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Topic 5: HOW TO CAPITALISE ON THE 
SKILLS LEARNT DURING THE 
TRAINING AND GENERATE INCOME 
FROM ONE’S ARTISTIC ACTIVITY

Module 1: Introduction to the monetisation of artistic activity



M1.1
Understanding the different sources 
of income for artists



Sources of income for artists 
(1/10)

Sale of Artwork

The primary source of income for many artists is the direct sale of their 
artwork. This can include selling original pieces, limited editions, prints, or 
commissioned works. 

Artists can sell their artwork through galleries, art fairs, online platforms, 
or directly to collectors and buyers.



Sources of income for artists (2/10)
Commissions and Custom Artwork

Artists can earn income by accepting commissions and creating custom 
artwork for clients. 

This involves creating artwork based on specific requirements, themes, or 
preferences of individual clients or organizations. 

Commissions can range from portraits and illustrations to large-scale 
installations or murals.



Sources of income for artists (3/10)
Public and Private Commissions

Artists can secure public or private commissions to create artwork for 
specific spaces or projects. 

Public art commissions can include sculptures, installations, or murals for 
public spaces, while private commissions can involve creating artwork for 
corporate offices, hotels, or private collectors.



Sources of income for artists (4/10)
Licensing and Royalties

Artists can license their artwork to various industries for reproduction and 
commercial use. 

This can include licensing artwork for merchandise such as prints, posters, 
clothing, home decor, or digital products. 

Artists receive royalties or a percentage of the sales whenever their 
licensed artwork is sold.



Sources of income for artists (5/10)
Grants and Funding

Artists can apply for grants, fellowships, and funding opportunities 
offered by art organizations, foundations, government agencies, or 
private institutions.

These grants provide financial support for artists to pursue their artistic 
projects, research, or professional development.



Sources of income for artists (6/10)
Teaching and Workshops

Many artists generate income by teaching art classes, workshops, or 
giving private lessons. 

This can be done through community centers, art schools, universities, or 
even online platforms. 

Teaching allows artists to share their skills, knowledge, and passion while 
earning income.



Sources of income for artists (7/10)
Residencies and Artist Programs

Artists can participate in artist residencies or programs that provide 
financial support, studio space, and networking opportunities. 

These residencies often require artists to create and exhibit artwork 
during their stay, providing exposure and potential sales opportunities.



Sources of income for artists (8/10)
Art Consultation and Services

Artists with expertise and knowledge in the art industry can offer art 
consultation services. 

This may involve advising clients on art collection, curating exhibitions, 
writing art reviews or critiques, or providing artistic guidance to 
individuals or organizations.



Sources of income for artists (9/10)
Art Grants and Awards

Artists can apply for art grants and awards that provide financial support 
and recognition for their work. 

These grants and awards can be offered by art institutions, organizations, 
or competitions, and often come with monetary prizes or exhibition 
opportunities.



Sources of income for artists (10/10)
Collaborations and Partnerships

Artists can collaborate with other artists, designers, brands, or 
organizations to create joint projects, exhibitions, or products.

Collaborations can expand an artist's reach, provide access to new 
audiences, and open up new income streams through shared sales or 
licensing agreements.



Understanding the different 
sources of income for artists

It's important for artists to diversify their sources of income to 
create a sustainable artistic career. 

A combination of these income sources can provide stability, 
growth, and opportunities for artistic exploration and 
development.



M1.2
Understand how to create a 
monetization strategy adapted to your 
artistic style and target audience



How to create a monetization 
strategy adapted to your artistic 
style and target audience 

Creating a monetization strategy adapted to your artistic style 
and target audience is crucial for any artist looking to turn their 
passion into a sustainable career. 

Here are some steps to help you create a successful 
monetization strategy



Steps of monetization strategy (1/5)
Identify your target audience

The first step in creating a monetization strategy is to identify your target 
audience. 

• Who are the people that enjoy your art? 

• What age group do they belong to? 

• What are their interests, occupations, and income levels? 

