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Hello from Michal

All the very best, 

Dear all,

Since our last impact report, unprecedented global events have continued to 
affect us all, on both a personal and business level. Who could have thought 
back in 2019 that we’d be living through a global pandemic and then to be 
faced with a heartbreaking war in Ukraine? It is unbelievable times. 

The war in Ukraine has affected our community greatly, comprising of 
hundreds of artists in Ukraine and Russia. We took the difficult decision to 
pause our operations in Russia back in March and we continue to support 
Ukrainian artists by waiving subscription fees. We have also donated close to 
£6,000 to Sunflower of Peace, a small charity extending humanitarian aid on 
the ground in Ukraine, through our ‘Art for Peace’ collection. This was created 
in partnership with our artists, whose overwhelming desire to help humbled 
us as always. 

This year has also seen us undertake a second crowdfunding round,    
increasing our community ownership to ~10% and allowing us to continue to 
expand our team to be able to do more for our community. We have planted 
a total of over 150,000 trees through Ecologi and became signatories of the 
Better Business Act coalition in the UK. 

We also helped more artists than ever before to sell their art in 2021 and 
continued our work empowering female artists, who are still woefully          
underrepresented in the art world at large. We hit a milestone of 60% of all 
art on Artfinder being sold by women in 2021 (up from 58% in 2020). 

We have much to do this year, including recertifying as a B Corp, hopefully 
greatly improving our score, really getting our teeth stuck into the huge 
project of measuring our emissions and continuing to navigate the choppy 
seas of difficult global conditions for everyone.

As I sit here, the CEO of a fully distributed B Corp, I know one thing for sure. 
And that’s the strength and love of our team shines on, despite our 
geographical distance and the challenges of the past years. I am truly blessed 
to work for team Artfinder and together we are achieving incredible things.

Michal Szczesny, CEO at Artfinder

“We have planted a 
total of over 150,000 
trees through Ecologi 

and become signatories 
of the Better Business 
Act coalition in the UK.” 



‘Bath of Nature (2021)’ by Vé Boisvert
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Our story

Back in 2013, we launched Artfinder with just 14 artists, a small team and a 
big dream. We knew that the art world wasn’t fair or sustainable, especially for 
the millions of independent artists around the world who couldn’t make a 
living from their art.

We also knew that the world is full of people who value original, handmade 
items — but probably didn’t know they could afford original art.

Fast forward nine years, eight offices and a global pandemic, we are now a 
fully functioning and flourishing remote team located across the UK and 
beyond.  

We are proud to oversee a community of 7,500+ artists, 90,000+ customers in 
over 100 countries, as well as 600,000+ original artworks for sale.

A belief in a real community of artists and art lovers is what drove us to 
become a Certified B Corp. Our job is to focus on our community,              
continuously improving our social and environmental impact, and delivering on 
our mission to make art accessible, affordable and a viable career for artists.

Read more: https://about.artfinder.com/.

‘Viewpoints II (2017)’ by Courtney Heather
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Mission & values

‘Across the Beach (2022)’ by Adrian Bradbury

Creativity and authenticity 
underpin everything we do — 
it’s hard-coded into our DNA. 

We’re all different and we 
celebrate those who express 
themselves through their own 

personality, identity and 
uniqueness.

Originality Openness
We strive to ensure art is 
accessible for everyone, 

whether you’re an artist or 
customer. We’ve created a 
global art marketplace that 

connects buyers directly with 
artists to help them find the 

right work for them.

Decency
We champion a fair, equitable 

and open marketplace that 
rewards both artists and 

customers. We know that to be 
successful we need to follow a 

moral compass. This means 
putting things right when they 

go wrong. It also means 
recognising that a modern 

business needs to be a force 
for good.

Courage
We’re unafraid to make bold 

choices — whether it’s through 
showcasing challenging 

artwork, taking on competitors 
with deeper pockets or   

speaking out against inequality 
in the art world — if it means 

delivering a better experience 
for customers and artists.
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“To make art 
affordable, 

accessible and 
a viable career 

for artists.”



Our proudest moments of 2021
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We increased our 
Trustpilot score to a 

best-in-market 4.9, while 
also improving our 

average customer response 
time by 26% year-on-year, 
to just under nine hours. 

