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Advance

It does amuse me that I, of all people, am writing a book
about self-marketing, as I could well serve as a prime ex-
ample of an artist who desperately needed such a book to
avoid failing so miserably in numerous self-marketing situ-
ations, as I have done in the past. Then again, that’s exactly
why it makes sense for me to write such a book. We know
it from all professions: The best teachers and educators are
not necessarily those who have gained their skills the easiest
way, but those who have a wealth of experience in overcom-
ing hurdles—and I can certainly say that.

The situations in which artists can fail at self-marketing
are manifold: photo shoots, castings, self-introductions,
conversations in professionally relevant decision-making
situations, the selection and production of presentation
material, trade fairs, press work, social media, networking
meetings, premiere celebrations, award ceremonies, inter-
views, research, or office work. In addition, the range of
withdrawal responses presents itself in all emotional colors:
defiance, arrogance, avoidance, anger, depression, projec-
tion, envy, numbness, blame, victimhood, fatalism, sar-
casm, exhaustion, and more. Creatives have a high (as one
would say psychologically) “affective vibratory capacity,”
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viii Advance

which, among many beneficial effects, can also get in the
way of one’s goals as self-sabotage. This case often occurs
when it comes to promoting oneself. So there is absolutely
a need for action when it comes to self-marketing, but not
all marketing is the same. A book on self-marketing in cre-
ative professions must take into account the particularly
complicated relationship creative personalities have with
the subject. That’s why this marketing book is different
from others in that it is also a psychological one. I have
written it for artists who want to promote themselves suc-
cessfully and who find a deeper study of themselves and the
special laws of the artist’s profession and artistic markets
helpful in doing so. Those interested in psychological con-
nections and a look behind the scenes will not be disap-
pointed. On the other hand, anyone expecting a “10-steps-
to-success plan” will not be happy with this book. The focus
is—according to my own biography—on the performing
arts, yet the psychological backgrounds are applicable to all
creative personalities and genres.

Self-marketing is closely connected to all other aspects of
an artist’s life. You could say that without self, there is no
marketing. Therefore, like building a house, building a
marketing strategy should be done from the foundation
and not from the chimney. For this reason, the first part of
this book deals with your personal attitude towards self-
marketing and associated resistance. You will develop a ba-
sic attitude that will make you your own “partner in crime.”
In the second part, we turn to the selection and preparation
of concrete activities and launch initial ventures. The main
focus is on finding a mode of action that you can sustain for
long enough. Finally, in the third part, we arrive at concrete
tips and practical exercises such as preparing photo sessions,
designing a profile in social networks, or negotiating con-
tracts—topics that others already expect at the beginning of
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a book on self-marketing. You may have come a long way
by then, but you hold in your hand insights that go beyond
the realm of self-marketing and can advance your artistic
and personal life just as much.

I have been advising creatives of all genres since 2009. I
initially started with a hypothesis of what support in this
profession should look like, which had developed from my
artistic CV and my knowledge as a psychologist. Today, this
hypothesis has become a convinced attitude: There are clear
rules and strategies for personal success. Deal with them
and you can lead a life that satisfies you privately, artisti-
cally, and existentially.

Self-marketing—presenting yourself and your art to the
world—can be fun. And fun is the only fuel that convinces
creative personalities. Not in the sense of brief thrills or
light entertainment, but in the sense of fulfillment, vision-
ary meaningfulness, and flow experience. I want to promise
nothing less than that to those who follow me through

this book.

