
Course Instructor – Heather Bishop

heather@heatherbishop.com

www.heatherbishop.com

THE ART OF MANAGING YOUR 

CAREER

mailto:Heather@heatherbishop.com


Ground Rules

• Let me know if you cannot attend 

• No marks – you will get out what 
you put in

• I will not evaluate your arts 
practice or progress

• There will be homework



Good luck usually 
follows the collision of 

opportunity and 
preparation.

Quincy Jones



Create your name tag

Round Robin 

5 minutes about 
your arts practice



• Do the Take a Page exercise – page 9

• Do the Autographs exercise



…this is what the course will cover…



Module 1: 

Self-knowledge including your Values and Skills



Module 2:

Setting Goals - SWOT - STEEP analysis



Module 3: 

Write vision/mission statement, profile, bio, 

artist’s statement, verbal business card



Module 4: 

Promotion - Social Networking



Module 5:

Networking and Information Meetings



Module 6:

Research - Professional Organizations -
Critical Thinking and Risk



Module 7:

Action Planning 
and 

Spreadsheets



Module 8:

Marketing (Market – Message – Medium) Strategy



Module 9:

Financial planning 
Revenue streams 
Pricing your work



Module 10:

Financial Management - preparing a budget



Module 11:

Bookkeeping 

GST 

Income tax 

for the 
professional 

artist



Module 12:

Negotiating

Contracts 

Negotiation 

Agent/Manager

Insurance



Module 13:

Legal disputes

Copyright



What do you hope to 
learn in this course?

What would you say is 
one of your weaknesses 
that affects your arts 
practice?

What am I looking for…….



Module One: Who Am I?



• Do not confuse the product with the process 

95% skill – 5% magic

• MAC & CC definition - a professional artist

• Received professional accredited training

• Exhibited or performed in professional setting

• Recognized as a professional by your peers

• Draft Canadian Artist’s Code – page 35



Average yearly income of a Professional Artist
Multiple revenue streams
Day gig vs. selling creative energy



• Conduct an honest appraisal of your ability to 
succeed

• Get a diverse list of feedback including 
professional peers, your market or audience



Unearth Your Values



VALUES
How we prioritize – how we spend our energy

Happiness does 
not depend on 

what you have or 
who you are; it 
solely relies on 
what you think. 

Buddha



• What we want and what we do are often different

• Only our top 3 values get any attention

• Where you place your values on your list is very 
important

• You need to know where you are really spending 
your time – what are your values now – in order 
to change them

• See page 14 for a sample list of values



YOUR VALUES UNCONSCIOUSLY

In the context of your life as an artist what’s important 
to you – this is where you’re at now. In the next 5 
minutes:

• Write down very quickly the first things that pop into 
your mind

• Prioritize them very quickly

• Do the Values exercise on pages 16-17



YOUR VALUES CONSCIOUSLY

• Where do I actually day to day spend most of my energy

• What is best for me

• IDEALLY – the top value should contain all the values 
below it – you can’t have #1 without all the other things

• the second value should contain all the values below it, 
the third – all values below it….

• If you had this - but not that - would it be okay?

• The top values are more abstract eg. abundance vs. 
money (abundance is abstract but it contains more)

• The lower values become more specific



EVALUATE YOUR HIERARCHY

• What are your top 3?

• Lower on the list ask yourself: within this context of 
my life would it be okay if I didn’t have this. Is this 
contained in a higher value?

• Check – if I had all 3 things – would that be enough?

• When you find a conflict - that is something you 
want to work on (why am I not doing X?)



After doing your list – determine your 
overall value for life



Develop a values statement for your 
business plan.

Your statement should explain the artistic and 
social values that motivate your work, and explain 

your intentions and beliefs.

Why did you choose art?



My core value is integrity and forms the foundation for my 
drive to create through a spiritual and political lens. I strive 
to share the absolute magic I experience as an artist. I am 

dedicated to a socially just, spiritually fulfilling and an 
environmentally sustainable world. 



The joy of painting is an infinite gift of the universe. In the 
creative process there is always a moment when we are 

delivered to the doorstep of the unknown and magic happens.



And even the worst day of working on a painting is still 
amazing because we are doing what we love. 

Debora Cardaci



Show and Tell – strut your stuff



SHOW AND TELL

• 15 minutes maximum – the big hook will come out

• Be concise and well organized

• Show your diversity

• This could be your one chance to impress future 
producers and/or consumers of your work





The Art of Heather Bishop

heather@heatherbishop.com
www.heatherbishop.com









Old Man
1974



Woman in Prof

Woman in 
Profile

1977





Miss Lucy’s 
Winter Hat

2005



The Genesis 
of

A Painting



…pencil sketch
on canvas



…painting in oil
raw umber



…inviting the spirit in



…follow the 
painting’s lead



Annie Louise

2006



The Little 
Gardener

2007



Nakodan

2007



Sinfonia en la Playa 
Guitar

2008



Sinfonia en la Playa 

2008



Marta

2009



Watching
The

Waves

2009









Prayers for
Bhutan

2011



My creation process as a visual artist is so much more private and intimate than my experience as 
a performing artist. Each has its own intrinsic beauty. Decades of touring the world as a recording 
artist/singer-songwriter, forever in the public eye, have given me such a great appreciation of that 

difference.

The pull of a blank canvas, perfectly stretched and prepared, is almost more than I can bear. It 
holds a potential that inextricably draws me in. I come to it with an idea of what might lie within 
and I begin to sketch that idea and paint it, at first tentatively, not wanting to spoil the perfection 
of what is not yet there. Then there is that moment when the painting stirs and the spark that is 
life in all that surrounds us, enters the piece and begins to direct me toward who it will become. 

My paintbrush flies and I am no longer in charge but simply the instrument through which the gift 
may flow. Just as singing requires that I get out of the way of the force that flows through me 

and let the music speak for itself, so indeed does the painting have its own voice.

Why do I paint portraits? When studying in art school I saw hundreds upon hundreds of portraits 
of the wealthy painted by the Masters. These portraits told me only of their wealth by birthright, 
not their wealth in lives well lived. And so I became drawn to paint those who, in my mind, are 

the real aristocracy – those who are rich in life and, most often, poor in material things.

For our faces are maps of our time here. And most often the faces with the most wisdom burning 
through their eyes are those with many miles and years traveled. The faces that speak to me and
teach me are usually those of us who are almost finished with our time here and closer to going 

home or those who have just come here, the serenity of the place from which we all come shining 
through their radiant innocence.

I feel privileged to be rich in time to be creative, and blessed with a box full of tubes of exquisite
colour to play with. I live in absolute gratitude.



www.heatherbishop.com heather@heatherbishop.com



TALENTS AND SKILLS

• Skills are what you do

• Talents are the natural abilities you were born with

• Talent is to sing

• Vocal training is skill development

Acquire knowledge about your skill base

An honest appraisal is the basis of a good 
business plan



Complete the 
Do I have 

What It Takes? 
Worksheet
Page 21



Storytelling Your 
Skills – tell your 
partner a story 

about something 
you’ve done you 

were proud of. Your 
partner listens and 
identifies your skills 

and talents –
switch and repeat. 
Any discoveries?



WHAT ARE YOUR 
TALENTS & SKILLS

For homework complete 
Talents & Skills Exercises 
page 26 using Chart of 
Competencies (23) and 

Essential Skills (25)



INK SHEDDING

• At the end of each 
class let the ink flow 
from the end of your 
pen onto the paper 
with whatever 
thoughts are rolling 
around in your head 

• 5 minutes

• Don’t put your name 
on it



Module 2: What Do I Want?

Setting Goals - SWOT - STEEP analysis



• Ink Shedding

• Bulletin Board

• Show & Tell 

15 minutes max



Argue for 
your 

limitations 
and sure 
enough 
they are 
yours.



HOMEWORK

• Last week’s 
homework – name 
one of the top values 
you listed

• Do you have a list of 
your top skills now?



