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Dear Artists,

FROM THE EDITOR

Love it or hate it, technology is here to stay. In business, it is necessary to both
understand and apply technology in many marketing and communication efforts.
Gallery owners, exhibition jurors and collectors no longer have the time, the
patience or the space to pore over large paper packages, applications and portfolios.
As such, artists need to be accommodating and find ways to attract attention on the
viewers’ terms, not their own.

That means having a strong Web presence (pages 34 to 37, and 38 to 41), under-
standing social networking (pages 20 to 22, and 24 to 27), being able to manage digi-
tal images and submissions (pages 14 to 15), and being able to protect the images and
information you do put online (pages 42 to 43, and 44 to 45). It also means staying
on top of emerging forms of marketing, such as cell phone applications (pages 28 to
29), and taking advantage of things that can actually make life easier, such as the
online copyright registration system (pages 10 to 12).

A few articles in this technologically-themed issue also discuss digital fine art,
and the struggles that artists working in digital mediums face. Cover artist Maggie
Taylor (pages 30 to 33) is a digital artist and photographer who has worked for more
than a decade at this. She is one of the top artists in her field, with solo exhibitions,
museum shows and collectors around the world who pay thousands for her prints.

Keep in mind that you don’t need to implement every technique discussed here.
Not every method works for every audience, and you certainly don’t want to be
spending the majority of your day at your computer instead of in your studio (unless
you're a digital artist!). Instead, figure out which techniques are going to work best for
your audience. Set aside at least one to two hours a day to update your Web site and

blog, send out your “tweets,” or manage your “Second Life.” The information in this

issue should help you streamline and optimize your efforts. Enjoy!

ot
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Second Life-

by Kim Hall

Networking in a Virtual World

hat if | told you that tonight, you could talk to dozens of artists,
art collectors and gallery owners, and stay in your pajamas
while you do it? It's true, and you can get started for free.

Social networking, as discussed in Renée Phillips’ article on
pages 20 to 22, is about making connections and maintaining
relationships with people online. But there is another dimen-
sion to online networking — a third dimension. And that is
where the virtual world of Second Life (SL) is opening doors
for tech-savvy artists everywhere.

What is Second Life®?

Developed by a company called Linden Lab and launched
in 2003, Second Life is a three-dimensional, virtual world
where people use customizable animated characters, called
“avatars,” to interact with each other in real-time in environ-
ments that each other creates. Users can type their messages,
or use headsets with voice chat.

While it looks similar to an online video game, SL allows
virtually limitless creativity in that users (called “residents”)
can purchase land and build an environment, operate a real
business, buy and sell things, hold conferences and educational
seminars, and host social events. There are more than 60,000
people usually logged on at any given time, including hun-
dreds of entrepreneurs and representatives from real-world
companies who use SL as a business tool. Several Fortune
1000 companies use the site frequently for meetings and net-
working, including IBM, and hundreds of educational institu-
tions, including Harvard University and Stanford University,
have set up virtual classrooms.

You can download the free software at secondlife.com to
begin your journey. Keep in mind that while a basic membership
is free, entitling you to create a basic avatar, socialize and attend
virtual events, if you plan to purchase or sell anything, host class-
es, post work or ultimately create anything within the site, it will
cost real money to do this. You can find out more about costs at
secondlife.com.

How is it useful for artists?

The struggle for any artist is figuring out how to find an
audience that connects with the artwork that person creates.
SL provides a virtual venue for you to have work “hung” in a
gallery, or to set up your own gallery, and leave it up 24 hours
a day for the virtual audience wandering through this world.
This has piqued the interest of thousands of artists whose work
has a very contemporary, technologically-based feel to it,
including many digital painters. In other words, if your work
appeals to the type of tech-friendly audience already present
within SL, this might be a good place for you.

“I was sending out lots of slides and resumes and portfo-
lios, but | wasn’t getting too much interest from doing that,”
explains Jeffrey Lipsky, an artist who now makes his full-time
living as an artist and arts manager in SL. “My artwork and
style is certainly reminiscent of the art history movements of
surrealism and abstract expressionism and comic book art.
That seemed to catch the attention of people in the virtual
world interested in real-life artwork. 1 hooked up with buyers,
clients and curators from around the world.”

Lipsky has a traditional art background. He studied paint-
ing, art education, new media and sound art at Montserrat
University. When he graduated, he pursued a career as an art
educator and later an arts manager with a local art center.
Three years ago, Lipsky had an epiphany.

“I was at the dentist’s office, and | saw on the cover of
BusinessWeek magazine a picture of this character called an
‘avatar,” he recalls. “The person in the article was making a
killing buying and selling virtual property in the virtual world
of Second Life. That intrigued me enough to sign up.”