Understanding your target audience will help you tailor your monetization 
strategy to their needs and preferences.



Steps of monetization strategy (2/5)
Choose the right monetization channels

There are several ways to monetize your art, including selling physical or 
digital products, offering services like commissions or workshops, and 
using advertising or sponsorships. 

Choosing the right monetization channels depends on your artistic style 
and target audience. 

For example, if you create visual art, selling prints or merchandise might 
be a good option. If you offer services like music lessons, charging for your 
time might be more appropriate.



Steps of monetization strategy (3/5)
Set realistic prices

Once you've identified your target audience and chosen your 
monetization channels, it's important to set realistic prices for your 
products or services.

You want to make sure that your prices are competitive with other artists 
in your niche while also reflecting the value of your work.



Steps of monetization strategy (4/5)
Build a brand

Building a brand around your art can help you stand out from the 
competition and attract loyal customers. 

Your brand should reflect your artistic style and values and should be 
consistent across all of your marketing channels.



Steps of monetization strategy (5/5)
Engage with your audience

Engaging with your audience is crucial for building a loyal following and 
increasing sales. 

You can engage with your audience by sharing behind the-scenes content, 
responding to comments and messages, and asking for feedback.



How to create a monetization 
strategy adapted to your artistic 
style and target audience 
In conclusion, creating a successful monetization strategy requires:

✔ understanding your target audience, 

✔ choosing the right monetization channels, 

✔ setting realistic prices, 

✔ building a brand, and 

✔ engaging with your audience. 

By following these steps, you can turn your passion for art into a 
sustainable career.



Topic 5: 
HOW TO CAPITALISE ON THE SKILLS 
LEARNT DURING THE TRAINING AND 
GENERATE INCOME FROM ONE’S 
ARTISTIC ACTIVITY

Module 2: Selling Online and Offline



M2.1
Learn how to create an online shop to 
sell your work



How to create an online business 
to sell your work

When creating an online business in Europe, there are several 
important things to consider. 

Here are some key aspects to keep in mind: 



Key aspects of creating an online 
business (1/10)

Legal and Regulatory Requirements

Familiarize yourself with the legal and regulatory framework for online 
businesses in Europe. 

This includes understanding:

• data protection and privacy laws (such as the General Data Protection 
Regulation or GDPR), 

• e-commerce regulations, 

• consumer protection laws, 

• tax obligations. 



Key aspects of creating an online 
business (2/10)

Market Research

Conduct thorough market research to understand your target audience, 
competition, and market demand. 

Identify the needs and preferences of European consumers in your niche 
and tailor your products or services accordingly. 

Research local trends, cultural nuances, and buying behaviors to 
effectively position your business.



Key aspects of creating an online 
business (3/10)
Website and Localization

Develop a professional and user-friendly website that caters to European 
customers. 

Ensure your website is responsive, optimized for mobile devices, and 
available in multiple languages if targeting customers across different 
European countries. 

Localization, including currency, language, and cultural adaptation, is 
essential for building trust and reaching a wider audience.



Key aspects of creating an online 
business (4/10)

Secure Payment Processing

Implement secure and convenient payment processing options that 
comply with European standards. 

Offer popular payment methods in Europe, such as credit/debit cards, 
PayPal, or local payment solutions. 

Ensure the security of customer data and use SSL certificates to encrypt 
sensitive information.



Key aspects of creating an online 
business (5/10)

Customer Support and Communication

Provide responsive customer support through various channels, such as 
email, live chat, or phone. 

Be prepared to handle inquiries in multiple languages if targeting a 
diverse European customer base. 

Effective communication with customers is crucial for building trust and 
maintaining positive relationships.



Key aspects of creating an online 
business (6/10)

Logistics and Shipping

Establish efficient shipping and logistics processes, especially if you're 
selling physical products. 

Consider partnering with reliable shipping carriers or fulfilment centers to 
ensure timely and cost-effective delivery to customers across Europe. 

Be aware of any customs and import regulations when shipping 
internationally.