We planted at least one 
tree for every artwork sold 

in 2021 through our 
partner, Ecologi. This 

resulted in us hitting our 
ambitious target of planting 
100,000 trees in 2021 and 
took our year-end total to 

120,091. 

3,506 artists sold at least 
one artwork through 

Artfinder in 2021. That’s 
more than ever before. We 

did fall slightly short 
of our 5% target (at an 

increase of 2.42%), but in 
such a challenging year 
we’re going to take that 

as a win.

Faster artist 
payments 

We slashed our own record 
on artist payout times, from 
11 days in 2020 down to just 
seven days (from February 

2022 and after the expiry of 
the returns period). This 
matters to us because so 

many players in the industry 
have lengthy payout times 
and we believe artists need 
that money in their hands. 

Really happy 
customers

A faster 
Art�nder

We’ve made significant 
progress with an overhaul 

to our technology this year, 
leading to a significantly 
faster site, better user 

experience and a 
best-in-class Google Core 

Vitals score of 45-55. 

More artists than 
ever selling

Over 100,000 
trees planted

‘People #Forest (2021)’ by Seunghwui Koo



Developing an employee engagement strategy

With a growing workforce that is now 100% remote, 
this feels more important than ever. We unfortunately 
lost resource in People Operations this year and it’s a 
hire we need to replace to get this back on track.

Focus on low income artists through subsidies

We pledged to look at ways we could identify and 
support low income artists in 2021, whether through 
career development grants, subsidised materials or 
increased visibility on Artfinder. Although we were 
able to help our artist community in specific ways, 
including waiving all fees for Ukrainian artists in 
response to the war in Ukraine, we did not manage to 
roll out a full support structure globally. At a time 
when costs are rising for everyone, this is something 
we’re determined to make happen in 2022.

Measure the impact of all shipments on the platform

Work on this has begun and you can read about it on 
page 21. It’s taking longer than we’d hoped, largely 
due to the complex nature of thousands of shipments 
from 7,500 sellers worldwide each month, when the 
artist rather than Artfinder is responsible for shipping. 
It’s at the top of our environment agenda for 2022.

The lows of 2021
‘Interval (Geometric Relief) (2022)’ by Liam Roberts
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Just in case you feared our impact report would be 
only about how great we are, here’s an honest 
account of some things we didn’t do or could have 
done better in 2021. Learning from our mistakes is 
how we get better. And B Corp is all about being 
better.

Surprise, we’re not perfect!



We believe passionately that businesses can 
be a force for good. 

That’s why we applied to become a B Corp in 
2019 and were so excited to pass the rigorous 
assessment for the first time. 

The last few years have seen incredible growth 
for Artfinder and we hand-on-heart believe that 
our B Corp certification has played a big part 
in this. Not only has it cemented our values and 
reminded us of why we’re here, but it has 
guided the choices we make as a business.

B Corps must recertify every three years and 
the expectation is that your score will improve. 
In 2022, we are focussing our efforts on not 
only recertifying, but knocking our original 
score of 81.4 out of the park.

We’re B Corp Certi�ed
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81.4
B Impact Score

‘Green River (2022)’ by Rob van Hoek

Governance: 17.6
Workers: 29.3

Community: 11.7
Environment: 6.6
Customers: 16.0



Community
Our artists, customers and team.
Every year we work to improve our impact on our artists, customers and team. The following pages outline how we 
helped our community in 2021, based on impact surveys, data insights and direct feedback. 
 



Our artists

Artist Net Promoter Score 
(NPS) score by quarter 

61

Q4 2021Q3 2021Q2 2021Q1 2021

60

66
65

Diana Rosa
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In 2021, we welcomed 
12 artists across all 

disciplines to form our 
Artist Ambassadors 
Board — a place to 

represent and voice the 
needs of our artist 

community on a deeper 
and more strategic 

level. More on that on 
page 14.

Launched our Artist 
Ambassadors Board

We rolled out a new 
scoring system, our 

Community Score, to 
internally benchmark 

how healthy our 
community is. Using this 
score, we will be able to 
proactively understand 
levels of engagement, 

the needs of our artists 
and in what ways we can 

improve.

