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1. INTRODUGTION

This report represents the findings of a six-month research programme by Creative United in
partnership with ArtTactic, investigating the characteristics and dynamics of the contemporary art
market in the UK. The following figures are based on a survey of 246 galleries over the spring and
summer of 2015. The report both presents the data and provides some interpretive analysis to give
much needed insight into the contemporary gallery sector. This will enable us to start documenting
the challenges and opportunities faced by contemporary galleries in the UK and allow the sector to
better understand and plan its developing business needs.

RESEARCH PARTNERS

Creative United provides a range of financial
products and services designed to enable the
growth and development of the UK’s cultural

and creative industries. Its mission is to build a
sustainable and resilient creative economy whilst
making the arts accessible to all. It runs a range of
programmes to achieve this ambition including the
Own Art scheme.

ArtTactic is a specialist art market research
and intelligence firm. Over the last 15 years the
company has collected data and monitored trends

BACKGROUND

Own Art' is a scheme which makes buying art

easy and affordable by letting buyers spread the
cost of purchases using an interest free loan. The
programme is funded by Arts Council England and
managed by Creative United. Since its launch 11
years ago, Own Art has supported more than 35,000

purchases — amounting to over £30 million of sales.

The scheme was originally launched as an Arts
Council England initiative on the back of a piece of
research — Taste Buds: How to cultivate the art market
(2004)%, commissioned by Arts Council England
from Morris Hargreaves MacIntyre. Taste Buds
aimed to explore the extent to which individuals

in England buy or have the inclination to buy
contemporary art for their homes.

The Taste Buds research report was structured into
three parts: production, supply and demand. Under
supply, it analysed how art is distributed into the
market-place, how the supply side of the sector is
structured and how it functions to meet the needs
of artists and buyers. This research continues the
examination of the supply side of the contemporary
art market.

! http://www.ownart.org.uk

in the global art market, with the overall aim to
create more transparency and to encourage more
evidence-based decision making in the art world.

The partnership between the two organisations
began by asking the same questions about the
future needs of the contemporary gallery sector.
What information and services are needed to
support its growth, reach and sustainability? The
need for up to date reliable data was identified as
the starting point for each organisation.

There has been very little research undertaken into
the lower and mid-priced art market since Taste
Buds was published. A recent study into online art
and its sales potential - Reaching New Art Markets
Online, by Visual Art Trader published in 2014 still
uses Taste Buds as its core text as do a number of
higher education courses and study modules on the
business of the UK art market.

The absence of a more up to date data set motivated
Creative United and ArtTactic to instigate a new
research study — and start a benchmarking system
for galleries in the contemporary art sector to

use in order to develop and plan their business
strategies. Our report also references recent

global research by carried out by Magnus Resch
Management of Art Galleries®, which acts as an
interesting comparative study - giving a global
perspective on the contemporary art sector.

In this report we have endeavoured to give a
broad overview of the sector by looking at pricing
bands, sales channels, domestic vs. international
sales, average prices, financing, and demand for
professional services.

2 http://www.artscouncil.org.uk/media/uploads/documents/publications/tastebudssummary_ php7xDjDe.pdf
3 Magnus Resch ; Management of Art Galleries. May 2015 ISBN: 978-377573987



As little pre-existing data is available, the
commentary is based on an analysis of the data
collected rather than documenting changes in the
sector over the past ten or so years. We hope that
this report will act as the beginning of a process of
periodic benchmarking to allow future tracking of
changes across the contemporary gallery sector.

By sharing industry information we aim to shed
some light on both the strengths and weaknesses

of the sector, provide initial figures to start a new
set of metrics for the sector and highlight ways to
improve and facilitate the growth and sustainability
of contemporary galleries in the UK.

Photography credit: Kevin Clifford; Devon Guild




2. RESEARCH METHODOLOGY

Between May and July 2015, Creative United and ArtTactic conducted online, telephone, and face to
face interviews with 246 contemporary galleries in the UK. The sample is drawn from two main pools:

. Galleries who are members of the Own Art scheme (144 galleries responded to the
questionnaire, which amounts to 65% of the Own Art member galleries in the UK).

. A sample pulled together by ArtTactic who were not members of the scheme. (102 galleries
interviewed). Galleries invited to take part in the survey were identified through a range of
sources including art fair guides, online exhibition listings and local city art maps and guides.

The research has expected limitations, particularly how and why they differ.
with regard to galleries operating at the higher-

priced end of the contemporary art market, as Analysis of the two gallery samples has been kept
many in this bracket declined to participate in separate in the report, before offering a combined
the survey. The sample does therefore have a bias view. Among the galleries in the ArtTactic sample,
towards the lower and mid-priced market and the we also applied a ‘Younger than 5 years’ filter, with
data should be viewed with this in mind. Some of these galleries accounting for 38% of the sample.

the most interesting analysis can also be found in
comparing the two samples and investigating the
characteristics of Own Art member galleries and
those who are not currently part of the scheme and

3. GHALLENGES FACING THE UK
CONTEMPORARY GALLERY SEGTOR

The below challenges are based on general comments and feedback from participating galleries. The
feedback has been grouped in to broad themes that emerged.

POLARISATION OF THE CONTEMPORARY ART MARKET:

The main challenge is how to survive in an art market that is consolidating around the big gallery
names and the auction houses.

CONTRACTION OF MID-MARKET SEGMENT:

Increasing economic squeeze of collectors on a middle income and their ability and willingness to
spend on art.

THE ART FAIR DILEMMA:

Financial, market and peer pressure to participate in numerous art fairs.
Finding the balance between allocating resources to a quality exhibition programme versus art
fair participation.

THE COST OF RUNNING A PHYSICAL ART GALLERY:

Justifying high costs of putting on regular exhibitions in the gallery.
Increasing rent and business rates are a major concern.
Low return on investment.



ENGAGING NEW AUDIENCES AND FINDING NEW BUYERS:

How to attract younger buyers into the gallery.
How to improve footfall to the gallery.

FINANCING:

Access to financing to grow the business.
Access to financial services that can improve the cash-flow management of a gallery.

ONLINE OPPORTUNITIES AND CHALLENGES:

How to use technology and the online art market to raise awareness and sales.

The pattern of how people view art and buy art is changing as a new generation of buyers
matures. How to use social networking as a way of engaging new audiences and buyers.

Artists are increasingly using their own websites and social media, such as Instagram, to sell
their work directly. This is increasingly becoming a challenge for galleries and their relationship
with their artist.




4. SURVEY FINDINGS 2015

4.1 MAPPING THE UK CONTEMPORARY GALLERY SECTOR
GALLERY LOCATION

ArtTactic sample: Own Art sample:
96% of contemporary galleries surveyed +  16% of responding galleries are based in
by ArtTactic are located predominantly in London
England with the remainder from Scotland; + Galleries responding to the survey are more
75% of participating galleries are based in geographically diverse than the ArtTactic
London sample
The London-centric nature of the ArtTactic sample Originally designed primarily as a tool for supporting
should be taken into account when analysing and the development of the contemporary art market outside
comparing the results in this study. London, Own Art has always had a strong regional

presence. The programme operates across England,
Scotland and Northern Ireland.

