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Nothing
contained within this book constitutes
legal,
financial,
or tax advice.

Nor does the content within this book
imply a warranty of
any
specific results.



In memory of
my friend
who reminds me that
life is very precious and short.

Angela Granger

In honor of
my father
for teaching me that
the secrets of success
will not work unless | do.

James Rea
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You will notice that the pages to the right of each of the rules
In this book are blank.

These blank pages are reserved for you.

Why? | want you to break the rule about not writing in books.
| want you to consider each rule

and then on the page to the

right of it, react to it.

comment, color, journal, scribble, or destroy any right page.
Say whatever you want.

There are no rules.

scan your page and email your contribution to
Answers@MAKINGArtMaKINgMONEY.com.

With your permission, your page will be included in the
second version of this book.

The second version of this book

will represent a deeper,

long overdue, collective exchange about the meaning
of selling art and “selling out.”



This book is an
Invitation for
you to break
the rules and o
challenge the
authority of

the art
establishment.

Author’s Note

This book may seem like it's all about rules, based on the title. But
it's actually a book about breaking the rules; the rules of the
entrenched art establishment.

| broke the rules of the art establishment and made up my own so
that I could sell enough of my art to make a decent living. My rules
have allowed me to support myself nicely since 2005 as a fine
artist living in San Francisco, one of the most expensive cities in the
United States.

This book is not an attempt to convince you of a new philosophy nor
to assert that | have all the answers. I'm still trying to figure it out.

These are the rules that work for me, and they work for the artists
whom I've mentored. | had to figure them out on my own. So my
hope is that this book offers you an easier introductory framework on
how to build a profitable independent artistic enterprise. It may work
for you; it may not. You decide. This book is an invitation for you to
break the rules and to challenge:

e the authority of the art establishment
e all of your assumptions about selling your art
e most importantly, yourself

| am guessing that you are an artist who has come to a sobering
fork in the road. You either want to sell your art and you don’t know
where to begin or you have been selling your art but not enough. So
let's examine your options.

Like most artists, you have been led to believe that the conventional
path of seeking representation to sell your art is the path that you
must take. You just hone your craft and hope for that big break. This
way you can let someone else, more capable, deal with all that
business mumbo jumbo. Is that what you learned in art school?

But as we know, if you take the conventional path, the odds are
stacked high against you. And ironically, the first question that a
potential art representative will ask is, “So, how much work have
you sold, for how much, and to whom®?”
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The entrenched art market is a scarcity and permission based
model. It is guarded by gatekeepers who will only let a select few
past their gate. Why? Because it's their gate, it's their game, so they
get to make the rules. Even assuming you have great talent, that is
very subjective.

No need to exhaust yourself and become bitter about the realities of,
and the rejection by, the traditional art market. Are you prepared to
wait for the gatekeepers to open their gates”? Then just ask yourself,
“Is this the game | want to spend my life playing?”

If so, read no further.

Your other option is to take the reins and actively pursue success by
taking an unconventional entrepreneurial approach. The odds

are not great, but | found them to be quicker, freer, and much

more profitable.

What does the entrepreneurial approach mean”? You ignore the
gatekeepers, and you build and own your artistic enterprise. This

is not a smooth road either. But the gatekeepers cannot blunt your
success, and you can maintain your creative freedom through your
business sawy.

Bottom line. You can direct your limited time and life force to
submitting and showing your art, or marketing and selling your art.

You ignore the
gatekeepers
and you build
and own

your artistic
enterprise.



Every book has
d message,
and every hook
has

a story.

Preface

Every book has a message, and every book has a story. As | was
strolling through the art supply store, | came upon a curious little
square black book titled “101 Things to Learn in Art School” by

Kit White. It's packed with clear bits of wisdom about making art. But
White's tome evoked the question unanswered in art school: how do
we make money with the art we make?

Once upon a time, | attended a prestigious art school. After five
years | learned how to make art but not how to make money from it.
Upon graduation, my student loan bill soon arrived. | quickly realized
that | needed to make money, more than | needed to make more art.
So | traded in my dream of being an artist and did what | thought
pest. | married the tall handsome neighbor, moved to the suburbs
and got a big mortgage, a lawn mower, and a practical job.