Key aspects of creating an online 
business (7/10)

Cross-Border VAT and Tax Considerations

Understand the Value Added Tax (VAT) rules and thresholds for selling 
goods or services across different European countries. Familiarize yourself 
with the distance selling rules and VAT obligations for each country where 
you have customers.

Consider consulting with tax experts or using VAT compliance services to 
navigate these complexities.



Key aspects of creating an online 
business (8/10)
Digital Marketing and SEO

Develop a strong online presence through digital marketing strategies 
tailored to the European market. 

Implement search engine optimization (SEO) techniques to improve 
visibility in local search results. 

Utilize social media platforms, email marketing, content marketing, and 
online advertising to reach and engage with your target audience.



Key aspects of creating an online 
business (9/10)

Localization of Marketing Efforts

Adapt your marketing strategies to specific European markets. 

Tailor your messaging, content, and promotions to resonate with the 
cultural and linguistic diversity of European customers. 

Consider collaborating with local influencers, partnering with European 
businesses, or participating in relevant industry events to expand your 
reach.



Key aspects of creating an online 
business (10/10)

Continuous Adaptation and Compliance

Stay updated on changes in regulations, market trends, and consumer 
behaviours in Europe. 

Regularly assess and adapt your online business strategies to remain 
competitive and compliant. 

Monitor customer feedback, reviews, and analytics to identify areas for 
improvement and capitalize on emerging opportunities.



M2.2
Learn how to participate in art fairs 
and in-person events to sell your art



Steps you can follow 
for art-fairs and in person events (1/5)

1. Research

The first step is to research the various art fairs and events that take place 
in your country. 

You can search for them online or consult with local galleries, art 
associations, and other artists. 

It's important to find events that align with your style and medium of art.



Steps you can follow 
for art-fairs and in person events (2/5)

2. Apply

Once you have identified the events you want to participate in, you will 
need to apply. 

Most events have an application process that includes submitting samples 
of your work, a bio, artist statement, and other supporting materials. 

Be sure to read the application guidelines carefully and submit all 
required materials by the deadline.



Steps you can follow 
for art-fairs and in person events (3/5)

3. Prepare

Once you have been accepted into an event, it's time to prepare for it.

 

This may include:  

• creating new work specifically for the event, 

• preparing your booth or display area, 

• promoting your participation on social media and other channels.



Steps you can follow 
for art-fairs and in person events (4/5)

4.Attend

On the day of the event, arrive early to set up your booth or display area.

Be friendly and engaging with visitors who stop by your booth and be 
prepared to answer questions about your work. 

Collect contact information from potential buyers or interested parties so 
you can follow up with them after the event.



Steps you can follow 
for art-fairs and in person events (5/5)

 5. Follow up

After the event is over, follow up with any potential buyers or interested

parties. 

Send them a personalized message thanking them for stopping by your 
booth and offer to answer any additional questions they may have about 
your work.



Topic 5: 
HOW TO CAPITALISE ON THE SKILLS 
LEARNT DURING THE TRAINING AND 
GENERATE INCOME FROM ONE’S 
ARTISTIC ACTIVITY

Module 3: Copyright and Intellectual Property



M3.1
Introduction to copyright and 
intellectual property / Protectable 
works



Intellectual property

Intellectual property includes all exclusive rights to intellectual 
creations. 

It encompasses two types of rights: 

• industrial property, which includes inventions (patents), 
trademarks, industrial designs and models and designations 
of origin, 

• copyright, which includes artistic and literary property.



M3.2
Protection of the (artistic) work



Protection of the (artistic) work

Copyright and intellectual property laws in Europe are designed 
to protect the rights of creators and inventors. 

Copyright ensures that authors, composers, artists, filmmakers 
and others receive payment and protection for their works. 
Copyright is a legal right that grants creators exclusive control 
over the use of their work, including the right to reproduce, 
distribute, and display their work. 

Intellectual property refers to a broader range of legal rights 
that protect various forms of creative expression, including 
patents, trademarks, and trade secrets.



