
Pitching Art to the Media
Public Relations is one of the most effective ways to market your art. It also happens to 
be free. So this is a huge part of all my clients’ marketing strategies.

When the media talks about you, it’s called Public Relations (or PR for short). And 
when you ask them for this PR opportunity, it’s typically called a pitch.

The strategies I’m going to teach you today will work for all sorts of media, but it’s 
simplest to talk about websites because it’s so easy to measure the effectiveness of online 
publicity. So I’ll be mostly discussing how to use these techniques in the online realm.

What could an artist talk to the media about? 
 
This is the question I get asked most frequently. A lot of artists like to think their lives 
are boring and that buying art is confined to a gallery. Both thoughts are ridiculous. 
In actuality, a good reporter or editor can pull an interesting story out of anyone (yes, 
including you and your boring little life). And in actuality, tons of artists make a living 
from their art without any gallery shows (though gallery shows do help).

When you talk to the media as an artist, the two most likely ways they’ll want to 
mention you to their readership or viewership are by featuring your work or by 
interviewing you. Links to examples of both are available at the end of this guide.

You can also write a guest post. This is when you write an article yourself that appeals 
to their readership. Usually, this is super difficult for an artist because the things you 
would write about aren’t really things your target market is looking to read about. But 
every once in a while there’s a fit. I had a client who came up with the brilliant topic 
of hanging art without nails (no holes in the wall!) and it was hugely popular with her 
target market. Plus, she could easily tie it back to her art by using her own work in 
the images. If you think of something like this, you can pitch a guest post. But don’t 
struggle too hard. Interviews and features are perfect article styles for artists and don’t 
usually require you to write much - bonus! 
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So why is this so effective? 
 
When a potential customer sees your work in a paid ad, they can usually identify 
(if only subconsciously) that the ad has been paid for. It’s got a certain style to it or 
sometimes it even says ”advertisement” in the corner. They know that, conceivably, 
anyone could have paid to be shown there. So there’s no curation happening, no reason 
for them to believe your work is worth their time to look at or their money to buy.

But when a potential customer sees an article about you, they identify (again, if only 
subconsciously) that someone has decided you’re worthy of being there. They don’t 
put everyone on their website, so you must be special. You’ve been given a stamp of 
approval.

And because of that stamp of approval the media outlet is giving you, you’ll see a lot 
of extra website traffic from people who read that article. You’ll also start getting seen 
around, which is the basis of building your reputation. And there are some fantastic 
SEO benefits because Google loves when sites they already know people like link to 
your site. That lets Google see you as a site that people will like too.

How do you know you’ve got the right media outlet? 
 
You definitely want to get it right. Wasting time and energy on publications that don’t 
get results is a total bummer. PR is not about quantity, but about the very most perfect 
quality for your art. In the business world, we like to call it ”fit”.

The very most important thing every media outlet you pitch should have is that their 
audience matches or very nearly matches your target market. Yet another reason it’s 
crucial to know your target market, even if you can only nail down a loose concept of 
them. 
 
After that, you’ll want to look at whether you can provide content in a format they like. 
For instance, a decor blog might have the a readership that perfectly fits your target 
market but they never focus on art. That blog could be a bad fit unless you can figure 
out a way to bring your art into the way they usually do things. Blogs like new and 
different content, sure, but they don’t want to go so far outside of their typical topics 
and format that they confuse their readers. This is true of most media outlets, not just 
blogs.
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Other things to pay attention to are whether the publication looks professional (you 
want to be proud to tell people about it), if they’re actively publishing, if their readers 
are commenting or sharing the articles on social media (you can also check a site’s 
ranking using Alexa, Alltop, or Open Site Explorer), and if you’re allowed to include a 
link back to your website. Not all of these have to be true or good every time, but the 
more that are the better the opportunity.

Got it. Now how do I find places that will want to talk about me? 
 
It’s actually pretty easy to find online magazines, websites, and blogs that could be great 
places to have your art featured or to get interviewed on - once you know how. Here are 
a few of my favorite ways to find the best sites.

1. Pop onto the sites of other artists you like or that have a similar style or similar target 
market to you. Look around and see if they have a press page or media logos. Many 
artists will put these somewhere on their site (sometimes you have to look somewhere 
odd like at the bottom of their about page) as clout, but you can use it as research. 
Make sure you write down any media outlets you think you’d want to pitch too.

