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The Gap Today

RETAILERS

Marketing mostly via Facebook,
e-newsletters, retailer’s website

Social media postings mostly
about sales and new products

Retailer survey did not ask
about encaustics, adhesives,
printmaking, mixed media

Retailers say their strengths are
great staff, quality, wide
selection

»
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ARTISTS

— On artist’s blogs and sites,
Google, YouTube, Pinterest,
Facebook, e-newsletters

— Want postings about sales,
artworks, how-to videos, new
products, quick tips, demos,
product reviews, etc.

— Excited about encaustics, wet
media drawing, panels,
adhesives, printmaking, mixed
media

— Want you to offer quality, items
in stock, wide selection,
reasonable prices
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Introduction

— Today: 5 x (5+5)

Five sections, | talk five minutes, you talk five minutes

—  NAMTA Artists & Art Materials Study

Get the study at NAMTA.org/MarketStudies
Produced by Hart Business Research (India Hart Wood)

Surveyed 6,015 active artists and 150 art materials retailers in the USA and
Canada (This presentation only covers the USA data)

Artist Survey Results posted in January
Retailer Survey Results report available today!
Market Summary, including market size and growth, available June

— Note: This presentation includes only USA data.
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Presentation Overview

What works for marketing
.  What works for social media

II. Marketing to younger and older artists
V. Product trends to consider

V. Store features to attract more customers

Goal: Close the gap between
what retailers are doing and
what artists really want
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l. What Works for Marketing:
Recommendations

1. Leverage word-of-mouth marketing, especially through
artists online.

2. Save money! Discontinue marketing methods that no
longer deliver results.

3. Use email if you don’t already. It works.
Make sure your store is high in Google search results.

5. Have a great Facebook page. This may be more
important than your website.
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l. What Works for Marketing

What retailers use and how well each works

Store website

N \ Store Facebook page
/( Email newsletter
Yellow Pages listing

Posted content on other social media..
Newspaper ad

Twitter

Google AdWords

Magazine ad

Printed newsletter

Ads on other sites

o)

® used methoc

98%

1%

)

® said helped

Retailer survey: “How much did the following promotional methods help your sales in 20147 Please
rate each promotional method as to whether it helped your sales a lot, some, not at all.”

HART %

Business Research

NAMTA Artists & Art Materials Study 2015: Retailer Presentation

namla

International Art Materlals Association

'a lot"



l. What Works for Marketing

How artists want to hear from you vs. what retailers are using

\ 0% 50% 100%

Printed catalogs

Facebook postings %

Retailer or product brand

Web site or blog 98%

Mailed newsletters

Pinterest boards and pins

W Artists want ® Retailers use

Artist survey: “How would you like to hear from your favorite art supply stores and brands?”
(Artists typically picked two.) Retailers were not asked if they used printed catalogs.
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l. What Works for Marketing

Where the artists and opportunities are

Books

Individual artists' Web sites or blogs*

Magazines

Search engines (Google, etc.)

Professional

Google Images

Student

Recreational

Gallery or museum Web sites 59% 50% 49%
YouTube 43% 40% 46%
Facebook ] 52% 44% 43%
E-newsletters 4
Pinterest -

Brand or manufacturer Web sites

Retailer Web sites @)

Online art communities (DeviantART, Wet
Canvas, etc.)

E-learning Web sites

Instagram

Smartphone apps

Flickr

Snapchat

*Likely on
Facebook,
Tumblr,
Pinterest

@) Where more
than 50% of
retailers are now

Artist survey: “Which of the following resources do you look at regularly regarding art?” (% of USA artists)

HART *#
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l. What Works for Marketing

Questions and comments?

What has worked for your store?
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Il. What Works for Social Media:
Recommendations

Embrace this art-friendly media!
Focus on Facebook, YouTube, Pinterest.
Want students? Use Tumblr.

Post more than just sales and new product
announcements! Post artworks, how-to, quick
tips, product reviews, events.

B W

Intemnatior ociation
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II. What Works for Social Media

Where to find artists on social media

Professional

#1. Facebook
#2. Pinterest
#3. YouTube
#4. Wet Canvas

Student

#1. Tumblr

#2. DeviantART
#3. Facebook
#4. Instagram
#5. YouTube

#6. Pinterest

Recreational

#1. Facebook
#2. YouTube
#3. Pinterest

#4. Wet Canvas

Where are you?

Artist survey: “What specific art-related websites, online communities, Facebook pages, Pinterest
pinners or boards, YouTube channels, apps, etc., do you look at regularly?” (These are the social media
sites most used by artists. The ones in bold are significantly more used than the ones below them.)

