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Welcome from Bennecelli 

 

I feel honored by the fact that I have helped innumerable peo-

ple  start successful art businesses. I have been able to do this 

because of my years of experience both as a successful profes-

sional artist and as an acclaimed art teacher.  

 

The information contained in this short booklet actually works. 

I know it works because it worked for me, and it has worked 

for many others. If you will follow the simple steps presented 

here, I am certain you will see success too! 

bennecelli@studioarts.net 
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Here Are Some of the Secrets 

That Are Covered in My System for Starting Your Own 
Successful Art Business 

 
1. It almost goes without saying, but the first thing you must do to 

start a successful art business is to know that your art work will 
sell. Would you like to be certain? (See page 5) 

2. You'll need a business card that really "sizzles." Where do you get 
one? (See page 9) 

3. You'll need to put together an effective portfolio of several sam-
ples of the kinds of the art that you can do. Your portfolio will 
show prospects exactly what you can do. A good portfolio is a ne-
cessity. How do you put together an effective portfolio?   (See 
page 11) 

4. I can tell you exactly how to create a reputation as a artist that will 
virtually sell your art work for you and have people lining up to 
buy from you! How do you create such a reputation?     (See 
page 13) 

5. I will tell you who to contact to jump start your business immedi-
ately! (See page 8) 

6. Every time you get one job, you can leverage it to land additional 
jobs.  What is the secret of how to do this? (See page 15) 

7. Getting referrals is a powerful way to land commissions. What are 
the methods for getting referrals? (See page 18) 

8. Do you know what to say to get a prospect to agree to set an ap-
pointment to look at your work? I do, and I'll tell you. (See page 8) 

9. While a prospect is looking at your portfolio, there is one question 
that you can ask which will immediately put your prospect in a 
buying mood. Would you like to know what that question is? (See 
page 11) 

10. When you have done the work, you need to get paid. I can tell 
you how to encourage people to be prompt in paying you when 
the work is completed. (See page 18) 

11. I will also give you 7 simple steps to using the power of the Inter-
net to promote your business. (See page  23) 
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When it comes to starting your own business,  
art has numerous advantages. Here are just a 

few. 
 

1. Getting started is easy. The equipment can be as simple 
and inexpensive as a pencil and paper.  

2. You don't have to invest the kind of time and money that is 
required for many other businesses. You don’t need to buy 
expensive equipment or materials. 

3.  There are no franchise fees. You don’t need any special 
certification to qualify to work as a professional artist. Usu-
ally, all that you need legally is a permit to collect sales tax. 

4. You can start small with minimal risk and build your busi-
ness over time. 

5. You can be your own boss and set your own hours. You can 
take vacations when you like. 

6. You can work from your home/studio. (There are some 
great tax advantages in doing that!) 

7. You don't need any employees—unless you want employ-
ees. As your business grows, you can add employees as 
you need them. 

8. There is a huge market for art. Art is something that is al-
ways in demand, because most people appreciate good, 
original art. 

9. Successful artists get paid substantial amounts for their art.   
10.You can sell your art on the Internet. 
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 Sell Your Artwork? 
 

Have you ever considered the possibility of making an income with your art? 

Selling artwork can be a great way to make money. Working as a professional, 

self-employed artist has numerous advantages (see the list on the previous page.) 

 

Having your own art business offers some incredible advantages. When you own 

the business, you are the boss, you can set your own hours, and take vacations 

when you choose. But more than that, you will be in control of your own products 

so you are not hampered by product availability, back orders, etc. What’s more, 

you get to work from home. You can even be with your children while you’re 

working. Working from home will give you all kinds of tax advantages. 

 

If you think you want to make money with your art, I’ll give you plenty of tips to 

get you started in the right direction. 

 

Do This First 

 

If you have been thinking about selling your art, it almost goes without saying, 

that the first thing to do is make certain that your art is actually good enough that 

people will be willing to pay for it.  

 

Do people ever express an interest in buying your art? Do they ever ask you how 

much something costs? Do they ever ask if you could do some art for them? Any 

of these things is a good indicator that your work is extremely saleable.  

 

If people don't ask any of these things, it doesn't mean that you can't sell your 

work. Maybe you just need to show your work more often. Take every opportu-

nity to show your work. Don't be shy!  (See the section on “Making a List” for 

suggestions about where to exhibit your artwork.) 

 

If you feel like you don’t quite have the skills needed to produce artwork that peo-

ple will want to buy, then enroll in courses that will give you the skills you need. 