Berlin, Germany Alina Gause
February 2020
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Introduction

What I write down on the subject of self-marketing mirrors
the encounters and development processes I have experi-
enced in the course of my work as an artist, lecturer, consul-
tant and manager. This gives a good insight into the current
living and working conditions in the creative industry,
which are directly related to what kind of marketing makes
sense. A lot has happened since 1985, when I entered the
art business professionally. On the one hand, a lot of good
things have happened: #metoo has brought us intimacy
coaches on film sets. Musical singers in many places are
compensated as they are in the opera genre because it’s un-
derstood that the vocal stakes are comparable. At some the-
aters, evening rehearsals are waived once in a while if the
team is well on schedule. There is the possibility of carrying
out risk assessments of mental stress, tailored to the needs
of artistic professions (as has long been the practice for
other professions). Institutes specialising in medical care for
dancers and musicians that provide profession-specific sup-
port. The Internet offers artists a variety of platforms to
build up a fan base or sell their products without the need
for distribution groups. The first art fairs are exhibiting art-
ists without the mediation of a gallery. On the other hand,
many things are still as they always were: the cliché of the
“crazy artist” who is the only one who can be a “true artist”
is still widespread in many places. The same applies to the
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2 A. Gause

stigma that gainful employment outside the artistic field
automatically degrades artists. Theatres are producing more
premieres than ever before, but this is not reflected in the
fees of those working in the arts. Artists can hardly live on
their income and are threatened by poverty in old age.
Some orchestra musicians know no other way to help them-
selves than to get a grip on their stage fright with beta-
blockers or other drugs sold under the counter. Many nega-
tive consequences of stress—such as exhaustion, injuries or
instability—are still too often regarded as necessary side ef-
fects of an artist’s life and are therefore not prevented. When
I recently taught the graduating class at a German perform-
ing arts college, I was shocked: these exhausted and discour-
aged talents were supposed to launch into a life of peak
performance in the next few weeks? I like to compare the
artistic profession with high-performance sports. There is
no question that for elite athletes to achieve maximum re-
sults a dedicated team with unique skill sets must be put in
place. Not from any philanthropic standpoint, but because
this optimizes performance, which in turn optimizes suc-
cess. Creatives need to be, or assemble, their own team. This
requires self-care and strategic thinking, which I would like
to encourage with this book.

For the team idea, I have developed the concept of “The
Three Personality Parts of Creative People”, which I would
now like to introduce you to directly: As a creative person-
ality, you already have a personal core team consisting of the
first personality part, your private self, the second personal-
ity part, your artist self and the third personality part, which
I call the 7hird Person. This Third Person appears in situa-
tions that are not clearly private or artistic, and these in-
clude all around self-marketing without exception. Here
one thinks classically first of professional presentations or
applications. But also, for example, at the moment when
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your table neighbour at a private birthday party turns out
to be an attractive employer for you, the first person—your
private person—says goodbye and the 7hird Person appears.
Or else at the rehearsal: you are acting, i.e. your second
person—the creative one—is active. There is an interrup-
tion and the director, the lecturer, the conductor, the chore-
ographer or a colleague addresses you: at this moment you
step out of your artist ego and the 7hird Person is called
upon. The distinction between these three personality parts
is important for many reasons, which I will discuss in detail
later in the book. One, however, should be mentioned now:
Each of these personality parts activates different states of
consciousness and levels of competency. It is of consider-
able importance for your success that you know about the
strengths and weaknesses of your three personalities and
that you can switch from one to the other without great
irritation.

Every now and then I am asked what exactly the 7hird
Person can be translated as. Person 1 = private self. Person
2 = creative ego. And the 7hird Person? 1 don’t want to call
it anything other than simply: the 7hird Person. Part of the
exercise will be to associate your own personal inner desig-
nation with it. A client with whom I exchanged ideas about
a substantive title for her 7hird Person wrote to me: “For me
personally, I called it my “manager ego” and imagined it as an
egg-laying jack-in-the-box, a mixture of caring mommy and
well-negotiating businesswoman.”

Many creatives identify the 7hird Person as their biggest
construction site. They experience them as helpless, incom-
petent and powerless. Referring to the example of the birth-
day party, the moment the person sitting next to them re-
veals themselves to be a successful director, film or music
producer, they seem to lose access to everything that person
one and two otherwise have at their disposal for winning
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communication: charm, humour, acumen, persuasiveness,
knowledge, enthusiasm or passion. It’s understandable why
the 7hird Person is often the weakling of the trio: creatives
don’t usually become artists and performers because they
love to sell. And so, while the 7hird Person is responsible for
marketing, it rarely lives up to its important role because it
is often left out in the cold, unprepared and unloved. If you
don’t provide your 7hird Person with the necessary know-
how, it will take revenge by making you disappear from the
market and, to make matters worse, will shower you with
accusations and complaints:

“Why am 7 not up there now?”
“I wish you had done this five years ago!”
“Its all just a drop in the ocean.”
“Life is unfair.”
« h b . '),
Wow - that was embarrassing!