Every day for over a dozen years, | commuted back and forth to a
lifeless, grey base colored, corporate cubicle. | didn't paint or draw a
single thing. As | lived for Fridays, | became increasingly depressed
and anxious. My artless existence drove me into a deeper depres-
sion and anxiety that | could not numb.

One day as | sat with two work mates bitching about the relentless
office poalitics, | remembered that both women had just entered
remission from stage IV cancer. So | decided to turn the conversa-
tion around and | asked, “If you had a magic wand and you could
do anything, and be assured of success, what would you do”?”

One said, “l don't know.” My other friend Angela, who was the same
age as me said, “I'd be an interior designer. But I'm too afraid.” |
responded, “Are you afraid of living your life to the fullest more than
the battle you've just endured with cancer”?”

They never answered my guestion, but | did. | realized that my
number could be up any day, so | started painting again and
eventually selling my work. Soon after, | met Wayne Thiebaud, an
American art icon, who agreed to mentor me.

When | met Mr. Thiebaud, the New York Metropolitan Museum of
Art was exhibiting his retrospective. His show was touring the nation
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and his paintings were beginning to sell for close to $1 million on the
secondary art market. During one of my art critiques, he said, “You
know, you should pursue painting full time.” My heart leapt. Then |
asked, "How will I make money?” He responded dryly. “Oh, | don't
know, I'm not a businessman.” | thought, “The IRS sure thinks that
he's a business man.”

Mr. Thiebaud'’s detached response to my vital question sparked an
epiphany. In that moment | felt something shift within me. | could see
a clear and persistent disconnect between art making and money
making. | realized that this disconnect is simply an unnecessarily
self-limiting construct that is stopping artists before they begin.

Because of that, | began an ongoing solo quest to learn about the
business of selling art. But | found it next to impossible to access
practical examples or useful guidance on how to get a piece of the
action in the art market.

Unlike my mentors, | was not interested in playing the art establish-
ment’'s game for the rest of my life. | decided that if someone was
going to make money from the sale of my art, it should be me. So |
leveraged the Internet to go around the gatekeepers and connect
directly with collectors.

As | dove into a study of marketing, | gained a deeper appreciation
for how creative marketing can open up endless possibilities to
sell art.

Many of us artists pretend that even though our strongest desire
is to earn a good living from selling our art, we somehow are not
engaged in business. When artists meet with success, or we make an
attempt to eamn a reward for our talent, we are accused of “seling out.”

What does “selling out” really mean”? Think about it. Why is it okay
for the art establishment to make money from our work but not okay
for us”? Somehow we got it twisted.

| think it got twisted when contemporary art became less relatable,
giving rise 1o an art establishment made up of curators and critics
who act as the gatekeepers and interpreters of value between the
collector and the artist. Notably, Andy Warhol blew right past

the gatekeepers.
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What does
“selling out”
really mean?



Where artists
usually get
stuckisin
articulating a
truly unique
value
proposition
and

defining a
target market.

What “selling out” really means is when we artists abdicate control of
the business of selling our art because we believe that we are not
capable, it is not possible, or that it is beneath us. Yet we are
dissatisfied with the art establishment at best, or we are resentful
and bitter, at worst.

The truth is most artists abdicate control because we just don't know
how to sell our art and we don't even know where to start. It's not that
artists are incapable. Most talented artists are well educated, of above
average intelligence, and therefore can master basic entrepreneurial
skills that are grounded in creativity. VWhere artists usually get stuck

is in articulating a truly unique value proposition and defining a target
market.

Art history teaches us that a lot of money changes hands for art,
with and without art dealers. We would understand the business
of art much better if art historians had defined each famous artist's
unigue value proposition, instead of their significance in art history,
and profiled their target market, rather than just telling us a few
interesting stories about their patrons. In business terms, every
famous artist in history had a unique value proposition and a target
market. Art historians just use different language to describe the
significance of an artist's work and their collectors. Obviously art
historians are historians, not strategic luxury market consultants.,

My experience of the art establishment is that it is permission and
scarcity based. | also find it dull, cold, and stiff and most representa-
tives use similar tired marketing strategies. And that's not very creative.