There are many excellent art courses online. Please visit my website 

www.studioarts.net for my recommendations for excellent courses you can take 

online. 

 

http://www.studioarts.net/instruction
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Calligraphy 

 

One of the easiest kinds of art to market is calligraphy. The reason is simple—just 

about everyone who has a business or runs an organization can use the services of 

a calligrapher—from custom-designed business cards, to ads, flyers, and bro-

chures, to awards, to menus and product lists—the list is almost endless. 

 

Calligraphy is also one of the least expensive kinds of art in terms of supplies and 

materials. All you need is a few pens, a couple bottles of ink, and some paper. 

 

Some of the places to sell calligraphy are: schools, libraries, hospitals, clubs, 

youth organizations (they like to give lots of awards), the police and fire depart-

ments (they like to give out awards too), chambers of commerce, churches, restau-

rants, wedding coordinators, and any businesses that have wedding related prod-

ucts and services. Calligraphic designs can also be incorporated into website de-

signs—that opens up a huge market. 

 

The calligrapher can do things like coats of arms and genealogical charts for the 

individual person. In terms of printed materials, the calligrapher can market greet-

ing cards,  calendars,  and quotations (framed and unframed). 

 

An easy way to learn calligraphy is to enroll in my online correspondence course. 

My course  will teach you the skills and knowledge you’ll need to sell your callig-

raphy. There is a tuition charge, which you should reasonably be able to recoup in 

a short time after doing just a few jobs. From that point, you will be earning a 

profit. 

 

Visit my website at www.calligraphybycorrespondence.com 
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Step 1—Your Studio 
 

Having the right studio space is important to your success. 

The first question to answer is—will you have a studio that 

is open to the public where clients will come in and look at 

the work you have for sale or will your studio be exclu-

sively your private work area?  

 

My studio has always been my private workspace; I always 

meet my clients in their homes or places of business. This was entirely because 

of the kind of work I do—portraits, murals, and calligraphy. I have never had 

artwork that the clients could buy “off the wall.”  

 

If you do artwork similar to the kind I did, a private studio is the better choice. 

If, however, you do work that has decorative value and is ready to hang, a public 

studio will probably work best for you. I know artists who do very well renting a 

small space or a kiosk in a mall or artists’ co-op. Customers can drop in, see 

them at work, and browse the work that is on display.  

 

Regardless of whether your studio is public or private, the most 

important factor is this—your studio should have an atmosphere 

which is conducive to creative work. Your studio should be a 

space where you feel creative—where you feel like working. 

There is nothing worse than trying to work in a space which 

causes you to feel stuck and uncreative. For this reason, spend 

some time and effort choosing and setting up a studio for your-

self where you are going to feel like doing your best work. 

 

If you are interested in knowing about how other artists set up their studios, I rec-

ommend the book, Inside the Painter's Studio.  Click here to see more about it. 

(http://www.amazon.com/exec/obidos/ASIN/1568988524/calligrapwithjim/) It 

will give you a glimpse into the studios and working habits of 24 artists. 

 

Upgrading Your Skills  
 

If you need to upgrade your  skills, please take a look at the instructional 

materials on my website at www.studioarts.net/instruction. 

http://www.amazon.com/exec/obidos/ASIN/1568988524/calligrapwithjim/
http://www.studioarts.net/instruction
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Step 2—Make a List 

I am a firm believer that the most reliable way to launch a successful art business 

is to market your artwork person-to-person, the old-fashioned way where you 

contact people personally and sell your work or take commissions. Once you have 

established your business by this method, you can begin to add other ways to pro-

mote and sell your work. 

 

It’s important in any business enterprise to identify your market, and art is no dif-

ferent. Who are your prospective clients? Ask yourself, who would be most likely 

to buy my art? To what group of people will my work appeal the most? When you 

can answer those questions, you can begin to target your advertising to reach your 

market.  

 

Begin your list by writing down the names of all your relatives and friends. If you 

have a Christmas card list, use that. 

 

Some of the places that you should put on your list are: schools, libraries, hospi-

tals, clubs, youth organizations (many like to have original art on display), cham-

bers of commerce, churches, restaurants, wedding coordinaters, and any busi-

nesses that have wedding related products and services. All of these potentially 

could be interested in buying your work, displaying your work, or even having 

you create a custom work of art. 

 

Begin to gather information about art shows where you can exhibit your work. 