The figures do show that the gallery sector remains London-centric, even
at the mid-price level despite the broad market, variety of developing sales
channels and increasing costs of being based in London discussed later in
this report.

TYPE OF GALLERY

Fig. 1 Which of these best describes your organisation?

Own Art Sample

5%

. Organisation regularly funded by Arts Council England,
Creative Scotland or Arts Council of Northern Ireland

. Gallery wholly owned and run by a
Local Authority

Registered charity (not publicly funded)

7%

Unsubsidised commercial gallery

68%
Other

4% ArtTactic Sample

Organisation regularly funded by Arts Council England,
6% Creative Scotland or Arts Council of Northern Ireland

Gallery wholly owned and run by a
Local Authority

Registered charity (not publicly funded)

Unsubsidised commercial gallery

84%
Other



ArtTactic sample:

84% are unsubsidised commercial galleries
6% are registered charities (not publicly
funded)

6% receive regular public funding

Own Art sample:

68% are unsubsidised commercial galleries
7% are registered charities (not publicly
funded)

13% receive regular public funding

7% are wholly owned and run by local
authorities

One of the worries expressed in the Taste Buds report was the threat to
commercial galleries from subsidised and publicly funded galleries. Our
research shows that under 10% of responding galleries in each sample set
receive public funding from either Arts Council England, Creative Scotland
or Arts Council Northern Ireland; a small yet significant minority.

HOW MANY YEARS OF OPERATION?

Fig.2 How many years have you been in operation?
1%
2%

4%

9%

7%

19%

Own Art Sample

25% .

ArtTactic sample:

39% of the galleries are less than 5 years old
25% are between 5 and 10 years old

37% have been in operation for more than 10
years

Compared to the Own Art sample, the
ArtTactic sample is significantly younger

UK CONTEMPORARY GALLERY REPORT 2015/ 2016
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ArtTactic Sample

Less than 1 year
1-2 years
2-3 years

3-5 years
5-10 years

10 years or more

Own Art sample:

Only 11% of the galleries surveyed are younger
than 5 years

The majority (74%) are older than 10 years.
This sample difference is likely to have

its origin in the fact that the Own Art

scheme launched 10 years ago and many of
the galleries that joined the scheme have
remained Own Art members



EMPLOYEES

Fig.3 How many full-time employees do you have (excluding owners)?

Own Art Sample

None
35%
1-9

m e
. 50 Or more

52%

ArtTactic Sample
6%
23% None

1-9

10-49

. 50 Or more

71%

ArtTactic sample: Own Art sample:

23% have no employees A higher percentage (35%) of these galleries
71% have between 1-9 staff, a significant have no employees, so owned the gallery
proportion of which are employed on a part- (either solo or jointly)
time basis . 52% have 1-9 employees, and 10% have more
than 10 people employed
3% have 50 or more employees. These were
made up of larger publicly funded arts
organisations and public galleries

For future research, this question should be broken down into smaller intervals in order to understand the number

of employees and how many of these are full-time versus part-time and paid and unpaid (internships and voluntary
work)

By comparison, Magnus Resch’s research Management of Art Galleries
showed that 14% of UK galleries had one employee, 12% had two employees,
15% had 3 employees, 10% had 4 employees, and 38% employed more than

4 people. All of these included both part- and full-time employees. This
difference could be accounted for by a different selection of potentially
larger and more established galleries at the higher-priced end of the
market submitting data. All figures however show that in the main,

the majority of galleries operate as micro-businesses with less than 10
employees.




4.2 PERFORMANCE AND FUTURE CONFIDENCE
HOW WAS THIS YEAR'S TURNOVER COMPARED TO THE PREVIOUS FINANCIAL YEAR?

Fig.4 How does this year’s turnover compare to the previous financial year?
Up more than 20%

Up less than 20%
About the same

Down less than 20%

Down more than 20%

0% 10% 20% 30% 40% 50% 60%

. Own Art Sample . ArtTactic Sample

EXPECTATIONS FOR NEXT FINANCIAL YEAR

Fig.5 What are your expectations for the projected turnover for this financial year compared to
the last?

Higher

Lower

About the same

0% 10% 20% 30% £40% 50% 60%

. Own Art Sample

. ArtTactic Sample
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SURVEY FINDINGS

ArtTactic sample:

Just under half (49%) had a better sales result
this year compared to the previous year

26% said their turnover is up less than 20%
23% indicated their turnover has risen more
than 20% from last year

9% experienced poorer performance

43% said their overall sales are approximately
the same as the previous year

In terms of expectations for next year, 53% expected
higher turnover, followed by 39% who said they expect
about the same level.

DISCUSSION

It is clear that the contemporary gallery

sector in the UK remains buoyant, possibly
reaping the benefits from an observable global
demand for contemporary art. Among all the
galleries surveyed, 43% of the galleries said
they had a better result this year than the
previous financial year, 48% said the result
was about the same and only 9% of galleries
experienced a negative sales trend. Among the
galleries that experienced a positive trend 25%
experienced an increase of less than 20% and a
further 17% saw an increase of more than 20%.

Their outlook for next year remains positive
to neutral, with 46% of the galleries expecting
higher sales figures next year, and 44%
expecting sales to remain the same. Only 10%
of the responding galleries said they expected
lower sales for the next financial year.

Own Art sample:

37% said their turnover improved this year
compared to last financial year

24% said their results have improved by less
than 20%

13% said they have seen an improvement of
more than 20%

10% of galleries saw weakening sales last
year, with 7% seeing less than a 20% decrease
in sales

3% reported a fall in turnover last year of
more than 20%

The majority (87%) of galleries remain positive to
neutral about income projections for the current
financial year, with 40% believing their turnover will
be higher, and 47% expecting turnover to be about the
same.

The figures show we are seeing a higher
proportion of growth over the past year in the
galleries surveyed by ArtTactic. This could
indicate that the art market in London has
grown at a greater rate than in the rest of the
UK - possibly due to the effects of the financial
crisis being felt to a greater extent outside

of London. Interestingly, it is encouraging

to see that even in a recession, where those

on a middle income were particularly badly
hit, mid-priced art sales have either grown

or remained stable across the UK and nearly
90% of those responding are positive about
the next year. A follow on piece of analysis
would be to see where the 10% of galleries who
have seen significant losses over the last year
are based and what they think the reasons for
these losses are. Has the demographic of buyer
shifted or have the collector bases remained
stable during this period?



ANNUAL TURNOVER (GBP)

Fig.6 What was the turnover of the business at the end of your most recent financial year?