Better engagement         
measurement

We also appointed our 
first ever community 

leader, David, in 2021, 
who sets the strategy 
for artist engagement 
and actively manages 
and engages with our 
7,500 strong global 

community.

Appointed a 
Community Leader



Habib Hajallie

50%

14%

10%

10%

5%

2021

2020

43%

20%

12%

9%

8%

Full-time artist

Freelance/self-employed 
(main income from art)

Freelance/self-employed 
(main income not from art)

Full-time employed 
(not as an artist)

Part-time employed 
(not as an artist)

Full-time artist

Freelance/self-employed 
(main income from art)

Freelance/self-employed 
(main income not from art)

Full-time employed 
(not as an artist)

Part-time employed 
(not as an artist)

Employment & working habits
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Building a viable career through art

After a boom in 2020, 2021 saw a drop in full-time artists from 50% in 2020 
to 43%. However, the percentage of artists making the majority of their 
income through their art was down only slightly from 64.7% to 63%. We also 
saw a shift towards freelancing, suggesting that artists had to diversify more 
in 2021 to maintain their income.

Time spent creating art was also down slightly in 2021, to an average of 26.5 
hours per week. This was lower than 2020 (28 hours) but still higher than any 
other year before, suggesting some normalisation following global lockdowns. 



Education & gallery representation
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Craig Robertson

“I think it was very useful 
going to art college but 
it's not a necessity. I think 
if you have talent and 
love painting you will 
paint whatever the       
circumstances.”

Patricia Clements, painter on Artfinder

Art degree

None

Short course

Creative degree

Other

Artists’ formal training

46%

22%

14%

12%

6%

Have exhibited

Have not exhibited

Artists who have exhibited 
with a gallery/museum

84%

16%

No

Yes

Artists who have been 
represented by a gallery

54%46%

Representation and accessibility

This year we saw a record-high of 46% 
of artists with art degrees (up from 
41% in 2020) and 84% who have 
exhibited with a gallery or museum, 
which is consistent year-on-year. 

We’re proud to represent brilliant 
artists from all backgrounds and don’t 
require artists to have formal training.



The number of artists who make the majority (50%+) of their income 
through Artfinder is higher than ever before at 18.4% of all artists.

77% of artists said we contributed to an increase to their art income in 
2021. That’s down slightly on the all-time pandemic high of 83% in 2020, but 
ahead of 73% in 2019.

25.4% said Artfinder contributed ‘quite a lot’ or ‘very much.’ Similarly, that’s 
down on 2020 (34.3%) but ahead of 20.4% in 2019.

Nata Chebotareva

2018 2019 2020 2021

18.4%18.1%

11.7%
10.8%

Artists who make the majority of 
their income through Art�nder

Financial impact
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“Before Artfinder I worked as a 
part time bookkeeper and I 

never thought I would be in the 
position to be a homeowner. It’s 

taken 4 years of saving.         
Yesterday I sold my 738th 

painting through Artfinder, so 
without a doubt, I wouldn’t be 
where I am now if it weren’t for 
you wonderful lot at Artfinder.”

Lucy Moore, painter on Artfinder



54%43%

Female

Male

Unknown

Art�nder artists by gender

Gender equality

Items sold by gender

Female

Male

Overall, 96% of artworks sold 
at auction are by male artists. 
There are no women in the 
top 0.03% of the auction 
market, where 41% of the 

profit is concentrated. 

(Bocart, F.Y.R.P., Gertsberg, M. & Pownall, R.A.J.) 

In recent decades, women have 
made up the majority of fine 

art graduates yet they continue 
to be underrepresented in both 

public institutions and the 
global art market.

(70% of all bachelor of fine arts degrees in the US 
according to the National Museum of Women in 

the Arts)

Of the top ten richest living 
artists globally, only one, Yayoi 
Kusama, is a woman. In the top 

50, there are seven women.

(Hurun Global Art List 2021) 

Sources: 

National Museum of Women in the Arts, https://nmwa.org/support/advocacy/get-facts/, 2022

“An empirical analysis of price differences for male and female artists in the global art market”, 
Bocart, F.Y.R.P., Gertsberg, M. & Pownall, Journal of Cultural Economics, 2021

Hurun Global Art List, https://www.hurun.net/en-US/Info/Detail?num=I7FDL5YPO331, 2021

On Artfinder, women get the opportunity to be truly equal, with the current 
total population of Artfinder split 54% women, 43% men (and 3% unknown).

