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2020 NEWSLETTER 
 

President’s Message 
 

Dear HAS Members, 
 
Due to the rapidly evolving Covid 19 situation and the unknown future, HAS has decided to 
schedule online monthly Zoom meetings for the rest of 2020. We are concerned for the health of 
our members and our demonstrators and there is, also, the possibility that the church may not 
allow group meetings.  The Pastel Society and WASH are successfully holding their meetings 
and demos on-line and scheduling on-line art shows.  We hope to follow in their footsteps. 
 
At this point, Sally Hoyt, our program director, has booked Rae Andrews to do a pastel 
demonstration in September.  Judy Crowe is going to do an oil demonstration in October, Brienne 
Brown will demo watercolor in November and Holly Hunter Berry will demo Acrylic in 
December.  These are very talented artists. Please check out their work online 
 
One question we have for all of you: do you want to have on-line workshops?  Normally, we 
would have workshops in September and October.  Would you be willing to pay our usual fee of 
$30 for an on-line workshop?  If not, would you pay $20?  We need to figure out what we can 
pay an artist for a workshop and this would be based on membership participation and interest in 
a workshop.  Susan Daugherty and Kelly Stewart are contacting the membership to get feedback 
on this subject.  One of the things that Susan and Kelly have found is that many of your phone 
numbers are no longer working numbers.  Perhaps you have discontinued your landline as I have. 
Please respond to their e-mails or to mine and give us the phone number you want listed in the 
directory.  I would like to have cell phone numbers so we could send out texts, but that may not 
be your preference. 
 
We are going to schedule a practice HAS Zoom meeting for August 17 at 10:00 A.M., our usual 
meeting time. An invitation will be e-mailed to you with a link that you click on to join the 
meeting.  To participate, you need a computer, tablet or phone that has a camera and microphone.  
Phones and tablets almost all have cameras and microphones. Some older computers may not.  I 
hope you will explore attending a Zoom meeting.  It is not hard to do and it is nice to see the faces 
of friends.  Please stay safe and keep painting, 
 
Pat Waughtal, HAS President 
 
REMINDER:  HAS Dues are due in August.  You can pay on the website (Password 
67years) or send a check to Russell Orr, 10026 Holly Springs, Houston, TX 77042 
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HAS NEWS 
 

Congratulations are in order to Pat Waughtal who won 1st place and a 
$50 cash prize for her mixed media entry in the first contest held by 
WaterMediaGalery.com.  Entitled “Pandemic Lethargy”. 

 
 
Pat would like to let anyone that may 
be interested know that a contest is 
scheduled for August and September. 
You can enter 3 pieces of art for $10. 
Any medium is accepted and you just 
photograph your own art with your 
phone and e-mail it to 
WaterMediaGallery.com by the end of 
month deadline.  This is a good practice 
for entering on-line shows and you 
might win some money. 
 
 
 
 
 
We also want to Congratulate Luiza 
Grandchamp who won first place in the 
WASH July Open Show with her 
watercolor, “Nicole’s Peonies” When 
asked about her beautiful watercolor 
Louiza responded that, “This was my 
very first watercolor, and getting this 
award from WASH was such an honor 
and quite unexpected”.   
 
As this is Luiza’s first watercolor, we 
anxiously look forward to seeing many 
more of her paintings in the future! 
 
Congratulations again to Pat and 
Luiza! 
 
 
 

  



 

LONE STAR ART GUILD  
 

 

 

 

 

 

 

The LSAG Convention was cancelled for 2020 because of the CORONA 19 Virus 
and will have to be rescheduled in 2021. 

LSAG Newsletter 
 
The 
newsletter 
is: 

1) Open to art related events & announcements by all 15 of our 
leagues 

2) Open to other art related organizations, businesses, & 
opportunities 

3) Published once a month 
4) Typically goes out to subscribers on the Wednesday following 

the last Sunday of the month with the exception of some 
holidays or if that rolls into the following month (check the 
schedule) 

5) LSAG announcements such as for convention or other LSAG 
official business go out as needed & may mean that additional 
newsletters are sent exclusively with LSAG news. 