2. Once you’ve found a site, you can often find new sites by looking at the ”friends” of 
the first site. Blogs especially often have a list somewhere of other sites they endorse as 
being something their readership would like in addition to their own blog. Keep these 
in your list as well whenever you find one you think would be a good fit.

3. You can also take that first site and get even more clever - check out who they’ve 
interviewed or featured previously and head to that person’s site and do step 1. Tricky 
tricky, right?

4. Still can’t find that first site? Try using Google. Search phrases like ”art submissions” 
or ”artist crush blog” or even as simple as ”artist interview”. Google will churn out a 
bunch of sites that match that phrase and you can sift through and find one that’s a 
good fit and then use steps 2 and 3 to find more.

5. Just ask. Sometimes it’s as easy as just asking another artist where they’ve been 
featured lately or if they know of anywhere that your work would really fit.

http://www.lauracgeorge.com/
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Let’s talk pitching. What am I supposed to say? 
 
Most pitches I read are pretty terrible. And it’s not because the artist is stupid or their 
art sucks or anything like that. It’s simply because they didn’t take the time to learn what 
makes editors and bloggers and writers get excited.

The goal of your pitch is to get the writer excited.

First things first. Get the person’s name. So many people don’t do this and it’s the one 
way to instantly differentiate yourself from the pack. ”Dear sir or madam” and ”To 
whom it may concern” are the worst ways to address your pitch. Do the legwork, scour 
the site, and figure out the name of someone at the publication - preferably the person 
who writes the sorts of articles you want to pitch.

For instance, if you’re pitching a magazine’s website, find the last artist interview they 
did and see who is named as the writer. Then address that person by name (and use 
their email address if you can find it).

Secondly, follow the submission guidelines. Not all sites will have this, and offline 
publications almost never do, but when they’re availble an editor will expect that you 
find them. Sometimes a link to them is in the navigation. Other times you’ll find it on 
the about page or the contact page or even in the footer. Try to take your time and look 
for them because if they’re there and you don’t follow them, you’ve probably lost the 
opportunity already. 
 
If there are no submission guidelines, here’s the best way to go about it.

Pick a topic (or you can sometimes mention two or three ideas to choose from if you 
can keep them brief ) and don’t pitch that topic to anyone else until you’re sure this 
media outlet isn’t taking you up on the offer. Seriously. The media hates when someone 
else is publishing the same content. Exclusivity is very important. 
 
Talk as much about their readers as possible. Phrasing things like, ”I would love to be 
interviewed for your Artist Profiles series.” is not nearly as successful as, ”I think your 
readers would get a kick out of an Artist Profile about me because I’d talk about…” 
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You want to make it clear that you know what type of readers they have because 
you’ve actually taken the time to look at their publication and read lots of articles and 
familiarize yourself with them. You can even say something like, ”I know your readers 
love funny stories so I thought they might want to hear mine.”

We do this because we want to tap into the most important thing for the person we’re 
writing to. If we’re writing to a blogger, for instance, the most important thing for 
them is that their readers are pleased. The same is true for magazines, newspapers, and 
any other media you can think of. Their bottom line, how much money they bring in, 
is directly correlated to whether their readers are liking the content they publish. So 
you can get to their heart by making it clear that you would be great content for their 
readers.

Start with an honest compliment on their publication, and if possible their own writing. 
This needs to feel really natural or you’ll lose them right away. No one likes a fake 
compliment and it can be felt. So you actually need to read the articles and get a sense 
for what you like about them so you can write a real compliment. This compliment can 
be part of one of the other sections below or can utilize the ”reader’s perspective” trick I 
just explained. 
 
Next, use an introductory sentence or two that explain what you’re asking for, who 
you are, and preferably uses the ”reader’s perspective”. Your next sentence should be 
explaining your topic idea(s). If the submission guidelines tell you to include a full post, 
do that. But most people would prefer a quick headline idea or one-sentence summary 
of your concept.

If you’re pitching an interview, give one or two things you might talk about in the 
interview that would be particularly intriguing. If you’re pitching a feature, insert links 
to 3 specific pieces you think would be a perfect fit for their publication. We do links 
because people notoriously hate opening email attachments. Attachments can also make 
people wary because they could contain viruses. And if you send attachments that are 
too large, it’s not unheard of to crash someone’s email account completely. This is one 
reason it’s important to have a site where you can link directly to each piece, rather than 
linking to the gallery page and the pieces popping up larger in a lightbox when you click 
on them.
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If you’ve got anything else important to say, you say it here. At the end, but before you 
wrap up. Sometimes experience or education might be appropriate or necessary, so this 
is where you’d let them know that.

