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Samo’ but Different 

In many ways, selling artwork is like any other business. It involves innovation, packaging, promotion, marketing, and closing the deal. I could spend an hour on each of these critical entrepreneurial skills. 
But in several respects, selling art is also different from most other businesses. 

First, from an economic perspective, art is a strange and multifaceted commodity. It’s a luxury good even if you think it’s a cultural necessity. It can be durable or non-durable, or even a service and not a good at all. It can be sold or resold, bartered, or bought as an investment despite the fact that most artwork depreciates in value over time. All of these economic attributes affect how the market works, involving pricing, sales, and supply and demand. 
Second, there are grossly unbalanced macroeconomic conditions in the art world, involving enormous over-supply and a “winner-takes-all” kind of economy. 

Third, there is an intellectual component in art that’s different from simply “the way it looks,” which affects the sale of most goods. An element of this intellectual tradition, unfortunately, reinforces some of the worst of these macroeconomic conditions. 
Strategy or Dumb Luck 

These differences put a premium on market strategy. That is, not only HOW you do the many things that any business must do to sell its wares, but also how you position yourself with regard to the art world’s myriad market segments. 

These niches involve all of the different artistic media and traditions, as well as the wide range of buyers, sellers, and other intermediaries. Each has its own quirks to exploit. 

My personal strategy will be different from yours. And the opposite of any advice that anyone gives you can also work. 

Artists are here to break rules, anyway. 

So let me contradict myself from the outset. The peculiarities of the art market also mean that your individual odds of selling are so low that dumb luck and connections may be more important than any clever market strategy you devise. 

We’ll explore more of the nitty-gritty micro-economics of selling art during questions and answers, but first, I think you need to understand the market conditions in which artists operate, and in which art sales occur. 

Wide Market Demand 

I’ve spent the last couple of weeks making calculations from obscure government statistics. Some of what I’ve figured out, as far as I can tell, has never been made public before. 

I’ll start with the good news. The opportunities for selling art work are abundant and growing. 
Nearly half of all Americans, or more than 90 million people visit arts and craft fairs each year (National Endowment for the Arts, 1998, table 1). 
More than one-third of all Americans, or nearly 70 million people, say they buy art or visit art museums (National Endowment for the Arts, 1998, tables 1 and 18.). 

The U.S. art market totals around $300 billion per year, or about 3% to 6% of the U.S. economy (derived from U.S. Census Bureau, 2001; Chartrand, 1992). 
The visual arts in particular produce around $10 to $20 billion a year (derived from Ibid.; Kusin & Co., 2002; Hislop, 2003), and the industry has nearly doubled in the last 15 years alone (derived from Bureau of Economic Analysis, 2003). 

I estimate that more than $1 billion per year is paid directly to visual artists working in the United States (derived from U.S. Census Bureau, 2001 and Hislop, 2003). 

Right here in New York City, there’s probably one-fifth of all of the establishments involved with contemporary visual arts, and certainly a larger percentage of sales (derived from Art in America, 1998). 

New York’s contemporary art market includes several hundred galleries, dealers, and corporate consultants that sell the work of living visual artists, as well as dozens of non-profits, universities, museums, auction houses, independent artist employers, and other retail and wholesale traders that deal in some way in contemporary fine art (Ibid. and U.S. Census Bureau, 2001). 

Towering Over-Supply 

Now, let’s turn to the competition.
More than 30 million Americans paint, draw, or make photos for private or public display (National Endowment for the Arts, 1998, table 18). 

There are around 5 million Americans who display their art publicly (Ibid.). 
Nearly half-a-million Americans work full-time, part-time, or are actively seeking work as visual artists (derived from Bureau of Labor Statistics, 2001). 

In other words, only 5% of artists who display their work in public, and less than one-percent of all Americans who make visual art actually sell their work. 
It gets worse:

For 96% of the working artists who do sell their work, their average annual pay from all of their sales totals less than $600 per year (derived from all of the above references). 

Winner-Takes-All 

Around 3 percent of working artists, or roughly 20,000 people, succeeds in selling an average of $20,000 worth of work a year (Ibid.). 

Around 3,000 artists — roughly 6/10ths of a percent of all working artists — are represented by New York City galleries. These privileged artists take in an average of around $75,000 per year from sales (Ibid.). 