 
LSAG Facebook Page 
 
To access the Lone Star Art Guild Facebook Page go to:  
https://www.facebook.com/pg/lonestarartguildorg/posts  
 
  

LSAG 2019 Convention 
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HAS will have online monthly Zoom meetings for the rest of 2020 

Date Demo/Workshop Artist Medium/Subject 

    

August, 2020 NOT AVAILABLE xxxxxxx xxxxxxx 
    
September 21, 2020 ONLINE DEMO Rae Andrews Pastel 
    
October 19, 2020 ONLINE DEMO Judy Crow Oil 
    
November 16, 2020 ONLINE DEMO Brienne Brown Watercolor 
    
December 21, 2020 ONLINE DEMO Holly Hunter Berry Acrylics 
    



Rae Andrews Artist for September 21, 2020:  
Houston Art Society is proud to present Rae Andrews, 
as its September 21, 2020, online Demo Artist.  Ms. 
Andrews will be demonstrating Pastels. 
 

Rae is an Australian ex-pat now residing in Texas, after 
living 12 years on the island of Maui, Hawaii.  She is 
highly influenced by color, movement and tonal drama 
in her art. She works in all media. Oils, watercolor, 
pastels and acrylics.  She completed her art degrees in 
Sydney Australia where she also owned a 400 student 
art school on the northern beaches of Sydney.  She 
owned two art galleries on Maui where she lived for 
twelve years. Art has been her passion since her early 
teens. She conducts demonstrations and workshops in 
various parts of the USA, Europe and Australia.  She 
works in all genres. Landscape, seascape, animal, floral, 
and abstract. http://rae-andrews.pixels.com/ 

www.raeandrewsgallery.blogspot.com 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  



 

 

Judy Crowe Artist for October 19, 2020: 
Houston Art Society is proud to present Judy Crowe, 
as its October 19, 2020, online Demo Artist.  Ms. 
Crowe will be demonstrating Oils. 

I loved to draw as a child-mostly ladies in long beautiful dresses 
I guess at one point in time, I thought I might pursue clothes 
design as a career. My mother passed away when I was 17 
though and the social worker at MD Anderson helped me so 
much that I began to seriously consider social work as my 
college major. It wasn’t until years later after having children of 
my own that I discovered painting 
 
I began painting after a friend gave me a couple of oil painting 
lessons in her garage. I was hooked and began to take classes 
from various artists but it wasn’t until I moved to Houston that 
I began taking painting seriously. I did not grow up in a 
household that visited museums or art galleries so this field of 
work was entirely new to me. Those few visits to my friend’s 
garage opened up a whole world I had never dreamed of.  

 
I love the works of the Old Masters but the Impressionist painters are the painters I most admire for their vibrant use of 
color and their individual brushwork. As it did for the impressionists, everyday subjects inspire me. I love flowers and 
landscapes and appreciate the beauty of nature. It’s quite a challenge to capture the feel of a time or place on canvas rather 
than a photo representation.  
 
I’ve been featured in several national artists publications and have won many awards but while those honors are nice, the 
best reward ~ for me as an artist ~ is when a collector purchases a piece of work. My hope and goal is to add lasting value 
to the world we live in and perhaps capture a part of God’s wonderful creation to canvas.  

 

 

  



 

 

Brienne Brown Artist for November 16, 2020: 
Houston Art Society 
is proud to present 
Brienne Brown, as its 
November 16, 2020, 
online Demo Artist. 
Ms. Brown will be 
demonstrating 
Watercolor painting. 

 
Much to her mother’s 
indignation, Brienne 
owned little clothing 
that was not covered in 

paint. From a very young age, Brienne showed talent in art and music, but wanted to pursue a career in the 
sciences.  She started her education at the University of Utah as a double major (Art and Chemistry), eventually 
receiving a BS in Chemistry and finishing with a Master’s degree in 2004. After graduation, Brienne worked in 
a Toxicology lab. Though she painted some by taking an occasional class, as the years wore on, she realized she 
wanted more art in her life than a career in science would allow. She was surprised and delighted to find great 
fulfillment in painting. In fact, it became a necessity. 
  
