single competitor fully owns: genuine single-maker craftsmanship, technical productsuperiority (end-grain construction), and a specific local identity (Bend, Oregon). BrooklynButcher Blocks and John Boos offer quality but lack the personal story and local connection.Etsy sellers offer personalization but lack consistent quality and credibility. Williams Sonomaand Crate & Barrel offer premium retail experience but are entirely impersonal and mass-produced.
The key differentiation levers to emphasize in all GTM execution are:

• End-grain construction superiority: end-grain boards last 3–5x longer than edge-grainalternatives — a technical claim that can be demonstrated visually and educationallyonline• Single-maker provenance: every board is made by one craftsman with 15 years ofexperience in Bend, Oregon — a story that mass producers and most Etsy sellerscannot credibly tell• Customization with craft: unlike big-box retailers, Heirloom Woodcraft can offerpersonalized engraving and custom dimensions without sacrificing quality• Local identity as a feature: the Bend, Oregon origin story resonates with the localfood community, tourists, and buyers who value regional authenticity• Proven in-person track record: two years of successful farmers market sales providessocial proof that the product earns repeat customers and word-of-mouth referralsThe primary vulnerability is online discoverability and conversion — areas where establishedbrands with professional photography and SEO infrastructure have a significant head start.Closing this gap through educational content, targeted advertising, and channeldiversification is the central execution challenge for Q1 2026.
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Go-to-Market Channels
Five channels have been identified and accepted for exploration. All are currently in the'exploring' lifecycle stage, meaning none have been activated or validated yet. Channels areordered from lowest to highest effort level based on available data.
Channel Effort Level Expected Reach Lifecycle Stage Key Tactics

High-end vacationrentalpartnerships Low 20–40 premiumrental propertiesin Bend area Exploring

Place boards inproperty kitchenswith businesscards attached;offer propertyowner discountsfor bulk orders;create 'take homea piece of Bend'marketingmaterials

Local kitchen andhome goodsstores Medium
500–1,500potentialcustomers perstore monthly

Exploring

Approach 3–5local stores withsample boards;offer 50/50consignment splitinitially; providepoint-of-salematerialsexplaining end-grain benefits;create seasonaldisplays forwedding andhousewarmingseasons

Wedding andevent plannersnetwork Medium
200–400weddingsannually through5–8 planners

Exploring

Attend CentralOregon WeddingAssociationmeetings; offer15% plannerdiscount; createwedding giftpackages withpersonalizedengraving; providesample boards forplannershowrooms

Regional farmersmarketsexpansion Medium 300–800 newcustomers permarket seasonally Exploring

Apply for 2–3additional marketsin Redmond,Sisters, and resortareas; createportable displayshowcasing woodgrain differences;
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develop 'Oregonartisan' storycards; offermarket-exclusivedesigns or sizes

Corporate giftmarket High 50–100companies inCentral Oregon Exploring

Target companieslike G5, Palo AltoSoftware, andoutdoor brands;create corporategift catalog withbulk pricing; offerlogo engravingservices; attendBend Chambernetworking events

Channel-to-Contact Mapping
Each channel maps to one or more of the four validated ICPs. Understanding theserelationships ensures that channel activation efforts are prioritized based on segment valueand strategic fit.

• Local kitchen and home goods stores → Culinary Enthusiasts (primary),Housewarming Gift Buyers (secondary): retail placement puts the product in front ofbuyers who are already in a kitchen-upgrade mindset and can touch the product• Wedding and event planners network → Wedding Gift Buyers (primary): planners aretrusted intermediaries who can recommend Heirloom Woodcraft as a premium,personalized gift option to their clients• Corporate gift market → All gift segments (secondary): corporate buyers needdistinctive, locally-made gifts that reflect Bend's artisan culture; logo engraving addsa customization layer not available from mass retailers• High-end vacation rental partnerships → Local Food Community (primary), CulinaryEnthusiasts (secondary): guests who use the boards during their stay become warmleads; business cards enable post-stay online purchases• Regional farmers markets expansion → Local Food Community (primary): expandingto Redmond, Sisters, and resort-area markets reaches new local buyers and touristsseeking authentic Oregon crafts without requiring online conversion
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Experiments & Validation
Four experiments have been proposed to validate core GTM hypotheses. All are currently in'proposed' status and have been inferred from the business context. Each experiment isdesigned to be low-cost and time-bounded, generating actionable data within 3–6 weeks.Experiments should be run sequentially or in parallel based on available maker time.