Artfinder also help more female artists sell, with women creating 60% of all art 
sold through the platform in 2021 — higher than years previous.

In terms of value, women sold 54% of the total sales on the site in 2021, exactly 
reflecting their representation. This does mean that art by women sells on 
average at a lower price point than art by men, and this specific Artfinder 
'gender pay gap' is something for us to investigate this year. 
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2020 20212019

43%

57% 58%

42%

60%

40%



Changing the way artists market and sell their art

It looks like the huge swing towards online art sales that took place in 
2020 is here to stay, which is great news for us and for artists! 

61% of artists saw digital platforms as being more important than 
physical venues, which is level with last year (61.5%). And 86.3% of our 
artists said Artfinder specifically is important or very important. 

 

That’s alright, but we’re not going to rest until it’s 100%!

Interestingly, 67% of artists chose to share their work on Artfinder instead of 
exhibiting at an art gallery or location exhibition in 2021. 

More important

Equally important

Less important

Yes

No

Compared to galleries, do you see 
digital platforms like Art�nder as more 
or less important for selling your work?

61%

32%

7%

In the past year, have you chosen to 
share your work on Art�nder instead 

of in an art gallery or local exhibition?

Very important

Somewhat important

Neutral

Somewhat unimportant

Not at all important

How important is Art�nder to you as a 
way to share and sell your work?

63%

23%

10%

2% 1%

67%

33%

The importance of digital platforms
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A word from our CEO, Michal, on NFTs:

“NFT sales of crypto art and collectibles hit an estimated $3.5 billion in 2021 
(Hiscox Online Art Trade Report). It’s a trend that has taken the art market by 
storm and certainly no longer a passing fad, or something anyone in our 
industry can possibly ignore. 

Personally, I am very excited about the potential of NFTs, smart contracts and 
the entire blockchain technology. However, as a B Corp, NFTs in their current 
incarnation are not quite ready for us, nor the majority of consumers, due to 
a number of issues that are yet to be resolved.

Firstly, there is the huge environmental cost. A single transaction on the 
Ethereum blockchain, for example, currently requires 229.51 kWh, which is 
equivalent to the power consumption of an average US household over 7.76 
days. The total annualised Ethereum carbon footprint is 54.28 Mt CO2, 
that’s the same as the annual carbon footprint of Singapore (Source:      
Ethereum Energy Consumption Index, Digiconomist). 

This is a problem that blockchain technologies are working on, and there’s 
even some promise of full carbon neutrality in the future, but until major steps 
are taken in this direction it's off-limits for us, on this basis alone. 

Other problems include the often speculative nature of NFTs, the potential to 
lose one’s wallet easily with no way to recover, through to the practicality or 
usefulness of NFTs. There’s a lot of obstacles that prevent wide adoption and 
will need to be resolved before this technology can reach the mainstream, as 
opposed to a relatively small group of enthusiasts. 

We are considering ways in which Artfinder can bring this technology to its 
community as and when it meets our sustainability objectives.”

Peter Walters

Thoughts on NFTs 

“A single transaction on the      
Ethereum blockchain, for example, 
currently requires 229.51 kWh, 
which is equivalent to the power 
consumption of an average US 
household over 7.76 days.”
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Artist Ambassadors Board

Julia Valtanen

Meet our Artist Ambassadors Board

A newly created advisory board giving the power to our artist community to 
shape the future of Artfinder and of the art world.

To ensure that we keep delivering the best possible experience for our      
community, we want to ensure our artists are represented in our                   
decision-making. Meet the 12 Ambassadors who will accompany us on this 
exciting new journey! From left to right:

Alexandra Buckle, printmaker, UK, Carolynne Coulson, painter/printmaker, UK, 
Daniela Roughsedge, painter, Sweden, Jerome Cholet, collagist, Germany, 
Journey Gong, photographer, USA, Pavel Kuragin, mixed media, Russia, Peter 
Goodhall, painter, UK, Preston M. Smith, painter, USA, Ryan Louder, painter, 
UK, Tasia Graham, digital artist/painter, UK, Vé Boisvert, painter, Canada, 
Yenny Cocq, sculptor, USA.  
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Remembering Margaret Mallows

We sadly lost a talented artist and member of our           
Ambassadors Board this year. Margaret went out of her way 
to make everyone around her feel good. She is truly missed.