After leaving her job as a toxicologist to raise her first child in 2008, Brienne had the opportunity to paint more 
consistently. Prioritizing painting and taking workshops from artists she admired paid off. Soon she was not only 
exhibiting and entering shows regularly, but also winning awards. Brienne holds signature membership status for 
the National Watercolor Society, Western Federation of Watercolor Societies, Pennsylvania Watercolor Society, 
and Utah Watercolor Society. Her work has been published in Splash 17 Best of Watercolor: Inspired Subjects, 
PleinAir Magazine, and Watercolor Artist Magazine. 
 
Brienne’s passion is watercolor and plein air painting. She has won several top awards in many plein air 
competitions. “ 

  



 

 

Holly Hunter Berry Artist for December 21, 2020: 
Houston Art Society is proud to present Holly Hunter Berry, as its December 21, 2020, online Demo 
Artist. Ms. Berry will be demonstrating Acrylic painting. 

In life we have those moments that we look back on and realize they are 
part of defining who we are today. One such moment for Holly was when 
she declared that instead of continuing as an accountant, interior designer, 
property manager, or realtor she would pursue her passion as a fine artist. 
WOW....talk about the "road- with- caution- traveled"! 
 
Determined to conquer this mysterious calling she added years of studies 
with several master artists to her education from formal academics 
 
Representationalist, impressionist, colorist, expressionist are a few of the 
"ist" terms that have defined her work at various times. She continues to 
grow and push herself to explore new fresh approaches to communicating 
her message. Never tired of "pushing paint around" she looks forward to 
working at the easel every day possible. At this stage in Holly's career she 
enjoys giving back to the community by teaching her weekly classes and 
periodic workshops. She tries to teach in a way as to take the mystery out 
of the painting process. Intuition is important but a strong foundation is 
important as well and that is her focus. Intuition is personal and can't be 
taught...that is the voice of the artist! In addition to giving demonstrations 
for art groups she has also been asked to be a judge at various art shows. 
 
Holly's paintings have been exhibited in both solo and group shows in the 
United States, Central America and Europe for almost 40 years 
 

  



 

Artwork done during the Corona Virus quarantine 
 

 
Holli May Thomas 
Mixed Media 

 

  



 

 

 

 

Holli May Thomas 
Mixed Media 

  



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Cheery Young  
Pastel 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Cheery Young  
Pastel 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Marcie O’Neall 
Oil 

  



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Marcie O’Neall 
Gouache 

  



 

 

 

Pat Waughtal  
Watercolor & Gouache 

 

 

  



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Sharon Stanley 
Watercolor 

  



 

 

 

Sharon Stanley 
Watercolor 

 

 

 

These are the wonderful paintings submitted to me and I would 
like to share and encourage you to send me something you have 
done!  Marcie.Oneall@gmail.com 
 

NO virus can stop Fine Art, keep painting! 
 
  



Becoming a Better Art Salesperson 

Are you Chasing Away Your Buyers? 
by Jason Horejs | Owner, Xanadu Gallery 

 
 

Selling art can be a real challenge, but the moment of the sale is exhilarating. Your artwork has just been, in a 
way, validated. The purchaser has said to you, “I think your work is good enough that I’m willing to part with my 
hard-earned money to acquire it.” 

For many artists, however, the sales come far too infrequently. While sales are not the only measure of success 
for an artist, sales not only validate the work, they allow and encourage you to create more. There are many 
hurdles that get in the way of sales. The poor economy of the last several years has made the art market more 
competitive and art buyers more cautious. Many artists don’t get enough exposure for their work, and if buyers 
can’t see your work, they can’t buy it. Many of you have taken your marketing and sales into your own hands – 
showing your work in art festivals, participating in open studios, selling online, or in co-op galleries. You are 
having an opportunity to interact directly with your buyers. 

I believe that having direct interaction with potential buyers can be a great experience and can help you better 
understand the art business and sales process. It also gives you the opportunity to get direct feedback about your 
work. Sales can be even sweeter when you are making them yourself, and the buyer will often enjoy the 
opportunity of dealing directly with the artist. 

Unfortunately, many artists (perhaps yourself included) are not well prepared to go from creating art to selling it. 
Selling is a fine art in itself, and requires skill and practice. Some people are born salesmen, but others have to 
learn the skill. Even natural salespeople can always stand to sharpen their skills. For the next several posts, I 
would like to concentrate on several key areas of the selling process. I hope that by discussing key issues, I can 
help you become a better salesperson, and I hope the discussion around these posts will allow you to share what 
you’ve learned about the sales process or discuss challenges you’ve faced. 