Create ‘Skills I don’t 
have but will need’

Now you have your 
values, talents & 

skills



Set 
Powerful 

Goals



Goals

A goal is 
a dream 
with a 
deadline



GOALS

A goal is a dream with a deadline

A vague plan will give you a vague outcome

• Begin with your dreams

• Add a deadline

• Written goals – Yale study – 3% had written goals 
– 20 years later those 3% were worth more than 
all 97% combined



SMART GOALS

• Specific and simple

• Measurable and meaningful

• Achievable – act as if it’s now

• Realistic and responsible

• Trackable – time lines

Always express it in the positive 

Write your ultimate career goal – page 48



Read your ultimate career goal



GOALS ARE NOT REACHED BECAUSE…

• Too large – break them down

• Undefined – what do you really want to do

• Unfocused – all over the place

• Not integrated (ecological) – travel vs. family life

• Procrastination

• Poorly written – I want to be a famous actor – not 
specific – what’s famous – and not measurable –
when and how will you get there



A WELL DEFINED GOAL IS…
Within 10 years, acting will represent my main 

occupation 

and source of revenue.



KEYS TO AN ACHIEVABLE OUTCOME

• Ask yourself – How is it possible that I don’t have it 
now?

• State your goals in the positive – What do you want?

• Specify the present situation – Where are you now?

• Specify the outcome – treat it as if it is now in place. 
What will you feel, see, hear, etc.?



• Specify your evidence procedure – How will you 
know when you have it? Pick the last step.

• Is it congruently desirable? Is there part of you 
holding back?

• What resources are needed – what do you have 
now and what do you need to get your 
outcome.

• Is it ecological. What will happen if you get it? If 
you don’t?



WELL FORMED OUTCOMES

• Stated in positive terms

• Initiated and maintained by you

• Contextualize – time and specifics – I will lose 10 lbs
within 2 months

• State it in sensory based words – not - I want to be 
a good communicator - but rather – I greet people 
warmly, I remember their names and feel confident 
in my communication.

• State in bite-size chunks – I will write 2 pages every 
day.



WELL FORMED OUTCOMES

• Load up with your resources – what you need in 
order to make your goal a reality – confidence, 
flexibility, assertiveness

• Check for ecology. What are the consequences to 
you and yours

• Specify evidence for fulfillment. How will you know 
when you have reached your goal? 

• Be clear. Write it down.



DEVELOP YOUR GOALS

• Start with your ultimate goal

• Break it down – 3 months, 6 months, a year, 5 
years, 10 years, 20 years

• Begin developing your career goals – 10 minutes

• Work in pairs and refine these

• Present to the class a 3 month goal and make a 
commitment to yourself and the class to 
complete by the end of the course



YOUR CAREER AS A SELF- EMPLOYED ARTIST 
IS YOUR BUSINESS

• Do ‘Checklist for artists 
and other creative 
people’ – page 53

• Place yourself on the 
business – arts paradigm

• You need both a self-
assessment and a 
business assessment



SWOT ANALYSIS

• Strengths

• Weakness (liabilities)

• Opportunities

• Threats (challenges)



Do your SWOT analysis for homework



ENVIRONMENTAL SCAN - STEEP

What is relevant to your 

discipline and your career

• Social

• Technological

• Economic

• Environmental

• Political



Using 
‘Alternate 
environmental 
scan model: 
STEEP’ 
exercise 
discuss in 
genre groups 
and bring to 
Class – page 52



INK SHEDDING

• At the end of each 
class let the ink flow 
from the end of your 
pen onto the paper 
with whatever 
thoughts are rolling 
around in your head 

• 5 minutes

• Don’t put your name 
on it



Module 3: How Do I Present Myself?
Write vision/mission statements, profile, bio, 

artist’s statement, verbal business card



• Ink Shedding

• Bulletin Board

• Show & Tell 

15 minutes max



• Creative people make 
mistakes

• They subject themselves 
to embarrassment and 
humiliation

• They must be willing to 
fail

• One route to success is 
to ‘double your failure 
rate’

• There is no failure –
just feedback



Your mistakes 
are meant 

to guide you –
not define you



HOMEWORK

Any further thoughts

about your

STEEP analysis? 

What challenges 

Exist?



YOUR BUSINESS PLAN

A business plan is an 
overview of 

• who you are 

• what you do 

• what you plan to do 

• how you plan to do it



BUSINESS PLAN COMPONENTS

Now you have a start on your Goals and your SWOT analysis



Your Vision 
Statement is as 
vast as the blue 
sky – if you 
could have 
everything you 
wanted it would 
be……

Your Mission 
Statement is 
how you’re going 
to get there……

Vision & Mission Statements



Manitoba Music Example:

• Vision Statement: Manitoba Music is 
known worldwide as the hub of 
Manitoba’s vibrant music community

• Mission Statement: To develop and 
sustain the Manitoba music community 
and industry to their fullest potential

• Values: Integrity – Transparency –
Accountability – Inclusivity - Foresight



Example from instructor: 
Vision Statement: To create beauty and healing through music, 
keynote speaking, and visual art that touches and opens the 
hearts of enquiring minds worldwide while living in abundance. 

Mission 
Statement:
Work with a 
manager to 
create the 
majority of my 
work in the 
high-end 
keynote 
speakers’ 
market 
worldwide. 



YOUR PROFILE STATEMENT

• This is the core statement of your bio(s)

• Personal, company, or both

• Usually in the third person

• 2 to 4 sentences

• Succinct look at you as a cultural worker in the arts

• Contains examples of your talents and skills, your 
life experience and your motivation

• A company profile outlines the services, the 
products, and the company mandate



Evelin Richter 
extrapolates the 

extraordinary out of the 
ordinary, bringing clay 
to life. Her figurative 

sculptures speak to the 
vagaries of the human 
condition. Humorous, 
political or universal, 
her work has much to 

say.

What? Clay Arts & 
Curios



If authenticity is the measure of an artist, then 
Alan Lacovetsky is a master. Whether he’s 

surrendering to the rhythm of his treadle wheel 
or dedicating 60 hours to firing his massive wood 

fired kiln, he clearly becomes one with the 
elements that he transforms into exquisite works 

of art. There is an ancient ageless quality to 
Alan’s work that seduces you unequivocally. Alan 

Lacovetsky is a walking story of clay.





Sandi Howell drives to capture and communicate a 
subject’s essence across many media, delighting a 
range of international viewers and leaving a trail of 
notable artefacts across the globe. Sandi is noted 

repeatedly for her ability to switch style and media. 
She often feels the need to communicate her 

enchantment with a subject in fabric, paint, photo, 
assemblage and print. One leads to another in a 
linked conceptual and visual array. Passionately 
devoted to the concept that art changes lives, 

Howell has mounted her practice steadily over the 
decades and has advocated for the engagement of 

people everywhere in art making.





It is early morning and Daniel Menheer is knee deep in an icy cold river. He 
can see the light starting to form on the storm clouds that have just passed 
over, adding to the discomfort of the early start to his day. Slowly a smile 
creeps onto his face and a muffled giggle can be heard escaping his lips. 
The sky has burst into a kaleidoscope of colour… it is the magic hour… and 
it’s already a great day. 

Open the pages of any of Daniel Menheer’s portfolios and be treated to a 
visual journey of light and how it dances and shapes and defines the natural 
world around us. Driven by a desire to capture the beauty of the world he 
lives in, Daniel’s passion bridges all aspects of life – spirituality, family, 
friends, teaching and his love of the outdoors. Daniel’s desire to be outside 
was ingrained in him at an early age, and that love of the wild spaces 
around him is what he wants to share with his viewers – from the emotional 
rawness of a summer storm, to the cold crispness of a winter morning, to 
the feeling of peace in a flowing stream. So come…come and get lost in the 
magic of this collection that keeps you coming back for more.