“It’s nice to feel 
included with 

like-minded people. 
And to know that 

pursuing art is not a 
fairytale dream!" 

Tasia Graham

“Artfinder gives 
every artist the 
same starting 

chances, a forum to 
develop and to find 
interested people." 

Jerome Cholet 

“The word that 
comes to me when I 

hear about the 
Artfinder community 

is empowerment." 

Vé Boisvert 



Julia Valtanen

Artist goals for 2022

To launch a trial of shipping support to a limited number of artists
Seller feedback tells us that artists would enjoy greater support with the 
shipping of artworks, which would of course also allow us to better track our 
environmental impact. Following our successful crowdfunding round, later in 
2022 we’ll be implementing a trial of what shipping support could mean to us 
and our artists.

Improve our process for collecting and understanding seller feedback 
We currently survey our artist community once a year for our annual impact 
survey, presenting the findings here. But we receive a lot of feedback outside 
of that channel and now that we have a community function in place, this 
year’s focus will be to understand how this can be managed properly and 
used to better inform our decision making across the business, particularly 
with our product team. That might be through more regular seller surveys or 
other data collection techniques outside of our artist NPS, which continues 
to give us a great screenshot of sentiment.

Maintain a community score consistently above 2 (see graph below)
We track the community score quarterly. It’s one simple score from 1-3, 
based on weighted data from many different metrics and channels that relate 
to our artist’s success and happiness, from sales data such as number of 
artists selling, to sentiment and engagement metrics such as artist NPS score 
and forum sentiment. We launched the score at the beginning of Q3 2021 
and our score has increased from 2.15 to 2.44 in that time. It’s a turbulent 
time globally, but we’ll do everything we can to keep the score above 2 for 
every quarter of 2022. 

Q1, 2022Q4, 2021Q3, 2021

2.15

2.22

2.44
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We are really proud of our Trustpilot rating, which is consistently rated as 
Excellent. Our TrustScore star rating increased in 2021 to a best-in-market 
4.9 from over 5,500 reviews (and counting).

Our customers 
Image by Kristine Hall @restoringlansdowne

“Communicating with the 
artists was a delight, they 

were attentive and made sure 
to keep in touch with updates 
until the artwork had arrived 

safely.”

“Artfinder is an 
excellent site to buy and sell art. 
I have commissioned several oil 
paintings in 2021. I am happy 
with the results, and I strongly 

recommend Artfinder.”

“I love how they're taking a 
stand as a company, supporting 
women, being certified as a B 
Corp and working to continue 
to improve their environmental 

and social impact.”
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“I loved the 
Artfinder experience. 

It opens art to everyone.”



Team demographics

Prefer not to say

Gender identity

Female

Male

68%

26%

6%

Identify as having 
a disability

No

Yes

Prefer not to say

79%

16%

5%

Prefer not to say

Ethnicity

White

Black, Asian 
and Minority Ethnic

84%

10%

6%

Bisexual

Sexual identity

Heterosexual

Gay or lesbian

Prefer not to say

68%

21%

5.5%
5.5%

In 2021, we continued to focus our efforts on learning and building strong 
bonds between team members despite the barriers of remote working. 

Last year, we introduced a new learning platform, Sunlight, which allocates 
a budget to each team member specifically for learning materials such as 
books, short courses, webinars — anything to help foster professional 
development.

With lockdown restrictions easing, we started putting more emphasis on 

the importance of in-person interaction and connection, through team socials and 
events — including a team dance-off with the fabulous, Crayola The Queen!
 
As with previous years, we strongly believe in the importance of diversity and 
inclusion, and have been putting that at the forefront of our hiring policies. We 
know we can always do better and we continue to welcome a range of voices from 
all walks of life.  
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Team sentiments

“I love the fact we consider more than 
just the business in the decisions we 

make. It does lead to some interesting 
talks around the tech we use and how 
that will impact our customers and the 

environment.”

“Everyone is 
appreciated simply for 
who they are and the 
values they bring to 

the team.”

“We're not perfect, and 
don't profess to be, but 
we're always striving to 

do better.”