  



Even if you turn over most of the marketing and selling of your work, understanding the sales process will make 
you a better partner to your galleries or agents. 

I want to begin this series by discussing one of the most common mistakes made in the art sales process. 

Giving the Buyer an Easy Way Out 

Many artists, and even some gallery salespeople, mistakenly think that the art sales process is a mysterious, and 
perhaps even devious way to trick people into buying something they’re not interested in. If this is your approach 
to selling, you will have limited success and unsatisfied buyers. I believe our work is much simpler: we are here 
to help people who feel a real connection to your art make it a part of their lives. 

To this end, our job is one of facilitation, not convincing. We want to help buyers overcome any fears or doubts 
they might have about buying the art that they want. 

 

Make no mistake, there is fear and doubt for the buyer. As buyers are considering whether or not to buy, they will 
be concerned about whether or not the art will fit naturally in to their home . They will be afraid that the price is 
too high, or whether they can afford the art. They will doubt their taste. In short, the buyer will have a fear of 
commitment. 

All of these doubts, and many more, can come to a buyer in the critical moment they are deciding whether or not 
to make the purchase. In this critical moment, we should be doing everything in our power to reassure buyers  the 
benefits outweigh the risks, and we should be asking for the sale. 

Instead, what I often see  (and I’ve been guilty of it myself many times) is our own fear sabotaging the sale. 

As an art sales person or artist, we are afraid of many things ourselves. We are afraid that the potential buyer 
doesn’t actually like the work and will say “no” if we ask them for the sale. We are afraid that the work isn’t 
really that good. We are afraid we’ll say the wrong thing. In short, we’re afraid of rejection. Our fear of rejection, 
combined with our client’s fear of commitment, often leads us to do exactly the wrong thing at the critical moment. 

 



 

Our fear of rejection, combined with our client’s fear of commitment, often leads us to do exactly the wrong thing 
at the critical moment. 

An example. You have a client in your booth at an art festival. The potential buyer has shown real interest in a 
particular piece. You’ve shared the story of the creation of the piece. You’ve given them your background. You’ve 
learned about them. You’ve asked where they would place the art. You’ve done everything right to create the 
sales atmosphere. There is a heavy pause as you can tell that the client is contemplating the purchase. Your heart 
starts pounding because you know how close you are to the sale, and you say . . . 

“Would you like a brochure of my work?” 

The client smiles in relief, says “sure,” takes the brochure, and walks away, never to be seen again. 

At that critical moment when the potential buyer was on the verge of making a commitment, you gave them an 
easy way out. They were wrestling with their inner voice, trying to convince themselves to take the plunge, and 
you offered them a way to procrastinate the commitment. Once the decision has been put off, the likelihood of 
getting them back to the commitment is almost nonexistent. 

Say Any of These Things, and You Are Almost Sure to Kill the Sale 

Offering a brochure is one sure way to put a damper on the sale, but there are many others. Any of the following 
will accomplish the same procrastination. 

 “Would you like a photograph of this piece? I can include the dimensions and price of the artwork.” 
 “Can I email you a photo of the piece?” 

 “Would you like me to bring the artwork out to your home for you to see how it would look?” 

 “Can I get you any other information about the artwork?” 

 “Would you like a copy of my biography?” 

 “Would you like to see other pieces like this one? Here’s my portfolio” 

 “I have another piece you might like.” 

 “Would you like me to place a hold on the piece while you think about it?” 

Let me be clear, none of these phrases are evil in themselves. There are times when they would be exactly the 
right thing to say. The moment of decision is not one of those times.  These phrases are all attempts to solve 
problems that the client may or may not have. By preemptively interjecting one of them, we are trying to skip the 
moment of possible rejection and go straight to a solution. Unfortunately, without asking for the sale first, we’re 
not solving a problem, we’re creating one. 

  



 

Ask for the Close, Then Solve Any Problems 

 

Instead of throwing out one of these solutions, it’s critical to ask for the sale and see what happens.  Your client 
may indeed express a doubt about making the purchase, but now we can work on resolving an actual concern 
instead of guessing what the doubt might be and giving the client a procrastination inducing solution. 