YOUR BIO(S)

• Different lengths, format and emphasis for different 
situations

• BRIEF telling of your story – both personal and 
professional

• Can be first or third person

• Should capture the reader’s interest and entice them 
to check you out

• Different bios for performing, literary, or visual arts



There is a spotlight, a stage, and a band. The video lottery terminals 
flash, the bartender slams bottles, the voices of 500 people hum. Then 
J.P. Hoe steps to the microphone and the world stops. Well, almost. 
Outside, the Winnipeg wind batters snow against the doors. Headlights 
zip by, on their way to and from somewhere else. But in this space, on 
this night, all eyes, ears and minds are on the guy with the crooked 
smile, the smoky torch-song voice, and the guitar strapped to his 
chest. And you think, this man could start a war. Ask the 2,500 people 
who, after seeing him open for Jann Arden on her 2007 Canadian tour, 
rushed the merch booth to buy his EP, The Live Beta Project. Ask the 
hundreds of Winnipeggers who turn out for his tongue-in-cheek theme 
gigs, like the perennially popular J.P. Hoe Hoe Hoe Holiday Show. A 
Western Canadian Music awards jury thought his full-length debut, The 
Dear John Letters, was one of the top pop recordings and top song 
writing efforts of 2008. This is a songwriter who gets people talking.



YOUR ARTIST’S STATEMENT

• Describes the work the viewer is about to see

• Usually used for specific projects

• Used as a marketing tool – ie. applying for 
exhibitions or grants

• Can also talk about the ideas behind your work

• Usually accompanies a show of your work

• Usually 3 to 4 paragraphs in length



YOUR VERBAL BUSINESS CARD/ELEVATOR SPEECH

• Prepare one sentence about your arts practice

• One sentence about your training or experience

• Get at least 3 great words that describe your work

Try to cover:

• Past – what you’ve done

• Present – what you are doing

• Future – what you are planning to do

Make sure your name is the last thing they hear

Work in pairs to develop your elevator speech.



YOUR IDENTITY STATEMENT

Usually one sentence that captures the essence of your business

Present tense

Who am I 

What do I do

How do I do it

For whom do I 
do it 

Think branding



Runs with Scissors

Heidi Hunter



I live to dye…and die to quilt



VISION STATEMENT
To live and work authentically, always 
celebrating the creative process while balancing 
high level skill and practice with heart-led 
intuition and self-knowledge.

MISSION
To be led by the creative process expressing 
myself through colour and image, making the 
Runs with Scissors studio a destination of 
artists and art lovers.



PROFILE STATEMENT
Heidi Hunter runs with scissors. Shifting from 
an international career as a mime, she has 
found her voice creating visual theatre where 
her art studio is now the stage. There, her 
hands dance with fabric, and her heart sings 
in colour. Her stunning, award-winning art 
quilts will warm your walls, as do her 
luxurious hand-dyed wearables long to drape 
over your shoulders. An "artist's artist", Heidi 
is a gifted and experienced teacher and a 
forever student. A life driven by colour and 
the creative process, Heidi lives to dye...and 
dies to quilt. 



As an independent artist I offer a diverse selection

of fine art photography and visual design solutions 
to an equally eclectic global clientele.  Mike Adam



I’m here to rock this world…….



BUSINESS PLAN COMPONENTS

So now your business plan will have: 

Your Goals

Your SWOT analysis

A Mission Statement and/or Vision Statement

Profile Statement

Bios

Artist Statement

Elevator Speech or Verbal Business Card

Identity Statement



DEVELOP 
YOUR 

PROFILE

First work 
individually and 
then pair up. 
You will work 

on this in class 
for the next 4 

weeks.



INK SHEDDING

• At the end of each 
class let the ink flow 
from the end of your 
pen onto the paper 
with whatever 
thoughts are rolling 
around in your head 

• 5 minutes

• Don’t put your name 
on it



Module 4: How Do I Get It Out There?



• Ink Shedding

• Bulletin Board

• Show & Tell 

15 minutes max



Assume that you 
are going to be an 
artist and then act 
as if you already 

are



How will you know when you get there –
what is your evidence procedure



HOMEWORK

Any 
questions 
about the 
written 

pieces of 
your 

business 
plan?



Wordsmith  
as a class

• Read out 
profiles

• Verbal 
business 
cards



Wordsmith
in pairs

Work on 
a piece 
of your 

business 
plan



MARKETING
To present your work to potential buyers



Now much more 
about connecting 
with rather than 

manipulating your 
audience



CBC radio

Under the 
Influence

Terry O’Reilly

Viral Video

West Jet



Now we 
reach and 

connect with 
our audience 
online & with 

a wide 
variety of 
electronic 

tools 



BUILD ON YOUR CORE VALUES & BELIEFS….

Believe in and respect the integrity of your goals as much as 
the integrity of your work – you will be more successful



YOUR PROMOTIONAL PACKAGE

• Find out what the receiver of your package 
expects – then deliver it

• Present it in a unique and creative way

• Plan it carefully

• Produce it professionally

• Package it attractively

• Distribute it appropriately

• Review it continuously



PUBLICITY

Advertising that doesn’t cost you anything and 
is generally more effective than paid 

advertising



YOUR WEBSITE
• You must have one

• Secure your Domain name NOW – think branding forever 

• Effectively communicate your objectives to your web developer

• Hire the right web developer

• Provide excellent content

• Control spending

• Incorporate future plans

• Ensure you can update it yourself

• Update it regularly



SOCIAL NETWORKING TOOLS

• YouTube

• Pinterest

• Facebook

• Twitter

• LinkedIn

• Consider writing a blog (if you can write)

• Be careful how much personal information 

you post on the Internet



Writing press releases
• Use a standard format for the medium

• Who, What, Where, When, Why

• Create an event

• Develop an angle or spin

• Communicate your successes

• Build on other promotions



PAID ADVERTISING

Can be useful when it’s: 

• a listing in a membership directory 

• an advertisement in a publication that your target 
market reads

• A commercial during a pertinent radio show 

• An online blurb about your work and a link to your 
website



INK SHEDDING

• At the end of each 
class let the ink flow 
from the end of your 
pen onto the paper 
with whatever 
thoughts are rolling 
around in your head 

• 5 minutes

• Don’t put your name 
on it



Module 5: How Do I Connect?



• Ink Shedding

• Bulletin Board

• Show & Tell 

15 minutes max



Try not to resist the changes that come your way. 
Instead let life live through you. And do not worry 
that your life is turning upside down. How do you 
know that the side you are used to is better than 

the one to come?    Rumi



HOMEWORK

Any 
questions 

about 
promotion 
and social 

media

Target 
Market?



Your business plan components are….



GOALS & ULTIMATE CAREER GOAL
One succinct sentence



Remember to….

• Break them down into 3 months, 6 
months, 1 year, 2 years, 5 years, 10 
years

• Revisit it every 3 months

• Write them down!!!

• Remember SMART goals



SWOT ANALYSIS

An honest look 

at your strengths 

and weakness



VISION STATEMENT

If you could have 
anything and 

everything you 
want in your life 

as an artist.



MISSION STATEMENT

How are you 
going to get 

there?



PROFILE STATEMENT

Third person 

2 - 4 sentences 

A succinct look at 
the complete 

picture of your arts 
practice and the 
passion behind it



BIOS
Create a full bio and a short one. Your profile statement 

will most likely be part of this or inform it



ARTIST’S STATEMENT

Visual artists -
Would hang on the 
wall at an exhibit or 
be submitted with 
applications for 

grants or loans and 
should explain the 

passion behind your 
work



VERBAL BUSINESS CARD/ELEVATOR SPEECH

First person 

Two or three 
sentences

Be ready for that 
unexpected 

opportunity to 
network with 
someone who 

might be able to 
help you



IDENTITY STATEMENT

The one 
sentence 

bio….



You also have…….

a good understanding of what your talents and skills are



Created a skills wish list of the skills you will 
need as you identify them

• For each one identify if you will explore it, 
master it, or hire someone to do it

• The most important thing is that you have an 
overview of what should happen so you can 
track the work of someone else



Created a Values Statement of your intention and your 
beliefs and the passion that drew you to your arts 

practice.