Usually art shows are scheduled in advance, and, for that reason, you’ll need a 

planner or a calendar. Ideally, you want to be “booked up” so that you are show-

ing your art all the time. Sometimes contacting and/or joining a local art club is a 

good way to start. 

 

It should also go without saying that whenever you talk to anyone about your art, 

you should be warm, friendly, and polite. Always wear a smile and have a positive 

attitude. Be professional in your manner and appearance. This is sometimes ne-

glected by “artsy types”, but it's vital in the business world. It's called good sales-

manship.  

 

In setting up appointments, all you need to say to the person you contact is, “I’d 

like you to see some of my artwork.” Reassure them that you only want to show 

them your artwork. In fact, you are not “selling;” you are only “showing.” 
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Step 3—A Business Card that Sizzles 

Design your own business card and make it sizzle! A business card is a vital part 

of starting a successful art business. For its size and cost, it's probably the most 

effective advertising tool you can have. Of course, you can't expect your business 

card to tell the whole story about your artwork. What you should expect it to do is 

present a professional image that people will remember.  

 

Never use a cheap ready-made card.  An impressive business card is essential, be-

cause your business card will be seen as an example of the art that you can do. It 

may be the first example of your work that people get to see. Remember: you only 

have one chance to make a first impression. Make sure it’s positive. 

 

Do some research. Look at the designs of other cards. What designs really appeal 

to you? Use those designs as ideas for your own card.  

 

When you decide on a design and are ready to create the master, make it 3 times 

larger than the actual card will be printed. Your printer can reduce it to the correct 

size. Raised letters (the ones that you can feel as you rub your fingers over them) 

are recommended. Raised letters and designs speak quality and leave a positive 

impression.  

 

What information should you put on the card? My sug-

gestion is put all your contact information on your busi-

ness card including your website address if you have a 

website. If your studio is your private workplace and you 

would not want people coming to see you at your studio, 

then you should definitely not put your studio address on 

your card. 

 

Order at least 2000 cards and then make it a point to give 

them all out within a month or less! You can leave cards 

with everyone you meet and even mail them out. Put a 

card in the envelope with every piece of mail you send 

out - including your bills!  

 

If you are on a tight budget, you can create your first 

cards on a computer that has a scanner and the software 

to print business cards. This is an inexpensive way to get started and also gives 
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you the opportunity to do a little experimenting with the design of your card. 

Even if you start off using computer printed cards, plan to get “real” business 

cards before too long. Business people can tell the difference. 

 

A business card should be a vital part of people’s first impression of you and your 

artwork. It tells people that you are a professional artist and you are serious about 

marketing your artwork. 

Choose a card style that's appropriate for the image you want to create. When 

crafting your design, start with the style that best supports the business image you 

wish to project. To help you get started, here are two different card styles for you 

to consider: 

Picture Cards. This is the recommended choice for an artist. Having a picture of 

your artwork on your card-whether it's a photograph or a drawing -helps people 

remember you the next time he or she sees you. A picture of your artwork can 

help you communicate better than dozens of words. A splash of color (rather than 

just black and white) is often helpful on a picture card, too. 

 

Design your 

own business 

card and make it 

sizzle!  
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Step 4—A Portfolio You’re Proud to Show 

Create an impressive portfolio of 

several samples of the kinds of the 

art that you can do. Remember 

that one purpose of the portfolio is 

to show prospective buyers possi-

bilities. Ideally, when the prospec-

tive buyer looks through your 

portfolio, he or she should begin 

imagining what it would be like to 

own a piece of your art.  

 

As they glance through your port-

folio, Explain the various exam-

ples. It is helpful also to ask lead-

ing questions such as, “Have you 

ever thought you would like to 

have portraits of your children?” 

or “If you had a painting like that 

one, where do you think you 

would want to hang it?” 

 

If you use a good quality photo 

album, you can add photos of new 

work as you do it. A great portfo-

lio is something that will take you a while to develop. At first you can simply make 

up a couple samples to use. Then as you get commissions, you can put photos of 

actual commissioned work in the portfolio. 

When I was selling my art as my full-time in-

come, I was constantly revising and improving 

the contents of my portfolio. 

 

Photos of actual commissioned work are a much 

more powerful advertisement than samples you 

make up just to fill out your portfolio.  Since, I 

painted portraits, I would frequently ask people, 

as they began to look at my portfolio, “Do you 

recognize any of these people?” 