Copyright

Copyright  includes:

✔ literary and artistic works such as novels, poems and plays, 
films, musical works, 

✔ artistic works such as drawings, paintings, photographs and 
sculptures, and architectural designs. 

Rights related to copyright include those of performing artists 
in their performances, producers of phonograms in their 
recordings, and those of broadcasters in their radio and 
television programmes.



What is a 
trademark?



Trademark definition

A trademark is an exclusive right over the use of a sign in 
relation to the goods and services for which it is registered. 

Trademarks consist of signs capable of distinguishing the 
products (either goods or services) of a trader from those of 
others.



Trademark elements

Trade marks could include: 

• Words / e.g. “Berg” 

• Personal Names / e.g. “Peter Peters” 

• Logos 

• Letters / e.g. “PB” 

• Numbers / e.g. “1” 

• Colours 

• Shape - Packaging of Goods 

• Sounds 



Trademark function 

The main function of a trademark is to identify the commercial 
origin of a product. 

Besides, trademarks convey a message about the quality of a 
product, thus facilitating consumers’ choice. 

Furthermore, they are used for advertisement purposes and 
can function as an investment instrument (e.g. they can be 
assigned, licensed, etc.).



What are the routes to trademark 
registration?

Trademark registration can be performed at three different levels: 

• National 

• Regional

• International

The best route usually depends on the applicant’s target markets, 
business and financial capabilities, as well as commercial 
expectations.



Trademark registration routes
National route  

Registration takes place at national IP (Intellectual Property) offices and 
protection is obtained only in the territory where the trademark is 
registered.



Trademark registration routes
Regional route (EUTM) 

Trademark protection at EU level can be obtained by registration of an EU 
trademark (EUTM) at the European Union Intellectual Property Office 
(EUIPO). 

The application procedure is simple, with a single set of fees and in the 
official language of any Member State plus one of the following: English, 
French, Spanish, German or Italian. 

It covers the territory of all Member States. 

Any natural person or legal entity from any country in the world can apply 

for an EUTM.



Trademark registration routes
International route (Madrid System)

The World Intellectual Property Organization (WIPO) international trade mark 
registration system (known as the Madrid System) allows users to obtain trade 
mark protection in more than 100 territories by filing a single application in one 
language and paying a single set of fees. 

The applicant must either have a business in, be domiciled in, or be a national 
of any territory that is a party to the Madrid System. 

This application has an international character; however, national laws govern 
the registration in each territory. A granted international trade mark is therefore 
a “bundle” of national trade marks that must be validated by the national IP 
offices of the countries selected by the applicant for it to be effective in those 
countries. Therefore, an international application may be successful in some 
designated territories and refused in others. 



Main requirements for 
trademark registration
Clear and precise representation

The sign whose registration as a 
trademark is sought must be 
capable of being represented in a 
manner that enables the subject 
matter of protection to be 
determined with clarity and 
precision. 

YES: 

a word, a logo, a music sheet

NO: 

smell of clouds



Main requirements for 
trademark registration
Distinctiveness

The sign whose registration as a 
trademark is sought must be 
capable of distinguishing the 
goods or services bearing the 
trademark from those of other 
traders. 

YES: 

“BANANA” in relation to clothing. 

NO: 

“BANANA” in relation to bananas. 



Main requirements for 
trademark registration
Non-deceptiveness: The sign 
whose registration as a 
trademark is sought must not 
deceive the public, for instance, 
as to the nature, quality or 
geographical origin of the goods 
or services.  

X “GLUTENFREE” for a product 
that contains gluten. 

Non-descriptiveness: The sign 
whose registration as a 
trademark is sought must not 
serve to designate the 
characteristics of the goods or 
services bearing the mark, such 
as their kind, quality, quantity, 
intended purpose, value, 
geographical origin, etc. 

X “BANK” for financial services.



Main requirements for 
trademark registration
Non-customary in the language: 
The sign whose registration as a 
trademark is sought must not be 
a sign or indication which has 
become customary in the current 
language or in the good faith and 
established practices of the 
trade.  

X “STIMULATION” for energy 
drinks. 

