386029348 – Art Shows with Owen Garrett
Cory:
Owen Garrett, good to talk to you again.  
Owen:
Hey how are you?  
Cory:
I’m doing well.  Doing well.  I’m excited because I told everybody over on the blog, everybody on our Facebook page and our private Facebook group for my coaching clients.  I said, what are your biggest questions about selling at art fairs?  You know my expertise is online and I work with artists helping them grow their online presence.

But of course the bigger part of the art market is how to do well at the art fairs and the art shows, right?  

Owen:
Absolutely.  And yeah, that’s one of the things, like a lot of - a lot of artists I think get seduced by the potential of the internet.  
Cory:
Um-hmm.  
Owen:
And it should be awesome and it’s really not, it’s its own thing, you cannot just put up a website or a blog and slap some pictures up and retire to an island somewhere and live fat and giggly with people tripping over themselves to come get you, it doesn’t happen that way.  
Cory:
Yes, you’ve got to combine both the online world as well as the off line world, and that’s what we’re going to talk about today.  
Owen:
Absolutely, absolutely.  And that’s - you know my experience has been and a lot of other artists is that you kind of like the theme of what we’re going to talk about, I mean the fastest way for most artists to start selling their art, or to sell more art, it’s good old fashioned art shows.  And I know that’s kind of not sexy, you know, oh well, I wanted to - okay.

But as we’ll discuss, it has benefits that just can’t be matched anywhere else.  

Cory:
Absolutely.  So let’s dive into it.  What would you say is your - we’re going to talk about the three biggest things, but what’s the number one.  What’s the biggest thing that everybody needs to be aware of?  
Owen:
The single most important thing that artists need to get hip to doing the right show.  Now, that sounds so leadingly obvious.  Well, of course Owen, everybody knows that.  Well, I’m not so sure you do, no offense personally, but let’s see if this sounds familiar.

Have you ever been to an art show where there’s lots of people, and it’s a big group, everybody is happy to be there, the whole art community has turned out, and there’s grandmas and uncles and everything, it’s packed with people and no sales.  Well, we’ve all had that experience unfortunately.


And there’s one reason why is because that art show for any number of reasons was full of artists, not customers.  The best art show that I’ve ever done wasn’t an art show, it was a trade show.  And that’s a big flip, because people are like wait a minute, you’re selling art, but it’s not in an art show.


Well, that’s right.  And you know that depends on each artist, you know what they do for work, who their audience is etc., but whatever your audience is, there is an art show for that, and it might actually be a trade show.  
Cory:
So Owen, this is really good stuff, and I think we’re going to get into a little more detail here in a moment, but I think before we go too much further, I know that there are going to be some people wondering who the heck is this guy.  
Owen:
Oh yeah.  
Cory:
So maybe you could just - before you get into the details and the meat here, maybe just tell us a little bit about your background as an artist?  
Owen:
Sure, I’ve been a full time artist just about 20 years, 1997.  And I’m partially color blind so as the joke goes the colonel won’t let me play with the crayons anymore, the colonel is my wife.  And so I work exclusively in pencil.  And I’ve done portraits for celebrities like Gene Simmons, George Foreman, Joan Rivers.  I just Penn Gillette’s 10 days ago from Penn and Teller, William Shatner, Adam West, John Rich, Cathy Ireland, most of my work isn’t what’s called - we call here the oil patch, it’s corporate work.

I don’t sell in galleries.  I have an online presence and direct mail, that’s how I - I publish my own work.  I do this all myself.  I don’t have tons of staff, you know we have - I’m pretty much a one-man show.  

Cory:
So you were saying that picking the right show is the most important part of doing art shows.  
Owen:
Absolutely.  
Cory:
And one of the things that people always ask me is well how do I know which show is the right show?  
Owen:
Yeah, and that’s - and that’s - I get asked that several times a week, well, where do I go?  Well, that’s not the right question.  That’s a cart and a horse thing there.  Who are you?  Right, and you have to know thyself first, I mean, who are you speaking to?

If you’re one of those unfortunate artists who are in the mindset well, my art’s for everybody, then it’s not really for anybody.  And it doesn’t matter how good you are, because I mean, I contend that art’s about communication and if - and that it’s all Greek to me is absolutely part of it, you have to speak to somebody.

So the first thing you need to know is who you are, and who resonates with you.  And if you don’t know, well then you have some decisions to make, you need to start thinking about who do I want to resonate with.