Experiment Hypothesis Method Summary SuccessMetric Timeline Priority Status

EducationalContentConversionTest

Culinaryenthusiastswill convert athigher rateswhen theyunderstandthe technicalsuperiority ofend-grainconstructionthrougheducationalcontent thatmimics the in-personfarmersmarketexplanation

Create two Etsylisting versions:Version A (currentphotos + basicdescription) vs.Version B (end-grain infographic +60-second knife-friendliness video +educational copy).Split traffic 50/50across 100 visitorsper version.

Version Bconverts2x betterthanVersion A

2 weeks tocreatecontent, 4weeks torun test
High Proposed

LocalCommunityOnline BridgeTest

Bend-areacustomerswho know themaker fromfarmersmarkets willpurchaseonline if theycan accessthe samepersonalconnectionand storydigitally

Email farmersmarket customerlist with exclusiveonline offer,personal videomessage from themaker, behind-the-scenes workshopphotos, and a'farmers marketfriends' discountcode. Trackconversion fromphysical marketcustomers.

Emailopenrate >40%, click-throughrate >15%,conversionrate >8%fromfarmersmarketcustomerbase

1 week tocreatecontent, 2weeks totrackresponses
High Proposed

Housewarming Gift BundleTest

Housewarming gift buyerswantconvenient,ready-to-givesolutions andwill paypremiumprices forcuratedbundles thatsolve their

Create three 'NewHome Essentials'bundles at $75,$125, and $200combining cuttingboards withcomplementaryitems (knife strip,serving pieces,care kit). List onEtsy with gift-focused titles.

Bundlesrepresent>30% oftotal salesvolumeandachieve20%higheraverageordervalue than

1 week tocreatebundlesand listings,4 weeks totestperformance

Medium Proposed
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giftingproblemcompletely
Track bundle vs.individual itemsales.

individualpurchases

Wedding GiftPositioningExperiment

Wedding giftbuyers willrespond topersonalized,story-drivenpositioningthatemphasizesthe lastingnature ofhandcraftedpieces for newcouplesstarting theirlives together

LaunchFacebook/Instagram ads targetingpeople aged 25–45whose friends arerecently engaged.Ad Set A: 'premiumkitchen tools'messaging. Ad SetB: 'heirloom piecesthat grow morebeautiful with eachmeal shared.' Driveto dedicatedlanding pages.Total budget: $300.

Set Bachieves30% lowercost perconversion than SetA;compareaverageordervaluesbetweensets

1 weeksetup, 3weekstesting with$300 totalad spend

Medium Proposed
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Contact Pipeline
No contacts have been entered into the pipeline at this time. As channel outreach begins —particularly to local kitchen stores, wedding planners, vacation rental property managers,and corporate gift buyers — contacts should be logged here with tier classification, outreachstatus, and rationale. The pipeline should be populated as part of the Q1 2026 action planexecution.
Priority contact development should focus on three tiers: (1) local kitchen and home goodsstore buyers in Bend, Sisters, Redmond, and Sunriver; (2) wedding and event plannersaffiliated with the Central Oregon Wedding Association; and (3) property managers of high-end vacation rentals and Airbnb properties in the Bend area. Corporate gift contacts atcompanies such as G5, Palo Alto Software, and regional outdoor brands represent a longer-horizon tier given the higher effort level of that channel.