Lipsky joined and donned the moniker Filthy Fluno, slowly
building up his networking circle. Lipsky caught the attention
of Doug McDavid, a representative of IBM and member of SL,

“You need to devote some full-time imagination to pursue
(Second Life). It's very unlike the thousands of Web sites that say,

‘Do you want to sell your art?"”

July/August 2009

— Jeffrey Lipsky
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A bird's-eye view of Jeffrey Lipsky's gallery in Second Life.

who invited him to speak at IBM’s headquarters in San Jose
about how artists were using the community. McDavid then
commissioned Lipsky to create some work for their building.

“After the IBM gig, | thought, ‘I have to really pay atten-
tion to this,” Lipsky says. “You need to devote some full-time
imagination to pursue it. It’s very unlike the thousands of Web
sites that say, ‘Do you want to sell your art? Chat with the
other residents; put your headset on, and talk to them. This let
me have an interaction that was beyond having people click on
a picture of my artwork.”

Using his background as an arts manager, Lipsky eventual-
ly founded “Artropolis,” one of the system’s largest art commu-
nities. Hundreds of artists have congregated and rented studio
space within Lipsky’s virtual land. The collective promotion of

www.artscuttlebutt.com

Artropolis as a whole, as opposed to a single virtual gallery, has
led to many successful business ventures and meaningful artistic
relationships for its members, including Lipsky.

“I had a Web site, but a Web site is very static, so after |
had a few exhibits in the (virtual) world, I started to find out
about the abilities to have my own museum, my own gallery,
and | created my own artist’s colony,” he says. “It was simply a
matter of connecting with artists who | like. Just like in real
life, when you bring artists together, you get a bigger audience.”

On the next two pages, Lipsky explains the basics of sign-
ing up and getting started in SL. Be sure to check out his two
accompanying articles, Marketing and Networking in Second Life,
and Pricing and Selling Art in Second Life, online now at
www.ArtCalendar.com. AC

Serving the Visual Artist for 22 Years
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Streamline Your Time
. e

by Jeffrey Lipsky

An Introductory Guide for Artists

lying furry creatures, gravity defying architecture and steam-punk contraptions
powering cyborg appendages — while they may seem like distractions for an
artist looking to set up shop in Second Life® (SL), they're also part of its cultural

and artistic fabric.

So how does an artist navigate through it all and still maintain a
balance of marketing, social networking and creative output? As
an artist who has had success at doing this since 2006, | want to
share some of my experiences to help make the first few weeks in
this virtual world go as smoothly and creatively as possible. If you
have some technical know-how, a decent computer and a few
hours a week, you can get up and running in a fast and fun way.

Getting Started

One of the first things to know about SL is that you need
to sign up on the Web site, secondlife.com, which you can do
for free. However, in order to buy and sell things in SL, you
need to hook up a PayPal account or credit card when signing
up. There are ways to earn money in SL, but you need to have
skills to do that; right now, you're a newbie. Take some time to
get acclimated.

The next step is to choose a name and avatar; then download
the free software. Once you log in, you're literally “dropped” onto
an introduction island with dozens of other newbies and are taken
through a few real-time tutorials on navigating and using basic
tools. Be patient with yourself during the tutorials. You'll be flying
and teleporting around in no time.

Your objective is to get up and running as fast as possible,
while still respecting the art scene and people already in SL, so
schedule your time accordingly. Don’t spend hours on making your
avatar look “perfect.” However, the avatar can be an expression of
your creativity. SL gives you complete control of your appearance.
You can play with your shape, color, race, features and even gen-
der. Besides the built-in Appearance editor, you can find quick
access to shops that sell accessories to make you look exactly how
you want. Want to be a lion? A superhero? An alien? An abstract
shape or form? No problem. You can do a search for those things
and usually find lots of fun stuff in a short amount of time.

Connecting with the Art Community

When you're ready to see some art, you don’t have to look
too long or fly too far in order to get yourself immersed in the SL
art community. You can use SL’s inworld search engine to find art
galleries, museums and other relevant venues. Simply click on the

July/August 2009

teleport button in the search results, and you'll be whisked away to
the appropriate location. When you get there, be sure to click on
your mini-map and look for the little green dots, which represent
other people logged into your general location. Remember that SL
is an interactive place, and most of the things you see can be
clicked to unveil more information — visual and written.

There are also some fabulous Web sites outside of SL that will
save you loads of time in connecting to the art scene. Check out
http://sl-artgalleries.blogspot.com for the names and links of more
than 600 art galleries and museums. You can teleport right to these
galleries through this Web site. To learn about the movers and
shakers of the SL art scene, make sure to visit
http://minskyreport.com, as well.

In the SL art world, there are many different types of venues
for the exhibition and/or the performance of art. These venues
vary from traditional high-end styled art galleries to immersive art
experiences. One way to learn who created anything in SL is to
put your mouse over it. The name of the creator or owner will pop
up, and you can click on their profile to learn more about them.
Everyone has access to each other’s public profile, which is a great
way to learn about someone’s interests, and favorite SL sites and
weblinks, as well as see a self-portrait picture, if they have provided
one. When posting your own profile, just right click on your
avatar, choose profile and enter your info. All you need to start is
an artist statement, bio and a link to your \Web site.