They don't teach us the rules of selling art in art school. They teach
us the rules of making art. As it should be. That's what art educators
are good at. But if you ask your art professor about how you should
go about selling your art, you'll likely get a dissatistying answer or
you'll be shamed for even asking. You may receive some career
advice in art school. But if you are a fine artist, you don’t have a
career, you own a business. How do | know that? Because fine
artists don’t receive regular paychecks.

| decided that | wasn't going to let a broken system break me. |
discovered that | didn’t have to wait, hoping to be recognized, and
that | didn't need permission to get paid. Then | finally followed my
heart to pursue my dream of painting full time, and | moved to the
each in pricey San Francisco. | decided not to work with art
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representatives any more. | sidestepped the art estab-
lishment, and | wrote a business plan to generate over
$100,000 in the sale of my paintings in 2005.

| took the reins and created a unigue value proposition
serving a target market. | created a profitable fine art
enterprise within my first year in business and exceeded my
goal at $110,580. | did this without the benefit of a business
degree, meaningful guidance, prior experience, grants, rich
or supportive relatives, or a sugar daddy. Predictably, | also
made a lot of mistakes.

I've learned a lot in over seven years of succeeding and
failing in the art business, so | share my lessons at
ArtistsWho THRIVE.com, where you can sign up for free
weekly strategies. My readers drive my mission, to
challenge the fundamentally disrespectiul “starving artist”
mythology and to replace it with empowering constructive
beliefs and practical knowledge. Artists can gain creative
freedom through business savvy, and you don't have to
starve or‘sell out.” In fact, you are much more likely to be
successful if you remain true to your higher ideals. But you
will have to provide clear value to a defined market, and this
is a foreign concept to most artists.

Condensed within this book are useful nuggets from over
seven years of my practical experience running a profitable
fine art enterprise and mentoring an array of artists, including
painters, photographers, musicians, filmmakers, mixed media
artists, and craftsmen.

The notion of starting a business seems way too big and
daunting for most people, never mind most artists. A
fortunate few artists “make a living,” but they do not view
themselves as entrepreneurs. | hear artists say, ‘I don't even
know where to start or where to focus.”

Well, now you do. Just as you learmed the time-tested rules
of making art, you can also learn the rules of making
business. I've spelled out 101 proven, bite-sized rules here
to get you started.

| have broken my business methodology down into eight
seqguential realms, the “8 Realms of an Artistic Enterprise”,
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Do you have
unique creative
talent and
something to
say to the
world?

Then you MUST
make art.

Want to
be heard?

Then you must
SELL art.

based on my practical experience and approach to building a
profitable enterprise. Study and consider each realm, in order. Just
like baking a cake, you must follow a certain sequence. You can't
rush to put the cherry on top of the cake before you've preheated
the oven and mixed the batter. Move through each realm sequen-
tially to establish your creative enterprise, and then repeat the se-
guence. Just like making art, it's a never-ending, iterative,
rinse-and-repeat  process of learning, strengthening, and refining.
The important thing to remember is that you must just start where
you are now.

The good news is that people are buying art today. The one
category of luxury that actually increased dramatically during the
recent recession, while all other categories declined, was - you
guessed it - fine art.

| wrote this book to help you claim your creative freedom through
business savwy. | am on a personal mission to replace the “starving
artist” mythology with a focused, business-savvy mindset. VWhy?
Because it was this pervasive scarcity and permission-based mind-
set that prevented me from living my purpose for so many, very sad
years. By sharing my experience, my hope is that | may spare you
the painful limitations born out of a disrespectful and ignorant bias.

My sincere desire is to be of service to you by teaching you that
you must be of service and provide value to others to sell your art.
May this book spare you precious money, time, frustration, and the
opportunity costs associated with trying to sell art the same broken way.