Non-contrary to public order 
and morality:

The sign whose registration as a 
trademark is sought must not 
be contrary to public policy or 
morality.  

X “SCREW YOU” 



What kind of protection do 
trademarks confer?

Exclusive right and transferability 

The exclusive right conferred by a trademark allows its owner to prevent 
others from using the same or similar signs for identical or related goods 
and/or services as those protected by the trademark in the course of 
trade, without the owner’s prior permission. 

The trademark owner may sell its trademark to someone else who will 
then become the new owner of the trademark, or give permission to 
others to use the trademark on mutually agreed terms (i.e. trademark 
licensing agreement). 



What kind of protection do 
trademarks confer?

Territorial protection

Trademarks are territorial in nature, which means that trademark rights 
are granted and enforceable within the geographical boundaries of the 
country or region where they are registered. 



What kind of protection do 
trademarks confer?

Duration of protection

Trademark protection is limited in time. In most countries, protection 
lasts for 10 years from the date of filing of the trademark application, and 
it can usually be renewed indefinitely for periods of 10 years. 

This protection may lapse if the renewal fees are not paid. 

Once a trademark expires, protection ends, and anyone can use it in the 
course of trade in relation to the goods and services covered by the 
expired trademark without infringing it. 



What kind of protection do 
trademarks confer?

What is the obligation of use?

In order to maintain registration, trademarks need to be used in the 
consumer society in relation to the goods or services for which they are 
registered. This obligation, which has been adopted in most countries, 
means that if within a period of time after registration (5 years for 
EUTMs) a trademark owner does not use the trad mark, they will lose 
their exclusive right, and therefore third parties will be able to use and to 
register the “unused” trademark for the same goods and services. 



What is Copyright? 

Copyright (or author’s right) is the term used to describe the rights that creators have 
over their literary, scientific and artistic works. 

There is not an exhaustive list containing the works that can be protected by copyright. 

However, there is a number of works usually covered by copyright at international level:  

• literary works such as novels, poems, plays, newspaper articles,

• computer programs, databases,

• films, musical compositions, and choreographies,

• artistic works such as paintings, drawings, photographs, and sculptures, 

• Architecture,

• advertisements, maps, and technical drawings. 



Copyright and Originality

One of the key principles of copyright law in Europe is the idea 
of originality. 

In order for a work to be protected by copyright, it must be 
original and reflect the author's own creativity. 

This means that ideas and concepts cannot be copyrighted, 
only their expression in a tangible form. 



Copyright and Moral Rights

Another important aspect of copyright law is the concept of 
moral rights. 

These are non-transferable rights that protect the author's 
reputation and integrity in relation to their work. 

Moral rights include the right to be identified as the author of a 
work, and the right to object to any changes or modifications 
made to their work that could be damaging to their reputation. 



Can ideas be protected by 
copyright? 

No, ideas as such cannot obtain 
copyright protection. 

It is the expression of those ideas that 
can be copyrighted. 



How does copyright arise? 

Automatic protection 

In the EU, copyright protection is obtained automatically from 
the moment when the work is created and no registration or 
other formality is required. 

However, some countries allow for the voluntary registration/ 
deposit of works protected by copyright. Therefore, 
registration is not constitutive of the right but can be useful in 
some situations (e.g. to solve disputes over ownership or 
creation, to facilitate financial transactions). 



While no formalities are 
required to obtain copyright 
protection, it is common 
practice to attach a copyright 
notice to the work, such as the 
mention “all rights reserved” or 
the symbol © together with 
the year in which the work has 
been created, to inform others 
of the existence of copyright 
and therefore reduce the 
likelihood of infringement. 



To qualify for copyright protection a 
work must in general…

Exist in some form 

There is no harmonisation at EU level regarding whether the work 
has to be fixed in a material form in order to receive copyright 
protection. It is for Member States to freely prescribe that works in 
general or any specified categories of works shall not be protected 
unless they have been fixed in some material form. Therefore, 
non-fixed works such as unrecorded speeches, may receive 
protection in some countries but not in others.



