
Let’s face it, in today’s world, an artist will get  
nowhere without the help of marketing.

For all intents and purposes, marketing is the lifeblood of any successful brand and, ulti-
mately, it’s what makes or breaks most rising artists, be they designers, illustrators, or some-
one who’s just really good with a paintbrush.

If you’re an artist (which you probably are, if you’re reading this) then you’re most like-
ly already familiar with creating a personal brand. In fact, that’s probably the least of your 
worries! Most artists have perfected their brand over time, whether by tweaking their logo, 
fine-tuning their motto, or revamping their website.

But creating a brand is just the first step in building your artistic platform.
In other words, in a sea of artists, it’s important to stand out. And you can’t just stand 

out because your brand happens to look prettier than the others. The cold reality is that 
dreaming up a brand is the easy part; the hard part is marketing it so the world comes to 
recognize it instantaneously.

One could go so far as to say that building a brand’s notoriety is an art form unto it-
self. After all, not only does the artist have to mold the brand from nothing but a lump of 
an idea, but they must chip away at the bad parts—piece by piece—until the end result is a 
solid structural platform that will attract an audience’s attention.

It’s no wonder that full-time artist and longtime sculptor Emily Coleman is hardly a 
newbie when it comes to the concept of self-promotion. Building her business from the 
ground up, Emily learned how to advertise her brand long before the influence of social 
media platforms, such as Facebook and Twitter, had their successful starts.
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Tired of working 80-hour weeks 
with barely a dent in her bills, she 
branched out into teaching sculpture 
courses before pursuing a full-time art 
career. According to Emily, she learned 
fast that promotion was always the key 
to advancing her brand.

“Marketing has become a more in-
teractive experience and will always be 
changing as technology advances,” said 
Emily. “I always try my best to stay on 
top of the latest trends and grow along 
with them rather than being stuck in 
the same routines over and over. Keep-
ing marketing ideas fresh is the same 
idea as keeping the creativity flowing 
through my art work.”

So how does Emily stay fresh? 
Well, for one thing, she gets to know 
her audience.

“My main demographic is young 
adults. They often love animals, fanta-
sy, and nature,” which is a big pull to-
ward Emily’s fantasy-esque brand. Furthermore, they’re the ideal audience for online pro-
motion as they are, in large part, the moving force behind pop culture.

It’s no secret that more and more millennials are redefining how art is discovered. They 
do this mainly by ditching standard fine art galleries and museums for social media plat-
forms such as Instagram, Pinterest, and DeviantArt. In fact, the online auction site Invalu-
able recently released a survey that showed how nearly 23 percent of Americans find art-
work via popular social media channels.

So by appealing to her online audience through selective fonts, image styles, color 
schemes, and other visual cues, Emily ensures that her brand stays mainstream in accor-
dance with popular opinion. Likewise, she keeps on her toes by continually posting to major 
social media outlets such as Facebook, Twitter, Tumblr, and Instagram on a regular basis.

According to Emily, “Staying up-to-date with the most popular social media outlets is 
super important for younger audiences. Everything is always changing and it’s important 
for me to never stay comfortable!” She also does this by frequently updating her personal 
website and extensive e-mail list, all the while somehow managing to attend several con-
ventions and art shows every year.

Fantasy Creatures in Clay by Emily Coleman was 
published through IMPACT and features a variety 
of Emily’s signature dragons and a fantastical griffin.
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Emily’s ability to market herself 
and make herself so accessible to her 
young adult audience is a major rea-
son why her self-published book, Crea-
ture Sculpt, caught the eye of IMPACT 
Books, a major young-adult art in-
struction imprint.

“IMPACT is very interested in 
working with established artists that 
already have a decent following and 
those that are familiar with marketing 
themselves to some degree,” said Emily. 
“Giving them my previous sales num-
bers, follower counts, website hits, and 
various other stats helped sway them to 
publish the book.”

Emily’s book with IMPACT, Fan-
tasy Creatures in Clay, hit stores in 2014 
and received a write-up in MAKE: magazine after she approached Jason Babler, the creative 
director. The positive review urged audiences to go out and buy the book because it “hits 
the mark on so many levels.”

“I have no doubt it helped quite a bit with sales,” said Emily in regards to the article. 
Little did she know that her steadfast promotion of the book, before it came out, would lead 
to IMPACT creating its first-ever YouTube book trailer. The trailer, based off of Fantasy 
Creatures in Clay, became a popular success.

“That was a complete surprise for me,” said Emily. “They only sent it over to me once 
it was finished and I loved it! It is definitely a fun promotional item.” In the end, the trailer 
garnered the attention of online retail phenomenon, Amazon, which immediately embed-
ded it where the book is now sold in its virtual store.

In her downtime, when she isn’t releasing new books, Emily is forced to get creative with 
her social outreach and how she grows her brand. She’ll often post links to her website or on-
line shop, and occasionally runs contests or giveaways to increase her social media following.

“I also have an e-mail list where I send out exclusive coupons and early product re-
lease announcements,” said Emily. “All of these things encourage people to share posts and 
spread the word.”

Likewise, she’s discovered that cross-promotion happens to be one of the most effec-
tive tools to use in building her brand. “My peers and I share each other’s posts on social 
media,” said Emily, “and we also collaborate on art projects together, which end up ap-
pealing to both of our audiences.” One of her more notable collaborations was with Poly-

Autumn Spirit is a dragon sculpture by Emily 
Coleman, which she uses as gallery art in her book 
Fantasy Creatures in Clay. Many of the techniques 
she used to create Autumn Spirit are described in 
the book.
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form, the maker of Sculpey clays, and it led 
to the company’s sponsorship of Emily at 
the Maker Faire 2015.