Have a resume or curriculum vitae



Begun to identify your target market…



Wordsmith  
as a class

• Read out 
profiles



Wordsmith
in pairs

Work on 
a piece 
of your 

business 
plan



NETWORKING

• Work the room – press the flesh

• Go where people like you go – performances, 
openings, galleries

• Participate in online social networking

• Join a professional organization

• Volunteer

• Beware of being taken advantage of

• Have rules about pro bono or benefits



LEARNING NETWORKS

• Support Groups – people with something in common 
like artists who share encouragement and 
information

• Focus Teams – people who share an area of work 
activity – collective sharing and learning (industry 
infrastructure)



INFORMATION MEETINGS

When meeting with professionals

• Respect their time – come prepared

• Buy them lunch or coffee

• Write it off

• Take notes

• Send a thank you afterwards



Form groups of three and 
prepare a question for the instructor



INK SHEDDING

• At the end of each 
class let the ink flow 
from the end of your 
pen onto the paper 
with whatever 
thoughts are rolling 
around in your head 

• 5 minutes

• Don’t put your name 
on it



Module 6: What Are The Right Questions?



• Ink Shedding

• Bulletin Board

• Show & Tell 

15 minutes max



We are more 
afraid of 

success than 
we are of 
failure.



Success consists 
of going 

from failure to failure 
without 

loss of enthusiasm. 

Winston Churchill



HOMEWORK

Any questions 
about 

Networking?



Wordsmith  
as a class

• Read out 
profiles



Wordsmith
in pairs

Work on 
a piece 
of your 

business 
plan



Form groups of three and discuss what you think you 
should know about managing your career and don’t feel 

confident about



YOUR ARTS PRACTICE…

• feeds your soul

• is a lifelong 
dedication to 
mastering your 
discipline



Excellence at what you do will make you stick out in the crowd



CHRC WEBSITE

• Check out the discipline specific Art of Managing 
Your Career pdfs

• You may want to print out the one specific to your 
discipline



JOINING PROFESSIONAL ORGANIZATIONS

• Necessity because of a closed shop (CBC)

• Professional accreditation requires membership

• Networking, research & information

• If you see the shortcomings of the organization, get 
involved and change it



PROFESSIONAL ASSOCIATIONS….

• Can also be sources for

• Non-standard contracts

• Information

• Work

• Training

• Credit card processing

They also lobby on behalf of their members 

so make sure your voice is heard



FINANCIAL SUPPORT

What have been 
some of your more 
unusual sources of 
financial support?



Research crowd funding sites

• Kickstarter

• Crowdfunding

• Gofundme

• Indiegogo

• Rockethub

• Razoo

• Crowdrise

• Pledgemusic

• Sellaband



CRITICAL THINKING

• Gut/intuition

• Research

• Procrastination

• Emotion

• Rationality

• Seeking authority

• Non-decision



Musician: 
Someone who 
puts $5000 
worth of gear 
into a $500 car 
to drive 500 
miles for a $50 
gig…..



HOW DO YOU MAKE INFORMED DECISIONS?

• Will this decision move you towards one of your 
goals?

• Does this decision utilize all of the information 
available to you?

• Does this decision agree with your values and 
principles?

When pressed, remember that lack of planning on their 
part does not necessarily constitute an emergency 
on your part.



PROBLEM SOLVING

Your only 
corporate 

sponsor has 
just 

withdrawn 
support for an 

upcoming 
show. What 
can you do? 
Discuss in 

groups of 3 



RISK MANAGEMENT

Complete ‘reflective questions on risk’ and discuss – page 163 



INK SHEDDING

• At the end of each 
class let the ink flow 
from the end of your 
pen onto the paper 
with whatever 
thoughts are rolling 
around in your head 

• 5 minutes

• Don’t put your name 
on it



Module 7: 

How Do I 
Get This 
Show On 

The Road?



• Ink Shedding

• Bulletin Board

• Show & Tell 

15 minutes max



Whether you believe you can or you can’t… 

you’re right.



HOMEWORK

What 

did 

you 

learn

about 

risk?



Wordsmith  
as a class

Read out a 
piece of your 
business plan



Wordsmith
in pairs

Work on 
a piece 
of your 

business 
plan



Action Planning

Vision 
without action is 

only a dream



Action without vision passes the time



Vision 
combined 

with 
Action 
can 

change
the 

world



YOUR ACTION PLAN

• The challenge is to take it out of your head and put 
it on paper

• Creating a written action plan is crucial

• A map that plots out your step by step 

• Manages all the facets of your work

• Artists work with no fixed schedule or boss

• A lack of structure feeds bad work habits



A SUCCESSFUL ACTION PLAN OUTLINES

• What has to happen

• When

• What you’ve got

• What you need



DEVELOP AN ACTION PLAN

For a project you want to 
work on. 

• Read Action Planning 

- page 183 

• Complete Action Planning 
Worksheet – page 185

Remember, plans are always 
drawn in pencil!



TRACKING YOUR ACTION PLAN
• Track your progress

• Set up an Actual column to track changes and why 
they happened

• Cost, income and deadlines are key

• Identify the gaps between Projected and Actual

• Be honest about what didn’t work and why

• Read page 188 – Prioritize Tasks



INK SHEDDING

• At the end of each 
class let the ink flow 
from the end of your 
pen onto the paper 
with whatever 
thoughts are rolling 
around in your head 

• 5 minutes

• Don’t put your name 
on it



Module 8: How Do I Market Myself?



• Ink Shedding

• Bulletin Board

• Show & Tell 

15 minutes max



If you do what you’ve always done, 

you’ll get what you’ve always gotten.



HOMEWORK

How 

is 

your 

action plan

proceeding?



Wordsmith  
as a class
Read out a 

piece of your 
business plan



Wordsmith
in pairs

Work on 
a piece 
of your 
business 
plan



How are your three 
month goals coming 
along?



TO MARKET, TO MARKET

photo: H Hunter
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MARKETING IS NOT 
SELLING

It is the most important skill you’ll need to succeed 
as an artist who makes a living from their work



MARKETING 

IS NOT SELLING

• creating connection to be noticed

• nurturing relationships to be liked

• branding to be trusted



LAW OF GRADUAL 
RECOGNITION
• A law of marketing 

is that 1 off ads 
don’t work.

• Consumers need 
to have contact 
with positive 
information about 
a person and their 
product or service 
27 times before 
they’re willing to 
invest in it. 



UNDERSTAND YOUR 
MARKET

• Marketing is any action you take to bring 
your product or service or skills to your 
customer’s attention

• The more frugal you must be, the more 
important it is that you target your 
marketing effectively - where it is most 
likely to reach the ‘target’ with the best 
match - with what you have to offer



A MARKETING STRATEGY

• Describes the way in which you 
intend to achieve your overall 
marketing goals

• What you will do

• When you will do it

• Where you will do it

• With which tools



KNOW YOURSELF
• The better you know 

yourself and the more 
you know about the 
potential employer’s 

needs, the better you 
will be at targeting

• See yourself as partnering 
with them and get into 
their head to understand 
their needs



• To whom are you marketing?

STARTING POINT 

• What is the best way to market it?

• What are you marketing?

• How effective is your current marketing? Is it working?



MARKET

MESSAGE

MEDIUM

101



THE 3 M’S OF MARKETING

• Message – what is the marketing message 
you need to convey to that market

• Market - Research your target market

• Medium – what is the most effective medium 
to reach that or those markets



Who’s your market?

What’s your message?

How are you getting 
your message to your 
market?

Is it working for you?



MARKET

Who is your Market - finding your target market



YOUR TARGET MARKET

The more streamlined - the better.