I specialized in portraits of children and also portraits 
where I could show off my skills at depicting lace and 
other exotic fabrics. 
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In addition to a portfolio, you might design a 

simple, eye-catching brochure.  I used a simple 

tri-fold brochure. This is something that can be 

easily created on a computer. 

 

I sold three kinds of artwork - portraits, callig-

raphy, and murals. For that reason, I had three 

separate portfolios. At first, my samples were 

just a few things that I made up as examples.  

When I first began, I created portraits of a few 

famous people. That way I could 

ask my leading question, “Do you 

recognize any of the people in 

these portraits?” 

 

After a while, my portfolios were 

filled entirely with photos of  

commissioned work that I had 

done. At that point, I had more 

orders than I could handle!  

 

You can achieve the same level of 

success! 
 

A sample from my portrait portfolio—one of my portraits 
and the photograph that the portrait was taken from. This 
example shows my client  how good a likeness I can 
achieve. They are mounted on a black background. 

I did several formal portraits in oils. 
This one hangs in a bank. 
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Tip 1—Never Work for Free 

I always advise people from the very start, NEVER do any work for free (with the 

exception of close relatives). Charge people something, even if just a very little 

amount to cover materials.  

 

The important thing here is that people understand from the beginning that you 

are in business and that your work may be inexpensive, but it's not free. If you do 

work at no charge for one person, another person may expect free work also, and 

that can lead to misunderstandings.  

 

To get started, I suggest that you charge very, very low prices. I realize that some 

people may disagree with me on this, but the point is you want to create a reputa-

tion for doing good work and you want your work to be seen. You want the public 

to learn about you. For that reason, start cheap!  

 

You can tell people that your prices are low at this time because you are just start-

ing out and you want to get established. That will encourage them not to wait to 

order. I would say that anything in the $5 to $50 range is what I would call a very 

low price for original art.  

 

I began by contacting friends. I wanted to give them the best price, so I started 

with them. I also didn't want to waste my low, start-up prices on what could po-

tentially be big commissions later. You might say that I practiced on my friends. 

When you see that it is time to raise your prices, don't do it suddenly without in-

forming your previous clients and your potential clients. I always gave a 30-day 

notice before raising my prices. I also raised my prices in increments.  

 

When I first began selling head and shoulder pastel portraits my price was $30. A 

month later, I raised the price to $60. Six months after that, I raised the price to 

$95. When I retired from doing portraits, I was getting much more than that for a 

pastel portrait (and that was several years ago).  

 

By the end of my first year,  I had established a reputation as a portrait artist. 

From that point on I had a steady flow of portrait commissions.  It was at that 

point when I began to receive commissions to do formal portraits for businesses 

and colleges. 
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Reproductions 

If you have some artwork that you feel would be suitable for note cards, you may 

consider creating a set of cards that you can wholesale to card and gift shops.  

 

The easiest way to create note cards, is to use an online print-on-demand service.  

 

Print-on-demand 

The two most popular print-on-demand sites are zazzle.com and cafepress.com. 

They are both very good. They are prompt and provide quality products. 

 

You can get a better price, if you have a regular printer do the job. The disadvan-

tage is you’ll have to place an order for at least 200 –500 cards. If this is the route 

you want to go, check with a printer on the cost of printing note cards. If the cost 

is too high, you can mount photos on plain paper stock. Also, there is computer 

software that will enable you to produce photo-quality reproductions of your 

work.. 

 

Newspaper Advertising 

Newspaper advertising can be effective if done correctly. Here’s what I found 
was effective.  
 
First, I advertised in a local weekly newspaper. Not only is ad space less expen-
sive in a weekly than in the larger daily newspapers, but a weekly is the kind of 
newspaper that generally gets read from cover to cover. People keep the weekly 
around for several days; they don’t throw them out each day like they do with 
the dailies. 
 
Second, I ran a small display ad with a thumbnail photo of a portrait. I ran it 
continuously for nearly a year. 
 
Third, I made an arrangement with the newspaper to do some art for them in ex-
change for a lower rate for my ad. 
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Tip 2—Show It Before You Deliver It 

Every time you complete a job, you can show the finished work to other people 

and, by all means, don't forget to PHOTOGRAPH it for your portfolio. This is es-

sentially how I started.  

 

As soon as I completed a commission (unless it was to be given by the client as a 

surprise), I would show it to all my friends before I delivered it. I usually would 

have two or three new commissions lined up by doing this. The result was that my 

business rapidly began to "snow-ball."  

