
 

 
 
 
 
 
 

Marketing 
 

1. General advice 
2. Establishing a brand 
3. Working with your artist and your staff 

 

General Advice 

 Decide exactly what it is that you are marketing. It could be the exhibition your 
artist is holding, the fact you are working with an artist or the new ideas the 
artist is bringing to your business.  

 People need to hear about it and your approach needs to focus on the audience 
that will be useful to you. 

 Try to be consistent and human – people don’t like marketing speak and are 
bored by corporate speak. 

 Change your approach if it isn’t working. 

 You will need to invest money on some forms of marketing, but smaller 
consistent coverage can cost nothing. Things like keeping your web site up to 
date or remembering to mention the project in all contexts, business breakfasts 
etc, and asking your staff to do the same can make a huge difference. 

 Give people notice if you are having an event and remind them again before it 
happens. 

 Don’t be pushy, but do follow up on your marketing which may mean having to 
make calls to check people are coming to an event or to chase the local 
newspaper about following up your story. 

 

Establishing a Brand 

 There needs to be a good story to make people take an interest in your event. 
Look for something unusual, human or amusing about your partnership that you 
can exploit. 

 A strong theme or goal will help. We are working with John Lewis on a series of 
events providing ‘seasonal and local’ artists as a counterpoint to their 
supermarket Waitrose who sell ‘seasonal and local’ produce 

 A consistent name for or strap line for the project is essential, try to choose this 
at the beginning and stick to it or you will confuse people. The strap line or 
headline is the most important part of your message so do give it serious 
thought. 

 
  



 

 
 
 
 
 
 
Working with your artist and your staff 

 You all need to be focussed on the same goals and you need to make these goals 
clear from the start. 

 Give credit where it is due: enjoy the collaboration. If the business has a good art 
idea, celebrate it and if the artist comes up with a business solution, credit them. 
You need to show that the partnership is creative and successful. 

 Use your artist’s contacts and any publicity opportunities they can provide. 

 Run your marketing plan past several people to help to spot any problems or 
opportunities you may have missed. 

 The more your work force or customers are involved, the more ownership they 
will feel. Let your staff choose the pictures for an exhibition or the theme for a 
workshop. They will have a direct connection with the success of the project and 
will viral market for you. Word of mouth can be the best sort of publicity. 

 

 