PUT A FACE TO YOUR MARKET



Libbi

retired female 65
disposable income
dramatic/flashy
adores grandkids
Facebook daily
Pinterest for fashion and interior 
design
sense of humour
well-connected
very social
River Heights
appreciates one of a kind
Starbuck’s app on iPhone
art collection
buys glasses at Four Eyes



Hippie Priestess
30-50 years old
female no kids

employed
folk festival/fringe fest

social justice
Instagram/Twitter

creative
secondary education

buys online
Wolseley

Prairie Sky Books
fair trade coffee



WHO OR WHAT IS YOUR 
MARKET?
• Match your service or product to the person or 

people who will benefit most from what you do.

• This requires focused research.

• Give your target market a name or persona.

• The most important promotional tool of all is the 
contact database. 

• Record contact profiles, track where you sent 
your promotional packages and follow-up, 
analyze and refine the success of your strategy. 



MESSAGE

What is 

the message 

you want 

to get across



WHAT IS YOUR MESSAGE TO 
THAT MARKET?

• Focus your message. 

• Don’t try to please everyone – it can’t be done and 
weakens your focus and message

• When you have different markets, customize and 
target different messages to each.



Set your intention now.

What do you want to 
be known for?

What will people say about you?



• a creative, disciplined, playful 
artist and marketer

• a master with colour/ an expert at 
quilt design and composition

• a generous teacher and a forever 
student

• a supportive friend and colleague

• gracious and welcoming host to 
visitors to my studio

Heidi Hunter - Runs with Scissors
I want to be known as:



SET YOUR INTENTION FOR 
MARKETING

Invite something great in!!!

I want to open the gates to a flood of 

people eager to heal and grow in this life 

they’ve chosen to come to my workshops 

and Hypnotherapy sessions.



WHAT DO YOU WANT TO BE 
KNOWN FOR?

• List 5 things you want to be known 
for.

• Notice how this reflects your values

• Notice how this is the essence of 
your profile statement



MEDIUM

What is 

the most 

effective way

to reach them



WHAT IS THE MOST EFFECTIVE 
MEDIUM TO REACH THAT 
MARKET?

• Use many tools to reach your market

• All your marketing tools should have visual continuity 
such as a standardized logo, colour scheme or 
images. 

• Your website, business card, Facebook page, etc., 
should clearly all belong to the same business. 

• Everything should contain such basic information as 
how you can be reached.



• Even your marketing tools need marketing. Each of 
your promotional tools should complement and 
advertise the others.

• Link everything – website, blog, Twitter, Facebook, 
etc. 

• Add to or change the content of your website 
regularly to keep it near the top of internet searches.

• Add your website to the signature file that is 
automatically appended to the end of your emails.



MOST FREQUENT 
MISTAKE???
• Failure to follow up Call or email to ask 

whether there are any questions about what you 
sent

• E-mail a customer satisfaction survey to a client 
you have just finished doing work for

• Write a thank you note to someone who referred 
business to you

• Send past customers promotion about your new 
work during the fall to take advantage of this 
peak season for the purchase of many artistic and 
cultural products.



BRAND

ING



YOUR BRANDING
A brand is a collection of experiences

and images associated with a person,

a service or a company.

Your unique and powerful work

should establish a brand 

in your viewers’ mind.



the web

your online presence



YOUR WEBSITE
• You must have 

one

• Update it regularly

• Ensure you can update it yourself

• Incorporate future plans

• Control spending

• Provide excellent content

• Hire the right web developer

• Effectively communicate your objectives to your web developer

• Secure your Domain name NOW – think branding forever 



Flipbook

designed as a pdf 

aritist with only images

live links

embedded video

magazine, presentation, catalogue

information on your company

http://online.fliphtml5.com/hwdg/zrin/


BEHIND THE SCENES

PROCESS - BEFORE/DURING/AFTER

GLIMPSE OF YOUR LIFE

ENGAGE YOUR AUDIENCE

HOW-TO/A BEGINNER’S GUIDE TO 

HEIDI'S BLOG

Blog

http://heidihunter.blogspot.ca/


With a partner, brainstorm some 

ideas for creative content on your 

website or blog.



BUILD AN ONGOING 

RELATIONSHIP

ANNOUNCE NEWS

SPECIAL OFFERS AND 

INVITES

YOU MUST OBTAIN 

EXPRESS CONSENT

Email List









If you no longer wish to receive emails from me, 

reply to this email with “unsubscribe” in the subject line.



WHICH PLATFORM DO YOU USE THE MOST 

FOR YOURSELF?  FOR YOUR BUSINESS?

WHICH PLATFORM DOES YOUR MARKET 

USE?

WHICH PLATFORM DOES YOU NETWORK 

OF RESOURCES USE?

Social Media



WHO FROM THE MEDIA WILL 

REACH YOUR MARKET?

BUILD A RELATIONSHIP THROUGH 

SOCIAL MEDIA (ESPECIALLY 

TWITTER)

CONSIDER HOLDING A MEDIA 

EVENT PRIOR TO YOUR EVENT. 

GIVE PLENTY OF ADVANCED 

NOTICE WHEN CONTACTING 

MEDIA.  

Media



Press Releases



• Develop an angle or spin 

• Create the catchy headline after you 
write the release.  

• Who, What, Where, When, Why

• Communicate your successes

• Build on other promotions

• Be succinct and attention grabbing.

• Develop several which can be tailored 
for different recipients… PSA, 
newspaper, radio.



write one now

Press 
Releases

work for 10 minutes -then 

wordsmith with a partner



IMAGES

You

Your  Product

You in Action



Photo credit: 

Dana Vandersteen

Prairie View 

Photography 

School







PAID ADVERTISEMENT



What’s your budget?

What is the best bang for your buck?

What is the most targeted place to advertise?

Attention, hat-

lovers!



RESEARCHING AND SERVICING YOUR 
MARKET

See the Promotion List 

and Distribution List –

Reaching and Servicing 

your Market – page 192. 



The Definition of Marketing



If the circus comes to town and you paint a 
sign saying “Circus coming to Fairgrounds 
Sunday”, that’s Advertising.



If you put the
sign on the 
back of an 
elephant and 
walk him 
through town,
that’s 
Promotion.



If the elephant
walks through
the Mayor’s 
flower bed, 
that’s Publicity.



If you can get
The Mayor to 
laugh about it, 
that’s 
Public Relations.



If you planned the 
whole thing, that’s 
Marketing!



Using the 3 Ms – working in pairs, write a 15 
second commercial for yourself and define 
your market and the appropriate medium



INK SHEDDING
• At the end of each 

class let the ink flow 
from the end of 
your pen onto the 
paper with whatever 
thoughts are rolling 
around in your head 

• 5 minutes

• Don’t put your name 
on it



Module 9: 

Financial 
planning



• Ink Shedding

• Bulletin Board

• Show & Tell 

15 minutes max



• Every time I see a math problem it looks like this:

• If I have 10 ice cubes and you have 11 apples, how 
many pancakes will fit on the roof?

• Answer: Purple because aliens don’t wear hats.



Let’s dare to be ourselves, 

for we do that better than anyone else can.



HOMEWORK

What did you 
learn about 
your target 

market?



Wordsmith  
as a class

Read out a 
piece of your 
business plan



Wordsmith
in pairs

Work on 
a piece 
of your 

marketing 
plan



YOUR FINANCIAL SKILLS

• If you’re a self-employed artist you are running a 
business

• Most small businesses fail within 5 years

• Half fail in only two years

• Financial mismanagement is high on the list of 
reasons for failure



MANAGING YOUR FINANCES

• Two main reasons for tracking your finances 

• Because you have to for funding agencies, banks, 
and Canada Revenue

• Because you should understand your financial 
position at all times

Bookkeeping is not budgeting



PERSONAL VS. PROFESSIONAL FINANCES

• Keep separate books for your business/professional 
finances

• Understand how your personal issues about money 
and value affect your financial picture

• Important influences often include parents, 
immediate family, and friends

• Your values, beliefs and goals also inform your 
attitudes towards finances



THE FINANCIAL PICTURE

• Complete ‘The Financial Picture’ - page 219

• When it asks you to use your non-dominant hand it 
doesn’t mean to write the same thing again – just 
notice what comes up as an answer with your non-
dominant hand

• What beliefs about your self worth did you discover?