“We all spend so much 
of our lives at work, it 

really matters to me that 
I’m doing something 
that feels important.”

“It’s really refreshing to 
be able to make            

decisions that are going 
to benefit the world and 

our community.”
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Planet
Our environmental and sustainability efforts.
The following pages outline our commitment to sustainability and the actions we are taking to evolve the business and improve our carbon footprint.
 



In November 2020, we started funding the planting of at least one tree for 
every artwork sold through the site, in partnership with Ecologi. 

In under two years, we’ve planted over 147,000 trees and have offset more 
than 416 tonnes of CO2e. This means we achieved our goal of planting 
100,000 trees in 2021 and we aim to plant even more in 2022.

We’re also a ‘climate positive workforce’ meaning that carbon is offset for 

every Artfinder employee, including one tree planted per employee, per 
month. 

We’re a founding member of The Million Tree Pledge, where we have        
committed to Artfinder planting one million trees by 2030. If we continue at 
this pace, we’re well on our way to achieving our goal.
 

Tree planting with Ecologi
‘New Forest 0115’ by David Baker
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‘The Waterlily Pond, Reflections and Flow (2022)’ by Lilia Orlova-Holmes

In 2021, we enlisted the help of Data Scientist, Maya Caicedo, to help us 
better understand the CO2 emissions through shipments facilitated 
through the Artfinder site. 

In Maya’s words, “Smaller companies are still capable of putting thousands 
of kilograms of CO2 into the atmosphere yearly through their activities. If 
more businesses took care of their environmental impact, the direct 
impact by business and the indirect impact on its customers could greatly 
help the current crisis”. 

There were some key takeaways we took from Maya’s research which have 
given us a clearer understanding of what we should be focusing on when 
it comes to tackling our shipping emissions.

We also acknowledge the need for us to set measurable Science Based 
Targets (SBT) in line with the goals of the Paris Agreement. We have big 
plans for 2022 and are aiming high with the following actions:

• We will begin defining our SBTs for emissions reduction.

• We will set a framework to measure our CO2 emissions from our core 
operation, based on SBT Scope 1 and 2 (which refers to emissions we can 
directly control within the company, such as electricity and gas usage).

• We will launch a section on Artfinder’s blog solely dedicated to             
sustainability for the benefit of our entire community (team, artists and 
customers).

• We will aim to achieve a volunteering rate of at least 1.5 days per          
employee, as part of Artfinder’s paid volunteering scheme.
 

Planet goals

While we have achieved a major milestone in tree planting, we know 
there’s so much more to sustainability than offsetting. 
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Art�nder & the SDGs

We have chosen three of the UN’s Sustainable Development Goals that we 
continue to contribute to as a business. 

 

Artfinder’s artists have always been 
proudly more than 50% female, 

which feels like a great        
achievement compared to the 

high-end art world where women 
are still hugely underrepresented. 
However, we still have a long way 

to go to campaign for gender 
equality in the art world and this is 
something we will continue to do.

Goal #5: 
Gender equality

Goal #13: 
Climate action

Climate change is the single most 
important issue facing the future 

of the world and one that we 
believe it’s our job to do something 
about. We’ve started by planting a 

tree for every artwork sold and 
pledging to plant one million trees, 
but we’ll go further and faster to 
ensure we achieve Net Zero by 

2030.

Goal #12: 
Responsible consumption 

and production
This goal is closely linked to climate 

action and through linking tree 
planting to art purchases, we are 
also promoting more responsible 

production and consumption.    
Our artists produce their works and 
by incentivising customers to buy 
them over mass-produced art, we 
help promote more responsible 

consumption. This year we will also 
be focusing on educating Artfinder 

artists on more sustainable art 
supplies, packaging materials and 

shipping options. 

‘Golden Breaks (2022)’ by Paul Bennett
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‘Stargazer Figure (2021)’ by Dick Martin

Thank you for reading!

We’ll continue to be impactful all year long, so please visit                    
https://artfinder.com/impact2022 for the latest.

Want to help us do good? We’re all ears. 

Please email jane@artfinder.com with your ideas, thoughts, 
collaborations or partnerships.

And emily@artfinder.com with any questions on our B Corp certification and 
sustainability.


