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Executive Summary 

Between February and December 2007 members of six media-focused national craft organizations 
participated in a survey conducted by CERF on a variety of topics related to business insurance. The 
purposes of the survey were to: 

 Better understand the current practices of craft artists relating to how or whether they protect 
their businesses against property loss and liability, 

 Gather data that would help define craft businesses in terms that are relevant to determining 
business risks and insurance needs, 

 Compare business insurance practices, risks, and needs of members of organizations who work 
in different craft media, 

 Identify obstacles that keep craft artists from obtaining business insurance, 

 Collect information that would assist CERF in more effectively targeting information to artists 
relating to business insurance issues, and 

 Consider the feasibility of forming group business insurance plans offered by national craft 
media organizations. 

This report details the findings of a national survey conducted to address those needs. 

Highlights of the Survey 

► Members of six national craft media organizations were contacted by email with a request to 
participate if they currently derived income from the sale of their work or planned to earn income in 
the near future. A total of 2,921 craft artists responded to the survey. (Table 1) 

► Organizations surveyed represented the following media: 

 Clay – National Council on Education for the Ceramic Arts 

 Glass – Glass Art Society 

 Furniture – The Furniture Society 

 Metal/Jewelry – Society of North American Goldsmiths 

 Metal/Blacksmithing – Artist Blacksmith’s Association of North America 

 Textile/Fiber – Surface Design Association 

► Sixty-six percent (66%) of artists surveyed spend 20 hours or more per week doing work related to 
their craft businesses. (Chart 2)  

► Eighty-five percent (85%) of artists surveyed work alone; 13% have between 1 and 3 employees. 
(Chart 3) 

► Seventy-two percent (72%) of artists surveyed work in the home, an attached structure, or a 
building located on the same property as their home. (Chart 4) 

► Seventy-one percent (71%) of artists surveyed own the building in which their studio is located. 
(Chart 5) 
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► Sixty-three percent (63%) of artists surveyed own business property (excluding buildings) valued at 
more than $25,000. (Chart 7) 

► Sixty-six percent (66%) of all respondents reported gross business receipts of $25,000 or less from 
their craft business. Twenty-four percent (24%) of all respondents reported gross business receipts 
between $26,000 and $100,000. (Chart 8, Table 4) 

► A large number of artists mistakenly believe that their homeowners’ insurance provides coverage 
for their business property. Twenty-seven percent (27%) of artists surveyed reported that their 
business property was insured by their homeowners’ insurance policy. Follow-up questions indicate 
that only 5% of those artists have taken steps to ensure that their business property is covered by 
their homeowners’ insurance policy. (“Business property” refers to tools, supplies, inventory, and 
other business assets other than a building.) (Charts 9-10) 

► Sixty-nine (69%) of all respondents are not properly insured for business property (not buildings) 
losses. (Chart 10) 

► Artists who work longer hours, own more property, have been in business longer, or have a studio 
located outside the home are more likely to be properly insured. However, incidence of businesses 
being properly insured is under 50% in each of these categories except for those artists who own 
more than $151,000 in business property. Between 60% and 66% of this group of businesses are 
properly insured. (Charts 11-14, Charts 17-20) 

► Seventy-six percent (76%) of all artists surveyed who own the building in which their business is 
located are under the impression that their homeowners insurance covers their building. However, 
few of those have actually taken measures to ensure that their insurance covers them for business 
activity. It is estimated that only 36% of artist-owned buildings are properly insured for business use. 
(Charts 15-16) 

► Among respondents who do not have business insurance, cost is the greatest reason given by for 
not obtaining business insurance (approximately 60%). The complexity of the insurance process and 
not knowing where to get information about business insurance were each cited by about 30% of 
the respondents in this group as reasons for not getting business insurance. About 10% felt that they 
were too small to need business insurance. (Chart 21) 

► Seventy-nine percent (79%) of the respondents said they would be likely or very likely to purchase a 
business insurance policy if one was offered by a craft organization to which they belong, possibly at 
a savings. The strong positive response to this question indicates that there may be a market for 
well-designed and affordable business insurance plans offered through craft organizations. (Chart 
25) 

The reader is reminded that the results of this survey are self-reported and therefore susceptible to 
erroneous responses by the participants which may be due to faulty memory, misrepresentation of 
factual matters related to them, or any number of other influences. It should be noted that this survey 
involved only members of six national craft media organizations. No data is available to indicate whether 
members of these organizations are representative of the whole craft field.  
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Conclusions 

The lack of adequate business insurance represents a career-threatening financial vulnerability to craft 
artists who are affected by emergencies beyond their control such as fire, theft, and natural disasters. A 
major factor to be reckoned with is the fact that a large percentage of artists who work in their homes, 
structures attached to their homes, or buildings on the same property as their homes mistakenly believe 
that their homeowners’ insurance provides a measure of protection for their businesses. 

