
Lesson 1 - Target Market 

The most important thing in your business, without a doubt, is knowing your target 
market. All your customers won’t be like your target market, but the people like your 
target market are the most likely to purchase from you.

At first, it will feel hard to decide who they are, but you’ll start to get the hang of it 
as you go. To kick you off, think about what chain clothing stores your target market 
might shop at. Are they a Banana Republic or a Hot Topic? Are they a Walmart or an 
Anthropologie?

Do you see how different people are? That’s why we identify our target market. So we’re 
not wasting time and money marketing to the Brooks Brothers of the world when the 
people who buy from us are usually H&Ms. 
 
So write down what you know about them, especially personality stuff, what they’re 
like as people.

We call that ”psychographics” in the business world. But you can also add 
demographics, things like age and gender, if you know them for sure. The goal is not to 
put down every little thing about them or to be able to draw a picture of them. The goal 
is to write what you know about them for sure.

Also consider questions like:
Who are they?
Why do they buy art?
Where do they look for art and where else are they reading or looking?
How do they like to be talked to?
What sorts of messages would feel good to them? 
 
You’ll learn more about your target market as you move forward in business.
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It’s unavoidable that you won’t be able to pinpoint them exactly until you’ve had a 
certain number of customers and can really see the threads tying all those strangers 
together. You also might grow and change in your business, or even in your artistic style. 
And if you do, your target market will change too. That’s natural in business.

So be open to how your target market evolves over time, but if you don’t write down 
what you know right now, you’ll be operating your business without a map and the rest 
of your business plan will be almost useless. 
 
 
Lesson 2 - Visuals 

You don’t have to create a vision board.

I know some people are averse to this like I am, so I want to get it straight from the start 
that this part of the plan isn’t absolutely necessary.

But if you think seeing your dreams visually is going to help you pin down what you 
want, then a vision board is a great idea. Hop over to Pinterest, dig out the poster 
board, or just open up a new page in your sketchbook.

This is the only place in your business plan that has no restrictions – just total 
creative freedom.

Another part I like to include in business plans, but definitely isn’t required is a Style 
Guide. This is just a picture showing the specific elements that make up your brand. 
Flip to the next page to see my old style guide. 
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Before I made it, I also created a Pinterest board with the vibe I was going for and 
another Pinterest board with examples of people who might be my customers. That 
second board was used when I looked at a branding concept and asked myself, “Would 
my target market like this?”

Use your style guide whenever you are putting anything visual out into the world.

This means online and offline. Always. It’s one of the things that makes you look 
professional at first sight and it’s something you have almost complete control over.

It’s not usually a fantastic idea to go posting your style guide itself everywhere though. 
Even my posting it here means anyone who takes this course could more easily steal my 
branding, posing as me online or putting products out as if they were mine. 
 
 
Lesson 3 - Revenue Streams 

Now we’re going to figure out what our target market is going to buy.

Revenue Streams are just a fancy way of saying ”what I’m selling”. I want you to list out 
all the different ways you can bring in money in your business. Originals, of course, but 
are you going to sell prints or products? Are you going to offer to frame the work? Is 
there an extra charge for signing prints?

Those are the sorts of things you’re selling directly to your customers, but what about 
having an intermediary? Are you going to license your art? What about wholesale or 
consignment? Galleries?

Break it down as far as you can into all the different ways money will come in.

Here’s an example: 
 

Revenue Streams 
Original paintings (sold from my website) Giclee on paper prints
Original paintings (sold through galleries) Subscriptions service (for small prints) 
Throw pillows      Wholesale 
Framing service      Commissions
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It’s really that simple. Just list them out. In the next lesson we’ll use the list to go 
more in-depth. 
 
You may want some help coming up with ideas. Here is a big list for you of many 
different ways you can bring money in from your art. 
 

originals
 sold direct to consumer
 sold direct to businesses (hotels, office buildings, etc.)
 sold through galleries
 sold through an agent
 AND
 framed or unframed
prints
 giclee on canvas
 giclee on paper
 non-giclee (typically on a coated paper)
 AND
 sold direct to consumer
 sold direct to businesses (hotels, office buildings, etc.)
 sold through a curating company
 sold in sets through subscription service
 AND
 framed or unframed
products (sold direct to consumer)
 throw pillows
 duvets and comforters
 cell phone cases
 device skins
 mugs
 tshirts
 patterned fabric
 clocks
 rugs
 coffee table book
 AND
 manufacturing them yourself in bulk
 print on demand

licensing
wholesale
commissions
framing service
curation service
teaching
 as university professor
 at a local art institution
 on your own
live creating (for events)
art fairs
freelance work for companies
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Lesson 4 - Revenue Plan 

This is the not-so-fun part because there are numbers.
But, later on, you’ll be happy you have it.