A closing word to the wise. No one owes you anything just because
you have artistic talent. Freedom comes with responsibility. Your
responsibility is to serve others by offering unique value above and
eyond your art. Offering this value, your value - born from a clear
vision for your life and deeply rooted in your ideals and interests -
this is what differentiates you from all the other artists in a deep sea
of talent.

First you must “Know Thyself” so that, in the wise words of Hip Hop
music mogul Russell Simmons, you can “Do You.”Do you have
unigue creative talent and something to say to the world”? Then you
must make art. Want to be heard? Then you must sell art.
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someday Is Today

Dreaming of selling more of your art someday”? Someday is today.

In the words of the last serenade in “The Rocky Horror Picture
Show,” “Don’'t Dream It, Be It.”

This book serves as an introduction to
‘MAKING Art/Making MONEY,” an 8-week, guided, online,
multi-media, foundational business course for artists.

Live classes are interactive and intimate. Course enrollment is limited
and available only by application.

100% Satisfaction Guaranteed - If within 30 days, students can
prove that they have completed ALL of the course reading, attended
each mesting on time, and completed each exercise, and students
do not believe that the course was of any value, then we will return
their tuition paid to date.

Apply now for enrollment at: MAKINGArtMakingMONEY.com
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Realm 1 | Valuing
Realm 2 | Visioning
Realm 3 | Dealing

Realm 4 | Copyrighting
Realm 5 | Targeting
Realm 6 | Selling

Realm 7 | Profiting
Realm 8 | Accomplishing



Knowing and expressing
your highest values and interests.






Rule 1

‘Just continue to hone your talent
and success will be yours.”

Don’t believe this lie.







Rule 2

An artist does not have a career, they own a business.







Rule 3

An artist’'s attitude is the best indicator of their success.







Rule 4

“Whatever the mind can conceive and believe,
it can achieve.”

Napoleon Hill
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Rule 5

There is no such thing as a fear of success;
only a fear of the responsibilities
that come with success.







Rule 6

No one is coming to save you;
you're not going to be “discovered.”







Rule 7

“The best investment you can make is
an investment in yourself.”

Warren Buffett







Rule 8

Your success is equal to the
average success of the people @
you spend the most time with.






Rule 9

Evaluate each commitment,

opportunity,
thing,
place,
goal,

and relationship
by asking:
“Does this give me energy or take it away?”







Rule 10

The "starving artist” mythology is a
fundamentally disrespectful prejudice.

Believing it perpetuates
unnecessary self limitation and injury.







Rule 11

Building a profitable artistic enterprise
is a powerful course in
self development.







Rule 12

Creativity is the basis for great art
and for great business.
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Rule 13

‘Stop thinking about art works as objects,
and start thinking about them as triggers for experiences.”

Brian Eno






Rule 14

Don't compete with other artists.

Eliminate the competition by
offering unique value
that serves a target market.







Rule 15

If you want your art to be valued, never give it away.

Always get something in exchange.







Rule 16

Become a student of the luxury market.







Rule 17

Creative talent is not enough.

It's just the minimum price of admission.







Rule 18

Understand the principle of “features versus benefits.”
Your creative process is a “feature.”

Besides you, who does it “benefit” and how?






Rule 19

You need permission to show your art.

You don't need permission to sell your art.






Rule 20

The world needs art.

Know specifically who needs yours and why.







Rule 21

It’s not about you,
it's about them,
When you make it about them,
then it will be about you.







Rule 22

Be able to articulate the unique value
proposition and target market
of every famous artist.






Rule 23

Art is precious once it's sold,
not when you're making it.







Rule 24

Collectors value
a personal connection
with the artist and
an understanding of the inspiration
for the art.
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Rule 25

Artists are thought leaders.

That's why we are the first to be commissioned
and executed during a political revolution.






Rule 26

Art inspires a connection with our shared humanity.
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Rule 27

Sidestep the cut-throat,
scarcity and permission-based
art establishment.






Rule 28

Artists earn creative freedom through business savvy.







Rule 29

If you are not sure what to do next,
focus on the fastest path to cash.