35%
30%
25%
20%
15%
10%

5%

0%

. Own Art Sample

SURVEY FINDINGS

ArtTactic sample:

62% have an annual turnover below £250,000
27% of galleries have an annual turnover from
£100,000 to £250,000

20% have a turnover of £50,000 to £100,000
17% have annual turnover in excess of £1
million

Combined sample:

61% of all galleries surveyed have an annual
turnover below £250,000

& &
;9(\ %),\0 0@
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. ArtTactic Sample

Own Art sample:

A similar percentage (64%) reported turnover
lower than £250,000 per year

31% of the galleries have turnover of £100,000
to £250,000

6% have turnover in excess of £1 million

By comparison, Magnus Resch’s research showed that 53% of UK galleries
had less than £132,000 in annual turnover and 22% had turnover in excess

of £660,000.

DISCUSSION

The revenue distribution among the galleries
in the survey sample provides an insight into
the size and economics of contemporary art
galleries in the UK. The modest turnover
evident for a large majority of these galleries
should be viewed in the following context:

A quarter of the galleries in the ArtTactic
sample and an even higher (35%) of the
galleries in the Own Art Sample had no

employees. This means that the gallery sales
should be viewed in the context of the low cost
base that many galleries have.

A large number of respondents are relatively
young and it takes time to establish a
reputation and sales track record (91% of
galleries aged less than 5 years had a turnover
of less than £250,000). However, with many
galleries operating on the break-even level



and even at a loss*, does it mean that they are
unsuccessful?

Galleries often attribute success to more
intangible factors such as the relationship
with their artist, quality of their exhibition

of the more critically engaged gallery sector.

The figures also demonstrate a significant

amount of support invested by the commercial
sector into the development and growth of the
artists they represent. This support is outlined

programme, the critical reviews, curatorial

and institutional (museum) interest. This may
not immediately translate into profit, but are
essential ingredients for the sustainability,
reputation and ultimately the commercial success

in the Taste Buds report as a core function and
motivator of the gallery sector and demonstrates
significant levels of support for artists not funded
through public arts funding channels.

4.3 AVERAGE PRICE OF ART WORKS SOLD

Fig.7 What is the average sale price for an artwork in your gallery?
80% —
70% |-
60%
50%
40%
30%
20%

10%

0% 1 -l ol [r—

. Own Art Sample . ArtTactic Sample

SURVEY FINDINGS

ArtTactic sample: Own Art sample:

10% reported average prices of between £500
and £1,000 between £500 and £1,000

24% sell art works for between £2,500 and 24% of the galleries said the average price of
£5,000 works sold was between £1,000 and £2,500
56% reported average prices of less than

£5,000

9% reported average sale prices of £25,000

and above

68% of the galleries reported average prices of

4 According to Management of Art Galleries by Magnus Resch, 30% of the galleries in his sample were operating at a loss,
with a further 30% showing 0-10% profit margin though this is not measured in our research. Membership of the Own
Art scheme requires an annual positive net worth for the business at the point of application.



In terms of average price related to type of medium, 33%
said the average price of paintings was between £2,500
and £5,000 while 44% of galleries said the average
price of their paintings would be above £5,000 (of which
10% said the average price was in excess of £25,000).
The average price for prints is below £1,000, with 81%
of the galleries stating this. 82% of the galleries also
said that the average price of photography would be less
than £5,000 (with 18% saying the price would be less
than £1,000).

Combined sample:

39% of the galleries said their average price
was between £500 and £1,000. 80% said the
average price of works sold was less than
£5,000 with only 4% selling art works with an
average price of more than £25,000

The difference between the ArtTactic and Own Art
sample can be partly attributed to the fact that the Own
Art programme is specifically targeted at promoting
sales of work priced at less than £2,500.

85% of the galleries said that the average price of paintings they sell would
be below £2,500. In terms of prints, 92% said that prices would be below

£1,000 (and where 71% said the price would be below £500). When it comes
to photography, 80% of galleries said average prices would be below £500.

DISCUSSION

The difference in the above statistics
demonstrates two very different business
models operating in the contemporary gallery
sector. The average turnover reported by each
sample group is very similar, but price points
differ greatly — alluding to the fact that one
sample relies more on a high turnover of
lower-priced work, whereas the second non-
Own Art sample predominantly relies on a

lower number of sales in the £2,500 - £25,000

price bracket.

Should galleries effectively build different
‘price access’ points to diversify their reach
and ability to attract a range of buyer, or is
part of the identity of a gallery embedded in

its approach to who and what they show to
which customers?

It is clear from the survey that galleries are
already using a wide range of price points to
attract clients. Although the majority of the
galleries sell a substantial part of their stock
for an average price of less than £5,000, this
average price will vary significantly depending
on the medium (painting vs limited edition
prints). In order to attract new art buyers, art
works of lower-value such as limited editions
have acted as an effective way of kick-starting
someone’s collecting journey.



4.4 PRIMARY VS SECONDARY ART MARKET SALES

OF YOUR TOTAL SALES, HOW MANY OF THESE REPRESENT SECONDARY® MARKET SALES?

Fig.8 What estimated percentage of your total gallery sales would you classify as ‘Secondary
Sales’ (where your gallery is selling a work not directly on behalf of the artist or not for the first

time)
80% —
70% [
60% [~
50% |-
40%
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20%
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0%
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SURVEY FINDINGS

ArtTactic sample: Own Art sample:

63% generate 0- 10% of sales through the
secondary art market

Only 10% generate more than 50% of their
sales from the secondary art market

83% of contemporary galleries generate

less than 30% of their total sales through

the secondary art market showing that
secondary sales make up a small percentage of
respondents’ total sales

DISCUSSION

There is a significant reliance on primary
sales among the galleries participating in this
survey, with only 12% generating more than
50% of their total sales from the secondary
market? This result partly reflects the nature
of the sample (many young galleries focusing
on establishing their primary art market
business), but also highlights a possible
tension between the primary and secondary
market? Are there more opportunities for
galleries to trade in the secondary market and
if so, how might this affect a gallery’s sales

40% generate 0- 10% of sales through the
secondary art market

62% generate less than 30% of their total
sales through the secondary art market
34% generate more than 50% of their sale
from the secondary art market

strategy, income projections and reputation/
perception within the contemporary art
market?

There are also hurdles when it comes to access
to capital (financing) and specialist knowledge
required to run a secondary market business.
That said, a greater percentage of the Own Art
sample are exploiting the opportunities around
secondary sales, possibly as they have more
long-term relationships with the artists they
represent and their buyers.

5 Secondary art market refers to part of the art market where art works are being re-sold (privately or at auction) as
opposed to the primary art market where the art works are being sold for the first time.



4.5 DOMESTIC VS INTERNATIONAL SALES
WHAT PERCENTAGE OF YOUR TOTAL SALES ARE SOLD TO BUYERS OUTSIDE THE UK?

Fig.9 what percentage of your total sales are sold to buyers outside the UK?