Meeting People and Networking

So who is in the SL art world, and how can they help you as
an artist? In the three years I've been doing this, I've hooked up
with art collectors, art enthusiasts, fellow artists and designers, phi-
lanthropists, nonprofits, high tech CEOs and researchers, grant
opportunities, publishers, reporters, programmers, and many other
people not only interested in art, but interested in buying art using
virtual world technology. I've encountered hundreds of people
who have become close friends as well as helped me in my career.

Expect to find an interesting mix of socializing, networking,
entertainment, education and creativity when you find a cool spot
with lots of other avatars. If those around you don’t seem to be
doing anything, they may be involved in behind-the-scenes activi-

www.artcalendar.com
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ties using SL’s instant message system. Make sure to say hello and
introduce yourself to new people. They'll most likely spend a few
moments to answer questions if they’re not busy. There’s social eti-

To make the most of your Second Life®
efforts, remember these do’s and

quette in SL, so avoid spamming your name or Web site at public don'ts during your first few weeks:
spaces and galleries. Many people you meet will already be engaged

in activities and may be involved with other conversations, so be as X Don’t go to locations and start spamming your
patient and polite as possible. Web site or name. This will only burn bridges.

In SL, you have the ability to build your own gallery, but for X Avoid exclusive gallery representation in Second
the first few weeks, | recommend that you simply try to connect Life. There are many great galleries who can help
with as many people as possible. Ask interesting people if you can promote your art.
add them to your friends list, which is a very valuable contact X Don't say you want to exhibit somewhere, and
tool. The professional and friendly virtual galleries will look at then bail out because “it's only a game.”

There are some serious deals going down in the vir-
tual world, and ““showing up” is one of the best
ways to start building a good reputation.

v/ Talk about your art to everyone you encounter,
but also listen to what people have to say. SL has a

your Web site, give you feedback, and may even introduce you to
other communities and networks of artists. Interestingly, some
may not have much connection to the real life art world, nor will
they consider themselves particularly involved in art outside of

their Second Life. This isn’t a bad thing if they have a good histo- massive population from around the world who are
ry of exhibiting and organizing art inworld. If you ask a few ques- interested in all sorts of art.

tions about how long they've been doing this, or if they’re hooked v/ Remain patient during times when SL is running
into any real life art scene, you can usually ascertain if you want slow or crashes.

to build a relationship. Inquire about what type of promotions v/ Check out live music and educational events for
they do to drive traffic to their gallery. Just like real life, many networking opportunities.

Second Life galleries are trying to sell artwork and will charge a
commission on sales. I've found 20 to 30 percent commission fees
are standard, although galleries and museums sometimes will

CPU requirements: These are listed on the SL Web
site in detail. A robust graphics cards and a few gigs
of memory will work best. | spent $750 on my MSI

exhibit you for free if they're intrig_ued by your \_/vork. laptop (2.0 GHZ 4 GB ram, NVIDEA 9300 graphics
If you stay focused, network with other artists, and are card, Windows Vista Professional, wireless internet

patient with yourself and the technology, you'll find Second Life card), and SL runs nicely.

to be a fun and effective way to connect to new audiences from Formatting your images: Save your artwork in jpg

around the world. AC format at 300 ppi, and then upload them. Second

Life will compress them for you.
Jeffrey Lipsky is an artist and the owner/manager of Artropolis in SL The best times to log on: Later in the week and
and CounterpART Gallery in Lowell, Massachusetts. He is available later in the evenings. In general, the SL community

is most active at night.

for lectures, workshops and exhibition opportunities with arts organiza-
tions, corporations, museums, and schools. E-mail

Don’t Miss:

Art Talks @ Madelbrats

Monday evenings from 9:30 - 10:30 pm EST.

On odd-numbered Monday dates, artists discuss
contemporary issues and present new artworks
and projects. Artists both new and old to SL are
especially welcome to attend. Free beer and
bratwursts to the first five avatars that show up.
Visit www.artropolitans.com to read previous tran-
scripts. AC

Want to learn more?

If you're intrigued and want to learn even more about making
Second Life a part of your art career, check out these other articles by
Jeffrey Lipsky, online now at www.ArtCalendar.com:

1. The Avrtist’s Guide to Marketing and Networking in Second Life
2. Pricing and Selling Art in Second Life’s Virtual World

Here, Jeffrey Lipsky's avatar, Filthy Fluno, stands in front of one of Lipsky's real-life paintings,
Ten, which is displayed in the virtual world of Second Life.

www.artscuttlebutt.com Serving the Visual Artist for 22 Years 27