Having said that, I mean what I recommend, so for instance if you are an artist that say does abstract something.  I mean it’s not representative art of anything specific, well then you’re going to most likely go into more standard art exhibits.  Okay, well, you’ve got to do a little homework, I mean I don’t have a little list of everyone’s city that you can go to, unfortunately, but they’ve got the Google.


But beyond that I would pick up the phone actually and call all of the smaller art - in different art - what’s the word I’m looking for, art groups that they all put on shows.  Beyond that, you can contact the venues, okay.  So typically art shows are held in the same darn place all the time.  Well phone that place and they will put you in touch with the promoters.  I mean this is a 50 minute question that’s easier for me to ask them than them asking us right?


Because you’ve got to know you, and where do you want to do this?  So one thing - go ahead.  

Cory:
So once you sort of know who you are as an artist, and what you’re about, then you’ll have a pretty good idea of who your ideal art collector is, and then it’s a matter of matching up where those ideal collectors hang out with where you can go and show them the work, right.  So for you, you’re doing these trade shows where oil industry people show up, and your pencil drawing and sketches have to do with the oil industry.  So you show up at the trade show where those guys show up, as an example.  
Owen:
That’s right, that’s right, that’s the basic gist of the strategy.  And it is a strategy.  It wasn’t - I mean I might have fallen over accidentally into the oil rig drawing business, but most of that’s geographic convenience, it wasn’t any great insight.  But okay, this is a group I can talk to, and go stand in front of them.  

I had a conversation earlier today with Mike from Mobile, and you know I looked at his website and he had all kinds of different things, very, very good art, but he had a couple of ones that were boats, just the way the water was reflecting, I mean it was really good.  And you know he was having the same - where can I go and - well, do to boat shows, man, you’ve got that thing down.  

Cory:
Yes.  And that’s the typical problem, right, like so many artists just show up, they go to whatever art fair and you know it’s maybe the first Thursday at your local city or whatever, and you know they block off Main Street, and a bunch of people show up, and nobody buys anything, because it’s a general audience.  
Owen:
Sure.  So if you’re and I say this with loving teasingness, if that’s a phrase, if you’re one of the people that does little old lady granny flowers, well that’s - that is a pretty good spot for you, and by that I mean there’s not going to be a whole lot better, maybe a greenhouse.  I mean if you want to start thinking like that, because you’re painting for a general audience, right, well then you’ve got to try to find general audience things.

And I’m here to tell you, that’s a little harder work.  Yeah, I mean if I was in the - I love granny flowers business, of course you’d go to the smaller shows and flea markets and here - where I live we call them farmer’s markets.  You know there will be regional variations.  We have a laser engraver at our gallery and we do a lot of stuff at the smaller shows.  That’s not - you know I mean my original pencil drawings go for over $12,000.  Well, the farmer’s market is not the place to try to sell that, even if it was flowers or a kitty or something with a wider appeal.


Here’s - I want to make sure that I’m clear about this, because I don’t - our purpose is not to offend anybody.  We’re having fun with this.  The broader the market you’re trying to talk to and usually this by a default decision, well I just do whatever, the harder it is to communicate with anybody.  

Cory:
Yes, absolutely true.  
Owen:
The more specific you are the easier it is.  Why?  Because people tend to congregate together.  They get in little groups and they run and they read the same things and they go to the same places, and they talk to the same people.  It’s infinitely easier to speak to a group of somebodies than to try to speak to a whole bunch of everybodies.  
Cory:
Yes, absolutely.  And you can become in those little niche worlds, you can become sort of a mini art celebrity.  
Owen:
Absolutely, absolutely.  
Cory:
Yes.  
Owen:
Do you like the mason jar, a man of the people.  
Cory:
I’m - so the funny thing is I’m in Portland, Oregon, right and you joke about the mason jar, but if you go to pretty much any high end restaurant in Portland, you’re probably going to be served your drink in a mason jar.  

Okay.  So we’re talking about finding the right show, and that means you know your art fits a specific niche, than going out and finding, you know using Google, using Facebook, whatever to go out and find the show that is closely related to what you do as an artist.  

Owen:
Sure.  And this conversation I had with Mike from Mobile, and I would count this in an art show, even though it’s not an art show, but it might be more beneficial, but a lot of the things you do while there is exactly what you do as an art show, and we talked and I said, look if it’s a nice day, put on a big floppy hat and go to where the most expensive boats are in Mobile and set up a little easel and just start painting.