Around 400 independent visual artists are successful enough to be able to hire more than one employee each. These celebrity artists make more than half-a-million dollars per year in sales (Ibid.). 
The top independent U.S. artist commands around 4% of all the money artists make in the United States, earning more than $40 million from his work each year (Ibid.). No, it’s not Matthew Barney. Can you guess who? (Also see www.mediaarts.com). 
Art market sales are roughly four times more concentrated than what occurs in the U.S. retail sector as a whole (derived from U.S. Census Bureau, 2001). 
Not Getting Any Better 

Unfortunately, the macroeconomic factors contributing to this state of inequity are getting worse. 

On the supply side, competition in the artist labor market increases every year by another 20,000 newly-minted bachelor degrees in the visual arts, and 3,000 new graduate degrees (derived from National Center for Education Statistics, 2001, table 258). 
On the demand side, average U.S. art auction prices have fallen by about 30% since their peak in the year 2000 (derived from Hislop, 2003). 
There are longer-term, secular trends forcing prices down: for nearly two decades prior to the recent market peak, the real value of average sales per art dealer in the U.S. fell by 30% (derived from National Endowment for the Arts, 1998 and U.S. Census Bureau, 2001). 

Federal funding for the arts declined even faster, by 64% over the past two decades (derived from National Endowment for the Arts, 2003). 
In the last year alone, state funding dropped by 13% (National Association of State Art Agencies, 2003). 
Federal per-capita spending on the arts is the lowest in the industrialized world (National Endowment for the Arts, 2000). 

Private charitable funding is declining even faster than government spending, according to museums finances, falling by a third during the late 1990s even as the art market surged (derived from Heilbrun and Gray, 2001, p. 211). 
Foundation grants to the visual arts now make up just one-half of one-percent of all foundation giving (derived from Grantmakers in the Arts, 2001, p. 1, figures 2 and 5).

Realistic Inspiration 

Artists are supposed to inspire, and I’m not trying to depress you. But we’re also supposed to reveal some truth now and then. 
You’ve clearly got to find your own inspiration to make art, because selling it ain’t just hard, it’s unlikely for the vast majority of people who make it.

From an artist’s perspective, selling art is all about taking risk. You can educate yourself and try to reduce your exposure to risk, but that won’t get you very far, because it’s all about taking risk, in terms of artistic license, letting go of your creations, vulnerability to market swings, and significant, ever-present business liabilities. 

This is what winner-takes-all and over-supply really mean for your odds of success. Selling art is nothing if not a big gamble.
If you play the game, your work will get damaged and probably stolen. You will get screwed. You’ll spend inordinate amounts of money and time on mailings and networking and shipping and traveling and installing and documenting — not to mention creating the work. And you will be rejected over and over again. 
Being an artist in the marketplace is often a humbling, if not humiliating experience. 

The Endurance Test 

So now you know how high the potential jackpot gets, and how low are your odds of getting a piece of the action. 

The key question is: how do you win at this game, or at least how do you improve your chances of success? 
My first piece of advice is: to endure. Eventually you will sell something to somebody. 

But with any advice, like I said, the opposite can also be true. If you die young, that may well enhance your sales too. But some good that’ll do you. 

Almost every artist I know who has gallery representation, and who regularly commands five figures for their work also teaches. That’s no accident, since the trick is to find some way to make enough money with minimum time commitment in order to endure as an artist. Teaching is an obvious way to do that. Marriage is another. 
You don’t want to make too much money from other sources, however, or you won’t qualify for many prestigious grants, and you won’t be taken seriously as first and foremost an artist. 

Another statistic: moonlighting among artists is higher than among all other U.S. workers (National Endowment for the Arts, nd.). 
Sleight of Hand 

When you say you’re an artist, the first question anyone will ask you is: 
“Do you really make a living from that?” 
My second piece of advice: lie. 

This brings us back to the art of selling. It’s all about recognizable branding, which has as much to do with the producer as the product. Selling visual art is all about image. 

Nothing will make a buyer flee faster than if they think you might give up the struggle against the odds — which, of course, brings us back to enduring — or if they think no one else values your work enough to buy it, or — even if they’re your best friend — they don’t think the value of your work will increase over time. 

Succeeding at this business is all about sleight of hand, from wowing people with your visual effects, to convincing them that you’re hot. 
Galleries are the primary outlet for selling work, yet they only represent artists with a proven track record of sales. That’s the classic “Catch-22” of entering the art market.
Strong Competition 
The way to get past this conundrum is with yet another contradiction. The most likely entrée to gallery representation is through the competition, that is, on the basis of a recommendation from another artist. 
The best way to succeed at this game is to play with others who are better at it than you are. 