There appears to be a need for more readily-available and affordable business insurance products 
geared to the needs of craft artists. Ideally these would span the range from appropriate business 
endorsements for homeowners’ insurance to full-fledged business owners’ plans, including entry-level 
policies that cover liability and limited amounts of business property. Craft organizations such as those 
who participated in this survey may be able to play an important role both in making appropriate 
business insurance products available to their members and in informing their members about business 
insurance options. 

The results of this survey indicate a need to better inform artists of the risks they face, the role of 
business insurance in mitigating those risks, and how to evaluate and purchase business insurance. Of 
particular importance is to inform artists of the shortcomings of homeowners’ insurance in regard to the 
coverage of business property and structures. 
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Introduction 

One of the core programs of the Craft Emergency Relief Fund provides assistance to craft artists who 
have suffered a recent career-threatening emergency through grants, no-interest loans, and brokered 
assistance in the form of tools, equipment, supplies, craft show booth fees and other means. 
Approximately half of these emergencies involve property loss or damage caused by fire, theft, or 
natural disaster. It is CERF’s intent to provide timely assistance to help craft artists keep their careers on 
track while weathering an emergency. The level of assistance CERF provides can supplement, but has 
never been intended to replace business insurance as a means for artists to recover their careers after 
an emergency. 

For nearly a decade CERF has, in its application for assistance, asked applicants whether or not they 
have business insurance. Concerned that a high percentage, roughly 70% of its beneficiaries did not 
have business insurance at the time they applied for assistance, CERF embarked on a campaign to 
disseminate information about business insurance to craft artists. In the course of presenting business 
insurance seminars at craft conferences, many artists expressed frustration in locating appropriate 
insurance at an affordable price. Many felt that the small size of their businesses compounded the 
difficulty because agents had little incentive to work with them because the commissions would be 
small.  

Speculating that greater availability of group business insurance products might overcome some key 
obstacles preventing artists from obtaining business insurance, and with the idea of assisting 
membership organizations in the craft field create business insurance programs, CERF began making 
inquiries with individuals in the insurance industry about what would be needed to create such plans. It 
soon became apparent that basic data about craft businesses, current business insurance practices of 
those businesses, and interest in group business insurance products was needed to effectively proceed 
in its efforts to increase the number of craft artists covered by business insurance. 

The survey questions were developed by Craig Nutt, then a CERF board member and Andrew Pitts, both 
members of a special committee appointed to study the feasibility of a group business insurance plan 
for the Furniture Society. The questions were developed in close consultation with David Kotary, then 
President of Benchmark Insurance, an agency that has operated a group business insurance plan for 
craft artists for over 20 years and currently insures about 400 craft artists. Additional guidance and 
suggestions came from Bruce Perkins, President of Flather and Perkins, Inc. insurance company, and Dr. 
Craig Dreeszen, of Dreeszen and Associates, a nonprofit planning business. 

The survey was administered to members of the Furniture Society beginning in February of 2007 and 
extended to members of five additional organizations in late 2007. The results of the six surveys were 
compiled and analyzed by Klemm Analysis Group of Washington, DC who assisted with the preparation 
of this report. 

It should be noted that this survey involved only members of six national craft media organizations. No 
data is available to indicate whether members of these organizations are representative of the whole 
craft field. It is speculated that craft artists who belong to such national organizations tend to be 
somewhat more involved in their careers than those who do not. In any case, it is difficult to identify 
those who do not belong to an organization for the purposes of a survey such as this. Since the 
respondents were self-selected, it is impossible to know if those who responded to this survey are 
representative of all the members of the organization who derive or hope to derive income from their 
work. The results of this survey do not reflect causality and cannot be presumed to represent anyone 
other than those individuals who participated in this particular survey. 
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Methodology 

Six national media-based craft organizations were chosen to participate in the survey. Their size and 
credibility with professionals in their respective media create the potential for organizations such as 
these to host group business insurance plans. The organizations were chosen to reflect a mix of craft 
media, those being clay (NCECA), fiber (SDA), glass (GAS), jewelry (SNAG), blacksmithing (ABANA), and 
furniture (FS). Further, it is speculated that membership in a national craft media organization is a 
marker of professionalism in the craft field. 