Rule 30

Selling art
without a business and marketing plan
IS just a hobby.







Rule 31

Do what you say you are going to do,
when you say you're going to do it.






Rule 32

Written agreements
prevent misunderstandings,
preserve relationships,
and mitigate conflicts.







Rule 33

Don't justify your business terms,
simply state them clearly.






Rule 34

Everything is negotiable.







Rule 35

Asking is free.







Rule 36

Artists are not typically viewed as professionals.
Distinguish yourself by being one.

'
'







Rule 37

Don't make excuses.

No one deserves a pass just because they're an “artist.”







Rule 38

If you want to inspire confidence in collectors,
inspire it in yourself,
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Rule 39

The author of a creative
‘work of authorship, such as:
a painting, drawing, song, or photograph
possesses the sole legal right to copy,
or reproduce fit.

Nk







Rule 40

No one else will protect your copyright but you.






Rule 41

Your copyright is a vital financial asset
representing your current and future income.







Rule 42

Secure your right
to recover maximum damages for
Copyrignt infringement
by registering your work with
the Library of Congress.







Rule 43

Your copyright can only
be transferred legally
in writing.
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Rule 44

Copying another artist's works or ideas
and passing them off as your own,
makes you
a thief and a loser.






Rule 45

If you do not protect your copyright,
you are granting the market implied permission
to use and abuse it.






Rule 46

‘Copyright protection begins once a work is created
and generally lasts for the life of the artist
plus 70 years
whether or not the work is registered.

"N %
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Rule 47

If you agree to “work for hire”
your employer owns the copyright,
not you.







Rule 48

Communicate
your copyright
In writing.







Rule 49

ldeas are plentiful.

Initiative and follow through is scarce. ¢
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Shaping your message
to attract and engage
loyal fans.






Rule 50

You are not your customer.







Rule 51

Honesty is the best marketing strategy.
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Rule 52

Don't be a sucker for “exposure’.







Rule 53

Leverage the power of the Internet
to connect to your tribe
and to distribute your art.







Rule 54

Marketing is like breathing.
You'll have to do it consistently to stay alive.







Rule 55

Social media allows you to extend
a conversation with your fans,
it doesn't replace an offline connection.







Rule 56

In the United States
art is a luxury consumed by the affluent.
Most of them grew up as part of the
middle class.







Rule 57

Find your tribe,
gather with them.,
Celebrate them
and they will
celebrate you.






Rule 58

The art market is the only category of luxury
where sales increased
during the most recent recession.







Rule 59

Your greatest source of new business is
referrals.
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Rule 60

People do business with people they like.







Rule 61

Start where you are today.
Sell art to your friends, family, acquaintances,
and then to theirs.
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Rule 62

‘Selling out” really means
abdicating control of the business of
selling your art.







Rule 63

“Some will.
Some won't.
So what.
Next!”

— unknown
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Rule 64

Selling art is just having a conversation.

Talk less and listen more.






Rule 65

Confidence sells art.






Rule 66

Art is most often an impulse buy.
You have a narrow window to capture the sale.






Rule 67

The most inspiring thing for an artist is to
sell their art.







Rule 68

If you believe in your stated mission
you can face rejection
without losing heart.







Rule 69

Sales is just a numbers game.
Don't take it personally.






Rule 70

Be the person from whom you would like to buy art.
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Rule 71

You must be convinced of your art’'s value
to convince others.






Rule 72

The foundation of selling
s building
genuine rapport.






Rule 73

Ask collectors why they bought your art.
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Clarity on money
coming in,
going out.
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Rule 74

Always know how much you're making
and how much you're spending.






Rule 75

If you discount your art
you will make less money,
diminish your brand,
and screw over the collectors who paid you full price.







Rule 76

Maintain a current price list.







Rule 77

Making money requires
order,
Clarity,
and precision.






Rule 78

You can make more money.
You can't make more time.







Rule 79

Focus on expanding the value of your offerings,
not lowering your prices.







Rule 80

Don't compete in contests or donate to auctions.
Just sell art.