If there’s people walking around, they are going to come to you, and then what you do now as the rest of this discussion, essentially, it’s the same thing.  They are approaching you and engaging you in your capacity as an artist.  And unlike most shows that doesn’t cost anything.


Okay, now what you do there is is there is a whole series of things that you’d better be hip to.  But why not do that.  

Cory:
Yeah.  
Owen:
And you can see the short circuits go, well yes.  So if you go down to some boat place in Mobile today, hopefully there’s a guy named Mike painting boats and doing some business.  
Cory:
Good luck Mike.  
Owen:
Yeah.  
Cory:
So the first and most important thing is pick the right show.  
Owen:
Yes.  
Cory:
So what is the next most important thing?  
Owen:
Well, the thing to realize is that selling art that day at the art show is almost a secondary importance.  You’re there to build your list.  And I can say without reservation, and without exception every single show I’ve ever done as an artist, I got more business after the show, than I did at the show.  
Cory:
I’ve seen that happen over and over and over again.  
Owen:
That’s right, and it answers the question okay, I did a show, and I sold some good - I had good sales.  Well, what am I going to do tomorrow?  Right?  And well probably nothing unless you listen to us.

So you have to build your list.  And what do I mean by that?  In most cases, I mean at the minimum you’ve got to get their name and email.  And how do you do that?  Well, the number one most effective thing that I’ve ever found is, and this isn’t sexy, the draw box.  Oh, gee that’s genius there, hey I won’t know, just stay with me.  

Cory:
So you’re talking about a little box that says put your business card in here and I’ll send you a postcard?  
Owen:
Yeah, well hopefully a little sexier than that, but yeah, that’s the gist of it.  You’re going to trade something to get their information, and you’re going to keep in touch with them.  Or as we marketers sometimes say you can dribble on them a bit, right.

And respectfully of course, but the ongoing communication is key.  And whether you’re doing art shows or not, you’ve got to have this in place, and it doesn’t have to be complicated.  I mean, go to Mail Chimp and get a free account there, and start typing in names and emails of your clients, and send them an email once in a while.  I mean, God, at least start there.


Okay, you can get really sophisticated as you get - but at least start, because here - and here’s the big reason why this is important.  When you do a show, has this ever happened?  Okay, of course not, but let’s - has this ever happened, you’re at a show, and there’s someone who comes into your area, they love what you’re doing, you hit it off together, you’re laughing and slapping backs and everyone is having a good time, and they didn’t buy nothing.  

Cory:
All the time.  
Owen:
And it’s like but, but, but, but I thought - well, here’s why.  There are any number of perfectly valid reasons why that person can’t buy.  
Cory:
Even if they love your art, there’s all kinds of reason.  
Owen:
They love it.  They love you, they may not have their wallet.  The spouse might not be around.  I mean, you don’t think I just hang stuff up in the house without the colonel’s okay, do you?  I mean…  
Cory:
Yeah, sometimes it’s not about the price.  It’s about whether or not their spouse agrees to put - you know their spouse has to at least be okay with your work, too.  
Owen:
That’s right at least feel like they’ve been included in the decision, and I can’t be the only fellow that has to - that particular circumstance.

They may be wanting it for a gift for somebody but they have to check with other people.  
Cory:
Obviously people need to you know consult with their spouse, or consult with a friend or whatever before they’re going to make a purchase, you need to get their contact information, so you’d say okay, I’ve got the draw box or whatever thing it is that I’m going to use to get them to give me their contact information.  So the show’s over, I have the contact information, then what?  
Owen:
At the very least you drop them a quick one-sentence email, hey it was really great to meet you at the show.  You know I send handwritten cards most of the time, depending on the show.  Just a quick little postcard with something I drew on it.  It doesn’t cost much to do.  Hey great meeting you at the whatever show it was last week.  Take care, Owen, lick a stamp and send it.

Now that does run into a little money, but you don’t have to start there.  It works the best.  
Cory:
You can start with just emails.  
Owen:
Nobody does it.  But at least send a little email that says hey it was really nice meeting you, and a link to your website, right.  And that’s how it starts.  It’s that simple.  It doesn’t have to be complicated, and it’s not about trying to pin them to the mat to get a sale all the time.  In fact, I recommend you don’t do that.  

Because here’s what happens - there are people that have every intention of buying something from you, and they’re going right over there to get their husband, and they’re going to drag him back because he’s got you know the wallet, and then you never see them again.