TRACKING YOUR MONEY

Who has been tracking their finances?



YOUR FINANCIAL STRATEGY

• This varies depending on the plan’s readership, its 
purpose and the nature of your work

• For Canada Revenue and banks you will need to 
focus on profitability

• For government grants you will need to focus on 
accountability

• For an internal management tool you will need to 
focus on sustainability



YOUR FINANCIAL PLAN

• Essentially, this is a 
comparison between 
income – the revenue 
your business brings in –
and expenses – what you 
need to spend to 
generate those revenues

• Discuss your financial 
strength in pairs based on 
what you’ve learned from 
‘The Financial Picture’



LEVERAGING MONEY

• Donated investment 

• In kind contributions

• Usually applies to grants or government loans

• Use this allowance to leverage the maximum amount 
of money you can access

• If you’re incorporated, you can pay yourself



RECORDING GRANT OR LOAN
75% UP TO $7500.00 – 25% ALLOWABLE DONATED INVESTMENT

• The most they will give you is $7500.00

• They will only give you 75% of your total budget

• So on a $10,000 budget they will give you $7500.00 
(75% of $10,000.00)

• 25% can be donated investment so you can include 
25% of $10,000 for your own time or $2500.00 
(25% of $10,000.00)



RECORDING GRANT OR LOAN
75% UP TO $7500.00 – 25% ALLOWABLE DONATED INVESTMENT

Budget Donated Actual Variance

Studio $3750.00

Musicians $2500.00

Leader

Producer $1250.00

Subtotal $7500.00

Budget + 

Donated



RECORDING GRANT OR LOAN
75% UP TO $7500.00 – 25% ALLOWABLE DONATED INVESTMENT

Budget Donated Actual Variance

Studio $3750.00

Musicians $2500.00

Leader $1250.00

Producer $1250.00 $1250.00

Subtotal $7500.00 $2500.00

Budget + 

Donated

$10000.00



RECORDING GRANT OR LOAN
75% UP TO $7500.00 – 25% ALLOWABLE DONATED INVESTMENT

Budget Donated Actual Variance

Studio $3750.00 $4000.00

Musicians $2500.00 $3000.00

Leader $1250.00 $1250.00

Producer $1250.00 $1250.00 $2500.00

Subtotal $7500.00 $2500.00 $10750.00

Budget + 

Donated

$10000.00



RECORDING GRANT OR LOAN
75% UP TO $7500.00 – 25% ALLOWABLE DONATED INVESTMENT

Budget Donated Actual Variance

Studio $3750.00 $4000.00 $250 over

Musicians $2500.00 $3000.00 $500 over

Leader $1250.00 $1250.00 $0

Producer $1250.00 $1250.00 $2500.00 $0

Subtotal $7500.00 $2500.00 $10750.00

Budget + 

Donated

$10000.00 $750 over



INK SHEDDING

• At the end of each 
class let the ink flow 
from the end of your 
pen onto the paper 
with whatever 
thoughts are rolling 
around in your head 

• 5 minutes

• Don’t put your name 
on it



Module 10: Financial 
Management



• Ink Shedding

• Bulletin Board

• Show & Tell 

15 minutes max



Even if you miss it you will land among the stars.

Shoot for the moon. 



HOMEWORK

What did you learn about your financial self?



BY NOW YOU HAVE….

 Examined your values and written a values 
statement

 Done a frank appraisal of your talents and skills 
and written a SWOT analysis

 Started a skills wish list

 Determined how you are branding yourself and 
written an Identity Statement

 Determined your ultimate career goal and 
interim goals (3 months, 6 months, etc.)



 Written a profile statement, vision statement, 
and mission statement

 Written at least one bio and if you’re a visual 
artist – your artist’s statement

 Identified your target market and are exploring 
the 3 Ms of marketing to that market

 Researched professional organizations

 Have your website in your sights

 Created an Action Plan and Budget



Wordsmith 
as a class

Read out a 
piece of your 
business plan 

or have an 
information 

meeting with 
instructor



Wordsmith
in pairs

Work on 
a piece 
of your 
Business

or Marketing 
Plan



TIPS FOR SETTING PRICES

1. Cost based – your cost 
plus markups

2. Market based – what do 
others charge

3. Value based – what’s it 
worth to you



INVENTORY

• Total production cost divided by total units 
manufactured = production cost

• Manufacturing cost per unit plus extras (shipping, 
royalties, etc.)

• Production cost per unit + manufacturing cost per 
unit times the number of units left at year end = 
value of inventory

• Visual artists only have to work out inventory if they 
have duplicated a quantity of something like prints

• See page 235



BUDGETING

• A budget is your best guess of what your project is 
going to cost

• A budget is a financial map of the future



 Make sure you are clear about your personal needs
 How your values and principles inform those needs
 And how they relate to your goals



BUDGET AND VARIANCE

• Our mistakes are our biggest teachers



• Create tracking sheets for different 
projects so you know which of your revenue 

streams is making you money

• This will also track your progress in paying 
off cost incurred for each project

• Budgets are not bookkeeping



CASH FLOW FORECASTING

• This schedules your costs and income

• You must be able to carry the initial outlay of 
expenses until sales start to repay this

• A forecasting of projected income with timelines will 
address this

• Borrow from other people’s experience



BUDGETS AND CASH FLOW

A budget helps you see problems before you reach them



A cash flow predicts when those problems will happen



CASH FLOW CASE STUDY

Read the handout and revise the cash flow 

to address an upcoming shortage



Where did you go first – more revenue streams 
or cut expenses or both equally



SHOULD I INCORPORATE?

For Income Tax Purpose

 Lower rate for companies – 11%

 Moving income or expenses between your company 
and yourself

 If your income is over $30,000 you can do income 
splitting



 Protects you from legal suits or bankruptcy



CRA DEFINITIONS

• An artist who is self-employed is considered to 
be operating a business, provided there is a 
reasonable expectation of profit.

• Accordingly, such an artist is entitled to deduct 
reasonable expenses incurred in connection with 
earning income from that business

• Research the appropriate CRA bulletin for your 
arts practice



For Income Tax For GST

Business and Professional Guide

Work Space in Home Expenses (IT514)

Tax Information for Professional Artists 
(R3222)

Performing Artists (IT525R)

Visual Artists and Writers (IT504R2)

Tools (IT422)

Business and Professional Income (T4002)

Statement of Employment Expenses (T777)

Quebec Business and Professional Income 
(IN155)

CRA Bulletin RC4058

General Information for GST 
Registrants

Information for the Arts and 
Entertainment Industry,

Basics for Self-employed 
Craftspeople, and

Basics for Performing Artists.

These guidebooks and forms are 
available from Canada Revenue 
Agency (www.cra-arc.gc.ca) or 
Revenu Québec 
(www.revenu.gouv.qc.ca).

For other publications visit www.cra-arc.gc.ca/formspubs/menu-e.html

http://www.revenu.gouv.qc.ca/


LOSSES

If you have a negative income at year end (a loss), 
this can be deducted from your day gig – a good 
reason not to declare your arts practice as a hobby



INK SHEDDING

• At the end of each 
class let the ink flow 
from the end of your 
pen onto the paper 
with whatever 
thoughts are rolling 
around in your head 

• 5 minutes

• Don’t put your name 
on it



Module 11:  

Bookkeeping



• Ink Shedding

• Bulletin Board

• Show & Tell 

15 minutes max



Can you let someone have their own weather 

without getting yourself wet?



HOMEWORK

Any questions about budgeting or inventory?