Heirloom Woodcraft Go-to-Market Strategy Report | Internal

Heirloom Woodcraft | Go-to-Market Strategy Page 17

Action Plan
The following action items are prioritized for Q1 2026 execution. They are sequenced tobuild momentum from the lowest-effort, highest-confidence moves first, then layer in channeldevelopment and paid experimentation.

1. Launch the Local Community Online Bridge Test (Week 1–3) — Email theexisting farmers market customer list with a personal video message from the maker,behind-the-scenes workshop photos, and a 'farmers market friends' exclusivediscount code. This is the lowest-cost, highest-trust experiment available — theaudience already knows and likes the product. Target metrics: open rate >40%, click-through >15%, conversion >8%. Use results to validate whether the existingcustomer base can anchor early online revenue toward the 25-customer goal.
2. Rebuild the Primary Etsy Listing with Educational Content (Week 1–3) —Create Version B of the main Etsy listing: an end-grain vs. edge-grain durabilityinfographic, a 60-second video demonstrating knife-friendliness, and educationalcopy explaining why end-grain boards last 3–5x longer. This directly replicates thefarmers market explanation online and addresses the highest-severity pain point.Run the A/B test against the current listing for 4 weeks with 100 visitors per version.This experiment requires no ad spend and can be executed with existingphotography equipment.
3. Create and List Housewarming Gift Bundles on Etsy (Week 2–3) — Build three'New Home Essentials' bundles at $75, $125, and $200 price points, combiningcutting boards with complementary items such as a knife strip, serving pieces, and acare kit. Write gift-focused listing titles and descriptions targeting housewarmingbuyers. Track bundle sales vs. individual item sales over 4 weeks. Successthreshold: bundles represent >30% of sales volume and achieve 20% higher averageorder value. This experiment also increases average transaction size, whichaccelerates progress toward the 25-customer goal.
4. Approach 3–5 Local Kitchen and Home Goods Stores with Sample Boards(Week 2–4) — Identify and visit independent kitchen stores and home goods shopsin Bend, Sisters, Redmond, and Sunriver. Bring sample boards and point-of-salematerials explaining end-grain benefits. Propose a 50/50 consignment arrangementto minimize retailer risk. Create seasonal display concepts for wedding andhousewarming seasons. Target stores include those serving culinary enthusiasts andgift buyers who prefer to touch products before purchasing — the same dynamic thatdrives farmers market success.
5. Attend Central Oregon Wedding Association Meeting and Introduce WeddingGift Packages (Week 3–5) — Make contact with Bend-area wedding plannersthrough the Central Oregon Wedding Association. Bring sample boards and awedding gift package proposal that includes personalized engraving options and a15% planner referral discount. Provide sample boards for planner showrooms. Thischannel has an estimated reach of 200–400 weddings annually through 5–8 plannersand directly serves the Wedding Gift Buyers segment, which has a willingness to payof $75–$200 per gift.
6. Launch Wedding Gift Positioning Ad Experiment on Facebook/Instagram(Week 4–6) — Set up two Facebook/Instagram ad sets targeting people aged 25–45whose friends are recently engaged (using Facebook's life events targeting). Ad Set
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A: 'premium kitchen tools' messaging. Ad Set B: 'heirloom pieces that grow morebeautiful with each meal shared.' Drive traffic to dedicated landing pages withcorresponding messaging and custom engraving offer. Total budget: $300 over 3weeks. Success metric: Set B achieves 30% lower cost per conversion. Use resultsto inform ongoing social media content strategy.
7. Identify and Contact 10–15 High-End Vacation Rental Property Managers (Week3–5) — Research premium vacation rental and Airbnb properties in the Bend areaand contact property managers about placing boards in kitchen spaces with businesscards attached. Offer a property owner discount for bulk orders of 3+ boards. Createsimple 'take home a piece of Bend' marketing cards to accompany each board. Thisis the lowest-effort channel (rated 'low' effort) and creates a passive lead generationmechanism — guests who use the boards become warm prospects for onlinepurchases.
8. Apply to 2–3 Additional Regional Farmers Markets for the Upcoming Season(Week 1–2) — Submit applications to farmers markets in Redmond, Sisters, andseasonal resort-area markets. Develop a portable display that showcases wood graindifferences side by side, and create 'Oregon artisan' story cards to accompany eachproduct. Consider offering market-exclusive designs or sizes to create urgency. Thischannel expands the in-person audience — where conversion rates are proven —while the online experiments are being validated.
9. Reorient Instagram Content Toward Buyers, Not Woodworkers (Ongoing) —Audit the current Instagram account and shift content strategy from woodworkingprocess content (which attracts other woodworkers) to buyer-focused content:finished boards in beautiful kitchen settings, gift-wrapping and personalizationoptions, customer stories, and educational posts about end-grain care and durability.The goal is to attract Culinary Enthusiasts, Wedding Gift Buyers, and HousewarmingGift Buyers — not peers. Track follower growth and link-in-bio click-through ratemonthly.
10. Track Progress Toward 25 Online Customers and Review Experiment Resultsat Week 6 — Maintain a simple tracking sheet logging every online order: channelsource, product purchased, order value, and customer segment. At the 6-week mark,review results from all four experiments and the channel outreach efforts. Identifywhich one or two moves are generating the most traction and double down on thosein Q2 2026. The 25-customer goal is the proof point that online channels can work —reaching it validates the path toward eventually replacing day job income.
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Open Opportunities & Next Steps
The following opportunities and open questions are flagged for follow-up as Q1 2026execution progresses. They are organized by category.