With a book deal, sponsorship, and a 
large number of commissioned art projects, 
Emily acknowledges that keeping up with 
social media can be, at times, a bit chal-
lenging. But one only needs to look at how 
her sculpting career has taken off to know 
that she’s handled the challenge superbly. In 
many ways, she credits marketing for mak-
ing her a better artist.

“Marketing forces you to be confident 
in your work. If you can’t convince yourself 
that your time and work are worth it, how 
will you convince others? As artists, we are 
our own worst critics so this is definitely a 
huge obstacle to overcome. But ultimately, 
it causes you to believe in yourself and the 
work you produce.”

It’s hard to believe that someone with 
Emily’s national recognition could have, at 
one time, doubted her artistic qualities. Yet, 
the not-so-big secret in the art world is that 
self-doubt is firmly embedded in the job description of any artist, whether they work on a 
local, national, or global scale. Just ask international watercolorist and bestselling author, 
Jean Haines.

“I came into my career as a professional artist by accident,” said Jean. What started out 
as a hobby, and attending a beginner’s class to gain confidence, ultimately led her down the 
path of artistic stardom. According to Jean, many of the students preferred her loose style 
to that of the teacher. Before she knew it, she was getting teaching requests left and right. 
So began her art career!

Despite her overwhelming teaching success on a national level, Jean didn’t initially look 
upon herself as a brand in need of marketing. Over time, though, she understood the ne-
cessity in doing so. “When I created my website,” said Jean, “I started thinking about how 
it represented me and all I do. It was my first personal window and entrance to the global 
art world, and it had to be right.”  

Following soon after her website came her popular blog: Watercolours With Life. The 
blog, which she utilizes as a diary-styled platform, is updated frequently and has the same 

Watercolor Workout is one of Jean’s first 
DVDs published by ArtistsNetwork.tv. It 
demonstrates how to complete a painting 
by approaching it using multiple “watercolor 
workout” techniques.
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magnetic appeal as Jean herself. She often 
shares her inner musings and stories of her 
travels for workshops that she later plugs on 
Facebook, Twitter, and other social forums. 

“Having a social online presence has 
made a huge impact on my art career and 
still does,” said Jean. “I have many more followers than I did before I started marketing my 
work.” 

But Jean is adamant that the biggest secret to marketing her brand isn’t in sharing her 
own work, but in sharing others’. “If you share generously, others are more inclined to talk 
about you in a positive way. So being kind is possibly the biggest marketing asset we can 
possess.” 

Her advice shouldn’t be taken lightly. With four bestselling books under her belt, a 
signature paint set from the Daniel Smith Extra Fine Watercolors line, and a new series 
of DVDs coming out, she’s on the fast track to the top, and her career seems to be gaining 
more momentum every day. 

With workshops across Europe, including her native United Kingdom, and revolving 
door invitations to Canada, the United States, and Australia, it’s a surprise that Jean even 
finds time to paint. She’s adamant though, that she aims to keep painting as her priority. 

“My art is my life,” said Jean. “Promotion is a secondary factor to what I do and achieve.” 
For something that takes second place in her life, Jean sure has a knack for it. She even 

jokes that her next book will be about giving advice to artists on how they should market 
themselves, since it’s one of the most common questions she fields from newbies and old 
hats alike. Most of them, however, would probably be surprised to hear that Jean attributes 
her marketing success to simple boredom.

“I know that my boredom threshold isn’t very good. I tire of seeing the same things, and 
that goes for advertising. I think we all, to a limit, get tired of seeing repetition. We love see-

Jean Haines uses several Daniel Smith Extra 
Fine Watercolors as a part of her signature set, 
alongside her signature dot card, which are 
featured in all of her ArtistsNetwork.tv DVDs.
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ing new ideas, and this is what is so exciting 
about marketing. It does change and gives 
us endless possibilities,” said Jean.

Some of Jean’s marketing strategies 
range from giving free advice to free on-
line tutorials or even jurying at art shows. 
She’s also keen on attracting new audienc-
es to her website by writing features for art 
outlets such as The Artist’s Magazine and 
PAINT magazine, among others. According 
to Jean, “If you market in the same places, 
you are only attracting the same audience.”

Which might provide a little insight 
into why she’s created her newest set of 
DVDs with F+W Media, a company found-
ed in America. This past spring, Jean flew 
out to Cincinnati, Ohio, to film a series of 
painting DVDs via their digital art imprint, 
ArtistsNetwork.tv, that will be released in 
the fall of 2016. 

“This company is on the ball, and I 
loved working with them,” said Jean. “That 
too is the key to success. Work with people 
whom you respect, who have great professionalism, and who know how to promote you at 
your best.”

While on set, Jean said she didn’t waste a single minute. On top of shooting four DVDs, 
she also filmed additional teaching clips to be used for promotional bonus content. “I be-
lieve if we are given an opportunity, we should show our appreciation to the host and give 
as much as we can. In fact, in life I’ve found to be successful, the more you give, the more 
comes back to you.” 

Which certainly begs the question: Just how much have artists like Emily and Jean giv-
en to garner such successful careers? 

The answer might never be made known. But, telling by their stories, they had to work 
hard to get where they are today. And undoubtedly, they had to market themselves even 
harder. 

Britta Hages is a former full-time book and video editor who has worked on a handful of 
bestsellers. Now she spends her time freelance writing for magazines, books, and other print and 
digital media. Visit www.brittahages.com to learn more about her fiction and nonfiction content, 
and to read her writerly musings.

Watercolor Animals explores how to build 
up animal paintings, starting with simple eye 
exercises and working toward a finished piece. 
These techniques are applicable to most 
animals, including dogs and cats. 