HART
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Facebook
example:
Opus Art
Supplies

Q.Q

HART ° &

Business Research

VIDEOS

R

POSTSTO PAGE

. Michael King
April 1 af

¢ An article with advice on Painting from Photos.
#painting #oilpainting
http:ZAwvww.michaelking.ca/painting-from-photos/

Like - Comment 01

Zoe Clemens
March 26 at2:51pm @

@ With the nice weather swooping down upon us itis
time for Pleine Ai... See More

Like - Comment wralls

d Kroma Artist's Acrylics's photo

@

LOVE this crackle nest and eggs!

Kroma Crackle is made by our friends and Granville Island neighbours,
Kroma Artist's Acrylics, and it's a favourite at Opus (we featured it as one
of our "Top Ten Highlights of 2013" http://tinyurl.com/mdcsgjw). Get some
and get cracklin'l

Like - Comment - Share

¥ 16 people like this.

. What Works for Social Media

Recent

)
S

2011
2010

2009

Sponsored #l

Spin! Spin! Spin!
*dokk - Caesars
Casino

777 FREE Shots Games!

Play Now - 1.0

Renewal by Andersen
FibrexWindow.com

Transform the look of your
home with this special offer,
expiring soon! Buy one window
or.
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YouTube
example:
Opus Art
Supplies

HART %

Business Research

. What Works for Social Media

(M Tube]

opusartsupplies

Home Videos Playlists Channels Discussion About Q

The Opus Outdoor Painting
Challenge returns! #0PC2015
953 views 2 weeks ago

Let's get this whole province painting -
again!

The next Opus Outdoor Painting
Challenge is Sunday, May 10, 2015.

Registration for the event begins
Thursday, March 26. Stay tuned for
more information on how and where to
register, as well as prize details!

Read more

Uploads

The Opus Outdoor Painting
Challenge returns!...

2 weeks ago

Documenting your Artwork

Documenting your Artwork
with a Digital Camera Part 2 with a Digital Camera Part 1

440 views * 2 weeks ago 531 views * 2w

ks ago 953 views *

By All Means Create Series

Inspired by Vincent van Gogh's
Create, we decided to delve dee

rds and the artists who illustrated them in ou
rto find how artists silence their “inner critics’

original video By All Means
and push past their creative

D Subscribe [REE

Related channels on
YouTube

atiots, ArtistsNetwork
Subscribe

Lena Danya
Subscribe

&

Lachri Fine Art
Subscribe

Baylee Jae
Subscribe

‘ ALPHONSO DUNN
Subscribe
)

Fran Meneses

Subscribe
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Il. What Works for Social Media

@ Search o Montana u
suck Blick Art Materials Follow (I =3¢

|
Art Project Ideas Valentine's Day DIY Cards & ... Make Your Own Egg-stra Ea... Make Your Own Festival Flo...

Pinterest
example:
Blick Art

Materials =t gguﬂ &@‘)

Follow Follow Follow Follow

our Facebook Winners! Quotes for Artists 2014 Lesson Plan Inspiration Tangle An

[Flack Vebvek Tgaleny Faunting)

nof one who is
ins pired
bt one nl o
mlnsplres uanmwmnvmumnnuma

mu:\ “ovel-painking” with UV pants!
=

--6.( s e T
| "/“\ L"‘" s

Follow Follow Follow

Street Painting Inspired by Nature

Art Supply Glam Shots

X ;
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II. What Works for Social Media

Tumblr
example:
Artsnacks
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Il. What Works for Social Media

tumblr.

DETROITART

Tumblr
example:
Hdetroitart

alyssaklash

#yourcity!

We installed new work by artist Danielle
O'Malley today! Come check out her 7 ft
creatures at the Elliot Building, 1403

Woodward Ave. We shared her process

Scribbles at work. Don't tell. Love her face.
Saving for later #scribble #sketch #woc
#drawing #araphite #detroitart #illustration

#DetroitArt #tupac #biggie

X |
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II. What Works for Social Media

What USA artists want vs. what retailers are posting

Artists want Retailers posting
Announcements of sales or special
offers 62%
Artworks by other artists 59% 59%
How-to videos 57% 30%
New product announcements 57%
Quick tips and ideas 55% 35%
Product demo videos 54% 39%
Product reviews 54% 23%
Community art events 53% 60%
How-to articles 45% 23%
Contests 37% 29%
Artist profiles 37% 23%
Book reviews 27% —
Inspiring quotes or photos 43%
Funny stuff
Quizzes and questions

Artist survey: “What kinds of content would you like your favorite art materials stores to post on
social media such as Facebook?” Retailer survey: “What kinds of content did you post on social media
such as Facebook in 2014?”