 

Ask people to give you referrals. Say something like, "Who do you know that 

might also be interested in having me do some art?" When you call a referral, be-

gin the conversation by introducing yourself and telling them that the referring 

person suggested that you call. When a referral buys from you, send the referring 

person a little gift or thank you card. I have heard of sales people who have made 

a fortune using this very simple strategy.  

 

To get a prospect who is not a friend of yours to look at your work, I would  say, 

"I am an artist who specializes in art. A lot of people like yourself have been very 

interested in my work, and I'd like for you to see my artwork too. When would 

you have ten minutes for me to drop by?"   

 

Reassure them that you are only interested in setting an appointment for them to 

see your work. You are not necessarily expecting them to buy at that time.  

 

While a prospect is looking at your portfolio, you can point to a specific example 

and ask, "Have you ever thought that you might like to have something like this 

for your office, home, or business. Have youever thought that you would like to 

present an award like this one?"  
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Tip 3—Taking the Order 

I recommend that at the time you take an order, you ask for a deposit. This en-

courages people to be prompt in paying you when the work is completed. I always 

asked for a 50% deposit when the order was placed and the balance due on deliv-

ery. I also explained that many people preferred this method because it broke the 

cost into two payments.  

 

I also recommend that you guarantee that people will be satisfied with your work 

or you will do it over. Only rarely did I have to do work twice to satisfy the client. 

  

One word of caution! You might encounter a person who is extremely "picky" and 

will never be satisfied no matter what you do. When I ran into a picky client, I 

found that it was best in the long run to gracefully and tactfully return their de-

posit and apologize for not being able to produce what they were looking for.  

 

When you take an order, make detailed notes and draw a rough sketch of exactly 

what the client is looking for. This will also help you remember. I found that it 

was best not to show my rough notes or preliminary sketches to the client (unless 

they asked to see them). I found that it was merely confusing to non-artists.  

 

Always do your absolutely best work. Don't be sloppy or hasty. When you are 

ready to deliver the final product, be confident that you have done a good job and 

it's worth the price you are 

charging. The attitude that you 

have at the time of the presenta-

tion of your work is all-

important. Be positive and en-

thusiastic. Frequently, I would 

say to the client, "I think you're 

really going to like this!"  

 

Build positive 
expectation! 
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Advantages? 
 

I would like you to know that I had no special advantages when I started working 

professionally. I didn’t have a lot of money to  invest in getting started, I didn’t 

have any special “connections” to help me get commissions, I wasn’t really a 

salesman, and I was living in a small community in a mostly rural area of Vir-

ginia.  

 

What I lacked in advantages, I made up for in determination and resourcefulness. 

More than anything else, I was determined to be successful despite the obstacles I 

faced. I say this just to reassure you that you can succeed too regardless of what-

ever obstacles you might face. 

 

One thing I learned very quickly was that I had to be willing to change and to 

adapt my ideas. Some things that I thought were good ideas were unproductive, 

and I eliminated those even when I liked the ideas. For example, I discovered that 

I got no sales for landscape paintings. Consequently, I stopped exhibiting land-

scapes even though I really loved doing them. 

 

Other things worked very well, and I concentrated on those even when they were 

not my favorite things to do. For example, I discovered that there was a big  

market for my pastel portraits. So I concentrated on promoting those and received 

a multitude of commissions.  

 

The point is—try different things and see how they work for you. Always be will-

ing to change and to adapt. 

 

A Quick Start Checklist 
Do the following to get started fast: 

 

______ Set up your studio so it is conducive to creative work. 

 

______ Make a list of people to contact to “show” your artwork (not to “sell”) 

 

______ Order business cards that really sizzle. 

 

______ Create a portfolio of your work that you will be proud to show. 
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Tip 4—Finalizing the Sale 

When it comes time to deliver your work to the client, make certain that you are 

in control of the presentation. There should be no interruptions or distractions. No 

one who is not directly involved in the approval of the work should be there when 

you do the presentation. A few times as I was just starting out and was still “wet 

behind the ears,” I would make my presentation to my client when the client had a 

friend visiting. More than once, it was the friend who would be a real “downer” 

and interject criticism. 

 

I always tried to make my presentations as dramatic as possible. Frequently, I 

would have their piece on an easel with a satin cloth covering it. Once they were 

seated in just the right place and I had created a sense of positive expectancy, I 

would have an actual "unveiling!" Believe it or not, I would actually even say, 

"VOILA!"  