To qualify for copyright protection a 
work must in general…

Be original

There is no total harmonisation at EU level, nor at international level 
on what is to be understood by “original”. However, based on EU 
case law, it can be said that the originality requirement is satisfied 
when the author expresses his creativity by making free and creative 
choices, resulting in a work that reflects his personality. 



Scope of protection
Economic Rights

Economic rights enable right holders to control the use of their works and be remunerated for 
their use, by selling them or licensing them to others. 

They normally take the form of exclusive rights, notably to authorise or prohibit the making and 
distribution of copies as well as communication to the public. They are harmonised at EU level.

The economic rights of intellectual property are those of purely economic exploitation of a work 
protected by intellectual property, including: 

• Distribution 

• Communication 

• Transformation (i.e. translation or adaptation) 

• Reproduction 



Scope of protection
Moral Rights

Moral rights include the right of authors to claim authorship, as well as their right to object to a 
distortion or mutilation of their work, which would negatively affect their honour or reputation. 

They are not harmonised at EU level, so their scope of protection may vary from one country to 
another.

The moral rights of intellectual property are non-transferable, inalienable and unwaivable. They 
always belong to the material author of the work and include: 

• Acknowledgement of his authorship. 

• Right to modify the work. 

• Decision on the dissemination of the work. 



M3.4
Contracts for the Transfer of Rights



Copyright assignment

Only for the Economic Rights!

• Distribution 

• Communication 

• Transformation (i.e. translation or adaptation, for example) 

• Reproduction 

The latter are the rights that can be assigned by means of a contract for the assignment 
of intellectual property rights, with the parties agreeing on which rights are assigned (all 
or part of them) and how the assignment of each of them is configured. 

For example, in the case of distribution, the geographical scope they can reach or, in the 
case of transformation for the translation of the work, the languages into which it can be 
translated. 



What does the contract have to 
include in order to be legal?  (1/2)
The copyright assignment contract is drafted in writing, he must list exhaustively 
the rights transferred. 

Assignment is not valid if the scope of the rights assigned is too broad. 

Thus, the contract of assignment must include following mentions: 

• Identity of the parties: first and last names of the author of the work and of 
the beneficiary of the assignment. 

• Scope of rights transferred: the contract specifies whether the assignment 
relates to the right of reproduction (publishing contract), representation 
(representation contract), translation and/or adaptation. The inclusion of the 
word "etc" is sufficient for judges to establish that there is no delimitation of 
the area of exploitation of the rights transferred. 



What does the contract have to 
include in order to be legal?  (2/2)
• Destination: the contract shall specify how often the work may be broadcast 

and in what form (medium). If the assignment of rights also relates to a digital 
exploitation of the work (on the Internet), the contract must specify this. 

• Territory: the contract shall specify the geographical area in which the holding 
is authorized. Rights may be assigned for a particular city or region, country or 
even "for the whole world" (especially if the work is broadcast on the 
Internet). 

• Duration: the contract shall specify the period for which the holding is 
authorized. Assignment may be granted for the entire legal term of copyright 
protection. 

• Prices and payment terms.



Important resource 
about Intellectual 
Property

European IP Hepdesk: YOUR GUIDE 
TO IP IN EUROPE (2019)

https://intellectual-property-helpdesk.ec.europa.eu/system/files/2021-01/european-ipr-helpdesk-your-guide-to-ip-in-europe.pdf
https://intellectual-property-helpdesk.ec.europa.eu/system/files/2021-01/european-ipr-helpdesk-your-guide-to-ip-in-europe.pdf
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Module 4: Commissions and Collaborations 



M4.1
Understanding the basics of 
commissions and collaborations for 
artists



What are art commissions? 

In simple terms, an art commission is a request by an individual, a business 
or any other entity from an artist for the creation of a piece of art. 

As an artist, being open to commissioning your artwork can be a good source 
of exposure that would encourage other clients to purchase your work. 

Commissioning happens when an artist is approached for job opportunities 
in exchange for payment. 