Rule 81

Be resourceful,
Barter to get what you need.







Rule 82

When your market will support it,
raise the prices of your art.

Do not lower your prices.






Rule 83

“You can't manage what you can't measure.”

W. Edwards Deming







Rule 84

There is no shame in keeping a day job.
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Rule 85

Create various streams of income and various price points.
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Rule 86

‘Remember when you see a man at the top of a mountain,
he didn't fall there.”

-Unknown







Rule 87

If you don't schedule it, it's not a priority.







Rule 88

View each failure and disappointment
as an opportunity
to learn to do things differently.







Rule 89

Focus on one thing at a time.
Multi-tasking doesn’t work.







Rule 90

\We do not succeed alone.
Don't be shy about asking for help.







Rule 91

“When you innovate,
you've got to be prepared for everyone telling you
you're nuts.”

Larry Ellison







Rule 92

Define a SMARTER goal to help you focus.

(S) specific

(M) measurable
(A) actionable
(R) result

(T) time bound
(E) evaluate

(R) revise







Rule 93

Take six action steps each day,
in order of their priority,
towards your SMARTER goal.







Rule 94

Ask yourself each day,
‘Wil I accomplish my SMARTER goal?”

Listen to your answer.






Rule 95

If it's a worthy goal, it will excite and scare you a little,






Rule 96

‘Energy flows where focus goes.”

-Unknown







Rule 97

Take risks.







Rule 98

‘A man who chases two rabbits catches none.”

-Confucius




-



Rule 99

Inaction breeds doubt and fear.
Action follows a goal and a plan.






Rule 100

‘Don't become an artist unless you just...
absolutely must.”

Yan Nascimbene
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Rule 101

Meditate daily.



MAKING Art/Making MONEY
Graduates’

Top 10 Rules



400% INCREASE IN SALES IN TWO YEARS

1. Consult with a future version of your successful self and ask for
guidance to manifest the life you desire.

2. Professionals have great contracts.
3. Who is your tribe”? Identify and serve them.

4. Imagine that you can consult with artists who have passed on
into the light and ask for their advice.

There are

no “exnosure" 5. Weekly check-ins are a rigorous form of accountability.
gl g s Keep agreements!

6. There are no “exposure gigs.” Beware of these dubious
time suckers.

Beware of these

duhious “me 7. Get help: have a board of advisors. Go big. Ask people way
more successful than you to share in your journey.

8. A business plan is not a map, it's a compass.
9. ltis key to continuously play with and experiment with your art.
10. Make sure pictures and publicity materials reflect what you are

trying to portray. Hire stylists and the right photographers and
whatever else it takes.

Daniel Barrett, Musician (age 38)
rubiconartistdevelopment.com



53% INCREASE IN ART SALES IN 6 MONTHS

1.

8.

9.

You are in control of your future as it relates to your business. No
one is going to discover you.

Make things easy for your clients.
Offer value above and beyond your art.
Develop a unigue value proposition.
Learn how to sell art.

Develop new price points.

Learn mental fortitude.

Learn the importance of goal setting.

Learn how to respond to failures and disappointments.

10. Make friends with people. Show an interest in them beyond your

business relationship.

Kate Bradley, Portrait Painter (age 28)
katebradleyfineart.com

Learn mental
fortitude.



25% INCREASE IN ART SALES IN ONE YEAR

1.

Show up in your studio, in your community and on social media.
Showing up is powerful and important.

Standing true to your values becomes part of your story. Tell
that story and be consistent in your message.

Value what you do and protect that value. Copyright your work.
Respect the people that collect it.

Decide what it is that you want to be known for. Take every
opportunity to learn, teach, speak and write about it.

Surround yourself with people who support you, build you up
and see all that is possible in you. Support others the same way.

Stop each day and take five minutes to plant a seed about
your business.

Diversify and have different price points so you have every
opportunity to sell.

Take risks. Reach high. Reach often. Amazing things will hap-
pen.

Collaboration is magical. Be open to ideas and opportunities.
And think before you answer.