My last introductory thought is this. Part of the difficulty of this market is that visual artists, unlike artists in all of the other artistic disciplines, have never made the substantial effort to organize their trade. There is no powerful visual artists association or union or advocacy organization in the United States. 
This is particularly ironic, because the very origins of worker associations are rooted in artisan guilds that date back to medieval times, and even to the Roman Empire. 
The deep culture of American individualism among visual artists is partly responsible for feeding the myth of the starving artist, and, unfortunately, for helping to create the overall market conditions where so few of us get paid for our work. 
We can talk more about strategies and techniques to improve your individual chances of selling work, but there’s also the big unanswered question of how do we work together to improve the opportunities. 

As artists, we’re at the forefront of the so-called “creative class” that’s becoming the dominant force of the world economy. So once again we need to be the avant-garde on this global concern, as we go about trying to figure out how to sell our work. 
If there’s time, let me give you ten simple rules to break. 

Ten Things NOT to Do: 
1. Don’t dis’ Charles Saatchi when he wants to collect your work. 

2. Don’t ask a dealer too many questions about their business. 

3. Don’t get drunk at your opening. 

4. Don’t set your prices too low. 

5. Don’t set your prices too high. 

6. Don’t stay in your studio and expect the world to come to you. 

7. Don’t overuse a reference. 

8. Don’t pay a vanity gallery to show your work. 

9. Don’t fill a room with naked women in cowboy boots, or float a basketball, cut up a shark, wrap a building, or hang a cockroach — it’s all been done. 

10. Don’t give up the rest of your life for your art — selling work requires lots of personal resources other than artistic creativity. 

Ten Things TO Do: 

1. Paint landscapes or pretty abstractions – they sell. 

2. Make friends with movie stars and chief executives – they buy. 

3. Marry a famous painter or curator – they get you in the door. 
4. Get a collector drunk at your opening. 
5. Get over rejection. 

6. Get over rejection. 
7. Get an MFA from a prestigious school and stay connected. 

8. Brainstorm late night with creative friends about crazy marketing schemes. 

9. Meet new people at openings. 

10. Give up the rest of your life for your art – that’s what people expect. 

11. Endure – it’s a resume requirement. 

Ben Goldman is an artist and activist. His paintings have been featured in over 50 solo and group exhibitions locally, nationally, and internationally, including the New Jersey Center for Visual Arts, the Urban Institute of Contemporary Art (Grand Rapids, MI), and the Topkapi Museum (Istanbul). Goldman received his BA from Vassar College, MPhil and PhD in public policy from New York University. He studied art at the New York Studio School and School of the Museum of Fine Arts, Boston. His work has been reviewed in the New York Times, Washington Post, Star Ledger and elsewhere. He was recently awarded residencies at the Newark Museum and Vermont Studio Center. Prior to working full-time as an artist, Dr. Goldman was a public policy expert, author, and entrepreneur with Presidential appointments. His work was most recently on display locally at BAMA Galleries (Hoboken), Art Forms (Red Bank), Kotinsky Gallery (Pompton Lakes), and 55 Wall/Regent Wall St. (NYC). Dr. Goldman is on the executive board of the National Visual Artists Guild and is listed in Who’s Who in America. Studio: 53 Fulton Street, Weehawken, NJ 07086, tel: 201-223-5474, email: bengoldman@verizon.net

Table 1.  U.S. Participation in the Arts 
________________________________________________________________



Percent of
Millions
Activity
Population
of People 
________________________________________________________________

General public

Visiting art/craft fair
47.5%
 92.9 
Attending a performance
42.2%
 82.7 
Buying art
35.1%
 68.7 
Visiting art museum
34.9%
 68.3 

All artists

Photography for private or public display
16.6%
 32.6 
Painting/drawing for private or public display
15.9%
 31.1 

Artists who display in public

Painting/drawing for public display
2.9%
 5.7 
Photography for public display
2.3%
 4.5 