Take your revenue streams and decide how much each one should make per month this 
year.

It might be easiest to work backwards, deciding how much you want to bring in 
this year overall before seeing how it breaks down by revenue stream. This should be 
a realistic number. If you only made $500 last year, don’t pretend you’ll be making 
$50,000 this year. We’re looking for reasonable ideas. Here’s an example of what this 
plan looks like: 
 

Revenue Plan for 2015 at $40,000 
 

Original Paintings - $8,000 
Commissions - $4,000 
Giclee Prints on Canvas - $10,000 
Giclee Prints on Paper - $3,000 
Licensing Deals - $7,000 
Wholesale Accounts - $5,000 
Duvet Covers - $2,000 
Throw Pillows - $1,000

Then you want to repeat this with next year and then with your dream numbers.

So maybe this year you want to make $5000 and next year you hope you can double it 
to $10,000. But your dream is to be bringing in $80,000 from your art. So you should 
have a plan for each of those steps. 
 
Next year, you might decide to write another revenue plan in between your $10,000 
and your $80,000 but if you write that much right now, it might feel too overwhelming 
with all those numbers everywhere. 
 
How do you pick these numbers? 
 
These are estimations of how much you think is likely. It’s helpful if you have used this
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revenue stream before because you can base it on your past experience and your 
expectations of growth. These are not meant to be set-in-stone numbers, though, so it’s 
alright for them to be educated guesses.

It’s encouraged that you’ll adjust the plan as you go along.

Perhaps you have a great launch of your throw pillows line and make $2500. Then you 
could adjust the plan so that other areas don’t need to bring in that extra $1500. Or you 
could count that goal hit and be glad for the extra money, of course.

The point is that if you did hit your goal for a revenue stream, you would know to focus 
on the other revenue streams that haven’t hit their goals yet. You can see where the holes 
are in your income and avoid the danger of doing calculations at the end of the year and 
realizing one area was under-performing even though you were pushing a lot of time 
and energy into it or that you weren’t doing enough with another revenue stream and it 
meant the difference between making your mortgage payment or not.

There’s also a tool I really love.

It’s really just a spreadsheet, but all the calculations are worked out so things magically 
change for you without you doing the math. Perfect, right? Using this spreadsheet, I can 
work out my Revenue Plan quickly and see how changes to the plan affect my income. 
 
I’d love to include the spreadsheet here in the pdf, but it’s a very interactive design so 
you’ll have to visit the link and download a copy yourself so you can let the formulas do 
their work.

Lesson 5 - Marketing Plan 

All of your work before now will be for nought if you don’t decide how to get to these 
numbers. It’s time to outline your marketing. 
 
How will you bring in the customers? First, make a list of everywhere you think it 
would be cool to market: social media networks, blogs, websites, email list, magazines, 
newspapers, tv, gallery shows, paid advertising? Where do you want to promote your 
art?
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Then I want you to look it over with the eyes of your target market.

If your target market is earth-loving, spiritual women who love drum circles, then 
it might not be helpful to be in Cosmopolitan magazine.

While you don’t have to decide exactly which magazines to be in right now, you might 
be able to see certain types of marketing that won’t work. Maybe your target market 
just doesn’t read magazines any more at all. So while it would be totally cool to have 
your floral watercolors in a gardening magazine, it would be a waste of time because 
the people who buy your work aren’t reading magazines. Maybe your target market is 
grandmother’s in their 80s who love to bake and knit, so everything on the internet 
would be a struggle and you need to focus on offline marketing. 
 
Write down all the types of marketing that will work for your target market and 
you actually can see yourself doing without screaming in frustration.

No point in putting things on the list that you just don’t want to do, or worse, won’t 
do. And don’t put something down if you don’t think it will help you reach your target 
market.

If you have ideas for particular publications, feel free to jot those down. Like if you want 
to be in a magazine and you know Martha Stewart Living is your favorite, you can put 
that beside ”magazines” on your list.

Make sure anything you’ll do repeatedly gets its own line – like if Instagram is the social 
network you want to use, give it its own line. Here’s an example of your marketing plan 
thus far: 
 

Marketing Plan 
 

Facebook
Instagram
Newsletter
Interviews on Websites
Art Features on Blogs
Feature in Print Magazine
Giveaway
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Now you get to decide how often to do these things.

This part is really helpful. Should you post on Facebook once a week or once a day or 
five times a day? Use your target market and your own personality to gauge this. If your 
target market is introverted, they might prefer less noise. If they spend all their time 
connecting with friends on social media, they might love seeing lots of updates each 
day from you. In the same vein, if you only look at Facebook because you have to, then 
don’t be over-ambitious.

This is meant to be a realistic plan. A plan you can actually follow. Not a list of things 
you feel like you ”should” do.