80% =
70%
60%
50%
40%
30%
20%

10%

0%

. Oown Art Sample

SURVEY FINDINGS

ArtTactic sample:

For 40% of the galleries, UK collectors are the
primary driver of sales with less than 10% of
sales coming from international buyers

For almost a third (31%) over 50% of their
overall sales were international

This indicates a significant number of these galleries
are dependent on international buyers. The figures also
suggest that international buyers are predominantly
London focused when buying new work, as 75% of this
sample group are London based.

o\ 00\0 00\0 00\0

N £9) )

. ArtTactic Sample

Own Art sample:

79% are selling predominantly to domestic UK
art buyers

13% of galleries are seeing between 11-20% of
their sales coming from international buyers
Only 2% see more than 50% of their sales
from abroad

These figures show that far fewer Own Art member
galleries sell to international buyers and there is a
considerable difference between the two samples. This
could translate as a missed opportunity for the Own Art
members, but is also an indication that many are selling
to a more local audience. It should also be noted that
the Own Art scheme is only available to UK residents.
These galleries may also have chosen a business model
which aims to sell higher volumes of lower priced work
— where an individual sale internationally would not
justify the expense of achieving that sale (see overleaf).



4.6 SALES CHANNELS

Fig.10 Estimate the percentage breakdown of sales achieved through the following channels

Sales from physical
gallery (footfall)

Indirect online
sales*

Direct online
sales**

Art fairs

Pop up exhibitions/
galleries

Other
1 1 1 1 1 1 1 )

0% 10% 20% 30% £40% 50% 60% 70% 80%

. Own Art Sample . ArtTactic Sample

* Sales indirectly via website or via email - in both cases the client buys the work sight unseen
*%* Click-and-buy e-commerce. Client can transact/pay directly via website

Note: The figures in the table above are based on average responses across the two survey samples, and
therefore do not add up to 100%.

SURVEY FINDINGS

ArtTactic sample: Own Art sample:
* 34% of total reported sales are generated +  76% of total reported sales are generated
through the physical gallery space (footfall) through the physical gallery space, almost
25% of sales are generated online® double that of the ArtTactic sample
35% of sales are made through art fairs +  18% of sales are generated online
4% through pop-up exhibitions and galleries + Only 6% of sales come through art fairs and
alongside 2% through other opportunities under 1% (in each case) through pop-up and

other off site exhibitions

57% of total reported sales were generated through the physical gallery space. Physical gallery sales are
considerably more important for the Own Art sample (76% of sales) against 34% of sales in the ArtTactic
sample.

For the ArtTactic sample, art fairs were almost equally as important as sales though the physical gallery
space , with on average 35% of sales generated through participation in art fairs. This compares to 6%
among galleries in the Own Art Sample.

Online sales (both direct and indirect) are becoming increasingly important with 21% (average) of all sales
generated online. For younger galleries (less than 5 years), 22% of sales are conducted directly online or
indirectly via digital communication. For 10% of the galleries surveyed , as much as 50% of their total
sales is now generated either directly or indirectly online.

% Direct online sales are defined as sales and credit card payment taking place directly online through e-commerce with
no or little interaction with the seller before the purchase is made. Indirect sales refers to any sales which come on the
back of people browsing the gallery website, receiving mailouts or interacting with social media, but where the buyer
will contact the gallery (phone or email) to complete the final transaction.



Pop-up exhibitions and events: 2% of sales are generated by pop-up exhibitions and events, proving to be
more prevalent among galleries in the ArtTactic sample (4% versus 1% for the Own Art Sample).

The London-centric nature of the ArtTactic sample, where stiff competition meets inordinately expensive
rental costs, may well be the primary reason why galleries are exploring new ways of reaching audiences
and increasing sales. This could provide successful models for galleries outside of London to develop and
grow their reach.

DISCUSSION

How can the physical gallery space be better
utilised as a revenue channel? With an average
of 34% of revenue generated through the
gallery space among the ArtTactic sample

and the rest spread across art fairs (35% on
average) and online sales (25% on average), it
seems that the gallery space is not producing
the return on investment (ROI) that one

would expect. Particularly when space is at a
premium and expensive.

According to the Magnus Resch’s research,
rental costs constitute the highest overhead
for galleries alongside staff salaries, which
implies there is a mismatch between the cost
and revenue generated by this particular sales
channel. So what could galleries do to improve
this? An obvious strategy would be to better
utilise the space and exhibition gaps. Would
other revenue generating programmes used
by funded arts organisations such as talks
and events help support the costs of the space
alongside attracting broader audiences or
would this divert the little human resource in
galleries from their core income generating
and artist development purpose?

A more controversial question is whether in
the future a gallery will need a maintain a

permanent physical space at all, as art fairs
and online sales now drive a high percentage
of sales. Although this would potentially make
sense from an economic perspective, such

a strategy would most likely exclude many
galleries from art fair participation, as a
physical space is still often a pre-requisite for
selection. These figures also demonstrate that
a significant proportion of regional galleries
still rely on physical space to sell work.

Arts audiences (enthusiasts, buyers and
established collectors) are increasingly
spending more time online and searching for
art and artists. To support this shift, galleries
are recognising a need to develop new ways of
engaging this target group. It is evident from
this survey that a significant portion of the
gallery sales are now taking place online with
21% of gallery sales in the ArtTactic sample
happening either directly or indirectly online
(6% direct online selling and 15% indirect
online selling). However, it appears from the
survey respondents that learning more about
the potential of social media as a tool to reach
new audiences is of great interest to the sector
(see comments at end the end of this research).



4.7 ART FAIR PARTICIPATION

Fig.11 How many art fairs do you participate in per year?
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Art fairs are a significant contributor to sales, particularly for the galleries in the ArtTactic sample.

65% participate in two or more art fairs per year

18% of galleries take part in 5 or more art fairs annually. For 39% of these galleries, more than
half of the art fairs they attend take place outside of the UK

It is interesting to note that 26% of galleries who are less than 5 years old are still undertaking 50% or
more of their art fair activity abroad, particularly bearing in mind the cost of international art fairs.

We have already demonstrated that galleries in the Own Art sample generate a higher proportion of their
revenue through their gallery space. This is coupled with only 21% of these galleries participating in two

or more art fairs per year.

BISCUSSION

The increasing globalisation of the art market
and the art world can put increasing pressure
on galleries to participate in the rapidly
rotating international art market carousel of
art fairs, biennials and exhibitions - if they
have an ambition for the artists they represent
to succeed on an international scale. However,
the increasing costs of participating in the
international art market puts pressure on
human and financial resources without any
guarantees of imminent sales or profit.

So the question is, how sustainable is the
current art fair model for many younger

7 http://www.latitudebrasil.org

and smaller galleries? Are there alternative
models? We are seeing increasing collaboration
between younger galleries in sharing booths

at art fairs, which suggests that the younger
generation of galleries are more open to a
collaborative model than the more established
generation of galleries.

In other countries, such as Brazil, we have
seen public sector supported initiatives such as
Latitude’, providing a platform for Brazilian
art galleries abroad. This partnership between
BACA (Brazilian Association of Contemporary
Art) and Apex-Brasil (Brazilian Trade and



Investment Promotion Agency) has the
objective of creating business opportunities
for the gallery sector abroad, mainly through
activities for professional training, support
for international art fairs and cultural and
commercial promotion. Could public sector
funding be increasingly targeted to support
emerging galleries to reach an international
market?