KA | ’
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II. What Works for Social Media

Questions and comments?

What has worked for your store?

*
S
.
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I1l. Marketing to Young and Old:
Recommendations

1. Determine how old your customers are. Tailor your
marketing to the ages you want.

2. Use social media to promote your store if you want
youth. Use Facebook and Tumbilr.

3. Got oldies? Go for magazines, Pinterest, YouTube.

19




I1l. Marketing to Young and Old: Overview

0ld (50s)

* Pinterest, YouTube

Young (20s)
* Tumblr, DeviantArt
e Google Images

* Magazines

e Teachers and professors e Art supply store and store staff
* Social media postings: quick tips e Gallery and museum websites
and ideas, product reviews e E-newsletters

e Social media postings: new
products, product demos

All ages
* Word-of-mouth, especially online via artists and their friends

e Google search

Facebook

Social media postings: artworks, sales, events, how-to videos

<i>”
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I1l. Marketing to Young and Old

Where to find young and old artists across all types of content

78%
7%

Individual artists' Web sites or blogs
Google Images

Books

Search engines (Google, etc.)

Facebook

Magazines

Online art communities (DeviantArt, etc.)
YouTube

Gallery or museum Web sites

Instagram

Pinterest

Smartphone apps

E-newsletters

Brand or product manufacturer Web sites
Retailer Web sites

E-learning Web sites

69%

75%

72%

m 20-29
m 50-59

Artist survey: “Which of the following resources do you look at regularly regarding art?”

(g’g :
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I1l. Marketing to Young and Old

Where artists get information to decide what to purchase (top answers)

Artists in their 20s Artists in their 50s

#1 Friends, other artists #1 Internet or online

#2 Internet or online #2 Friends, other artists

#3 Teacher, instructor, professor #2 Art supply store or store staff
#4 Word-of-mouth, recommendation #3 Books

#5 Art supply store or store staff #3 Magazines

#6 Trial and error, experience #3 School, class, or workshop

Artist survey: “Where did you get information that helped you decide which art materials to purchase
in the past year?” This was fill-in-the-blank question. Tied rankings indicate nearly same popularity.
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I1l. Marketing to Young and Old

Where to find artists online

Artists in their 20s

Artists in their 50s

#1. Tumblr

#1. Pinterest

#2. DeviantArt

#1. YouTube

#2. Facebook

#2. Facebook

#3. YouTube

#3. Wet Canvas

#3. Instagram

#4 Artist Network

#3. Pinterest

#4 Blick

Artist survey: “What specific art-related websites, online communities, Facebook pages, Pinterest
pinners or boards, YouTube channels, apps, etc., do you look at regularly?” This was fill-in-the-blank

guestion. Duplicate rankings indicate nearly same response level. Bold indicates much more popular.
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I1l. Marketing to Young and Old

What artists want you to post on social media (top answers)

Artists in their 20s Artists in their 50s
Artworks by other artists 78% Special offers and sales 64%
Special offers and sales 75% New product announcements 60%
Quick tips and ideas 68% Artworks by other artists 59%
Art event information 66% How-to videos 59%

How-to videos 62% Product demos 58%

Product reviews 61% Art event information 58%

Artist survey: “What kinds of content would you like your favorite art materials stores to post on
social media such as Facebook?”
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Il. Marketing to Young and Old

Questions and comments?

What has worked for your store?

*
S
.
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V. Product Trends: Recommendations

1. Check if your customers are completely
different from the artists surveyed. If not...

2. Try selling more of a category you’ve neglected
but artists may be interested in, such as
encaustics, pen and ink, panels, adhesives.