This process can sometimes happen by chance when somebody sees your 
artwork and then wishes to commission a piece. You can also be an 
established artist who works with an agency that helps to find job 
opportunities for you.



Different forms and opportunities 
of art commissions 

A ‘commission’ can come in different forms and opportunities 
including: 

• Creating a piece of artwork 

• Producing a community project 

• Organising an event or activity 

• Producing an exhibition of new work 

• Research and development 

• A collaborative process within an organisation 



Types of Commissioners

Examples of commissioners may include: 

• Art organizations or institutions 

• Independent curators or commissioners 

• Private developers or local authorities 



The process of art commission (1/4)
Establish a clear agreement

Make sure you understand what the client needs and if you are capable of 
delivering it. 

Be clear about the timeline and determine with the client how long you 
would need to deliver the work. 

Establish a plan, work on some thumbnails and continuously revise your 
work in communication with the client.



The process of art commission (2/4)
Write a contract 

Come up with a detailed contract that you review thoroughly with the 
client to protect your rights and theirs. 

Include every possible detail such as due dates, delivery, copyrights and 
shipping. 

Write and sign the contract before you start working on the deliverables 
and maintain it as a reference point throughout the process. 



The process of art commission (3/4)
Maintain a clear timeline

Consistency is key.

Make sure you are working with a clearly defined timeline that you 
constantly revise with the client in order to keep them up to date on the 
process and make sure you establish trust and professionalism 
throughout the collaboration.



The process of art commission (4/4)
Ask for feedback

Take the time to understand the client’s needs and reactions to your 
artwork. 

Ask clients for feedback and testimonials upon delivery, this would make 
it more likely for them to seek you out for their next requests and would 
help you gain new customers. 

You may create a loyalty program or special discounts for returning clients 
to maintain their presence in your portfolio. 



M4.2
Learn to identify commission and 
collaboration opportunities



Identifying art commissions and 
collaboration opportunities 
Identifying art commissions and collaboration opportunities involves a 
proactive approach that combines: 

✔ networking, 

✔ online presence, 

✔ awareness of available programs and platforms. 

By exploring these avenues and consistently promoting your work, you 
can broaden your horizons, connect with potential patrons and 
collaborators, and contribute to the vibrant and ever-evolving world of 
art. 



How to get art commissions (1/6)
Network and build relationships

Networking is the cornerstone of identifying art commissions and 
collaboration opportunities. 

Building relationships within the art community, whether locally or online, 
can be a source of invaluable connections. 

Attend art exhibitions, workshops, and events to meet other artists, 
gallery owners, collectors, and potential collaborators. Engage in 
conversations, share your work, and express your enthusiasm for 
collaboration. Connect with art and cultural centres in your community to 
identify and network potential clients for possible collaborations.



How to get art commissions (2/6)
Use online platforms and social media

Social media platforms like Instagram, Facebook, and Twitter allow artists 
to showcase their work to a global audience. 

Using relevant hashtags and engaging with art-related communities can 
help your work reach potential patrons and collaborators. 

Additionally, websites like MadeMay, Fiverr, Behance, DeviantArt, and 
Etsy provide platforms for artists to display their portfolios and connect 
with individuals interested in commissioning or collaborating on art 
projects. 

https://www.mademay.com/
https://www.fiverr.com/
https://www.behance.net/
https://www.deviantart.com/
https://www.etsy.com/?ref=lgo


How to get art commissions (3/6)
Artistic residencies and grants

Many organizations offer artist residencies and grants that can provide 
the time, space, and financial support needed for artistic exploration.

Research available programs that align with your artistic interests and 
objectives. 

Artist residencies often offer exposure, financial compensation, and 
opportunities to collaborate with other artists. 

Keep a close eye on application deadlines and ensure your portfolio is 
tailored to each specific opportunity. 



How to get art commissions (4/6)
Art Galleries and Exhibitions

Participating in art galleries and exhibitions can be a steppingstone to art 
commissions and collaborations. 

Galleries are often contacted by collectors and patrons looking to 
commission artworks. 