YOUR BUSINESS PLAN – KEY COMPONENTS

• Values Statement

• Ultimate Career Goal and interim goals

• SWOT analysis

• Vision and Mission Statement

• Profile and Bios

• Artist’s Statement

• Elevator Speech/Verbal Business Card

• Identity statement

• I am Worth______________



KEEPING RECORDS

A record of income and 

expenditures tells

1. Where you are now

2. Helps you plan for the 
future

Accurate records are essential 
tools in managing your career



DIFFERENT ACCOUNTING METHODS

Choose which one works for you

Must record

1. How much money moves

2. When it moves

3. Where it comes from

4. Where it goes

5. For what purpose



FINANCIAL RECORD KEEPING

What was your worst experience with financial record keeping



INCOME & EXPENSES

Refer to Bookkeeping Simplified



BOOKKEEPING LAYOUT

 1. Date: if it’s longer than a day, indicate the duration – ie. 
Apr. 12 – 17, 2013

 2.  Item: what generated the income or expense – where 
you went, what you did, who you met with – give enough 
detail to remember what happened

 3. GST Paid – if you have a GST number, back out the GST 
from your receipts

 4. GST Received – if you have a GST number, back out the 
GST from your income



 5. Income – all professional income but not employment 
income. Sales, gigs, teaching, royalties, mechanicals – all 
self-employed income. Convert to CDN $ and show rate

 6. Mileage – actual kms. traveled for business purposes. 
Record the opening mileage on your vehicle at the 
beginning of the year and the closing mileage at the end 
of the year. The total business kms. traveled divided by 
the total kms. for the year will give you the percentage of 
your vehicle expenses that are eligible for deduction – for 
example – that percentage of your total gas, auto repairs, 
driver’s license, insurance, plates, CAA, etc.



You may deduct transportation 
expenses related to an 
engagement where
- The engagement is out of 

town
- Large instrument or 

equipment must be carried 
to gig

- Dress clothes must be worn 
from home to gig

- One gig follows another so 
closely that car or taxi is the 
only means by which the 
engagement can be filled



Date Item GST Paid GST Rec’d Income Mileage

Jan 

4/13

Concert $100 $2000

Jan 

4/13

Business lunch 

– C. Kaldor
$1.50

Jan 

3/13

Travel to 

Regina
825

Jan 

3/13

Gas $4.50

Jan 

3/13

Food $.75

Jan 

4/13

Windshield 

Wipers
$1.00

Jan 

5/13

Travel to 

Calgary
976

Jan 

6/13

Concert $125 $2500



 7. Food – you can only claim 50%. Put in the full amount 
and then take 50% of your income tax. Add in your tips. If 
you want to buy dinner for someone working for you –
give them a per diem instead so you can claim the whole 
100%.

 8. Gas – the total fuel consumption used for business -
either record all fuel used in the year and then use your 
business percentage to determine amount – OR – record 
exact gas used for that trip.

 9. Travel – Hotel, airfare, taxis, parking, subway, buses, 
etc. Anything not in your car



 10. Side Player/Employee – anyone you hire to perform a 
service for you related to your business

 11. Management – any management or agency fees

 12. Art Supplies – all supplies used in the production of 
your work

 13. Admin. – Any administration costs relevant to your 
business – computer paper, work visa costs, mailing costs, 
professional memberships, dues, etc.



Food Gas Travel Side 

Player -

Employee

Management Art 

Supplies

Admin

$14.50

$87.44

$250

$250

$500

$94.14

$65.12

$14.14

$44.14



 14. Manufacturing – any costs you pay another 
company for production of your product.

 15. Accessories – anything you need to do your job. 
Ie. Guitar strings, instrument repairs, CDs, movies, 
books, gallery admission, industry related 
magazines… Any cost over $500 goes to CCA. 

 16. Costume. Those clothes that are only worn on 
stage and could not be deemed street wear. 



 17. Makeup. This includes stage makeup and 
hairdressing expenses related to the stage.

 18. Dry-cleaning. Laundry and dry-cleaning costs on the 
road.

 19. Promo. Any Promotion costs such as printing flyers, 
photos, publicist fees, advertising, web site costs –
anything you deem as promotion 

 20. Rental. Any rental costs relevant to earning business 
income – ie. sound system



Manufacturing Access Costume Makeup Dry-cleaning Promo Rental

$214.50

$97.49

$27.50

$18.23

$94.14

$65.12

$99.14

$44.14



 21. Vehicle Repairs. All vehicle repairs that then can 
be deducted as a percentage of your business use of 
vehicle. Ie. If you used your vehicle 60% of the time 
for business then you can deduct 60% of all vehicle 
repairs.

 22. Training. Any specific training or lessons relevant 
to your business that can be deemed skills 
development.

 23. Union. Any dues or work tax you may have to pay 
to a professional organization.

 24. Pension. If you have a pension plan, this is a 
direct deduction like an RSP.



Vehicle Repairs Training Union Pension

$214.50

$75.00

$127.50

$165.00

$806.44



OTHER ALLOWABLE EXPENSES

 Accounting. This includes your accountant’s fees and any 
legal fees that are business related (not speeding tickets!)

 Telephone. Separate out the business calls. Claim the GST 
if you have a GST #.

 Child Care Expenses. When child care is needed while you 
pursue business activities. 

 Any interest paid on loans taken out for business 
purposes.



 Office/rehearsal space allowable. Figure out the % 
of your house’s square footage that your office or 
rehearsal or studio space takes up and this % can 
then be used to deduct that % of your household 
expenses that apply to business use of home. Ie. 
Rent or taxes, interest on your mortgage, house 
insurance, utilities, cleaning, etc. Include your 
bathroom. If you do repairs specifically to that 
space – like painting it – you can deduct 100% of 
that cost. You cannot do this with capitol repairs. 
If you paint the whole house, take the 
percentage. If you rent rehearsal or studio space 
outside your home, that is 100% deductible. 



CAPITOL COST ALLOWANCE

 Class 8. This is where you would put costume and 
any accessories over $500. Basically 20% can be 
taken but follow their columns and work it out. 

 Class 45. Computer. Basically 45%.

 Class 10. Automobile. Basically 30%.

 Class 50. Ipad. Basically 55%.



A B C D E F G H I J

Class Undep

CCA

Last yr

Add

itions

Disposi

tions

UCC

B+C-D

Adjust

(C-D)

X 1/2

Base

E-F

Rate CCA

GxH

UCC

End of 

yr

E-I

8

Clothes

$200 $100 $0 $300 $50 $250 20% $50 $250



GST/HST

 Current rate of GST is 5%

 Once you have a GST number you are required 
to collect GST

 You can also claim credits for GST you spent on 
business expenses

 If you gross over $30,000.00 from self-
employment over a period covered by 4 
consecutive quarters you must register

 If you earn less you may register voluntarily



BENEFIT PERFORMANCES OR DONATIONS

Look closely at how this might benefit your business



The myth of the tax receipt…

75% Net: 15% first $200: 29% of rest



INK SHEDDING

• At the end of each 
class let the ink flow 
from the end of your 
pen onto the paper 
with whatever 
thoughts are rolling 
around in your head 

• 5 minutes

• Don’t put your name 
on it



Module 12:  

Negotiating



• Ink Shedding

• Bulletin Board

• Show & Tell 

15 minutes max



We cannot direct the wind 

but we can adjust the sails.



HOMEWORK

Any bookkeeping questions?



CONTRACTS

• Self-employed artists or cultural workers enter into 
contractual relationships with legal consequences 
every day.

• A contract is a negotiated agreement between two or 
more parties and is legally binding

• It serves as a record of that agreement

• Always negotiate the contract BEFORE you begin the 
work



HAVE YOU EVER SIGNED A BAD CONTRACT?

What was difficult? What would you do differently?



INITIAL NEGOTIATION

• Determine what you want the outcome of the 
negotiation process to be before it takes place –
clarify your goals.

• Think in terms of long term relationships – what 
goes around….

• Approach it as a win-win situation and be 
confident that there is a way for everyone to 
benefit. Explore ideas and generate options. 



NEGOTIATING

• Be prepared – find out as much as possible 
about the other party and their needs.

• View the other party as a partner.

• Listen. Paraphrase what you hear the other 
person saying.

• Be honest about what you want and ask for it.