 

Once you are established and want to raise your prices, devise a formula that you 

can use for all work. For example, my calligraphy commissions were priced ac-

cording to the number of letters plus any additional design elements.  

 

When people ask you for a price quote, don't hesitate or try to avoid answering. 

You may want to ask for more details before you give them a price, but when you 

know exactly what the job is, give them an exact quote and then stick to it!  

 

Tip 5—Get Referrals 
 
I’ve already mentioned this before. One of the most effective ways to continue to 

build your business is to get referrals.  

 

Every time you sell a work of art, ask the buyer who they know who might also 

be interested in having some of your artwork. Most people who have just bought 

from you will be able to give you at least one name. When you contact the re-

ferred person, introduce yourself by saying, “A mutual friend, (insert person’s 

name), just purchased some art from me and suggested that you might be inter-

ested in taking a look at my work. May I drop by and let you see some of my 

work?” 

 

If that person also buys, it would be thoughtful to send a thank you note and small 
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gift (such as a gift card) to the person who gave you the referral. 

 

If the person doing the referring asks you not to say who it was that gave you his/

her name. the referral is not a bona fide referral. 

Tip 6—Offer Matting and Framing 

If you provide matting and framing, you can increase your profits. You can quote 

people a price for your work either framed and unframed.  

 

Matting and framing are truly an art form themselves. Tinted mats and decorative 

frames can really enhance the appearance of a piece of art. I would recommend 

that everyone do some reading about the various techniques of mat cutting and 

framing. 

 

It is helpful to know something about archival framing so that the work will not 

be damaged over time by a mat or mounting board that that is not acid-free. Many 

clients will ask about these things. 

 

There are mail-order businesses who will sell mats and frames to you at discount 

prices. I ordered my frames and mats pre-cut from a wholesale supplier who 

shipped to me within a couple days. The name of the supplier I used was Graphic 

Dimensions. The URL is pictureframes.com. Assembly was simple and required 

few tools. A lot of clients really appreciate this added service.  
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Run Your Business Legally 

Finally, it is vital that you keep accurate records and all your receipts for expendi-

tures. Make certain that you comply with all the laws. In most states, you will be 

required to collect sales tax. Of course, you also must pay income tax. Therefore, 

keep an accurate record of all your financial transactions. There is some great 

computer software for keeping these records.  

 

One question that may have come to your mind is will you need to get a business 

license? Unfortunately, that is a question that I can’t answer. Local laws can vary 

from location to location, and I am certainly not qualified to offer legal advice. 

 

Two things I can say. First, if you are working from your home, the only license 

you will probably need (and I emphasize probably) is a sales tax permit. Second, 

be careful about who you ask about licenses. Ask the wrong person and you may 

wind up being told that you have to pay for a license you don’t really need to 

have. 

 

It’s important to remember that the cost of the materials you use is almost always 

deductible from your income taxes. Also, if you have your studio in your house, 

you should be able to deduct a portion of your household expenses. To take this 

deduction, you must calculate what percentage of your space is used exclusively 

as a studio. (Note: you will not be able to deduct 100% - don’t try it!)  

 

In addition, keep a record of your mileage when you drive to meet a client or de-

liver artwork.. This is a business expense. Jotting down your mileage on a calen-

dar is usually a satisfactory record. 

 

If you are audited by the IRS (which is not uncommon for a small business), be 

prepared! Make certain you keep thorough records and documentation. If your re-

cords and documentation are complete, you should have no problems. If your re-

cords are incomplete, what will usually happen is you’ll have to pay a fine. The 

fines seem always to be enough to be really painful. For that reason alone, be pre-

pared just in case. 
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The following test will enable you to estimate how much money you can actually 

make with your art in the first 12 months. 