Decide how often for each thing. Some things will be how many times a day, but 
others will be weekly or monthly or even yearly. Like getting on tv. You’re not going to 
be doing that multiple times a week. Decide for yourself what feels both realistic and 
useful. Now your plan should look something like this: 
 

Marketing Plan 
 

Facebook – 2 posts per day
Instagram – 1 post every other day
Newsletter – once a month
Interviews on Websites – once a quarter
Art Features on Blogs – twice a quarter
Feature in Print Magazine – once a semester
Giveaway – once a year (leading up to the holidays)

If you need help coming up with marketing ideas here’s a list. While by no means 
comprehensive, it might jog your creativity or help you remember some common 
promotional techniques you definitely want to do. I’ll reiterate: your marketing plan 
needs to be full of marketing activities you’ll actually accomplish. There aren’t ANY 
strategies that are absolutely necessary. Some will make it a lot easier or quicker, but 
none is so crucial that you can’t work around it if you really hate it. Flip the page for the 
list!
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List of Potential Marketing Activities
 

Email newsletters 
Sneak peeks of work-in-progress 
Social media 
 Facebook  Twitter 
 Pinterest  YouTube 
 Instagram  Google + 
Collaboration with other local artists 
Partner with local businesses with similar target markets 
Tool and material recommendations 
Groupon or another “daily deal” site 
Joining local art networking groups 
Flyers hung up locally 
Online tutorials 
Coffee table book/physical portfolio 
Guest blogging 
Getting features, interviews, or critiques 
 on websites 
 in magazines 
 on blogs 
 in newspapers 
 on the radio 
 on TV 
Daily or weekly inspiration sent to email list 
Open studio events 
Make customer feedback public 
Partner to sponsor big names (especially if you make wearables) 
Private showings of new pieces 
Discounts and sales 
Application for limited commission spots 
Funny graphics & memes 
“Art Talk” segment in local press 
Launching limited edition prints 
Getting work hung on consignment in stores & office buildings

Ads in local media 
Referral program 
Facebook ads 
Parties 
Contests 
Giveaways 
Art fairs 
Wall murals 
Studio tours 
Video marketing 
Wear your art 
Hashtags at events 
Workshops 
Speaking gigs 
Sidewalk chalk ad 
Blogging 
Car wraps 
Gallery exhibitions 
Creativity tips 
Webinar - live creating 
Sketch-a-day project 
Charity tie-ins 
Digital magazine 
Art and Seek 
Bonus gift with purchase 
Send snail mail 
Sandwich boards 
QR codes 
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Lesson 6 - Using Your Plan 

Now that you’ve got your Target Market, your Revenue Plan, and your Marketing Plan, 
you’ve really got a whole business plan right there. It tells you exactly what to do and 
when to do it and how well it should work. 
 
Using it is just a matter of keeping it nearby and looking at it frequently. I like to 
check mine at least once a week when I’m deciding on my big goals for the week, but 
sometimes on a more daily basis so I can be sure to keep on track. 
 
Go ahead and schedule check-ins with your plan on monthly or quarterly basis. 
Then place your plan near your workspace so it’s in easy reach.

When you notice you’re halfway through March and not a dime has come in from 
wholesale clients, and your revenue plan says you should make $2,000 from wholesale 
in March, then you know you have to switch some tasks around so you have time to 
talk to potential wholesale clients.

If you’re wondering why your social media channels aren’t getting a lot of attention, 
then you can check your marketing plan and see if you’re posting as often as you should 
and consider if there are other ways you could be bringing people to you on social 
media or if what you’re doing on social media just isn’t appealing. 
 
Your business plan is really about staying focused.

When you don’t have a plan, you tend to pop around from shiny thing to shiny thing 
and realize much too late that you haven’t made any progress.

But with a plan, you can quickly see if a part of your plan isn’t working and switch to 
something else, but always stay on track with things you intend to do and are working 
hard out instead of lots of little shiny things you put only half your energy into.
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About Laura C George 
 
Laura is a business consultant who liberates 
and energizes artists who feel stuck, arming 
them with the knowledge they need to create 
a career that supports them emotionally 
and financially. With more than six years 
experience in the online art realm, Laura 
knows the most effective strategies for 
utilizing the internet to sell art. Her expert 
advice has been featured across the web 
and her adoring fans have called her “the 
answer to years of frustration”. When she’s 
not dishing out words of wisdom for art 
businesses, she indulges her sweet tooth with 
all things caramel, creates intaglio prints, and 
plays with her labrador in the dog park.

If you want to make the most of these your business plan, consider setting up an 
appointment with Laura to review the plan and help you set actionable tasks that will 
take you closer to your goals. Set up a time to talk to Laura for free about whether 
working with her will be helpful to you by emailing her at laura@lauracgeorge.com.
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