Do these figures also demonstrate a need to
develop specific art financing programmes
related to short-term events such as art fairs?

Could this, perhaps, take the form of short-
term loans? This model has proved successful
in the furniture/contemporary design sectors
and a number of case studies funded by
Creative United’s Creative Industry Finance
programme can be found on our website. It is
replicable in the contemporary art sector —
although levels of risk may be greater due to
the nature of the production and sales process.

8

4.8 GALLERY EXPENSES ON THIRD PARTY SERVICES

Fig. 13 Please estimate how much you invest/spend in a year on each of the following services?

£20,000 —

£15,000 |—

£10,000

£5,000

. Combined Own Art and ArtTactic sample

Note: The above focus on 3rd party services and does not include salaries and cost of the gallery space. All
figures are annual and show weighted combined spend of the two sample groups.



TOP EXPENSE ITEMS

Art fairs are by far the highest expenditure item for the UK galleries surveyed, with an average
annual cost of just under £20,000 a year

For galleries in the ArtTactic sample, the average annual expenditure on art fairs is £32,800.

For galleries with turnover less than £250,000, art fair expenditure accounts for 22% of outgoings
Galleries with an annual turnover of less than £250,000 indicated art fairs comprise only 11% of
their total sales

This could imply that return on investment from art fairs is much lower for smaller galleries (and often
younger galleries), due to the high cost versus the value of sales made as a result of exhibiting. However,
as art fairs are critical components in building the reputation of the gallery and to broaden the client
base, it is likely that the return on investment will increase as the gallery becomes more established.

Advertising & Marketing: The average expenditure by galleries on advertising and marketing is £6,200
annually. Again, there is a significant difference between the ArtTactic and Own Art samples, with annual
expenditure on advertising coming in at an average of £8,400 versus £4,450 for galleries in the Own Art
sample.

This could reflect the London-centric nature of the ArtTactic sample and a more crowded gallery market,
which necessitates a higher spend on advertising and marketing. For these galleries, advertising and
marketing costs accounted for an estimated 7% of annual outgoings.

Information Technology: For galleries in the ArtTactic sample, IT expenditure accounted for an estimated
2.3% of outgoings, among the lowest expenditure brackets among the galleries surveyed. This could
suggest that galleries are under-investing in technology and resources to manage the technology and
raises question about their ability to compete and participate in a market where technology increasingly
starts to have an impact.

The desire to use technology, such as social media and online marketing to engage and attract customers
is clearly an important priority, as almost 70% of the galleries said they wanted ‘training in how to use
social media and online marketing’.
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4.9 ALTERNATIVE PAYMENT METHODS

Fig.14 Do you offer any of the following alternative payment methods?

Interest bearing consumer
credit

Post-dated cheques

Part-exchange for other art
works

Informal repayment /
Staggered repayment
agreements

0% 20% 40% 60% 80% 100%

. Oown Art Sample . ArtTactic Sample

SURVEY FINDINGS

The most common methods of alternative payments among galleries in the ArtTactic and Own Art sample
are ‘Informal repayment agreements’ (95% of the combined gallery samples said they offered this method
of payment). This was followed by 22% who said they would accept ‘Part-exchange for other art works’ as
a form of payment. 14% said they accepted post-dated cheques, and only 1.4% said they offered an ‘Interest
bearing consumer credit’ service. The survey did not enquire about provision of formal interest free credit
schemes due to the fact that all of the Own Art galleries provided this by definition and we didn’t want to
skew the data.

DISCUSSION
The above statistics show that there is a What are the barriers to galleries therefore
demand from buyers to spread the costs of joining the Own Art scheme - particularly the
art purchases, both in galleries where Own younger London based spaces?
Art is available and in galleries that do not
currently offer the scheme. Nearly all of the A further consideration should be around what
galleries surveyed offer some sort of informal other financial tools could be made available
repayment facility managed internally. to galleries that have been used successfully in

other markets.
Consideration needs to be given to the
advantages of a 3rd party financing scheme
such as Own Art.
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4.10 DEMAND FOR SERVICES

Fig.15 Which of the following services would you be interested in?

Training in how to use social media and online marketing
Logistic/ Shipping advice

Market research/sector insight

Business advice and training

Legal advice and support with creating documents such

as Terms of Sale or Artist Contracts

Relationship brokering and networking events with
relevant organisations in your area

Business development loans for galleries

Insurance advice

IT and website development

Consumer credit products (repayments loans, interest
free/interest bearing)

Recruitment advice

Conservation/ Restoration/ Framing advice

Other
| | | | | | | J
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. Combined Own Art and ArtTactic sample

TOP PRIORITIES

Training in how to use social media and online marketing: 68% of galleries expressed a strong interest
in learning more about how social media and online marketing can engage and attract both new and
existing customers. The interest was strongest among galleries in the Own Art sample, with 77% of these
indicating it to be a priority. This is also the group that reported fewer online sales.

Shipping and logistics services: 43% of galleries said they wanted more advice and services around
shipping and logistics. In this case, 57% of galleries in the ArtTactic sample said they wanted this, and
81% of the younger galleries (less than 5 years) said they were looking for better advice and service around
shipping and logistics. This is likely to reflect the different sales channels used by the galleries surveyed
by ArtTactic.

Market research/ sector insight: 47% of the galleries surveyed said they wanted more market research and
insight into their sector. Again, there was a particularly strong interest among younger galleries in the
ArtTactic sample, where 68% said this was a priority.

Legal advice and support with creating documents such as Terms of Sale or Artist Contracts were services
that 41% of galleries felt there was a strong need for. There was a stronger need expressed among the
young galleries, where 58% stated that more legal advice would be useful.






0. GONCLUSION

Below are a number of points for discussion regarding the future needs of the UK contemporary gallery
sector we have identified on the back of our initial research.

HOW DO YOU DETERMINE SUCCESS IN THE CONTEMPORARY GALLERY SECTOR?

What measures of success should we use? It is clear that the metrics of success are more than a simple
profit-maximisation objective but how does this ensure smaller galleries are able to survive, compete
and grow?

HOW CAN GALLERIES DEVELOP SECONDARY INCOME STREAMS - EITHER FROM SECONDARY
MARKET BUSINESS OR THROUGH UTILISING THEIR ASSETS MORE EFFECTIVELY?

Is a secondary (dealing) art business compatible with a primary market business? Are there conflicts
that occur when operating in both the primary and secondary markets? Besides the issue that
operating in the secondary art market is capital intensive and therefore might not be a viable option
for smaller galleries, there is also a reputational issue to consider. Is short-term, opportunistic
dealing compatible with a programme of long-term support for artists?

WHAT IS THE CURRENT AND FUTURE ROLE OF THE GALLERY SPACE?

How can expensive gallery overheads be justified, are there ways in which those with property can
maximise the impact on their business?

Will a permanent gallery space really make sense in the future? Could we see the emergence of an
alternative model of running a gallery or supporting artists?