 

Bennecelli’s Art Biz Self-Evaluation Test 
              

SECTION I - PRICES 

 

1. What is the highest price you sold a work recently?                 $__________(A) 

 

2. What is the lowest price that you now charge?                         $__________(B) 

 

3. Estimate your average price (mid range).                                 $__________(C) 

 

SECTION II - TIME 

 

1. Average time per day you can devote to art?                         _______ Hours (D) 

 

2. How many days per week can you work?                            X_______ Days (E) 

 

3. Multiply (D) times (E) for total hours per week.                    _______ Hours(F) 

 

SECTION III - PRODUCTIVITY 

 

1. Multiply (F) by 80% to estimate actual production time                                        

X   .80     

 

2. Production time (allowing 20% for promoting and customer service)                             

                                                                                                    _______ Hours (G) 

 

3. Average Time required to finish one item.                              _______ Hours (H) 

 

4. Divide (G) by (H) = Average Number of pieces produced per week                                      

                                                                                                     _______ Pieces (I) 

 
 

Multiply (C)  by (I) and carry forward to the next page. 
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SECTION IV - PROFITABILITY 

 

1. Multiply (C) by  (I) = gross per week                             $__________  Gross (J) 

 

2. Multiply by 50 weeks                                                                    X 50  

 

3. Annual gross                                                       $_______________   Annual (K) 

 

4. Annual expenses      -                                         $_______________ Expenses (L) 

 

5. Subtract (L) from (K)  = Annual Net Income                 $_______________   (M) 

 

(M) is your present maximum income potential in your art business. 

 

SECTION V - PRACTICAL FACTORS                          

 

1. Rate the percentage of work you will actually sell                   ___________%(N) 

 

2. Multiply (M) by (N)                                                                 $___________  (O) 

 

3. Rate your promotional skills from 1 - 100%                            ___________% (P) 

 

4. Multiply (O) by (P)                                                                   $___________ (Q) 

 

5. Rate your work efficiency from 1 - 100%                               ___________% (R) 

 

6. Multiply  (Q) by ®                                                                     $___________ (S) 

 

(S) Represents a realistic estimate of the income that you will make this year. 
 

If you are unhappy with these figures, you can do several things: 

 

1. Build your reputation so you can raise your prices. 

2. Improve the quality of your work. 

3. Increase your market by concentrating on more saleable subjects. 

3. Improve promotional/sales skills by studying sales and marketing. 

4. Work with other artists in a co-op venture. 

5. Hire an agent to sell your work while you focus on producing the work.. 

6. Find a gallery that will exhibit and sell your work. 

7. Sell your work on the Internet. 
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Using the Internet 
 

The Internet can be a powerful tool for promoting your business. However, if you 

are interested in using the Internet to sell your artwork, you should approach this 

undertaking with your eyes wide open. There are many misconceptions about the 

Internet which we need to dispel from the start. 

 

The number one misconception is it’s easier to sell artwork through a website than 

it is to sell it the old-fashioned way through personal contact. The truth is that it 

takes a considerable amount of expertise and a whole lot of hard work to build  a 

website that people will find when they are looking for art on the Internet. I be-

lieve it is far easier to build a business selling artwork the old-fashioned way. 

 

As a test I  did a search for “art” on google. It turned up over 5.7 billion results! 

The phrase, “artwork for sale,” turns up over 37 million sites, and “oil paintings 

for sale” produces over 11 million. With that kind of competition, you can see 

why it is extremely difficult to create a website that someone who is searching on 

the Internet is going to find. It’s worse than trying to find the proverbial needle in 

a haystack! 

 

I don’t want this somewhat harsh reality to discourage you, because I know there 

are several ways that you can use the Internet quite effectively to help sell your 

artwork. Here are my suggestions: 

 

1. First, you can get a free website. I recommend www.artistsites.org or 

www.fineartamerica.com or www.imagekind.com . Then upload examples 

of your artwork.. The last two will make print-on-demand reproductions 

of your art. Make certain that your contact information is clear so that 

people can contact you easily. Also take care to word your personal state-

ment so it tells your story accurately.  

2. Include the address of your website on your business cards, brochures, 

and with any other advertising you do. In a sense, you can use this website 

as an online portfolio and to sell reproductions of your artwork. People 

who see your newspaper ad or your brochure can go to your website to 

see your online portfolio and shop at your online gallery. 

3.  Artistsites.org and fineartamerica.com are online communities where you 

can network with other artists. Use one of these websites to help promote 

your artwork. Please note that these websites are completely free. I am not 

affiliated with them in any way. 

http://www.artistsites.org
http://www.fineartamerica.com


 24 

4. Try to sell some of your artwork on eBay. I say “try” because there are 

never any guarantees. But it is worth a try; you may find that this is actu-

ally a good market for your work. If it is, you can even set up an eBay 

store. 

5. Create a blog or a Twitter account where you can post information about 

what you are working on and where you will be exhibiting your work. 