I’ve written previously about how to ask for the sale, but today I simply want to encourage you to focus on 
avoiding the temptation to give your buyers an easy way out. It would be better not to say anything at all, than to 
give your buyers a ready excuse not to buy. The next time you are in a sales situation and you feel you are at that 
critical sales moment, I want you to be aware of your urge to delay the sale and to make a conscious effort to 
avoid giving in to the temptation.  From personal experience, I can promise you that your sales will increase. 
 
 
 

 
  



CANVAS 
A blog by Saatchi Art 

 

March 04, 2017  
Posted by: Yupee Yiu 

How to Price Your Artwork 
When pricing your art, it is important to adopt a consistent fact-based price structure. As an artist, 
you should always be prepared to explain how and why you set your price. Prices need to be based on 
recent sales, the cost of labor and material, and comparisons with similar works. Compare your art to 
what sells, not what does not sell. It’s a good idea to have artworks in a range of prices in your 
portfolio, as this will widen the net of people who may be interested in your work. 

We suggest considering… 

1. Pricing your art based on comparables. 
Set your prices similar to those of other artists with similar experience and who work in similar mediums. 
When comparing your works to others, consider factors such as dimensions, medium, materials, and 
the artists’ achievements such as prizes, exhibitions, press, etc., as these will have a bearing on pricing. 
Also, when looking at price figures for comparison, always consider art that has sold, not art that has 
not yet sold. 



 

 

 

 

 

 

 

 

 

Saatchi Art artist Anna Hymas at work in her studio in London. (Image: Saatchi Art) 
 
2. Pricing your art like a retailer – at two times the cost of 
materials. 

 

 

 

 

 

 

 

 
3. Factoring in your time and labor. 
New and emerging artists often establish prices based on time, labor, and the cost of materials. 
Set yourself a reasonable hourly wage, multiply that by the number of hours it took to make the work 
and add that figure to the cost of your materials. 

  



 

4. The consistency in your pricing. 
If you are selling one work in multiple channels, make sure its price is consistent everywhere. Similarly, 
be consistent about pricing works within your portfolio – for example, your larger works should be 
consistently priced higher than your smaller works. 

5. Broadening your appeal by offering works at various price 
points. 
If someone likes your work but can’t afford a $3,000 painting, they will find a $500 painting more 
attainable. You can always increase your prices after you have made some sales and have factual 
evidence to justify a price increase. Keeping a record of all your past sales and the prices will make 
good reference material. Remember that it’s much better to competitively price and sell your work 
now to gain exposure (increasing your prices in the future) than to have your work sit unsold. 

6. Including the cost of packaging. 
If your artwork sells, the cost of packaging the artwork for shipping is the responsibility of the 
artist. The cost of packaging materials should also be factored into the price of your artwork. Here are 
our packaging guidelines for when your artwork does sell. 

 

 

 

 

 

 

 

Saatchi Art artist Evalie Wagner at work in her studio in Austria. (Image: Saatchi Art) 



 

7. Lastly, for other factors like… 
For larger oversized artworks that require a wooden crate, you should add an additional 30 – 35 lbs 
(13 – 16 kg) to the physical weight of the artwork during your upload, to account for the crate’s 
weight. Also, if professional crating service is required, note that these services may cost up to 
$500.00 USD. We highly suggest that you first research your total crating costs, and then 
factor these costs in when pricing your artworks. If your artwork sells, the collector pays the cost 
of shipping, but it is your responsibility to properly package your artwork and cover the cost of 
those packaging materials. Saatchi Art will handle all of the shipping logistics once your work is 
packaged. 

Promotional Discounts that are offered on special occasions, act as an incentive for new and 
returning collectors to explore the constantly updating selection of artwork on our site. Here is more 
information for a better understanding on how you should consider this when pricing your 
artworks. 

Want some additional inspiration? Check out recently sold artworks on Saatchi Art. 