HOW IMPORTANT IS IT TO BE INTERNATIONAL?

Should contemporary galleries aim to be doing business internationally, when it seems viable to
operate in the local market only? With the contemporary art market increasingly becoming global
and with artists demanding more international exposure, how could a gallery with limited resources
effectively build an international presence? How important are art fairs and the online art market in
achieving this? Are there alternative models?

HOW CAN GALLERIES USE PRICING STRATEGIES TO SEGMENT AND ATTRACT NEW AUDIENCES?

The pricing of art is often linked to perceptions of artistic quality and the status of the artist
represented. Accepted retail strategies in the sales sector such as seasonal sales would not work in

the art market without causing considerable damage to the artist’s reputation. How can galleries
effectively build different ‘price access’ points to encourage engagement with a broader range of
potential buyers if higher sales volume is their chosen business model. If low sales numbers and higher
price brackets are the chosen model — how can galleries grow their reach to suitable buyers?

It is clear from the feedback that galleries are already embracing the new market conditions and are
exploring new ways of building relationships with their clients. The fact that close to 30% of gallery
sales are now conducted online, either directly or indirectly, is a testimony that smaller galleries are
increasingly using technology as a tool in their marketing and sales strategy. However, technology has
also allowed the artist to increasingly become a free agent, establishing their own private channels to
the market and their audiences through their own websites and social media. In this new world, it is
paramount that galleries re-think their role and their relationship with their artist and the market.



SHOULD GALLERIES INCREASE THEIR ONLINE PRESENCE?

Is the art buying experience increasingly moving online? The research demonstrates that this has
begun to happen but will this grow? A significant portion of the gallery sales are now taking place
online (with 21% of gallery sales are now happening either directly or indirectly online). However,
it’s not all about buying art — online social media also allow galleries to build relationships with new
potential buyers online, which 45% of online buyers? citing as a ‘less intimidating experience’.

FINANCING & RISK MANAGEMENT

How could new finance tools (such as repayment plans) be used to effectively draw in new art buyers
and at the same time improve the galleries liquidity position? Are there other financial tools that could
improve the cash-flow management for galleries?

FINAL COMMENTS

Contemporary galleries are an essential part
of the UK art ecosystem. They are passionate
about the art and artists, they are risk-takers,
survivors, entrepreneurs, talent spotters

and incubators, but often lack the resources,
investment and support needed to run their
business. Is this because the outside world
sees the success of the high end art market,
and does not fully understand the nature of
running a smaller gallery and its importance
in supporting both artists and collectors?

We hope that by highlighting some of the
issues facing the gallery sector in the UK,
we can start a constructive debate about its
future. Introducing some baseline measures
and increasing the transparency of the
financial models, business relationships
and motivations of the sector will hopefully

identify where services and support are needed
to help gallerists and artists maximise their
potential.

It is a fast moving and rapidly changing
environment with fierce competition from
large global galleries and auction houses;
alongside the development of online
galleries; the opportunity for international
sales channels; the changing notion of the
gallery space and the growth in sales directly
by artists themselves. What can be done

to improve and facilitate the growth and
sustainability of the gallery sector? What is
the future of the contemporary art gallery

in the UK in light of such rapidly changing
market conditions and how can we start to
use research to shape our approaches to these
challenges?

9 Hiscox Online Art Trade Report 2015 http://www.hiscox.de/wp-content/uploads/2015/04/Hiscox-Online-Art-Trade-
Report-2015.pdf
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STEPHANIE DIECKVOSS
RESPONSE TO UK CONTEMPORARY GALLERY
REPORT 2015/16

The UK is unique in many ways. One of the most surprising discoveries when I first moved here in 2003
was that the gallery sector has no overarching gallery association or other representative body that covers
galleries from all of the UK dealing with all sorts of art.

Having worked in galleries in Germany, France and the US, I was used to the strong lobbying powers of
associations such as the BVDG in Germany', the COMITE PROFESSIONNEL DES GALERIES D’ART? in France,
or the ADAA3 or NADA* in the US, which both run their own, very successful art fairs. The Society of
London Art Dealers (‘SLAD’) describes its focus on “fine art dealers”® and can’t be viewed as inclusive. The
lack of such a body in the UK poses two main problems. Firstly, there is no professional body that gives
advice to galleries across the country and lobbies on their behalf. Secondly, there is no one who regularly
gathers data about the gallery sector in the UK, or traces its historical development including developing
an archive. As the current report states, there has been no countrywide sector report since the 2004 Taste
Buds report commissioned by Arts Council England. We have to conclude: galleries in the UK fight mainly
for themselves. The present report confirms this.

So anyone aiming to bring more transparency to this highly segmented and fractioned sector has to

be commended; and commissioning a data driven survey is the only way forward to get away from the
commonplace and stereotypical statements that so often rule the talk in the art world. So what do we learn
from the findings here?

A few main points stand out for me:

While mainstream media and publications only talk about the top end of the market, the reality seems

to be that the contemporary gallery sector still consists predominantly of small, single owned galleries
across the country that get by on a shoestring. Surprisingly, this doesn’t seem to stop new galleries

from being opened, especially in London, and we can applaud the vibrancy of the contemporary sector

in the capital. However, we must not forget that many spaces exist across the whole of the UK, which
work very hard to create outlets for emerging as well as mid-career artists who try to make a living

from their art. This doesn’t stop the top end of the market being the most successful one, with 10% of
galleries accounting for 60% of the market®. The middle market however especially is being squeezed
from all sides’. While this in itself is not new, the data confirms that we need to pay closer attention to
this important sector at the lower end of the market, which has been neglected too often. The report tries
to combine two different data sets: ArtTactic’s primarily London focused set and Own Art’s widespread
gallery set. While overall the focus lies on the lower end of the market in terms of sales turnover, it is not
always clear what these two sets have in common. The Own Art sample includes institutional galleries and
non-for profit spaces with very different aims to a young gallery in London for example; more detailed
classification and analysis of how a gallery can be defined could provide more clarity here.

We learn further that any solution to the challenges faced by the sector can’t be a one-size fits all
approach. Much of the data reveals that there are in fact no overarching trends, even in the online area,
and that businesses have extremely varied approaches toward making their business work, from doing
none to many fairs, from working locally to internationally, from physical spaces to digital marketplaces
— they all however share the need to find new clients, and adapt to changing buying patterns in a slow UK

! http://www.bvdg.de/

2 http://www.comitedesgaleriesdart.com
3 http://www.artdealers.org/

& http://www.newartdealers.org/

5 http://www.slad.org.uk/

6 Georgina Adam, Big Bucks: The Explosion of the Art Market in the 21st Century, New edition. Lund Humphries, Farnham, Surrey; 9 9
Burlington 2014, p. 50.

