
Marketing for artists

With your host, Carmel Rowden 



Making it easy for people

curators, gallerists, writers, arts media, 
other artists, the general public, your 
whānau & friends

to understand what you do, and engage with it.



(some) Marketing channels

● Social media
● Website
● Physical stuff: business cards, flyers, posters
● Email newsletter
● Word of mouth & relationships 



● Consider your tone
● Be yourself
● Be selective & mindful about what you post
● Support your community and they will support you: 

Comment, like & share!
● It’s not for everyone, you don’t have to use it!

Social media



● Most popular platform for visual arts
● Should you have a separate art account?
● Post images that represent your work well
● Keep captions short but thoughtful
● Reach new audiences by using hashtags
● @tag: shout out galleries and people 
● Be inspired by accounts you like

Instagram



● Good for albums of exhibitions or projects
● Useful event functionality
● Make sure your posts are clear with all info
● Check if your posts are private or public

Facebook



● Be clear, be yourself
● Connect with others
● You don’t have to use it if it stresses you out

Social media recap



Websites!



Websites!



Why make a website?

● For fun and satisfaction
● Credibility
● An archive of your work
● Make it easier for curators, buyers, artists to see 

your work, read about it, and contact you. 
● Sell stuff



Platforms I like and how much they cost

● Cargo (my fave!)  →
Start from scratch or use a template to adapt
Around $300 a year, student sites are free 
(apparently)
Good support: email them or watch tutorials

● Squarespace
Lots of (boring) themes to choose from.  
Around $300 a year. 

+ Domain  around $20-40 a year 
depending



What to put on it?

● Images (and/or video) of projects and exhibitions 
● Writing (by you or about your work)
● A bio (galleries will love you)
● An email address (contact forms suck)
● CV with projects, exhibitions, publications and quals
● News, journal, blog (but beware!)
● E-shop? 



Get organised



Most important things for a website

● Keep it simple: fewer pages = fewer clicks
● Good quality images, but not super high res 

My rule of thumb: 2000px wide
● Keep text short and to the point
● Check what it looks like on mobile
● Check for bugs and broken links
● Proofread 



Search engine optimisation

● Use clear headings (H1, H2) 
● Make sure every page has a clear sentence (or meta description) about 

what is on the page.  
● Name your files well before you upload them: carmel_rowden_meteor.jpg
● If the platform allows it, add descriptive alt text

H2 heading 

Descriptive first 
sentence



Final web thoughts

● For motivation and support, pair up with a pal, or ask 
a friend or expert to help you

● Make a plan and a timeline to complete it 
● Set a reminder to update it at least once a year!



Useful links 
(don’t worry they will go on The Physics Room’s website)

https://elephant.art/i-want-to-build-my-own-artist-website-but-i
-dont-know-what-to-put-on-it-01062022/
https://support.cargo.site/
https://supercooldesign.co.uk/blog/how-to-write-good-alt-text

https://elephant.art/i-want-to-build-my-own-artist-website-but-i-dont-know-what-to-put-on-it-01062022/
https://elephant.art/i-want-to-build-my-own-artist-website-but-i-dont-know-what-to-put-on-it-01062022/
https://supercooldesign.co.uk/blog/how-to-write-good-alt-text


carmelrowden.com

Ngā mihi nui! 
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Human + Art + Machine
Driving action with social media in the real world.

A condensed version of the slides used by Moses Robbins at the
(Artist) Life School: Marketing Toolkit for Creatives

16 June

This is reference material  intended to supplement your notes from the presentation.

https://physicsroom.org.nz/events/artist-life-school-marketing-toolkit-for-creatives
https://physicsroom.org.nz/events/artist-life-school-marketing-toolkit-for-creatives


● Skepticism 
● Integrity
● “Reality” (truth)

Can we truly be our 
authentic selves, safely, 
effectively and drive 
meaningful results 
online?



● Background
● Challenges
● Accomplishments

Who is Moses and how did I 
come to learn and thrive in 
the digital space and the 
offline/online connection.



● Beliefs
● Assumptions
● Opinions

Before we write 
copy, upload 
images and spend 
money on 
advertising, what 
must we get right? 



● FB doesn’t 
need to 
“listen”

● Free to play
● Pay to win









● CSM case study
● Bums on seats
● Test & Measure

Real world examples of 
using social media to 
connect, inform and drive 
people to take real world 
action.





● National tours
● Festivals, local gigs
● Exhibition relevance

What principles don’t change 
when driving action online?  

Incentive, Affinity, Effort. 



● $10/1000
● Tell don’t sell
● Faces

Anatomy of a good post…

Share a feeling.
Make a factual statement.
Ask for one thing. 

Try not to overthink. 



● Managing anxiety
● Imposter syndrome
● Friendship

Connections can be made 
online and nurtured offline - 
and vice versa. 



● Stripe
● Ticket Tailor
● Squarespace
● Wix