6. Build a list of email addresses of people who have seen an exhibition of 

your work or have expressed an interest in following your progress as an 

artist. Use the list to send out a newsletter that keeps people informed of 

your exhibition schedule. 

7. Create video demonstrations of how you create your artwork and upload 

them to youtube. You should place your contact information in the credits 

of your video. 

 

If you are not satisfied with these suggestions – if you’ve made up your mind that 

you want to forego the old-fashioned, personal contact approach and instead, 

concentrate on building a presence on the Internet, there is a lot of information 

available that will explain step-by-step what you’ll need to do to promote your 

site. The key to success on the Internet is what is called search engine optimiza-

tion (SEO). All this means is when someone searches for something to do with 

art, your site will appear in the top 10 results. Search engines are constantly 

changing the parameters they use to rank sites, and the parameters they use are 

closely guarded secrets. In addition, there are a number of so-called SEO 

“experts” who specialize in selling SEO information. Many of these are nothing 

more than Internet “hustlers” who are simply out to get your money. To learn 

more about this topic, search for “seo” on one of the major search engines. 
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Additional Helpful Information 
Artists need help with the business side of their career, and this 302-page, twenty-one

-chapter volume answers all the questions they could have. Ultimately, it guides art-

ists to create both a long- and short-term marketing plan so they can become inde-

pendent businesspeople. It educates them to gain a competitive edge in the market-

place, honing their business skills and knowledge of their legal rights. Artists will 

learn about: overcoming roadblocks, the secrets of successful artists, alternative ave-

nues for selling art, building name recognition, sales and publicity tactics, pricing 

artwork, planning an exhibition, creating a beautiful portfolio, photographing artwork, 

the proper way to contact a gallery, succeeding without a rep, promotion, maximizing 

value, and much more.                                                                                             

http://www.amazon.com/exec/obidos/ASIN/0940899493/calligrapwithjim/ 

I d Rather Be in the Studio! offers both practical and innovative approaches that help 

you get your art out of the studio and in front of buyers and collectors. Buy this book 

only if you're ready for the spotlight. Step-by-step instructions show artists how to write 

a better artist statement, attract blog readers, write a more compelling newsletter, and 

use social media more effectively. Go after your successful art career with gusto. Match 

Internet marketing techniques with proven in-person strategies to take charge of your 

career. Guess what? It s not as hard as you think, once you set aside excuses, get out of 

the studio every so often, and take action. Generate buzz in the crowded art market so 

buyers come to you. Use bold career moves that have paid off for other artists. Enjoy 

sharing your art as much as you enjoy making it. 

http://www.amazon.com/exec/obidos/ASIN/0983146209/calligrapwithjim/ 

The most comprehensive guide of its kind, Art/Work gives artists of every level the tools 

they need to make it in an art world so competitive one dealer likens it to "The Sopranos, 

except nobody gets killed." Whether you're an art school grad looking for a gallery, a 

mid-career artist managing a busy studio, or someone just thinking about becoming a 

professional artist, this indispensable resource will help you build your career and protect 

yourself along the way. No matter what kind of artist you are -- or want to be -- this book 

will help you. Art/Work covers everything you need to know to succeed, saving you 

from having to learn it all the hard way -- and letting you spend more time making art.  

 

http://www.amazon.com/exec/obidos/ASIN/1416572333/calligrapwithjim/ 

Using a “tough love approach” to pursuing a career in the visual arts, Jackie Battenfield 

expands on her highly successful classes and workshops to provide a comprehensive 

guide for both emerging and mid-career artists. Providing real-life examples, illustrations, 

and step-by-step exercises, Battenfield offers readily applicable advice on all aspects of 

the job. Along with tips on planning and assessment, she presents strategies for self-

management, including marketing, online promotion, building professional relationships, 

grant writing, and portfolio development. Each chapter ends with an insightful “Reality 

Check” interview, featuring advice and useful information from high-profile artists and 

professionals.  The result is an inspiring, experiential guide brimming with field-tested 

techniques that readers can easily apply to their own career.                          

 http://www.amazon.com/exec/obidos/ASIN/0306816520/calligrapwithjim/ 

http://www.amazon.com/exec/obidos/ASIN/0940899493/calligrapwithjim/
http://www.amazon.com/exec/obidos/ASIN/0983146209/calligrapwithjim/
http://www.amazon.com/exec/obidos/ASIN/1416572333/calligrapwithjim/
http://www.amazon.com/exec/obidos/ASIN/0306816520/calligrapwithjim/