So what happened while on the way to the husband, somebody spilled the drink on her or there was - you know any number of life things got in the way and then a week or so goes by and it’s like who was that artist we were looking at that thing, I wanted to show you something.  
Cory:
I can’t tell you how many times I’ve been in that exact situation.  
Owen:
Sure.  
Cory:
I literally when I first moved to Portland, my first month here, I came across an artist whose work I loved and I thought oh, man I got to get something but I didn’t have the money on me at that time.  And it took me two years to track that artist down.  
Owen:
And that’s not your fault.  
Cory:
Yeah.  
Owen:
That’s because that artist hadn’t yet got this part of it.  
Cory:
Right.  
Owen:
And you know a lot of folks, and particularly artists, get kind of queasy about the marketing thing.  
Cory:
Um-hmm.  
Owen:
And I contend for the most part that’s because they’re not understanding and they’ve got it built up in their head to be something that it’s not anyway.  
Cory:
It’s a much bigger deal to the artist, than it is to the person spending the money.  
Owen:
Well, yes, exactly.  You know and how many times - it boggles the artist, well have you got a card or a pamphlet?  Well no.  Well then get you some, man.  That’s - you know - no I don’t use business cards, I give them a catalog, but whatever start with something.  And I’ve seen - it just popped into my head, a very good friend of mine since grade two is also an artist, and it’s been kind of frustrating to me, I love him and would take a bullet for him, but he has seen what I have done and developed over the years and refuses to do it himself.  And so it goes to mindset where there’s so and so was talking to you at the last show, go say hi.

Well, no, they’ll come and say hi to me if they want to.  Well, and like I’m kind of - like that is so foreign to my way of thinking, it’s like you’re not trying to like pickpocket him and slip the artwork in, you’re just saying hi.  

Cory:
Yes, but I can certainly understand it, right like there’s that fear of you know what if they don’t remember me.  What if they don’t - what if they didn’t actually like me.  You know what if I’m interrupting the conversation, that’s all the negative side of it, but then there’s all the stuff that you’re not thinking about like maybe they’ve been thinking about you all the time, and they lost your card.  Or they don’t know how to get a hold of you.  Or what if you know that day before wasn’t the right day to buy something, but what if today is.

So now we know - pick the right show, find the right show whether it’s an actual sponsored by a gallery art show or a show that is around a niche topic that you write about or paint about, or sculpt about or whatever.  

Follow up with people after the show, get their contact information, at least their name and email address, preferably their snail mail address too and follow up with them that way.


Then what?  What would you say is the third most important thing for succeeding at art fairs?  

Owen:
The third most important thing - we have - there’s a fourth one too, but the third most important thing, we’ve already sort of touched on it, is having your head screwed on and being in the right space.  And being that it’s okay to talk to people.  They’re not going to eat you.  If you’re at a show, and this is what makes shows so great, you’re there and they’re coming to you, right.

You’re not knocking on their door at supper time trying to sell them a fire alarm or something, I mean…  

Cory:
They’re there to look at your work.  
Owen:
That’s right.  The fact that they’re standing in front of your booth, there’s an implicit permission to engage them.  Now, you have to do it right, you can really blow this, and we’ve all seen cringe-worthy examples of this, and we can talk about some of the specifics later, but you’ve got to be okay with some commerce here.

So that means that can break it down a whole bunch of ways, you’ve got to be able to take credit cards as payment.  You have to be able to look someone in the eye, and say “good morning”.  Tough, I know.  And you’re got to have your pricing, you know when someone says how much is this, you can’t go I don’t know, what do you think?  No, no, no.  Right, it’s a business and has to be treated as such.  

Cory:
Sure.  
Owen:
I guess if I was looking for the sound bite, this is a business thing, and it can be enjoyable and fun, and it’s about art and meeting people, and awesomeness.  But if you’re uncomfortable, they pick up on it, you know dogs are like - your customers are like dogs, they can sense these things, right.