7 Edward Winkleman, How to Start and Run a Commercial Art Gallery. Allworth Press, New York, NY 2009.
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economy. This is very evident outside of the capital where price points are lower and more sales occur in
the print and photography areas. This is an area of the market that the more renowned art fairs and the
press don’t like to talk about as they still herald the singularity of the art object. But they all want more
advice. The answer therefore can’t be one business model. Galleries need to focus on what works for them
in their specific situation. Most importantly, London and the rest of the country have vastly differently
experiences with costs for rent and advertising dominating the London driven agenda. It will remain also
to be seen if globalisation really holds the formula for success. The Dutch academic Olav Velthuis talks
about the myth of globalisation and the fact that art production and dissemination still happens mainly
locallys.

Now to the good news: In my experience, change and the fact that we can’t attribute success to a single
formula anymore gives room for innovation and opportunity. Many recent developments in the ways
galleries operate show this. Nomadic galleries, gallery swaps across countries, online galleries, the list
could go on - there are exemplary cases out there highlighting how the current situation can make the
experience of art exciting and fun again - outside the white cube model. What we need however is a
thorough analysis of these case studies in order to help other galleries to adopt those approaches. Also in
this regard, the report has done a lot of legwork from which further studies now need to follow.

Lastly, the galleries know what they need. The data on the support side of things is fascinating. Education
and consultancy is key to ensure that the sector gains confidence beyond the big names that dominate the
market. It will also be important to develop a better understanding of how smaller galleries and local art
fairs and a localized secondary market fit together. In my opinion, the need for advice and skills needs to
be supported also on a policy level. Public funding has been key for many pioneering galleries, especially
in the North of England and Scotland; and as galleries are part of the Creative Economy which make the UK
apparently so unique, advocacy is needed to ensure better financial, legal and business support is provided
— even in times when the public purse is tight.

This leads me back to the beginning. The UK gallery sector is fascinating. And not only in London. Art
Schools across the country are thriving, students and artists are moving out of the capital in search for
space amongst others, and they need platforms to show their work. They need the opportunity to work
with galleries that can put on shows and promote their work — both locally and further afield. Knowledge
is the first step in this direction and it can only be hoped that this study is a catalyst for further research
as well as new initiatives — both from private, charitable and government side.

Stephanie Dieckvoss is a Lecturer and Independent Arts Management Consultant. She has a wealth of
experience in cultural management in the public and private sector, including the Directorship of Arti3-
Artis, London which she launched in 2013. She was Co-Director of the Hong Kong Art Fair from 2007-2009,
and from 2003-2007 was both Fair Manager of London’s Frieze Art Fair, and Public Programming Manager
at the Serpentine Gallery. Stephanie teaches regularly on the business of the Art Market for IESA, London,
and at Sotheby’s Institute. She also lectures on both BA and MA Culture, Criticism and Curation at Central
Saint Martins. She holds an MA in Art History from the University of Hamburg, an MA in Art History

from the Courtauld Institute, and an MBA (Public Services) from Warwick Business School. Her research
areas include art and conflict, contemporary art markets, art and globalisation, private museums, and art
schools as institutions.

8 Olav Velthuis and Stefano Baia Curioni (eds.), Cosmopolitan Canvases: The Globalization of Markets for Contemporary Art, Oxford: Oxford

University Press 2015.
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DATE SUMMARY TABLES

Fig. 1 Which of these best describes your organisation?

COMBINED ARTTACTIC OWN ART GALLERIES LESS
SAMPLE SAMPLE THAN 5 YEARS

ORGANISATION REGULARLY 10% 8% 13% 0%
FUNDED BY ARTS COUNCIL
ENGLAND, CREATIVE
SCOTLAND OR ARTS COUNGIL
OF NORTHERN IRELAND

GALLERY WHOLLY 4% 0% 1% 0%
OWNED AND RUN BY A
LOCAL AUTHORITY

REGISTERED CHARITY 7% 6% 7% 3%
(NOT PUBLICLY
FUNDED)

UNSUBSIDISED 78% 84% 68% 92%
GALLERY

OTHER (PLEASE 4% 4% 5% 5%
SPECIFY):

246 102 144

Fig.2 How many years have you been in operation?

COMBINED ARTTACTIC OWN ART GALLERIES LESS
SAMPLE SAMPLE THAN 5 YEARS
LESS THAN 1 YEAR 2% 46% 0% 10%
1-2 YEARS 4% 9% 1% 23%
2-3 YEARS 4% 7% 2% 18%
3-5 YEARS 13% 19% 8% 49%
5-10 YEARS 19% 25% 15% 0%
10 YEARS OR MORE 58% 37% 74% 0%
246 102 144




Fig.3 How many full-time employees do you have (excluding owners)?

COMBINED ARTTACTIC OWN ART GALLERIES LESS
SAMPLE SAMPLE THAN 5 YEARS
NONE 30% 24% 36% 33%
1-9 60% T1% 52% 67%
10-49 8% 6% 10% 0%
50 OR MORE 2% 0% 3% 0%
246 102 144

Fig.4 How does this year’s turnover compare to the previous financial year?

COMBINED ARTTACTIC OWN ART GALLERIES LESS
SAMPLE SAMPLE THAN 5 YEARS
UP MORE THAN 20% 17% 23% 13% 26%
UP LESS THAN 20% 25% 26% 24% 23%
ABOUT THE SAME 48% 43% 53% 46%
DOWN LESS THAN 5% 4% 7% 3%
20%
DOWN MORE THAN 4% 5% 3% 3%
20%
218 102 116

Fig.5 What are your expectations for the projected turnover for this
financial year compared to the last?

COMBINED ARTTACTIC OWN ART GALLERIES LESS
SAMPLE SAMPLE THAN 5 YEARS
HIGHER 46% 53% 40% 49%
LOWER 1% 8% 13% 1%
ABOUT THE SAME 44% 39% 47% 41%
229 102 127




Fig.6 What was the turnover of the business at the end of your most
recent financial year?

COMBINED ARTTACTIC OWN ART GALLERIES LESS
SAMPLE SAMPLE THAN 5 YEARS
LESS THAN £25,000 7% 6% 7% 24%
£25,000 - £50,000 6% 8% 5% 15%
£50,000 - £100,000 20% 20% 20% 32%
£100,000 - £250,000 30% 27% 31% 21%
£250,000 - £500,000 16% 12% 19% 0%
£500,000 - £1M 10% 10% 1% 6%
£1M - £2M 4% 5% 3% 0%
£2M - £5M 4% 5% 3% 0%
£OM - £7M 2% 5% 0% 3%
£7M - £10M 1% 2% 0% 0%
MORE THAN £10M 0% 0% 0% 0%
200 92 108

Fig.7 What is the average sale price for an artwork in your gallery?