Joining group exhibitions or having solo shows can increase your visibility 
and connect you with a more extensive network of potential 
collaborators. 



How to get art commissions (5/6)
Online Art Marketplaces

Online art marketplaces such as Artfinder, Saatchi Art, and Artsy offer 
artists the opportunity to showcase their work to a global audience.

These platforms connect artists with buyers and collectors interested in 
purchasing or commissioning artwork. 

Be sure to maintain a professional and up-to-date presence on these 
websites to attract potential opportunities.

https://www.artfinder.com/#/
https://www.saatchiart.com/
https://www.artsy.net/


How to get art commissions (6/6)
Collaborative Projects and Open Calls

Keep an eye out for open calls for collaborative projects. 

These projects often emerge from art collectives, organizations, or 
independent curators seeking artists for specific initiatives. 

Being open to group exhibitions, community art projects, and 
multidisciplinary collaborations can lead to a rich array of experiences and 
networking opportunities. 



M4.3
Understand the different ways of 
working in collaboration with other 
artists, brands or companies 



Collaboration with Fellow Artists
Working with fellow artists can be a highly enriching experience. 

It allows artists to pool their talents, perspectives, and resources to create 
something greater than what they could achieve individually. 

Some examples of ways to collaborate with other artists include: 
• Joint Artwork Creation: Artists come together to co-create a piece of art, 

blending their unique styles and skills. 
• Exhibitions and Group Shows: Participating in group exhibitions or art 

collectives allows artists to showcase their work collectively, sharing the 
costs and responsibilities involved in organizing shows. 

• Artistic Experiments: Collaborative experiments, such as interdisciplinary 
projects or workshops, can foster creative growth and open new artistic 
horizons. 



Collaboration with Brands
Brands often seek artists for creative collaborations to infuse their products or 
marketing campaigns with a unique artistic touch. 

They can be financially rewarding and offer artists exposure to broader 
audiences.

Some examples of ways to collaborate with brands include the following: 

• Product Collaborations: Artists can work with brands to design limited 
edition products, such as apparel, accessories, or merchandise. 

• Brand Campaigns: Artists can create artwork or content for brand 
marketing campaigns, helping companies tell their stories in a visually 
compelling way. 

• Live Art Events: Artists may be invited to participate in live art events 
or brand activations to engage with the public. 



Collaboration with Brands



Collaboration with Companies
Collaborating with companies often involves more structured partnerships 
where artists contribute their creativity to various business aspects. 

Such collaborations can be lucrative and provide artists with stability.

Common modes of collaborating with companies may be as follows: 

• Corporate Commissions: Artists are commissioned to create custom 
art pieces for corporate spaces or as gifts for clients and employees. 

• Art Licensing: Artists license their existing artwork for use on products, 
packaging, and promotional materials. 

• Residencies and Workshops: Some companies offer artist-in-residence 
programs or workshops to engage artists in their creative processes. 



Key Considerations for Successful 
Collaboration (1/6)

Alignment of Goals

Ensure that all collaborators share a clear understanding of 
their goals and expectations. 

Establish common objectives and timelines. 



Key Considerations for Successful 
Collaboration (2/6)

Communication

Open and transparent communication is vital. 

Regularly check in with your collaborators, share feedback, and 
adapt to changing circumstances. 



Key Considerations for Successful 
Collaboration (3/6)

Contracts and Agreements

It's wise to have written agreements in place, outlining the 
roles, responsibilities, and compensation arrangements of all 
parties involved. 



Key Considerations for Successful 
Collaboration (4/6)

Creative Autonomy

Balance creative freedom with the project's requirements.

Respect each other's artistic vision while staying open to 
constructive feedback. 



Key Considerations for Successful 
Collaboration (5/6)

Distribution of Work and Responsibilities

Clarify who is responsible for what aspects of the collaboration, 
whether it's creative, logistical, or promotional.



Key Considerations for Successful 
Collaboration (6/6)

Adaptability

Be prepared to adapt to unforeseen challenges and changes 
during the collaboration.
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