And nobody is - most fears that people have about engaging in any kind of interaction on a consumer level, all these weird little fears come in, and I’ve had them, and I’ve flushed them out, but sometimes one will poke - rip it out, it’s like a weed, right.  The garden doesn’t stay weeded.  But people aren’t going to come to a show to attack you, well this is crap, right.  They’ll hear one story about one guy, sometime said something and well - that’s life.  You can’t get a - worry about…  

Cory:
And it says more about the person doing the attacking or the criticism…  
Owen:
Well, for sure.  
Cory:
Than it does about your actual - your art, right?  
Owen:
Absolutely.  
Cory:
So one thing I do want to throw in there is you know a lot of studio artists, a lot of painters and sculptors and stuff are - they tend towards being introverts.  
Owen:
Absolutely.  
Cory:
There’s a certain amount of you have to be okay with being alone in a room with a paintbrush for eight hours in order to be an artist.  And that’s totally okay.  
Owen:
Absolutely.  
Cory:
There’s a great book by Susan Caine called Quiet, that sort of talks about the nature of being an introvert versus being an extrovert, and how being an introvert is actually a really good thing, it does give you the ability to make the art that you make.  
Owen:
Absolutely.  
Cory:
And so being in those large crowds with all of those people at those shows, absolutely it can be draining.  
Owen:
Oh for sure.  
Cory:
Absolutely it can be dark.  
Owen:
I don’t - yeah, I don’t like crowds, I don’t.  
Cory:
Yes, there are strategies you can take to overcome that problem too, right.  
Owen:
Yes.  
Cory:
You make sure that you’re rested enough beforehand, that you’re hydrated, so that you’re not you know - so that all your brain power is there.  
Owen:
Yes.  
Cory:
So don’t let being an introvert be an excuse either.  
Owen:
I think that - you know honestly, and I mean this respectfully and as a gregarious introvert myself, I content that in most of the cases, the introversion isn’t the problem.  

It’s the fear and overwhelm of this big amorphous mass of stuff you don’t know that’s causing the stress.  Well about this?  What about that?  What about this?  And it’s like - I just don’t do well in these things.  

Cory:
Yes.  There’s a certain amount of learning that has to take place.  
Owen:
Sure.  
Cory:
So you have to - you know you do have to learn like how to talk to people, and how to talk about your art confidently, and you know you have to have your pricing down so that you don’t put it on the customer to figure out what to pay you, and like you were saying and all that stuff.  
Owen:
Yes.  
Cory:
And Owen, you’ve got a really neat product right that is all about - you’ve packaged it up the 20 years of experience you have around selling art and put it into DVDs, DVDs?  Videos?  Is it both?  
Owen:
It’s all online.  
Cory:
It’s all online, okay.  
Owen:
No waiting.  
Cory:
You’ve packaged it all up into videos, I don’t know why I said DVDs, you’ve packaged it all up into videos and put it together for people to learn, right, and you’ve got a little intro video that we’ll throw in here and let people take a look at.  
Owen:
Yep, go ahead and play it explains much better than I will extemporaneously.  
Cory:
Cool.  
Recording:
I’d like to introduce our new course, the Ultimate Guide to Profitable Art Shows.  It’s everything I’ve learned in almost 20 years of doing shows and learning things the hard way.  This course is the definitive guide to maximizing your revenue and effectiveness at any show, whether it’s a small craft show, or a farmer’s market, to a large international venue filled with people from around the world.  The Ultimate Guide to Profitable Art Shows is six modules covering all aspects of art shows.  Various kinds of shows to sell your art, hint:  Not all great art shows are actually art shows.

What kind of shows to avoid and a couple rules to never, ever violate.  What to ask show promoters and what you need to know about choosing the shows you do.  Building an effective booth that sends the right message for your art that helps, not hinder sales, lighting your art in your booth, signage and graphics, merchandising your booth, outdoor shows, insurance, taxes, licenses and garlic necklaces, getting paid, security at the show, engaging the client and presenting your art, pricing, building your client list, show inventory, taking and fulfilling orders, follow up after the show, and more.


The Ultimate Guide to Profitable Art Shows is full of tips, hints and strategies that have been responsible for us earning tens of thousands of dollars of business out of simple three and four day shows, and this course is everything I’ve learned, we’ve held nothing back.  There’s information here that I guarantee you can’t get anywhere else, because I’ve included the systems, methods, and knowledge that I’ve had to create and develop myself in the school of hard knocks.


Oh look, see that fellow, he’s taking the course.  What does he have to say?


My name is Mike Reggit from Tallahassee, Florida.  And I’ve never really done any art shows before, but after I got this course, I got $15,000 of business from my very first show.  If you’re an artist, you need this course.


Well, he seems happy.  Now, as you might expect the information in this course is potentially worth thousands of dollars because of how the knowledge could transform your business and career.  However, because I want to share this information with as many artists as possible, we’re offering the Ultimate Guide to Profitable Art Shows at an introductory price of only $197.