NEGOTIATING

• Don’t view compromise as loss. What’s the 
greater good?

• See conflict as opportunity. It could lead to 
creative solutions. Stay detached and objective.

• Don’t settle for less than the right solution for all 
parties. Part company and leave the door open 
for the future.



THE AGREEMENT FRAME

• But versus and. Never use but. And allows you 
to link them to a new frame.

• Get a conditional close to prevent nitpicking 
details. If these conditions were met would you 
agree to them.

• Without common intent – a common goal –
there can be no successful negotiation.



5 TACTICS FOR NEGOTIATIONS

• Establish rapport

• Get consensus on the outcome so there is a 
basis for negotiating

• State areas of agreement and anchor them

• Present options that include both parties’ 
interests - win-win

• Use the Law of Requisite Variety – be flexible

• Remember the yes set



CONTRACTS

• A contract is set out after negotiation has 
taken place.

• Clearly define what your service and/or 
product is.

• Clearly define whom it is you are contracting 
for or with.

• Research current industry standards and 
practices.



THE PAPER TRAIL

• Keep all emails and written correspondence 
relating to the negotiation process 

• Read the fine print

• Ensure that what you have agreed to 
works for you.



The Five Essential Elements

A VALID CONTRACT



OFFER

• If the offer is rejected, the offer ceases to 
exist

• An offer lapses if unaccepted within the time 
specified

• An offer is terminated by a counteroffer.

• It must be definite and clearly describe what 
each party is to do



ACCEPTANCE

• Occurs when the party receiving the offer 
agrees to all of its terms exactly as 
presented.

• Your behaviour can imply acceptance. If 
you start performing an obligation set out 
in an offered contract it can be implied 
that you have accepted the contract and 
are now fulfilling its terms.



CONSIDERATION

• The value exchanged in the contract is 
known as the consideration.

• Most commonly this is money - a 
negotiated fee.

• Consideration can take the form of 
releasing one party from legal liability – ie. 
one party accepts a sum of money in 
exchange for a signed release that relieves 
the other party from any further legal 
responsibility.



CAPACITY TO CONTRACT

Both parties must be

1. Mentally competent 

2. Authorized to sign – ie. an unincorporated 
association may not enter into a contract – the 
authorized signing authority will have the 
personal liability 

3. Sane

4. Unimpaired by drugs or alcohol

5. Of the legal age of majority



LEGALITY

A contract for an illegal purpose is invalid and legally 
unenforceable. Be clear, explicit, and include all 

necessary terms.



ESSENTIAL TERMS

• Date and place of agreement

• Identification of the parties to the 
agreement with all contact information

• Location, date and times of contracted 
service

• Rights and obligations of each part – ie. 
who provides the sound



ESSENTIAL TERMS

• Contract term 

• Payment schedule and method

• The date by which the signed contracts (and 
deposit when required) are to be signed and 
in the hands of both parties

• The signatures of the parties



PAYMENT

• Be clear on how much you will be paid and 
when

• If you are contracting with someone you 
don’t know, you may opt for a deposit

• If you incur expenses prior to the execution 
of the contract, think about getting a deposit 
that covers those – ie. air fares



CHECKLIST

• Read the fine print before signing

• Check the business reputation of the other 
party

• Keep copies of all offers and related 
correspondence

• Both parties must initial any changes you 
make to the language of a contract

• Get a deposit



IF YOU THINK YOU NEED HELP…

• Get professional advice – other professionals, 
professional organizations, agents, 
government agencies, accountants, lawyers

• Get on top of a legal issue early

• 15 minutes free legal advice – 204 943-2305



A SAMPLE CONTRACT

• The contract 

• The personal rider – part of contract

• The technical rider 

• Sound specifications and stage plot

• Gallery contract



WIN-WIN NEGOTIATIONS

Role play negotiating a contract in twos



For Homework please complete the course and instructor 
evaluations before next week and bring them to hand in



INK SHEDDING – FOR THE LAST TIME…

• At the end of each 
class let the ink flow 
from the end of your 
pen onto the paper 
with whatever 
thoughts are rolling 
around in your head 

• 5 minutes

• Don’t put your name 
on it



Module 13:  

Copyright



• Ink Shedding

• Bulletin Board

• Show & Tell 

15 minutes max



Once the game is over, 

the king and the pawn go back in the same box.



HOMEWORK

Any questions about contracts?



Your skills wish list might look like this…..



Skill Competent Understand Hire a Professional

Communication #

Negotiating # # #

Office Management #

Writing (Promo) #

Bookkeeping #

Budget writing #

Grant writing #

Marketing # #

Networking #

Researching #

Social Media # #

Project Management #



Skill Competent Understand Hire a Professional

Photography # #

Web Design # #

Graphic Design # #

Website Maintenance #

Accounting # # #



COPYRIGHT

• Copyright law = you create an artistic work and 
a bundle of legal rights automatically protects 
your ownership of that work

• Your copyright means only you have the right to 
produce, reproduce and publish your work 
provided it has not been created during the 
course of employment

• In that case your employer owns the copyright



Copyright protects the expression of an idea – not the 
idea itself. That is, the physical embodiment or 
representation of the idea, not the idea itself.



UNLESS YOU HAVE ASSIGNED IT TO SOMEONE ELSE

• You still own the copyright in your works!

• No one can – exhibit your artwork – reproduce 
your artwork – photocopy your artwork – use your 
work online or in social networks such as 
Facebook

• For visual artists, CARFAC has a fee schedule you 
can use as a benchmark



COPYRIGHT LAW

• Your copyright exists from the creation of your 
work until the end of the 50th year after your 
death. If the copyrighted work has never been 
published, copyright lasts perpetually, unless 
the work is later published. Once published, 
copyright will persist for 50 years from 
publication.



FAIR USE

• Allows for public use of copyrighted works 
for purposes such as criticism, news 
reporting, commenting, teaching and 
research

• A news station can show a video snippet

• A blogger can quote lyrics from a song for 
purposes of reporting



FAIR USE VIOLATIONS
• The purpose and character of the work: is it to 

make money? …or for non profit?

• The nature of the work: unpublished works are 
more likely to be covered because you have the 
right to control the first public appearance of your 
work

• The amount and substantiality of the portion used 
in relation to the whole work

• Effect of the use upon the potential market for or 
value of the work – will this deprive you of income 
or undermine a potential market.



MORAL RIGHTS

• As well as direct rights of ownership, the 
Copyright Act provides other protection

• Moral rights refer to rights that protect your 
personality, honour, and reputation as an artist. 

• They cannot be surrendered or assigned by the 
creator

• You may agree to waive or not enforce them



NEIGHBOURING RIGHTS

• Protect the users of copyrighted works

• Includes performers (singers, actors, musicians, 
etc.), record producers, theatrical companies, 
and broadcasters

• When a work is performed, that is considered a 
neighbouring work - a performer’s performance, 
and that performer has neighbouring rights to 
their performance



GENERATING REVENUE

• Mechanical Royalties

• Performance Royalties

• Live performance

• Airplay

• Resale Rights

• Publishing Royalties

• Access Copyright



LEGAL DISPUTES

Common legal actions an artist might face

1. Breach of contract claim

2. Collection of an outstanding debt

3. Copyright infringement

4. Misrepresentation claim

5. Defamation claim



CREDIT CARD CAPABILITY

Often a professional organization can provide 
this for you at a cheaper rate than sustaining 
one for yourself

1. CD Baby

2. Uniquely MB

3. Your phone……



PUTTING IT TOGETHER

• Identify the components of your Business Plan 
that still need work 

• Any surprises when you pulled together your 
business plan?



TIME MANAGEMENT

Be aware of how your time is being spent. 
This will vary depending on the stage of 
your career. There are three elements.

1. Skills Development

2. Creative Sanctity

3. Business



COMING FULL CIRCLE

• Refer to Take a Page which you did on the 
first night

• Where were you when you first came to 
class?

• Where are you now?

• Congratulate your self!!



Living
The

dream…