With this book I want to change that for you. There is a
huge discrepancy within the 7hird Person: the importance
of navigating the market on the one hand and the insufh-
cient training and equipment for this important task on the
other. For this reason I have dedicated a whole book to this
personality part and the topic of self-marketing.

Not if or what, but how and now!

When someone first hears me speak—in a workshop, at
a lecture, or in one-on-one counseling—on the topic of
self-marketing, I know I have a crucial hurdle to clear, as
summed up by one singer after our first meeting: “/ thought
1 was walking out of here with an Instagram guide.” 1 have to
disappoint expectations like that. I know how much
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creatives in particular wish all you had to do was get your
hands on the right tools and self-marketing would turn out
to be a breeze. I take a different approach. This is not by
chance, but comes from knowledge from over 10 years of
consulting and management of creative people, also my
background knowledge as a psychologist and last but not
least my personal experience from 30 years of artistic work.
From these influences arose the desire to offer artists some-
thing that would have convinced me myself. No simple so-
lutions for complicated issues, but a holistic and sustainable
understanding—as a human being and creative personality.
I make no secret of the fact that I reject simplistic ap-
proaches based on a lack of knowledge of psychological
processes, creative personalities and work, because they are
grist to the mill of harmful clichés and prevent an appropri-
ate appreciation of artists. No profession is simultaneously
so despised and so exalted. On the one hand, they are more
or less lovingly ridiculed as cranks who devote their lives to
dubious self-fulfillment that is utterly useless to the world
and therefore not necessarily worthy of adequate pay. On
the other hand, they can be adored, envied and favoured
beyond measure (and claim horrendous fees accordingly).
George Clooney’s mother is reported to have once said to
him: “You were never as bad as they wrote and you were never
as good as they wrote.” A more adequate appreciation of what
creative professions are and accomplish would enable them
to value their contribution more highly and use it more
consciously themselves as well. In times of globalisation, in-
dividualisation, changing gender roles or digitalisation, we
are all confronted with societal changes that artists have al-
ways had to deal with in their lives, and so they have experi-
ence of dealing with them ahead of many people. Almost
every job requirement profile today contains the word “cre-
ativity”. And this despite the fact that no one knows exactly
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what is meant by it. What constitutes creativity? What are
the prerequisites for it? How much is it worth to us to
achieve it? If we want to learn more about it, we have to
take a serious look at creative personalities and processes.
This is as true for people who have no connection to the
artistic profession as it is for you. And so back to the topic
at hand.

Nothing would be easier than to share an Instagram tu-
torial. You could even standardize that: “copy and paste”—
in 5 min the thing would be done.

“10 Steps to Successful Self-Marketing!”
“Social Media - Become a Star in Three Months!”
“All the Tricks of the Trait to Breakthrough at a Glance!”.

I think that’s either ignorant or unprofessional. Handing
creatives something like that would feel like giving them a
cake recipe but shrugging it off when they ask, “I don't have
any electricity—now what?” and replying, “That’s not my
problem. I've told you everything you need to know.” From
my perspective, however, the issue for artists when it comes
to marketing themselves is entirely about electricity. Not
about if'it needs to be done—hardly anyone doubts that
self-marketing is part of the job. Nor about what needs to
be done—for the most part creatives know this because
they follow closely what others are doing. There is little
need for action here, but the widest range of advice, books,
workshops or complementary study events. However, if
you start exclusively here—on the “if or what”—it can have
the opposite of the intended effect, even with useful con-
tent. Some nod dutifully while thinking “It’s too late. You
cant make up for what you've missed so far. Youre not
suited for this job. Everyone else can do better.” They go
home and block out the notes from the lecture or the