Working artists

Total
1.28%
 2.511

Visual artists
0.25%
 0.490 

     Painters, sculptors, craft artists
0.15%
 0.288 

     Photographers
0.09%
 0.182 

     Art teachers
0.01%
 0.020 

Graphic designers
0.17%
 0.338 

Musicians/composers
0.14%
 0.273 

Actors/directors
0.08%
 0.163 

Authors
0.08%
 0.148 

Dancers
0.02%
 0.033


Working percent of all artists



     Painters, sculptors, craft artists
0.9%


     Photographers
0.6%



Working percent of artists who display in public



     Painters, sculptors, craft artists
5.1%

     Photographers
4.0%
________________________________________________________________
Notes: Working artists labor force include full-time, part-time, and unemployed. Total working artists also includes: other designers, architects, announcers, and other artists not elsewhere classified. Graphic designers are derived as a percent of all designers. Sources: Bureau of Labor Statistics, 2001, table 11; Bureau of Labor Statistics, 2001b; National Endowment for the Arts, 1998, tables 1, 18, and 26; National Endowment for the Arts, 2002. 
Table 2.  Estimated Arts Sector Economic Activity 
________________________________________________


Receipts
Percent
Tax
Sector
($ billions)
of Total
Exempt
________________________________________________

GDP
$9,500.0 


 (% of GDP)
Arts
$311.8 
3%
3%


(% of Arts)

Media arts
$173.2 
56%
0%
Literary arts
$114.1 
37%
0%
Performing arts
$12.8 
4%
44%
Visual arts
$11.7 
4%
44%


(% of Visual Arts)

     Museums
$5.5 
47%
94%
     Art dealers
$3.4 
29%
0%
     Other trade
$1.1 
10%
0%
     Auction houses
$1.1 
9%
0%
     Independent artists
$0.6 
5%
0%
________________________________________________
Notes: The following North American Industry Classification System (NAICS) services are included in “media arts”: 512 (motion pictures & sound), 5131 (radio & TV), and 5132 (cable); in “literary arts”: 51111 (newspaper publishers), 51112 (periodical publishers), 51113 (book publishers); in “performing arts”: 7111 (performing arts companies), 7113 (promoters); in “visual arts”: 71211 (museums),  as well as 42 (wholesale trade) of commodity line 3153 (works of art),  and retail trade of merchandise line 0863 (art goods), by the following stores: 45392 (art dealers), 4541 (electronic shopping), 4422 (home furnishing stores), 4532 (office, stationary, gifts), 453998 (miscellaneous), 4533 (used merchandise), 4421 (furniture stores), 44831 (jewelry), 4543901 (direct selling), and 44832 (luggage & leather). Service sector 7115 (independent artists, writers, performers) is also included and allocated across the four arts categories proportional to their shares without this sector. For NAICS 51113, 5131, 5132, and 71211, non-employer receipts are based on the ratio of 3-digit nonemployer to employer receipts. For NAICS 7113, only tax-exempt employers are included, plus a 3-digit-nonemployer-ratio-based estimate. Also included in visual arts are sales from U.S. auction houses. Estimates are stated in 2003 dollars; 1997 census receipts and 2001-2002 auction sales are inflated by the consumer price index. The NEA estimated arts at 6% of GNP. Sources: derived from U.S. Census Bureau, 2001a and Hislop, 2003; also see Chartrand, 1992 and Madeja, 1998. 
Table 3.  Estimated U.S. Trade in Visual Art 
____________________________________________________



Receipts
Percent 
NAICS
Sector
($ millions)
of Total 
____________________________________________________

Total art trade
$5,618.5 
100.0%

45392
Art dealers
$3,427.3 
61.0%
453998
Auction houses
$1,074.0 
19.1%
42
Wholesalers
$299.2 
5.3%
4541
Electronic shopping
$276.4 
4.9%
4422
Home furnishing stores
$133.6 
2.4%
4532
Office, stationary, gifts
$119.9 
2.1%
453998
Miscellaneous
$77.7 
1.4%
4533
Used merchandise
$73.1 
1.3%
4421
Furniture stores
$62.8 
1.1%
44831
Jewelry stores
$59.4 
1.1%
4543901
Direct selling
$14.8 
0.3%
44832
Luggage & leather
$0.2 
0.0%
____________________________________________________
Notes: Retail trade includes art goods (merchandise line 0863); wholesale trade includes works of art (commodity line 3153). Estimates are stated in 2003 dollars; 1997 census receipts are inflated by the consumer price index. Source: U.S. Census Bureau, 2001d. 