Now lot of you are whooshing relief at the price and grabbing for your credit cards.  But some of you are reeling back on your heels, and clutching your chest and thinking how could any education possible be worth that much?  Well, let me ask two simple questions.


One beyond the life-changing information tips and strategies, this course can pay for itself ten-fold just by saving you from expensive mistakes such as buying the wrong booth, buying the wrong lights, buying the wrong signage, overspending on booth space or even attending shows that plain aren’t suited to your art or your clientele.  What would passing on one wrong show save you in show fees time wasted, insurance, cost of hotel rooms and so on.  If you learned how to avoid just one unsuitable show, did you get good value?  


Two, how many more pieces of art do you need to sell in a whole year to get your investment back?  Like one?  If you sell smaller ticket items how much more do you need to sell at each show?  Like a couple?  If I had access to a resource like this when I was starting out, I’d have leapt on it in a heartbeat.  I would have gotten a paper route to pay for it if I had had too.


We’ve also included a terrific bonus program, the Ultimate Guide to Hosting Profitable Art Exhibits, a definitive guide to hosting your own one-person show, a $97 value included free.  This additional module contains specialized know-how to help you put on your own successful art showing and avoid some of the hidden booby traps that lie in wait for the unsuspecting or first time art exhibitor.  This was meant to be a separate course, but we decided to include it here as a thank you.

But wait.  There’s also a third course included.  The Ultimate Guide to Smaller Art Fairs, Farmer’s Markets and Everyday Art Shows.  There’s a ton of artists and artisans for whom smaller art shows are their life’s blood, and through our gallery we’ve become experts at smaller craft shows and farmer’s markets.  This course shows how we consistently bring in anywhere from $400 to $1,500 in sales on a typical Saturday afternoon farmer’s market.


Some art is just better suited to smaller shows and small shows are the perfect ways to learn the ropes without risking the big dollars at big shows.  The Ultimate Guide to Smaller Art Fairs, Farmer’s Markets and Everyday Art Shows reveal secrets such as tips for merchandising your table, finding the sweet spot for your pricing, sales psychology and how to keep business rolling in between shows.  


Even if you’ve been doing smaller shows for years, I guarantee that there’s information in here that you’ve never heard of, including the one thing I do now at a show, that I just discovered a couple of months ago that’s a complete game changer.  And every marketing expert I’ve told about it initially thought it was a terrible idea as did I, but we’ve all been left stunned and gapping at the results.

And this entire supplementary course is included for free as a bonus.  It doesn’t matter whether you do small craft shows or already on the big time gallery circuit.  It doesn’t matter if you’re just starting out have decades of experience you can’t get qualified and tested information anywhere else.


Don’t put this off, this is an introductory price only, so get on board now and get immediate access to the Ultimate Guide to Profitable Art Shows and begin selling more of your art right away.  Click yes now.

Cory:
That was a great introduction, right.  And you’ve had some good successes with people taking the class and learning stuff from it and having good experiences with it.  

Owen:
Well, we saw another Mike from Tallahassee, Mike Reggit, he took what I call the beta version of the course, I mean he didn’t have the videos, he just had some audio as we were developing the course, but I was doing some coaching with him, and I said, here.  And as he said in his own words, his very first show, he did $15,000 in business.  
Cory:
Nice.  
Owen:
Yeah, he seemed happy.  But what he didn’t say in the video was two point that a lot of artists kind of make excuses.  Number one, in his first email back, I mean he was writing in caps you know what I mean.  But he didn’t even do a tenth of what was in the course.  I did this and this and holy mackerel, which was nice.

So he is looking forward to doing - and what happens when I do this and when I do that, but he did do the three things we talked about, okay.


The second thing is guess how many pieces he took to this show?  

Cory:
Well, you already told me so that’s not fair for me to guess.  
Owen:
All right, okay.  He only had two pieces at the show.  He had two limited edition prints, that was his entire inventory, he set them on easels and that’s all he had.  
Cory:
Nice.  
Owen:
Which I’m sorry to say the next time an artist says to me, I don’t think I have enough inventory to do a show, or I need to get more inventory.  Well, maybe you do, but maybe you don’t.  
Cory:
Sure.  
Owen:
It’s more important just to start.  And so I know everybody is waiting for baited breath, how much?  And so if you ask Mike how much the course was worth to him, he would tell you many thousands, I’m guessing, right Mike.