 

 
 

  



 
ART MARKETING FOR ARTISTS 

Debate: Should Artists Include Pricing on Their 
Websites? 
BY JASON HOREJS  

 

As I am discussing the internet and marketing online with artists, the question of whether or not 
an artist should include pricing information on their site often arises. I spend quite a bit of time 
looking at artists’ websites, and, from my observations, most artists do not include pricing on 
their websites. I’ve also found that a good number of galleries don’t include pricing information 
either. The lack of pricing information is always a little surprising to me, but perhaps it shouldn’t 
be as there is a warm debate over the issue. 

I’ve heard both sides of this debate. While I suspect that a large number of artists (and 
galleries) don’t include pricing information because they see that very few others are including it 
– those that do put thought into the issue seem to have pretty strong opinions one way or the other. 

Briefly, to frame both sides of the issue, those who don’t include pricing seem to omit it 
for one or more of the following reasons: 
 

To encourage contact from the potential buyer. If there’s no pricing information, the 
reasoning seems to suggest, the client will have to call the gallery or artist and ask for the pricing 
and now the salesperson has an opportunity to actively engage the customer and push toward the 
sale. 

Including pricing can lead to complications or confusion. As I understand this concern, if 
there is inconsistency in pricing between the artist’s website and the gallery website it can lead 
to obvious customer service problems. The same would be true if the site is out of date and a price 
has not been updated after a price increase. 
  



 
Including pricing makes an artist’s website site seem too commercial. 

 
There are probably other arguments, but these seem to be the primary positions I run into. 

 
I come down firmly on the other side of the argument and am in favor of including art 

prices on artist and gallery websites. My arguments against the points above, respectively are: 
 

If you are waiting for someone to call you or email you for pricing you are missing the 
point of the internet. Visitors to your site aren’t going to contact you, they are just going to move 
on. In the internet age, people want to find information easily and instantly. We have always 
included pricing on xanadugallery.com– instead of getting calls asking “how much is it” we get 
calls saying “I want to buy it, here’s my credit card” or, even better, we get the order right from 
the site. Pricing is the single most important thing people are looking for on the site, you’re 
only frustrating them if you don’t give them this information.  
 

Running into problems due to inconsistent pricing is not an internet problem, it’s a pricing 
problem (or a laziness problem). An artist’s pricing should be 100% consistent across all venues. 
Eliminate inconsistencies in pricing and you won’t have any website pricing problems. 
 

As far as the “too commercial” issue, I am truly dumbfounded by this one. Aren’t we trying 
to sell the art? If not, if you are just trying to create a web museum of your work – then pricing 
probably isn’t necessary. If, however, your aim is to sell, then you need to overcome your fear of 
commercializing your site. Collector’s will buy only if given the opportunity. 
 

Of course there are other considerations for an artist. Some galleries prohibit their artists 
from sharing pricing information on their sites. I think this is counter-productive for all involved 
– especially if the gallery isn’t generating strong online sales, but it is wise for an artist to accede 
to the wishes of their galleries if the gallery is generating sales for them. It wouldn’t hurt though 
to have a discussion with your gallery and talk about the pros and cons of including pricing on 
their site and your site. 
 

Of course, this debate is close to moot if you aren’t getting strong traffic to your site. If 
you’re not getting 200+ unique visitors to your site weekly, you should start there before you 
worry too much about pricing (more on this in a forthcoming post). 

 
 
 
  



ART MARKETING FOR ARTISTS  
 
3 Tips to Help You Better Follow Up With Art 
Buyers and Make More Sales 
 
JASON HOREJS AUGUST 5, 2019  

 

Case 1: Last summer, I had a woman come into the gallery 

after having received a copy of our Art Catalogue. She and her 

husband were nearing the end of a long remodel of their home 

in Paradise Valley (Arizona’s version of Beverly Hills). She 

was now starting to think about artwork for the home. I spent 

some time getting to know her and trying to discover her tastes. 
 

 
Client’s Home in Paradise Valley, AZ  

 
This kind of sales prospect can pose some real challenges. The client was obviously interested and had the 
resources to make a purchase. However, she wasn’t quite ready to buy – she was still a couple of months away 
from the end of the remodel. As you probably already know, it’s far easier to make an immediate sale, than to 
keep the fire burning in a potential buyer who can’t make a purchase right away. 

After the client left, I immediately dashed off a quick thank-you email and started working on putting together 
images I felt might be of interest to her. 

