SELF-PROMOTION

FOR ARTISTS:

MORE THAN A
NECESSARY EVIL

By Adam Eisenstat

52 THE FIWE ARTS ISSUE ! SUMMER 2002

If a tree falls in the forest and no one
writes a press release about it, does it
make a sound? By the same token, if an
artist creates a woerk and no one else
experiences it, does it have any artistic
impact? Is it a viable creation? The act of
creation guarantees anly that a work will
come into existence, but this is an
incomplete equation without the pres-
ence of an audience. Whenever you hear
an artist say that he/she creates “just
for myself,” don't believe it. Everyone
knows that the audience isn't secondary
to the artistic process — it's a crucial,
necessary component. An audience,
however, does not come into being on its
own; there’s an intermediary step
between creating art and the farmation
of an audience. That step is promation,

Many fine artists regard self-promotion
as a hase activity that is at odds with the
creative process. In the extreme, they
see it as dubious and sleazy, a mercenary
endeavor that can only corrupt the purity
of their vision. At best, it is a necessary
evil that is totally divarced from the real
business of making art. This attitude is
increasingly unrealistic and burdened
with the quaint notion of the artist

as a gifted exile in a pristine realm,
completely insulated from the world at
large. More importantly, this attitude can
be fatal to artists” careers and may
preclude them from realizing even the
most basic level of success.

Young artists especially are often reluc-
tant to thrust themselves and their work
into the arena of self-promotion, If they
don’t harbor the prejudice that self-
premotion is tainted, then they may
simply dread the whole process because
it is so unnatural for them and doesn't
mesh with their sensibilities. Their focus
and training is on creating art, so
pramating it seems like an intrusion and
an endeavor for which they are wholly
unprepared. This attitude assumes that
art and promotion are totally distinct
activities, functioning practically inde-

pendent of one another. Inherent in this
view is the idea that specialists are best
suited for the respective roles of artist
and promoter. Yet artists who are not
established rarely have the luxury of
being able to completely entrust all of
their promotional needs to a spedalist.
So, if an artist does not promote
him,/herself then this necessary task will
go undone, in which case it is likely that
the work, no matter how good it is, will
not find an audience. Artists must “get
their hands dirty” and lay some of the
groundwark required for initiating their
W Careers.

MOTIVATIONS FOR

LEARMING SELF-PROMOTION

Basic tactics of self-promotion can be
learned, but artists need to be motivated
to learn them. A preliminary step toward
motivation is to abandon anti-promotion
attitudes and realize that art promotian,
if done correctly, is hardly the same as
peddling consumer goods. It can be an
enriching experience, the means or
process of which is just as valuable as its
ends (success); it doesn't have to be
painful or artless.

Another factor that might move artists
to embrace self-promotion is the realiza-
tian that it's essentially a means of
shaping their destiny; everything a
creative person does with regard to their
wark reflects upon their future,
Pramotion means interacting with the
public, producing a friction between the
interior world that initiates a creative
work and the exterior world. This friction
gives promotion a frisson of tension and
excitement; its effects are unpredictable,
and no matter how carefully it is
planned, no ane really knows where it
will actually lead or precisely what its
effects will be, It may open other oppor-
tunities ar reveal undreamed of possibili-
ties. Or it may backfire and reveal harsh
truths. An artist must capitalize on the
results, whatever they may be, and adapt
to the destiny they reveal, just as he/she