But it’s not many thousands of dollars, so it’s normally - it’s $297, but with this - with Cory, it’s only $197, so there’s $100 off.  And so some of the audience is like looking for a buy button, and that’s awesome.  But some of you are clutching your chests and going how could any education possibly be worth $200.  And okay, well, let me ask the one obvious question is how many pieces of art do you need to sell in a whole year to make this course pay for itself?  

Cory:
Yeah.  
Owen:
Like one.  And if you sell smaller stuff, like at craft fairs and things like how many do you need to sell at each show?  A couple.  
Cory:
Hopefully only just a few yeah.  
Owen:
Yeah, I mean it’s - and that’s in a year, so I mean there are things in this that I’ve been doing for over a decade, I mean these things do build.  So there’s the how much more do you need to sell, I mean come on, I mean can you sell one more piece of artwork in a whole year?  I would hope so.  And the other thing is what’s in the course, and I think it’s the greatest benefit, frankly is - it’s not just how to sell more art, it’s what to watch out for, which is like - for instance, the fourth thing I wanted to mention is, the number one rule that I will never, ever violate again is I will never, ever do a first-time show again.  
Cory:
Why.  
Owen:
Ever.  Why?  Because they all suck.  Because they never work.  Because as the artist, if we’re going to a first time show, we’re talking to a promoter that’s all excited and it’s in support of this, and it does that, and this many people and all this advertising, good.  But you don’t ever want to be the guinea pig.

I mean I know what I’m doing here.  All false modesty aside, I do really good at shows.  I can’t make a first-time show work.  I can’t.  The attendance there’s problems, there’s a million little pieces that have to go together in putting on a show.  I want nothing to do - and I don’t recommend any artist does a first-time show, even if that first-time show is put on by people that have a ton of experience, I still won’t do it.


So it’s not just how much you - more artwork you can sell, it’s - this course is I think again, the real big value is putting a light on the potholes that you can step around without falling in.  You know, I mean so if you travel say you go two towns over to do a weekend art show, and it turns out that show shouldn’t have been done.  Well, what did you say to do you in booth fees, in gas, and hotels and restaurants and all that?  I mean missing one bad show this course is more than paid for itself.  

Cory:
Yes, I’m really excited to be sharing this with my audience Owen, because I feel like this is the one missing piece to the puzzle for what I’ve been doing with my artists - my artists, I own them, I possess them, they’re mine.  
Owen:
Yes, we’re all family.  
Cory:
They’re all a part of the Abundant Artist community, but you know I focus so much about online and I do think that the future is online, and I think that you know big companies are getting into selling art online, and the big auction houses are selling art online, and I do think that we’re going to see a massive, massive shift to selling art online.  But selling art immediately and selling art in person is always going to be the primary way that art is sold.

And I think that this is - you know this is the missing piece.  

Owen:
I absolutely agree with you.  I just read something this morning, there was a statistic came out in the United States that the average millionaire in the United States has seven revenue streams.  Think about that.  
Cory:
Wow.  
Owen:
Because we all think okay here’s a millionaire, he owns a bunch of stock, or he…  
Cory:
A solar company that he built.  
Owen:
Or he sold a company, seven revenue streams.  And I thought isn’t that interesting, so when you dive into it there’s dividend in the stream, and there’s rental - all the - I mean there’s a myriad, because that concept applies here, and then I thought God I’ve got lots of revenue streams, all artistic, but there’s a little of this, and a little of that.  And I’ve spoken about other places, but you know the whole grand slam thinking, I’m going to get up to bat, and I’m going to hit it out of the park, and we’re going to get four runs, and I’ll be carried over the plate, hey that’s great if it happens.

But I’m here to tell you a careers is built on bunts and line drives.  

Cory:
It’s grinding it out every day.  
Owen:
One base at a time.  
Cory:
A little bit of progress each day.  
Owen:
That’s right, and I don’t I mean I would never want to give up my website, but I wouldn’t miss the global petroleum show next month either.  
Cory:
Nice.  
Owen:
It’s for me.  
Cory:
Okay, Owen, so where should people go to sign up for your class?  
Owen:
Well, somewhere here there will be a link I’m guessing, but if they’re writing it down, or if they’re just listening to this somehow, it will be marktingtoolsforartists.com/ - what did we say it was going to be.  
Cory:
/TAA.  
Owen:
TAA, that’s what it was.  I have to look it up /TAA and you’ll get your $100 off the course, and it’s all online, you get access immediately and there’s audios, transcriptions, and actually there’s sort of three courses in one, so there’s the Ultimate Guide to Profitable Art Shows, the Ultimate Guide to Hosting Profitable Art Exhibits, and the Ultimate Guide to Small Art Shows, Farmer’s Markets and something, something.