Channel Development Opportunities
• Corporate gift market (high effort, high potential): Companies like G5, Palo AltoSoftware, and regional outdoor brands in Central Oregon represent a meaningfulbulk-order opportunity with logo engraving as a differentiator — to be pursued in Q2once lower-effort channels are validated• Wholesale vs. consignment decision: As local store conversations progress,determine whether a consignment model (50/50 split) or a wholesale model (typically50% of retail) is more sustainable given production capacity constraints• Etsy vs. independent website: As online sales grow, evaluate whether building anindependent Shopify or Squarespace store reduces platform dependency andimproves brand storytelling capability compared to Etsy• Amazon Handmade: Evaluate as a potential channel for reach, but weigh againstlarge commission fees and the risk of commoditization in a crowded marketplace —likely a Q3 or later consideration

Product & Pricing Opportunities
• Custom engraving as a standard upsell: Personalization is a key differentiator forboth gift segments — formalize engraving as a listed add-on option across all Etsylistings and channel materials• Gift packaging: Develop a simple, branded gift-ready packaging option (tissue paper,kraft box, care card) that justifies premium pricing and reduces friction for gift buyers• Care and maintenance content: Create a downloadable or printed board care guideto include with every order — reinforces the quality story and reduces buyer'sremorse• Seasonal product planning: Identify peak gifting seasons (wedding seasonMay–September, holiday gifting November–December) and plan production andinventory accordingly to avoid stockouts during high-demand periods

Validation & Learning Priorities
• Confirm which ICP converts best online: The four experiments are designed togenerate segment-level conversion data — use results to rank ICPs by onlineacquisition efficiency and focus Q2 messaging accordingly• Validate willingness to pay at higher price points: The $75–$200 range is based onavailable data; test whether premium bundles or engraved pieces can push averageorder value above $150 consistently• Collect customer testimonials from farmers market buyers: Existing in-personcustomers are the most credible source of social proof — gather 3–5 written or videotestimonials to use in Etsy listings, Instagram, and landing pages
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• Build an email list systematically: The Local Community Online Bridge Test assumesan existing email list from the farmers market — if this list is small, prioritize list-building at every market and channel touchpoint going forward