Table 4.  Consumer Sales in U.S. Art Market 
________________________________________________


Art
All

dealers
retailers
Ratio
________________________________________________

Sales to consumers
82%
84%
0.97

Sales to organizations
18%
11%
1.61
________________________________________________
Notes:  Kusin & Co., 2002 estimate that as much as 30% of all trade internationally is between commercial entities. Sources: derived from U.S. Census Bureau, 2001d, table 9. 
Table 5.  Concentration of U.S. Arts Market 
______________________________________________________________________________________





Sales per




Establishments
Sales
Establishment
Concen-



(thousands)
($ billions)
($ millions)
tration
Ratio
______________________________________________________________________________________

All retailers

All firms
 1,118,447 
100%
$2,460.9 
100%
$2.2 
1.0
Open all year
 969,272 
87%
$2,387.2 
97%
$2.5 
1.1
Sales over $1 million
 367,318 
38%
$2,141.8 
90%
$5.8 
2.4
50 largest firms
 70,612 
6%
$631.0 
26%
$8.9 
4.1
Sales over $10 million
 49,156 
5%
$1,291.8 
54%
$26.3 
10.7


Art dealers


All firms
 5,698 
100%
$3.0 
100%
$0.5 
1.0

Open all year
 4,565 
80%
$2.8 
92%
$0.6 
1.2

Sales over $1 million
 532 
12%
$1.6 
58%
$3.0 
5.0
2.1

50 largest firms
 166 
3%
$0.8 
28%
$5.1 
9.7
2.4

Sales over $10 million
 19 
0.4%
$0.5 
18%
$26.4 
43.4
4.1

All arts, entertainment, recreation

All firms
 99,099 
100%
$104.7 
100%
$1.1 
1.0
50 largest firms
 1,725 
1.7%
$21.7 
21%
$12.6 
11.9


Independent artists 


All firms
 11,013 
100%
$6.4 
100%
$0.6 
1.0

50 largest firms
 54 
0.5%
$1.2 
18%
$21.4 
37.1
3.1


Museums


All firms
 4,221 
100%
$5.0 
100%
$1.2 
1.0

50 largest firms
 151 
3.6%
$2.3 
46%
$15.2 
12.8
1.1 ______________________________________________________________________________________
Notes: Percentages of totals for establishments open all year and of 50 largest firms are of all firms; percentages for other subsets are of establishments open all year. The concentration index indicates the ratio of the sales per establishment versus the reference group of all firms (as above). The final column provides the ratios concentration indices for art dealers to all retailers and for independent artists and museums to all arts, entertainment, and recreation. Independent artists include freelance individuals primarily engaged in creative arts, and other celebrities such as athletes. Estimates are stated in 2003 dollars; 1997 census receipts are inflated by the consumer price index. Sources: derived from U.S. Census Bureau, 2001b, tables 3a and 3b and U.S. Census Bureau, 2001d, tables 4 and 7. 
Table 6.  Art Establishments in the United States and New York City
______________________________________________________________________________________



 United States
New York City
NYC/US
______________________________________________________________________________________

All art (percentages are of total)

Galleries
 1,780 
46%
 399 
53%
22%
Private dealers & corporate consultants
 666 
17%
 196 
26%
29%
Non-profit and University galleries
 738 
19%
 91 
12%
12%
Museums
 589 
15%
 53 
7%
9%

     Total
 3,840 
100%
 750 
100%
20%


Contemporary art (percentages are of all art)


Galleries
 1,113 
63%
 244 
61%
22%

Private dealers & corporate consultants
 353 
53%
 107 
55%
30%

Non-profit and university galleries
 379 
51%
 39 
43%
10%

Museums
 206 
35%
 15 
28%
7%


     Total
 2,051 
53%
 405 
54%
20%
______________________________________________________________________________________
Notes: NYC/US percentages are for New York City as a percentage of the United States for each category; all other percentages are as stated above. Source: derived from Art in America, 1998. 
Table 7.  Gallery Sales and Average Payments to Artists 
______________________________________________________________________________________



 United States
New York City
NYC/US
______________________________________________________________________________________

All art dealers
2,446
-
5,698
595
-
438
24%
-
8%


Total sales ($ millions)


$3,427


$966


28%

Average sales ($ thousands)


$601


$2,205


367%









Contemporary art dealers
1,466
-
3,415
351
-
258
24%
-
8%


     Percent of all art dealers
60%


59%


     Total sales ($ millions)
$400
-
$2,054
$351
-
$570
88%
-
28%

     Average sales ($ thousands)
$273
-
$601
$1,000
-
$2,205
367%
-
367%

     Artists represented
14,660
-
34,151
3,510
-
2,584
24%
-
8%

     Average artist pay ($ thousands)
$14
-
$30
$50
-
$110
367%
-
367%
______________________________________________________________________________________
Notes: Art dealers include galleries, dealers, and corporate consultants. Low estimates are based on data from Art in America; high estimates are based on data from the U.S. Census. Total and average sales for all art dealers are from the U.S. Census. Percent contemporary of all art dealers are from Art in America. Estimated artists represented are based on 10 shows per year per establishment. The low estimate of average sales per establishment of contemporary art for New York City is based on 10 sales per show at $10,000 each. All estimates of average sales for the U.S. are based on the ratio of actual NYC to U.S. sales of all art from the U.S. Census. All contemporary art estimates from the U.S. Census are based on the contemporary percentage of all art establishments from Art in America. Sources: derived from Art in America, 1998 and U.S. Census Bureau, 2001c, table 4. 