3. Consider trimming categories no longer
relevant to today’s artists. Save space and S.
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V. Product Trends: Overview

Growth areas for artists and retailers
— Paint: oils and encaustics
— Drawing tools: wet media

— Surfaces, etc.: panels, adhesives, printmaking
— ...Though individual retailer results may vary!

o i
HART *+ NAMTA Artists & Art Materials Study 2015: Retailer Presentation n a |a 27

Business Research Intematonal A Mateals ssociation



V. Product Trends

What artists Paper (loose, sketch book, tablet) 82%
. Acrylic paint 58%
are using Canvas (stretched) 57%
Drawing pencils 52%
Watercolors 47%
Adhesives/glue 43%
Camera 43%
Pen and ink (drawing and calligraphy) 41%
Colored pencils 39%
Printer 38%
Panels (wood or conservation) 37%
Oil paint 34%
Decorative paper or collage materials 34%
Found objects 33%
Graphite 32%
Blank books or cards 31%
Markers 29%
Panels (canvas-wrapped or cardboard) 27%
Sketching charcoal 27%
Wood, metal, plastic, or other formed materials 27%
Fiber or fabric 26%
Scanner 25%
Pastels (soft) 23%
Gouache 20%
Digital drawing tablet or iPad 16%
Graphics or animation software 14% _ o ,
Pastels (oil or wax) 13% Artist question: “What did
Spray paint 12% you use to create these
Encaustic 8% artworks in the past 12
Cergm_lcs 8% months?”
Plastic film 7%
Tempera 4%

*o
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V. Product Trends

-10% -5% 0% 5% 10%

Adhesives/glue
Drawing pencils 5% 10%
Graphite
Panels (wood or conservation)
Panels (canvas-wrapped or cardboard) 3%
Oil paint
Encaustic

Gouache Growth in
Pen and ink (drawing and calligraphy)

Sketching charcoal 2% artists using
Decorative paper or collage materials _
Digital drawing tablet or iPad each 2012
Canvas (stretched) 2015
Paper (loose, sketch book, tablet)
Found objects 1%
Spray paint
Watercolors
Tempera
Pastels (oil or wax)
Markers
Blank books or cards
Wood, metal, plastic, or other formed..

Pastels (soft) =% Artist question:

“What did you

Ceramics
Acrylic paint use to create
Plastic film these artworks
Fiber or fabric in the past 12
Colored pencils months?”

Printer  -3% )
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V. Product Trends

Growth in share of total retailer sales

-5% 0% 5%
Oil paints 3%
Watercolors 1%
Panels, cardboard, foam boards 1%
Spray paint/aerosols 1%
Acrylic paints 1%

Furniture, easels, lighting, etc.
Portfolios and storage

Brushes
Canvas products -1%
Drawing materials -1%
Sculpting, poly clay, ceramics -1%
Books, magazines, videos -1%
3%  Pads and paper %-point growth 2011 to 2014

Retailer question: “What % of your business's 2014 sales of art supplies came from each art supply
category?” Example: Qil paints’ share increased from 9% to 12% of total retailer sales, or 3%-points.

o :
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V. Product Trends

LOOking Art material Ranking by # of mentions
ahe.ad: What Watercolors #1
artists fare Encaustics #2
becoming Oil paint #3
more Pastels #3
interested in Acrylic paint Ha
Markers H5
Inks H#5
Ceramics H6
Wood H6
Fiber, fabric #6
Gouache H7
Printmaking, silkscreen #7

“Artist question: What art materials have you become interested in recently or would like to try?”
(Equal rankings indicate similar number of mentions. This was a fill-in-the-blank question.)

o "
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V. Product Trends

Questions and comments?

What categories have grown in your
store?

International Art Materlals Association

o i
Héﬁlﬁ:é‘ NAMTA Artists & Art Materials Study 2015: Retailer Presentation n am | a

32



V. Store Features to Attract More Customers:

1.

Recommendations

Make sure your store is good at these:
A. Reasonable prices and special offers
B. Mostitems in stock
C. Products fit what your customers are creating

Competing with a crafts chain? Offer convenient parking
and evening hours.

Other art supply stores nearby? Visit them. Be the best
at these features.
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V. Store Features to Attract More Customers

Convenient parking! : Supplies

~ _Jor every

el | B o
FREE — S el 4 .
bottle of bears or : ; ;(‘llf);’l“i'//‘li“lrll‘

can of coke with - ‘ = it B s 1
every take away i g
main meals

@@m | iy 28 All items in stock!