Then finish with what we call a ”call to action”, a specific command that triggers their 
brain to follow. I like to use, ”Let me know what you think!” because it’s friendly 
and casual, leaving them with a warm feeling so long as the rest of your pitch was 
professional and relevant. You can also use a question here, which has much the same 
effect (people feel compelled to answer questions), like, ”What do you think?”.

Finally, sign off with something cheery. Bad signatures include ”sincerely,” ”yours,” and 
”regards”. Good signatures include ”warmly” and ”best”. Come up with something that 
feels right for you. I usually use ”cheerfully” because it’s fits my personality and feels 
good to use. Below your name, put a link to your website so they can check you out 
more if they want.

And you’re done!

Well, your pitch is done. Send it off with a smile and set a date in your calendar for the 
followup. If you scroll to the end of this guide, I’ve included a sample pitch so you can 
see everything you just learned in action.

What’s that about followup? 
 
It’s pretty common to not hear back from the media outlet. Don’t feel bad if you don’t. 
Lots of times they mean to respond but they’re busy with more pressing matters. And 
sometimes your email gets buried in their inbox or doesn’t even make it to the inbox, 
instead ending up in the spam folder. Occasionally, they might even have a schedule 
where they only respond to pitches once a week or twice a month or something of that 
nature. 
 
If you go a week without hearing back from them, it’s appropriate to send a followup 
email. Your followup needs to be super understanding and friendly. Something like, ”I 
was just checking in to see if you got the email I sent last week regarding…” and then 
include your original pitch below that to make it extra-easy for them to read it and 
respond.
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If you still don’t hear back and it’s two weeks after your original pitch was sent, you can 
pitch that idea to a different publication if you like. Don’t forget the media outlet that 
didn’t respond completely. That particular idea might not have been a good fit for them 
right now, but in six months or so you could come back to them with another idea and 
it might be a better fit.

And what do I do when they respond? 
 
They should take the reins when they respond and lead you to the right next steps. This 
will usually include a due date for anything they’re asking from you, a list of interview 
questions, or a proposed date for a phone call. If you’re doing an interview by phone, 
they may provide the questions ahead of time so you can review and prepare answers. 
Otherwise, the work for you here is minimal unless you’re writing an article for them. 
Make sure you’re quick and thorough with anything they do need from you, though. 
This will encourage future opportunities with them and generally be good for your 
reputation.

When the article is posted, share it around on social media and include it in your next 
email to your list. This is good karma, but it also builds your reputation and increases 
the number of people reading the article, which means more engagement and a better 
chance for it to go viral. All good things for you.
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Sample Pitch 
 
Dear Kelly, 
I’ve been reading your blog for a few years and love the way you talk about art. I finally 
feel ready to approach you because I think my newest series, Theories, would be a big 
hit with your readers. They seem to love ethereal, concept-heavy work and Theories is 
just that. 
 
Specifically, I thought these oil paintings would make a popular Artist Crush post: 
[link] 
[link] 
[link] 
 
But of course, feel free to poke around my site and pick your own favorites. That’s what 
you do best! 
 
What do you think? 
Warmly, 
Laura 
www.lauracgeorge.com

Example Interviews 
 
Laly Mille 
Emily Proud 
Emily Silver

Example Features 
 
Sarah Walsh 
Jaclyn Alderete 
Wendy Kawabata

http://www.lauracgeorge.com/
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http://www.huffingtonpost.com/virginia-broersma/wham-a-studio-visit-with-_b_4221391.html
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http://www.bleaq.com/2015/jaclyn-alderete
http://www.thejealouscurator.com/blog/2015/01/21/wendy-kawabata
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About Laura C George 
 
Laura liberates and energizes artists who feel 
stuck, arming them with the knowledge they 
need to create a career that supports them 
emotionally and financially. Or, in short, she’s 
a business consultant for artists. Laura loves 
hanging out in the dog park with her pup and 
eating really good food when she’s not knee-deep 
in art-related awesomeness.
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If you want to make the most of these media 
pitches, especially the online publications, you need to make sure your website is up to 
par or no one will buy! Oh no! Try using the Website Self-Critique worksheet to make 
sure your bases are covered.
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