Because those are three distinct things, this course - this is everything I know, this isn’t - there’s no other courses coming on this, I mean, if I learn something I always add it to it.  But there’s no super version of this coming.


The hosting art exhibits course specifically is about - it’s a little more gallery-oriented.  So if you go and get a gallery showing, where you’re the featured artist for the week, month, weekend, and you’re having an event, or you want to lease a space yourself and get together either yourself or some other artists, and host your own show.  
I mean there’s - I mean it gets into catering and things, the small town or the farmer’s markets and the smaller art fairs, your typical weekend, here’s a table, good luck show, for most artists, I think is probably the most valuable, because there’s a couple of sales things in there that I’ve never shared anywhere else.  
One blew my mind when I came across it last summer, and I mean I talk to Dan Kennedy about it in Minneapolis 10 days ago, and I don’t think he believed me.  That’s not going to work.  It works.  This isn’t [inaudible 00:39:54] afternoons.  
Cory:
This took you a long time to build dude.  
Owen:
Yes, it did.  Yes, it did, 18 months start to finish.  And it’s everything I know, and I also I feel confident in saying that there’s nowhere else that has any of this information, well I mean something is going to be - let me say it again.  

I’m confident in saying that you’re not going to get this level of information anywhere else.  I mean there are things, when I talk about the draw box, there are things in there that can change your life, and I’m not - I’m very serious about that.


Two little things, the draw box should never be for something that’s for sale in the booth, because people are funny, just like they think well, no I’m going to win the lottery for my retirement, I don’t need to save, and that kind of line of thinking, there are people that won’t - and this is by experience, they won’t enter a draw for that print, because - or they won’t - sorry, they won’t buy that print, but they’ll put their name in and say I’m going to win that, I think.


Right, well you and 500 other people, right.  

Cory:
Yes.  
Owen:
So make the draw box prize for something they can’t buy.  And in my case I do a portrait for $4,400, because that’s what I get for my portraits, so they can have a limited edition portrait - or an original drawing by Owen Garrett, big sign, so it’s - you can’t really buy that in the booth, it’s not for sale, but it’s something you could talk about, and it has a certain irresistible element, it’s not you know win five dollars off an oil change or something, which you know - so there is a time commitment but for me to draw someone’s baby portrait or whatever, it’s a few hours, it’s not, there’s a financial commitment to that too, but you know what I mean.  
Cory:
Yes.  
Owen:
I’m not giving them thousands of dollars’ worth of framing and you know all that kind of thing.  
Cory:
So one more time, if somebody wants to sign up for the class and also get - if somebody wants to sign up for the class on art shows, and also get your bonus material about small shows and farmer’s markets, where do they go again?  
Owen:
Marktingtoolsforartists.com/TAA.  
Cory:
TAA for The Abundant Artist, right.  
Owen:
That’s right.  
Cory:
Owen, anything else that we need to tell these people?  
Owen:
I think that’s pretty much it, I mean the one thing that overall that I find artists struggle with it, it’s in here, it’s - they spend a lot of time planning and dreaming and not enough time in the doing.  
Cory:
Um-hmm.  
Owen:
And we all, and I’m not immune to this, we all want - fantasize about a world where the world comes to us and we can stay in our little environment that we create and the world is lined up at our door.  You know I’m as close to that as anyone I’ve ever met, and I’m still doing an art show in three weeks.

You know you’ve got to get out and do.  And I contend that this course really is the definitive course on art shows.  I don’t know where you would get more expertise specifically about art shows, than this.  And yeah, it’s not free.  But if you can’t make this work, I don’t even know how to finish that sentence.  It’s all there.  

Cory:
Owen, thank you so much for doing this, for chatting about this today, I really appreciate it.  I think the people - you know they’re going to get a lot out of this video, and hopefully they’ll get - not hopefully, I am certain they’ll get a lot out of the course.  
Owen:
Absolutely.  Absolutely.  It’s - we put a lot of work into it, and we’ve not had anybody not be less than thrilled with it.  
Cory:
Awesome, thanks so much Owen, and go sign up for that course.  
Owen:
Okay.  Thanks Cory.  
[end of audio 00:44:26] 