10. Ask the right people the right questions. Then listen carefully.

People love to help.

Colleen Attara, Eco-Artist (age 48)
colleenattara.com

Diversity and have
difterent price
points so you have
every opportunity
to sell.



57% INCREASE IN ART SALES IN 11 MONTHS

—

. No delays in sales - no placing pieces on hold.

N

Create urgency.

3. Practice your pitch! Make it abundantly clear sales should hap- "0 mscoums|
pen tonight! .

4. Money is not scary, it is an exchange in energy nothing more.
My artwork is worth every penny of the price | am asking.

(@)

. Daniel Pink, To Sell is Human

o

Art + Unity groups are a great way to sell my art and gain
exposure. The purpose is to make that sale and gain a
commission!

~l

. Connect with my collectors and form deeper relationships with
them! Do not create middle men between me and my
supporters. | am capable of making sales!

8. Contracts are necessary.

9. No discounts!

10.Get my pieces into peoples houses to try out - create those
opportunities if they are wavering. Offer to bring the piece over!

Jenny McGee, Abstract Painter (age 35)
jennymcgeeart.com



Nationally noted artist Ann Rea, gained recognition for her
contemporary landscape paintings of Napa Valley and
business savwy. Now she speaks to artists on

marketing strategy.

Rea’s aim is to destroy the “starving artist” myth by leading
artists away from the scarcity and permission based art
establishment and towards entrepreneurship.

Ann Rea generously shares how, against the odds, she built
a profitable business as a fine art painter within one year and
the lessons she learns from coaching and consulting other
creatives, including painters, jewelers, mixed media artists,
filmmakers, photographers, and musicians at

ArtistsWho THRIVE.com.

Rea'’s stunning oil paintings and business savvy have been
featured in Fortune magazine, The Wine Enthusiast, Career
Renegade, and on HGTV and The Good Life Project.

Rea'’s artistic talent is commended by Wayne Thiebaud, an
American art icon. She has a growing list of collectors
throughout North America and Europe, and she is a member
of the National Speaker’'s Association.

Sign up for Rea’s free art business insights and strategies
at ArtistsWho THRIVE.com and apply now for enroliment at:
MAKINGArtMakingMONEY.com

Apply now to enroll
In an 8-week,
Intimate, live,
online foundational
business course
for artists.

MAKING Art
Making MONEY
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She decided to do what
everyone else said was
un-doable. Ann Rea went
around the system and
created her own path 1o
become a successful
painter and entreprenedur.

-Jonathan Fields
(Career Renegade,
Uncertainty,

The Good Life Project)

DESTROY WHAT
DESTROYS YOU,

THE MYTH OF THE
“STARVING ARTIST”

‘SELL YOUR ART without Selling Out,” reveals 101 rules,

each nugget of knowledge is a part of a proven eight-part
lterative methodology that is helping artists secure their creative
freedom through business savvy.

. Valuing

. Visioning

. Dealing

. Copyrighting

. Targeting

. Selling

. Profiting

. Accomplishing

O ~NO O~ WwN —

Artist Ann Rea successfully challenges the rules the art
establishment imposes. Now she is asking you to challenge
the rules that are spoken, unspoken, and unnecessarily
self-imposed.

How? First by challenging the rule about not writing in books.
Why? Because Rea wants to ignite a deeper, long overdue,
conversation about the real meaning of “selling out.” You will
notice that the pages to the right of each of the 101 rules
contained in this book are blank, each a blank canvas reserved
just for you, an invitation to express your reaction to each rule.
Comment, color, journal, scribble, or destroy the page. Join the
collective contributions that will produce the second version of
this book by emailing your pages to:
Answers@MAKINGArtMakingMONEY.com.

Ann Rea challenged the scarcity and permission based art
establishment by going around its gatekeepers and starting her
own profitable fine art enterprise in San Francisco in 2005. She
has received notable national recognition, including features

on HGTV and The Good Life Project, and in Fortune magazine.
Rea'’s talent is commended by American art icon,

Wayne Thiebaud, and she has a growing list of collectors
throughout North America and Europe.