After our initial meeting, the client and I exchanged dozens of emails. She visited the gallery several times, 
including a visit with her husband. I took artwork out to her home. Four or five months passed from the time we 
first met to the time when we finally helped her make her first purchase (3 pieces, totaling over $10,000). 

Over the course of the next 12 months we sold another $8,000 worth of art to her through follow up. 

  



 
Case 2: About a month ago, I had a couple come into the gallery at Art Walk (which we hold every Thursday 
evening in Scottsdale). The couple is from the Chicago area and is also completing a remodel. They expressed 
interest in several pieces we have on display. I obtained their email addresses and promised to send them images 
of the pieces. 
 
The next day, I sent an email with images, dimensions, and pricing of the pieces. When I didn’t hear anything 
back for a week, I sent another email, and a week later, another. This last week, I sent a fourth email, this time 
including some additional information about the artist. On Friday, I finally received an email from the husband 
in return. He thanked me for my emails and said they are still working on the remodel and acquiring furniture. 
They are still interested in the ceramics. I will continue to follow up until the sale is closed. 

Case 3: Several years ago, I had a client come into the gallery and express interest in a particular piece of 
artwork. As in the two cases above, I followed up diligently with emails and notes. I contacted the client 10-12 
times without ever receiving a response in return. Finally, after months of trying, I got an email back saying 
something like, “Thanks for following up, but we’re not interested in buying the piece right now. We’ll contact 
you if that changes.” 
 
All three of these cases illustrate the importance and challenge of good follow-up and of persistence. We all love 
it when we make an immediate sale when someone walks in, sees a piece of art and makes an instant purchase. 
These sales are easy and gratifying. Often, however, a sale takes prolonged effort. If you are only closing 
immediate sales and letting the long-term sales fall through the cracks, you are missing out on a potentially huge 
part of your business. 

I understand the temptation to abandon a sale that drags on. You might feel that it’s simply too much work when 
a good percentage of these follow-up efforts result in nothing. You might be afraid you are irritating your 
customers. You might simply not have a good system in place to keep track of your customers and their interests. 

I would argue that these are poor excuses for letting potential collectors forget about your work. Today, I want to 
give you three tips that will help you better follow up with your clients. 

#1. Develop a Follow-Up System 
 
You will be far more likely to do good follow-up if you have a system in place that makes it easy. I’ve used many 
systems over the years. My current system is very simple. I use todoist.com to manage my task lists. When I make 
a new contact that requires follow-up, I put a recurring task into a to do list that pops up every week, reminding 
me to contact the client again. I include all the client’s contact information right in the task, so that it’s very easy 
for me to quickly dash off a note. 
 
You might do the same thing by writing the client’s info on a note card (which is what I have done in the past). 
Once a week, go through all your note cards to get in touch with your current batch of prospects. 

Do something that makes sense for you and is simple. The simpler it is, the more likely you are to follow through. 

When you consider the lifetime value of a collector who ends up buying multiple pieces from you, the cost of a 
failure to follow-up is staggering 

  



I have found that weekly contact works best for me. More frequent than that, and it tips into being annoying. Less 
frequently, and your clients will lose interest. 

#2. Be Religious About Your Follow-Up 

A follow-up system only works if you apply it 100% of the time. Sales is a numbers game. Out of all of the people 
who express interest in your work, only a percentage are going to end up buying. The catch is that you don’t know 
which people will end up coming through with a purchase. If you aren’t following up with every single potential 
buyer, you are going to lose sales. It’s that simple. Moreover, when you consider the lifetime value of a collector 
who ends up buying multiple pieces from you, the cost of a failure to follow-up is staggering. 

#3. Provide valuable information in your follow-up communications. 

I have heard artists object to persistent follow-up campaigns. They say that pestering the client is unprofessional 
and they feel that it degrades their position as artist, making them look, instead, like a used car salesperson. Poorly 
crafted follow-up might do just this, but if you engineer your follow-up communication to provide valuable 
information, the client won’t find your efforts annoying. 

