
CRAFTING YOUR PRODUCT
Learn how to develop relevant products for today’s evolved consumer 

Marcella Echavarria 
& Polly Leonard 
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COURSE OUTLINE

 Receive all the tools for relevant product development to suit post-Covid lifestyles

DAY 1 
PRODUCT DEVELOPMENT BASICS 
 

Understand the basics of product development. In 
this workshop you gain an understanding of how 
to create relevant products and product stories.  

During the session, we will also cover:  

What is a sustainable product? 

Why is it important? 

Why is it crucial now? 

What are the steps for successful product 
development? 

We will explore examples of consistent collections 
and editions in the world of design and fashion and 
you will learn how to build your own vocabulary of 
materials, textures and colours. 

 

 

DAY 2 
PRODUCT DEVELOPMENT BASICS 
 
Being a designer today carries big responsibilities. 
Issues such as environmental awareness, cultural 
appropriation and social responsibility are at  
the forefront. We will explore responsible 
sourcing alternatives, understanding materials 
and processes, and working responsibly with 
artisans. During this session we will also cover:  
 
Conceptualising your product library  
 
Responsible Sourcing 
 
Cultural and social sustainability 
 
Environmental sustainability 
 
‘Cradle to Cradle’ - starting the recycling 
process with your initial product design 

This one-week e-course has been 
specially designed for artisan brands who 
create or sell handmade textiles and who 
need to find a solid product development 
strategy to match the needs and desired of 
the post-Covid consumers.  
 
Led by Marcella Echavarria, a lifestyle 
consultant and writer, and Polly Leonard, the 
founder and editor of Selvedge Magazine, 
this course will equip you with tools and 
assets needed to develop relevant products.  
Marcella and Polly have created a course 
aimed at supporting small businesses that 
have hand-making, artisanship and 
sustainability at their heart.  
 
OVERVIEW OF TOPICS COVERED  
 
 
How to embrace the big sustainability 
conversation while developing your 
products 
Finding relevance amidst noise 
How has the consumer changed as a result 
of Covid? 
Identifying your brand assets  
What is the journey of your product? 
Adapting to change 
Product cycles 
Strategy and consistency 
Intelligent sourcing  
Value vs. price 
Fail fast to ensure long term success 
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DAY 3 
PLANNING AND STRATEGY 
 
It is no secret that the fashion world is facing a 
big crisis due to decades of over-production and 
over-consumption. Consumers are questioning 
the established fashion calendar of seasons and 
pre-seasons and companies are changing their 
habits. It is important to be conscious of current 
circumstances and the prospect of radical change 
in retail. Now more than ever, brands have the 
opportunity to work to their own rhythm,  
 
During this session you will learn how to create 
your own product development plan designed 
for the needs and wants of consumers today.  
We will explore different planning methods to 
achieve specific goals related to intelligent 
merchandising, core collections and cross-
seasonal styles.

DAY 5 
BESPOKE MENTORING 
 

Each brand will receive a one to one mentoring 
session with Polly and Marcella. Topics covered 
will include; exploring market niches, analyzing 
appropriate distribution channels, product range, 
marketing and sales strategy. These sessions will 
be tailor-made to the needs of each brand.  

The course consists of four x two hour Zoom 
sessions and two hours of homework each 
day. The final day consists of an hour-long 
session for each participant with Polly and 
Marcella.  Prior to the beginning of the course, 
each participant must complete a 
communication brief.  
 
One-to-one business development mentoring 
sessions are available at a rate of £250 per hour 

DAY 4 
VALUE VS. PRICE 
 
Over the course of the day we will taken an 
indepth look at pricing strategies for wholesale 
and retail structures.  
 
This day also addresses how defining a Unique 
Value Proposition is essential for positioning a 
brand in the right marketplace and for defining an 
appropriate price structure. During this session 
you will also learn about sales codes for the 
pandemic and post pandemic markets as well as 
the problem with a ‘sale’ mentality that 
encourages disposable consumption and a lack of 
appreciation. When shops go on sale customers 
start thinking about what the value of the 
product really is. Sales encourage faster 
production and faster and faster consumption. 
This mind-set impacts upon non-fashion 
companies rather than conscious production and 
reflective purchases.
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TESTIMONIALS
What people say about us

to transmit the brand's values   as a whole. It was 
very useful to be able to see the before and after of 
so many projects in the world and especially, to see 
what can be achieved by planning a clear strategy’. 
Alejandra Venegas, Puro Viento, Chile 
 
Marcella and Polly are the mentoring dream 
team. Razor sharp and aesthetically acute, 
offering a depth of experience in the field, they 
provide a wealth of information on all aspects of 
engaging in branding for fibre creatives. I’ll spend 
the next six months, distilling and integrating 
innovations gleaned from their tutelage.  
Bonnie Saland, founder Philomela  
 
‘The workshop helped me to generate a 
concrete work plan (packaging, digital marketing, 
etc.) to improve my brand in the short and 
medium term. I found concrete solutions for the 
weakest aspects of my company.’ 
Patricia Salgado, La Salgado, Chile 

specific themes that tell a whole story instead of 
fragments’.  
Claudia Espinoza, Wool Crafts, Chile 
 
‘I really enjoyed the workshop.  The format, with 
videos, examples, ideas, slides, homework, websites 
to visit and books to read. Polly and Marcella 
explained things very well. The course was eye 
opening and very important for  my future. I really 
appreciated how both were kind and helpful solving 
doubts, questions and personalizing all the material 
for all participants.’ 
Claudia Falquez Useche, weaver, Barcelona. 
 
