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THE STATE of the
CREATIVE NAT{ON




think there are tons and tons
of people who don’t buy are,”
says Jen Bekman, founder of
20x200, “because no one’s eried to sell
it to them.” The art world tradition-
ally keeps the reeming masses ar arm’s
length. Not Bekman, who launched
the website 205200 in 2007 10 engage
the masses, even the ones who're just
looking lor something—gasp!—to go
with their couch. 20x200 democra-
tizes the expenience of buying art by
selling imited editions by artists both
emerging and established. The pieces
range from S$20 to $5,000. From the
comfort of home, potential buyers

can Hlip through the site's more than
400 prints and photographs by price,
category—animals and typography are
popular—or color.

As with any pioneer, Bekman's
venture was initially met with in
credulity. The art world was lare to
online marketing and e-commerce, but
205200 proved the profitability of the
mntersection between art and tech. Two
years after it launched, 20x200 received
almast $900,000 in venture capital
funding and jumped from $1.6 million
in revenue to $2.7 million m 2010,

Since then tech-driven art startups
have become a2 New York-based trend.
ArtWelove, ArtStar and Exhibition A
also sell limited-edition prints online.
Backers have invested more than $1.4
million in Arcsy, a Pandora-style art
discovery engine and e-commerce
site that, as of publication, was sct
to launch soon. Artsicle, which went
live Jast March, lets subscribers rent
artwork for $30 a month. Kickszarter,
the crowdfunding site where artises
and other creatives have raised more
than $735 million for 10,626 projects,
has been around since 2009, New
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York's ArtsfTech Meetup currently has
more than 1,700 members,

Bekman nores two reasons for
the industry’s paradigm shift and the
parallel mushrooming of creative
entreprencurship. The first is the digs
tal rechnology that makes it casy to
establish a site. “The beginning of this
century is really the first ame 1t was
paossible for people 1o build websites
and sell things without having to hire
a whole team,” she says. 205200 was
already a million-dollar business be
tore she hired a full-ime developer.

There’s also the increasingly zeir
geisty notion of selling sophisticarion to
a broad audicnce. Bekman cites |, Crew
CEQ Mickey Drexler, who dissemi-
nates ehte fashion ideals to a world of
Everygirls, as one of her entreprencurial
inspirations, “This determination to
not dilute the quality of a thing just w
reach a broad audience,”™ Bekman says,
“this is what entrepreneurs [ admire
tend to have in common.™

20x200 is on track to double its
revenue tin 2011, and the more than
200 artists represented by the site get a
nmice piece of the pie. Their 50 percent
curt is the traditional gallery split, bur
at 20x200 their work stays up longer
and more potential buyers are brows-
ing. So far the site has sold more than
120,000 prints, The result: a predict-
able income for artists, many of whom
are relative unknowns. Bekman finds
them at gallery shows, student shows,
online and through her annual photog
raphy competition, Hey, Hor Shot!

The shifting online landscape seems
to be catalyzing a changing brick-and-
mortar scene, 100, The Lower Fase
Stde now has as many galleries as the

traditional New York are scar
neighborhood of Chelsea,
and the growing emphasis

i5 on up-and-coming artists,
Thar's a start for Bekman,
whao opened her eponymous
gallery on the Lower Fast
Side in 2003, Her vision is
to make everyone a collector
and to present an ever-in-
creasing range of opportuni-
ties for arnsts.

“What I'm interested in
doing is nothing less chan en-
abling a new cconomy,™ she
says. “It's one where people

collect arr and talk abour those
collections in the same way they talk
about what books theyre reading or
what movies they're secing or whar
handbag they're buying. I really want
having an art collection to be a part of
evervone’s life.” NE T '
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ark Frauenfelder noticed them

cverywhere he went: bleary

cyed souls pcrring up over
their laptops and monitors, craving
something more tactile than a kev-
board, plus a measure of control over
their surroundings. And then it began:
They started making things, things
that didn’t necessarily have anyehing
to do with 15 or 0s. From handcrafted
furniture to bespoke clothing to home-
made robots, the Maker Movement
took hold m California’s geek-heavy
communitics in the early 2000s and
has since grown nto an international

phenomenon. We asked Frauvenfelder,

founder of BoingBomng.net and editor-
in-chief of Make magazine, to weigh in
on the impact and reach of DIY.
Maker Faire—Mecca for makers—is
a bellwether of the movement's growth,
The 2006 launch of the gathering in
San Mareo, Calif., atracted 20,000
creators of varying skill levels, while