Table 8.  Total Estimated Payments to U.S. Artists ($ millions)
________________________________________________________________



Total
Contemporary
Payments


Sales
Market
to Artists
________________________________________________________________




Visual arts
$11,702 
$2,592 
$1,101 






Museums
$5,491 
$988 
$100 


Art dealers
$3,427 
$617 
$308 

   NYC dealers
$966 
$460 
$230 

   Other dealers
$2,462 
$157 
$78


Other trade
$1,117 
$201 
$101 


Auction houses
$1,074 
$193 
$0 


Independent artists
$592 
$592 
$592 

     Top independent artist
$41 
$41 
$41 

     Independent artist employers
$232 
$232 
$232 

     Independent artist non-employers
$320 
$320 
$320 
________________________________________________________________
Notes: Total sales are derived as in table 2. The contemporary market for auction houses, all art dealers, and other trade is derived from the contemporary percent of 2001-2002 world art auction sales, which is 18% (Hislop, 2003). The contemporary art market for New York City dealers is the average of the low and high sales estimate calculated in table 7. The contemporary art market for independent artists is 100% of total sales. The estimate of payments to artists by museums is based on the 10.7% of non-profit arts organization expenditures as payment to artists (Americans for the Arts, 2003, p. 3) multiplied by 94% of non-profit out of all museum receipts (U.S. Census Bureau, 2001b) multiplied by the percent of museums identified as exhibiting contemporary art derived (derived from Art in America, 1998). Alternative estimates of $73 - $248 million can be derived as 50% of curatorial expenditures as reported by the Association of Art Museum Directors (cited in Heilbrun & Gray, 2001, table 10.1), or 4.8% of nonprofit cultural organization expenditures paid for outside artist fees in New York State as reported by the NYS Council on the Arts (cited in Alliance for the Arts, 1997, table 1). Estimated payments to artists by dealers and other trade are based on an assumed industry standard 50% commission. All auction house receipts are assumed to be from resale with no payments to artists. Independent artists receive 100% of their payments. Sources: derived from U.S. Census Bureau, 2001a and sources identified above in notes. 
Table 9.  Concentration of Average Pay Among Visual Artists 
________________________________________________________________



Number
Average



of Artists
Pay
Ratio
________________________________________________________________

Number of artists, average pay, and 
average number of employees per artist
 
Top independent artist
 1 
$40,776,516 
 10.7 
Independent artist employers
 412 
$562,326 
 2.5 
Working artists represented in NYC
 3,047 
$75,537 
1
Independent artist non-employers
 16,176 
$19,754 
1
Other working artists
 470,364 
$592 
1

     Total
 490,000 
$2,246 
1

Percentages of totals and 
concentration index

Top independent artist
0.0002%
4%
 18,151.8 
Independent artist employers
0.08%
21%
 250.3 
Working artists represented in NYC
0.6%
21%
 33.6 
Independent artist non-employers
3.3%
29%
 8.8 
Other working artists
96.0%
25%
 0.3 

     Total
100%
100%
 1.0 
________________________________________________________________
Notes: Ratio indicates average number of employees per artist (including the self-employed artist) in the first group of statistics, and the concentration index in the second group. The concentration index indicates the per-capita multiplier of pay relative to all working visual artists, and is calculated as the ratio of the percent of average pay to the percent of number of artists. The independent visual artists are derived by allocating across the four arts categories proportional to their shares without this sector as described in table 2. The top independent visual artist is the proportional allocation average from all top 20 and top 50 independent artists. Figures for working artists represented in New York City are the average of the low and high estimates in table 7. Other working artists represent the remainders of all working visual artists as indicated in table 1 and of all payments to visual artists as indicated in table 8. Average pay is in inflation-adjusted 2003 dollars. Sources: Bureau of Labor Statistics, 2001, table 11; National Endowment for the Arts, 2002; U.S. Census Bureau, 2001b, table 3a.
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