‘An enchanting publication – with a cult following' 
The Sunday Times 
 
‘For me, the most useful part of the course was the 
vision of how to formulate a value proposition, how 

‘Working with Marcella is a true pleasure and a 
deep personal experience. As she says,  
“Everything is personal” and she is absolutely  
right, when done well, branding is personal!  
Marcella was exceptional in helping me understand 
where I need to take my brand and developed  
a beautiful roadmap for me to actualise it. Her 
vision was clear, and I felt her full support and 
commitment to me as a client.  Marcella goes far 
and beyond to make sure everything comes 
together. She is committed to extracting the very 
best, true version of you and your company!’  
Teresa Robinson, Nuraxi, USA 
 
'I LOVE the magazine and google every shop  
advertised'  
Maggie Beischer, subscriber 
 
‘The most interesting part of the course was the 
methodology to organise collections according to 
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‘Selvedge is an exciting and visually stimulating 
magazine that addresses beautifully all the  
things I love: textiles, art, craft and beautiful 
objects!’  
Zandra Rhodes, designer 
 
'Love the magazine and Google every shop 
advertised' Maggie Beischer, subscriber 
 
‘... I also like the advertising. It provides something 
that is unique in the magazine world and makes a 
great reference book. It provides for a niche market.'  
Beryl Wilson, subscriber 
 
'A beautifully-produced small treasure that never fails 
to interest and excite, combining popular appeal with 
serious content. Even the adverts are interesting!'  
Dr Vivienne Richmon, subscriber 

joy of textiles beyond the usual boundaries.’  
Makiko Minagawa, Creative Director Haat, 
Issey Miyake.  
 
‘We learned that what is useful, what the 
customer wants is to read a relevant story about 
our identity and origin. We could see that we use 
many unnecessary words and a lot of generic 
information that does not add value.  We learned 
that it is necessary to have a concrete product 
development plan and stop creating a variety of 
products that wear out and lead us nowhere.’ 
Maria Eugenia Ibarra, Ropa de Género, 
Chile. 
 
'I love everything about the magazine, from the  
paper it's printed on to the features and  
advertising!'  
Debra Hepburn, subscriber 

‘I read it cover to cover several times.'   
Sarah McGlyn, subscriber 
 
‘The workshop was enlightening for me as it 
allowed me to outline the real needs that my 
jewellery line needed; I was able to begin to 
define “that something" that I knew was 
necessary but that did not clearly know what it 
was or where to find it. Now I can focus on the 
strengths of my work and my brand attributes: 
handmade, hand-forged, ethical, workshop, 
workbench. My sales have increased, and I am 
now able to focus clearly on the type of content 
needed to communicate with my audience.’  
Michaela González, jewellery designer, 
Mexico. 
 
‘The only magazine in the world with a quest to 
find possibilities... Thank you for spreading the  
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TUTORS
Marcella Echavarria and Polly Leonard

Marcella Echavarria is a lifestyle specialist. She 
collaborates with designers and artisans around the 
world developing links that connect local knowledge 
with global trends.  Her specialty is branding luxury 
and sustainability in a way that preserves cultures 
and traditions. “For me branding is the tangible 
representation of a company’s strategy.  It is a way to 
distill the essence and communicate it efficiently to 
the right target audience.” 
  
Marcella has 25 years of hands-on, first-hand 
experience in starting businesses, establishing 
bridges between cultures and people and 
integrating sustainability and profitability. She 
founded SURevolution in 2005, one of the first 
global brands to link the world of luxury with the 
handmade.  In 2010 she started her consulting firm 
focused on branding and creative communication. 
She holds a bachelor from Brown University, a 
masters in sustainable development from 
Universidad Jorge Tadeo Lozano and a career in the 
publishing world as editor of magazines such as 
Harper’s Bazaar, Hand Eye and contributor to many 
others such as Selvedge, Vogue, House and Leisure, 
Trend Tablet and Wall Paper, among many others. 
  
Her clients include individual creators, artisanal 
brands, textile related brands, retail concepts, and 
travel companies, among others. She has led 
consulting projects for The United Nations (UN), 
Unesco, USAID, Technoserve, The International 
Finance Corporation (IFC), The Organization of 
American States (OAS), Porticus Foundation, The 
Governments of Colombia, Chile, Cambodia, 
México and  Perú.

Polly Leonard is the Founder of Selvedge, an 
internationally renowned textile magazine that was 
launched in 2003.  
 
From its modest beginning as a one-off publication 
created in Polly’s front room, the magazine 
revolutionised the way textiles are presented and 
quickly became the world’s leading textile 
publication. It now has a readership of over 75,000 
and a dedicated international following. As well as a 
magazine, Polly has since launched an online and 
bricks and mortar shop, seasonal artisan fairs and 
creative collaborations with the likes of 
Anthropologie, The National Trust and the V&A.   
 
Polly has a specialist knowledge in all aspects of 
textiles, with particular interest in the role 
textiles has played in the evolution of humanity. 
Her own textile practice encompasses using 
weaving embroidery and basketry techniques to 
produce none functional sculptural forms. She 
has taught and lectured around the world from 
high school to adults.  Selvedge combines her 
passions for social history, fine art and craft.  
 
BA (Embroidery & Weaving) Glasgow School of Art 
1989, MFA (Fibres) Tyler School of Art Philadelphia 
1989-90, PGCE (Textiles) Bretton Hall, University of 
Leeds 1990-91, MA Art History, Birkbeck 
College1992-1994 City & Guilds Basket making 
1996-1997, Channing School, Textile Teacher 1991-
1994, South Hampstead High School, Textile Teacher 
1994-1995, North Bridge House School, Head of 
Art 1995 - 1999, Editor of Embroidery Magazine 
2001-2003, Launched Selvedge Magazine 2003   

The course is limited to ten brands. Pre-paid  
registration closes 25 September  We anticipate  
participants from around the world. The course 
does not include logo and website development, 
although theses services are available on request. 