.
Special offers! g B
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V. Store Features to Attract More Customers:

Summary

What artists say art supply stores need to improve

 More reasonable prices
* More items in stock
* Product selection fits more of their creative activities

* More special offers and coupons

What artists say crafts chains need to improve
e Higher quality products
» Staff more knowledgeable about art and art materials
* Product selection fits more of their creative activities
* Wider selection of art supplies

HART NAMTA Artists & Art Materials Study 2015: Retailer Presentation n a m | a
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V. Store Features to Attract More Customers

What store features are most important to artists

0% 25% 50% 75% 100%
High-quality products —
Most items carried are in stock E—
Wide selection of art supplies I
Reasonable prices |
Staff is knowledgeable I

Product selection fits my creativity []
Store is well-organized [

Staff is friendly [

Enough special offers and coupons I
Convenient location and parking ]
Store is clean ]

Store feels like part of the community I I
Store is open evenings I I

Checkout process is quick; no waiting I
Store offers classes and demos I

® Very important 1 Somewhat important [INot important

Artist survey: “How important are these store features to you when buying art

supplies?” ¢ :
X))
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V. Store Features to Attract More Customers

What is most important to artists vs. what they say art supply stores are good at

High-quality products P —— 5%
23% gap Most items carried are in stock ﬂ 86%
Wide selection of art supplies ﬁ 84%
26% gap Reasonable prices W 83%
Staff is knowledgeable Mgﬁi%

23% gap Product selection fits my creativity 4” 70%

Store is well-organized MW@?%
Staff is friend|y —q&}/&%

21% gap Enough special offers and coupons ” 57%

Convenient location and parking qP%
Store is clean % 5904
Store feels like part of the community 806
Store is open evenings p 41%
Checkout process is quick; no waiting % 500
Store offers classes and demos ] 794

®Very important @ Art supply store good at
Artist survey: “How important are these store features to you when buying art supplies?”

“If you shqp’at an art supply store in your area, what is the store good at?”

.7’ )
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V. Store Features to Attract More Customers

What is most important to artists vs. what they say crafts chains are good at

70% gap High-quality products

40% gap Most items carried are in stock
44% gap Wide selection of art supplies
Reasonable prices

64% gap Staff is knowledgeable about art
46% gap Product selection fits my creativity
Store is well-organized

Staff is friendly

Enough special offers and coupons
Convenient location and parking

Store is clean

Store feels like part of the community
Store is open evenings

Checkout process is quick; no waiting
Store offers classes and demos

0%

25%

50% 75% 100%

.l

A'

0
22 %

®Very important

89%
- 86%
070
" 84%
83%

76%

70%

: 69%

0

68%

8%
°63%

46%

41%

419%
49%
38%

® Crafts chains good at

Artist survey: “How important are these store features to you when buying art supplies?”

“If you shqp’at a crafts chain store in your area, what is the store good at?”

HART * &
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V. Store Features to Attract More Customers

What retailers say are their strengths

Staff knowledgeable about art materials
Staff is friendly

< High-quality products
¢ Wide selection of art supplies
Store feels like part of the community
\/\\( Most items carried are in stock
Store is well-organized

\/\\( Reasonable prices

Product selection fits artists' creativity
Store is clean

Store offers classes and demos
Convenient location and parking
Checkout process is quick; no waiting
Enough special offers and coupons
Store is open evenings

\

50% 100%
91%
83%
80%
79%
68%
64%
59%
59%
57%
57%
52%
48%
44% - /\\( What is most
40% important to
19% artists

Retailer survey: “What would your customers say are your store's strengths?”
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V. Store Features to Attract More Customers

Questions and comments?

What has worked for your store?

b S . . . . ; 40
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Close the Gap: Pick One and Do It!

Use the “Retailer Trinity”: Facebook, website, email.
Save money. End unproductive newspaper and Yellow Pages ads.
Make sure your store shows up high in Google search results.

Want younger customers? Get on Tumblr.

m O O W r

Post a range of content on social media: sales, new products,
artworks, how-to, quick tips, product reviews, events, etc.

F. Expand a growing category: oils, encaustics, pen and ink, panels,
adhesives, and printmaking supplies.

G. Pick one important store feature and change it from your
weakness to your strength: most items in stock, wide selection of
creative materials, more special offers.
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About This Study

— Independently produced by Hart Business Research
e India Hart Wood, president (founder, MIT Sloan MBA 1996)
e Specialize in studies of creative industries

— Underwritten by NAMTA

e NAMTA Research Committee: Barbara Schindler, Howard Krinsky, Jim
McDermott, Rick Comerford

— S pO NSors A. Franklin & Associates Faber-Castell Jack Richeson & Co.

Ampersand Art Supply Fredrix Artist Canvas/ Logan Graphic Products
Tara Materials

Blick Art Materials Gamblin Artists Colors Princeton Artist Brush
Canson Global Art Materials R & F Handmade Paints
Crescent Cardboard Golden Artist Colors Reeves & Associates
Daler-Rowney Grafix SAMPRO-Hammer & Assoc.
Escoda Sabatés Grimstad Comerford Group Speedball Art Products
F+W Media HK Holbein Strathmore Artist Papers
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