In my book, How to Sell Art, I lay out very specific information and give examples of good follow-up 
communications. It’s not my intention to recap all those details here, but, in brief, you should include the following 
information, scattered throughout your follow-up communications: 
 
Image of relevant artwork Size Price Story about the creation of the artwork Your biography Testimonials from 
clients who have bought your work in the past Press clippings about your work Interesting information about the 
subject matter (for example, if the client is interested in a landscape, you could include information about the 
locale) 

Not every follow-up attempt is going to result in a sale – many won’t, but I can promise you will see an increase 
in sales if you consistently follow these three simple tips (feel free to send me commission for every sale you 
make using this advice!) 

These same principles apply not only to your direct customers, but to other contacts you make. You should mount 
follow-up campaigns with galleries that have expressed interest in your work. You should be persistent with 
journalists or other writers who express interest in writing a story about you and your work. 

A final note. It’s never too late to try to rekindle a follow-up fire. Even if some time has passed since a client 
expressed interest in your work, you’ve got nothing to lose by attempting to reestablish communication. At worst 
you will be ignored, or discover the client isn’t interested, but there’s a chance you will re-spark interest and move 
toward a sale. 

I invite you to reach out today and make a follow-up contact with someone who has expressed interest in 
your work. 

 
  



  

An artist wrote me and said, "I do painting for the love, as I just explained to someone this 
morning, while defending all the money spent versus nothing sold. I've never approached the 
easel with $$ in mind." 
 
Unfortunately, in our money-driven, ROI-focused society, many people don't get it. After all, 
why would this artist continue to "waste" money on her craft if nothing is selling? It's tragic that 
she feels forced to defend her decision to spend money on the thing she enjoys most in her life.
 
I, however, completely "get it." It's really very simple. She enjoys "The Maker's High" from 
painting, which is one of the greatest rushes anyone can have in this life. There's a reason that 
"Creativity" is in the very tip, at the "self-actualization" level of Maslow's Hierarchy of 
Needs1. 
 
You see, the artist who wrote me is an amateur artist. And I mean that as a huge compliment, 
in the noblest sense of the word. We seem to have destroyed the true meanings of the words 
amateur and professional. [1] 
 
The word "amateur" comes from a French word meaning: "lover of". An amateur is someone 
who pursues the craft of something like music or art because they love doing it. A professional 
does it for money.  
 
 
 

 
 

For the Love of It 
By Clint Watson 



I've often seen masterful works by "amateurs" and truly horrible schlock by "professionals." In 
fact, I don't think an artist can achieve true mastery without working for the simple love of 
creating... as amateurs do. I've occasionally met those who are in it mostly for money and their 
work is usually... lacking. 
 
I said above that I completely "get it." Here's why: when I was in high school and college, I fell 
in love with music and playing guitar. That started my life-long love affair with guitar playing.
 
I can see people criticizing me for the amount of time and money I spend on my "amateur" 
guitar playing. But it brings me joy. "Blowing" money on creative endeavors is perfectly valid, 
and certainly better than "blowing" it on a trip to Vegas or most of the other trivial diversions 
modern society has designed to take our money. 
 
I'd rather spend four hours playing guitar than four hours wasting my life watching the latest 
reality TV any day. And, I often do spend four hours playing. It always amazes me how fast 
time disappears when you're in the "zone." 
 
When you enjoy something creative to the point that you love doing it, and you spend hours 
and hours immersed in it, you deserve to work with great tools that make your time even more 
enjoyable...the best tools you can afford. So, last year I bought a rather expensive acoustic 
guitar - it's the same guitar many "professional" players use on stage. 
 
Will I ever make money with my playing? No, at least not seriously. Do I care? No. 
 
I have spent hours with that guitar and it's easily, in terms of enjoyment hours, the best large 
sum of money I've ever spent. It's definitely not the last expensive guitar I'll purchase. 
 
People who don't "get" it, think it's a waste of money. And that's sad for them. 
 
Remember, Sharing Art Enriches Life. 
 
 
1 Maslow’s Hierarchy of Needs is a motivational theory in psychology comprising a five-tier model of human 
needs, often depicted as hierarchical levels within a pyramid.  

Needs lower down in the hierarchy must be satisfied before individuals can attend to needs higher up. From the 
bottom of the hierarchy upwards, the needs are: physiological, safety, love and belonging, esteem and self-
actualization. 
 

 