COMBINED ARTTACTIC OWN ART GALLERIES LESS
SAMPLE SAMPLE THAN 5 YEARS
£600 - £1,000 44% 10% 68% 14%
£1,000 - £2,500 23% 22% 2% 26%
£2,500 - £5,000 14% 24% 6% 26%
£5,000 - £10,000 9% 20% 2% 20%
£10,000 - £25,000 7% 15% 1% 1%
£25,000 - £50,000 2% 5% 0% 3%
£60,000 - £100,000 1% 2% 0% 0%
OVER £100,000 1% 2% 0% 0%
204 86 118




Fig.8 What estimated percentage of your total gallery sales would you
classify as ‘Secondary Sales’ (where your gallery is selling a work not

directly on behalf of the artist or not for the first time)

COMBINED

COMBINED

ARTTACTIC
SAMPLE

ARTTACTIC
SAMPLE

OWN ART
SAMPLE

OWN ART
SAMPLE

% OF SALE

PRIMARY SALES

SECONDARY SALES

PRIMARY SALES

SECONDARY SALES

PRIMARY SALES

SECONDARY SALES

0% - 10%

2%

49%

2%

63%

2%

40%

1% - 20%

1%

9%

2%

8%

0%

9%

21% - 30%

2%

13%

2%

12%

2%

13%

31% - 40%

2%

4%

3%

5%

2%

4%

41% - 50%

1%

13%

2%

2%

9%

21%

51% - 60%

4%

5%

5%

3%

3%

6%

61% - 70%

7%

4%

12%

2%

5%

6%

- 80%

6%

1%

1%

2%

5%

0%

- 90%

19%

2%

21%

1%

17%

2%

-100%

50%

0%

43%

1%

54%

0%

Fig.9 How much of your sales are going outside of the UK?

ARTTACTIC ARTTACTIC OWN ART OWN ART

SAMPLE SAMPLE SAMPLE SAMPLE
% OF SALE PRIMARY SALES SECONDARY SALES PRIMARY SALES SECONDARY SALES
0% - 10% 8% 40% 0% 79%
1% - 20% 10% 3% 2% 13%
21% - 30% 8% 2% 0% 1%
31% - 40% 5% 13% 1% 2%
41% - 50% 1% 1% 2% 2%
51% - 60% 5% 0% 2% 1%
61% - 70% 10% 5% 1% 0%
71% - 80% 2% 15% 9% 1%
81% - 90% 29% 1% 57% 0%
91% - 100% 13% 0% 27% 0%




Fig.10 Estimate the percentage breakdown of sales achieved through the
following channels

COMBINED

ARTTACTIC
SAMPLE

OWN ART
SAMPLE

GALLERIES LESS
THAN 5 YEARS

SALES FROM PHYSICAL
GALLERY (FOOTFALL)

57%

34%

76%

34%

INDIRECT ONLINE
SALES*

16%

18%

12%

16%

DIRECT ONLINE
SALES**

6%

7%

6%

5%

ART FAIRS

18%

35%

35%

POP UP EXHIBITIONS/
GALLERIES

2%

4%

6%

OTHER

2%

2%

2%

21

92

* Sales indirectly via website or via email - in both cases the client buys the work sight unseen
*% Click-and-buy e-commerce. Client can transact/pay directly via website

Note: The above are averages of what allocation each gallery have indicated
for each sales channel and it will not add up to 100%.

Fig.11 How many art fairs do you participate in per year?

COMBINED ARTTACTIC OWN ART GALLERIES LESS
SAMPLE SAMPLE THAN 5 YEARS
0 44% 17% 62% 18%
1 17% 19% 16% 18%
2 10% 20% 3% 30%
3 13% 18% 10% 16%
4 6% 9% 3% 12%
5 4% 7% 2% 6%
MORE THAN 5 6% 1% 3% 0%
213 85 128

Fig. 12 What percentage of art fairs are taking place abroad?

ARTTACTIC GALLERIES LESS

SAMPLE THAN 5 YEARS
LESS THAN 10% 35% 37%
BETWEEN 10-30% 1% 0%
BETWEEN 30-50% 24% 37%
MORE THAN 50% 39% 26%




Fig. 13 Please estimate how much you invest/spend in a year on each of the

following services?

COMBINED ARTTACTIC OWN ART GALLERIES LESS
SAMPLE SAMPLE THAN 5 YEARS
ADVERTISING/ £6,201 £8.419 £4,447 £8,323
MARKETING
ART FAIRS £19,815 £32.837 £9,512 £34,00
CONSERVATION/ £1553 £2,850 £526 £1,000
RESTORATION
FRAMING £6.704 £9.823 £4,237 £12,875
INSURANCE £2,812 £3,238 £2.475 £3.454
PACKING AND £6,491 £11,628 £2.506 £12,039
SHIPPING
STORAGE £3,510 £6,387 £1,233 £6.909
I £2.299 £3.477 £1,367 £4,555
HOSPITALITY/TRAVEL £6,451 £9,933 £1.904 £11,950
PROFESSIONAL £3,768 £5,946 £2,044 £7,696
FEES (LEGAL,
ACCOUNTANGY ETC.)
163 72 91

Note: The above focus on 3rd party services and does not include salaries and cost of the gallery space.

Fig.14 Do you offer any of the following alternative payment methods?

COMBINED

ARTTACTIC
SAMPLE

OWN ART
SAMPLE

GALLERIES LESS
THAN 5 YEARS

INTEREST BEARING
CONSUMER CREDIT

1%

0%

4%

POST-DATED CHEQUES 14% 13% 16% 15%
PART-EXCHANGE FOR 22% 29% 8% 27%
OTHER ART WORKS
INFORMAL REPAYMENT / 95% 99% 88% 96%
STAGGERED REPAYMENT
AGREEMENTS

142 92 128




Fig.15 Which of the following services would you be interested in?

COMBINED

ARTTACTIC
SAMPLE

OWN ART
SAMPLE

AVERAGE

GALLERIES LESS
THAN 5 YEARS

OTHER

3%

5%

3%

3%

CONSERVATION/
RESTORATION/
FRAMING ADVICE

1%

5%

1%

6%

RECRUITMENT ADVICE

10%

12%

8%

10%

13%

CONSUMER

CREDIT PRODUCTS
(REPAYMENTS LOANS,
INTEREST FREE/
INTEREST BEARING)

18%

18%

18%

18%

16%

IT AND WEBSITE
DEVELOPMENT

33%

25%

42%

33%

19%

INSURANCE ADVICE

25%

26%

24%

25%

35%

BUSINESS
DEVELOPMENT LOANS
FOR GALLERIES

30%

30%

29%

30%

29%

RELATIONSHIP
BROKERING AND
NETWORKING EVENTS
WITH RELEVANT
ORGANISATIONS IN YOUR
AREA

30%

38%

22%

30%

42%

LEGAL ADVICE AND
SUPPORT WITH
CREATING DOCUMENTS
SUCH AS TERMS OF SALE
OR ARTIST CONTRACTS

41%

42%

58%

BUSINESS ADVICE
AND TRAINING

37%

43%

30%

37%

45%

MARKET RESEARCH/
SECTOR INSIGHT

47%

54%

39%

47%

68%

LOGISTIC/ SHIPPING
ADVICE

43%

57%

28%

42%

TRAINING IN HOW TO
USE SOCIAL MEDIA AND
ONLINE MARKETING

68%

61%

7%

69%

Al

92

79
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