The survey was completed between February and December of 2007. Each organization provided the 
CERF survey manager an email list of its members. When possible, the organizations filtered the list to 
remove names of collectors and galleries who were not in the target group. 

Respondents used the online survey service, Survey Monkey, to record their responses. A unique link 
was sent to each potential participant along with the request that they participate IF they were currently 
selling work or expected to be selling work in the near future. For insurance purposes an individual is 
considered to be in business if he or she is deriving income from his or her work, therefore no other 
qualifier such as income or hours worked was specified. Two follow-up emails were mailed at one week 
intervals to individuals who had not yet completed the survey or opted out. Each survey was open for 
responses for approximately three weeks. A total of 13,379 emails were sent with 2,921 responding to 
the survey. The overall response rate was 21.8%, although individual organizations’ response rate varied 
between 14% and 39%. Most participants completed all items of the survey.  Overall, eighty-two percent 
(82%) completed the entire survey; the completion rate varied among the organizations (between 77% 
and 93%). 

Table 1: Responses by organization 

 

The survey required 15-20 minutes to complete. Most questions required answers to progress with the 
survey; however a “skip logic” feature of the online survey instrument allowed questions that were not 
relevant to a particular respondent to be concealed, e.g., artists who did not own their building did not 
see questions relating to building insurance. All answers to questions were included in the survey 
results, regardless of whether or not the respondent completed the entire survey. 

To assure the respondents of the confidentiality of the survey, no information on email address or ISP of 
the respondents was collected. Further, no demographic data that might be used to identify a particular 
respondent was collected. The focus of this survey is purely on acquiring data directly related to 
business insurance. 

The reader is reminded that the results of this survey are self-reported and therefore susceptible to 
erroneous responses by the participants that may be due to faulty memory, misrepresentation of factual 
matters related to them, or any number of other influences. 

Abbrev. Organization Date e-mailed Respond. Resp.rate Completed all

FS Furniture Society Feb. 2007 834 328 39.3% 93%

SNAG Society of North American Goldsmiths Oct. 2007 2,722 555 20.4% 81%

NCECA National Council on Education for the Ceramic Arts Nov. 2007 2,738 390 14.2% 77%

ABANA Artist Blacksmith's Assn. of North America Nov. 2007 2,763 660 23.9% 83%

GAS Glass Art Society Dec. 2007 1,686 346 20.5% 78%

SDA Surface Design Association Dec. 2007 2,636 642 24.4% 83%

All Feb.-Dec. 2007 13,379 2,921 21.8% 82%
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Throughout this report, data is shown two different ways to facilitate understanding. Data aggregated 
across all groups without regard to the participants’ professional affiliation are labeled ‘Total (all 
responses).’ Otherwise, totals represent specific sub-groups’ responses and are thus labeled as such.   
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About Artists’ Businesses  

When CERF began discussing the business insurance issues of the craft field with insurance industry 
professionals, we were asked questions about craft businesses that we were not fully-prepared to 
answer: How large is the typical craft business? What is the gross income? How many employees are 
typical? How much business property do they have on premises? In this survey several questions were 
included to aid in creating a profile of a typical craft business and to chart the range and frequency of 
several factors relevant to business insurance coverage. There is considerable variation by organization, 
on some items, and knowledge of those variations may be important in the development of group 
business insurance plans that respond to the needs of the members as well as in effectively targeting 
the dissemination of information about business insurance to craft artists. 

Who, How Long, Number Employees? 

Approximately 62% of all respondents have been in business for six years or longer. Years in business 
varied by organization with the Furniture Society having the highest percentage in business for six years 
or more (75%) and ABANA having the lowest percentage (55%). It should be noted that this number 
reflects only time in business, not years practicing a craft. Some craft artists practice a craft as an 
avocation for many years before they begin selling work. 

Chart 1: Years in business 

 
 

While the loss of property from a fire or other disaster are not dependent on the number of hours an 
artist spends pursuing his or her craft each week, the time engaged in such work does demonstrate 
commitment to the activity and very possibly the degree of dependence on income derived from that 
activity.  

27.6%

32.0%

30.6%

36.7%

37.3%

47.7%

33.7%

27.3%

27.0%

31.0%

27.1%

33.0%

27.1%

28.7%

31.6%

31.7%

29.5%

27.1%

27.2%

23.7%

29.2%

13.6%

9.3%

8.9%

9.1%

2.4%

1.5%

8.5%

ABANA

SNAG

SDA

NCECA

GAS
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Total (all 
responses)

How many years have you been in business?

More than 15 years 6-15 years 1-5 years Less than 1 year

2827

325

327

373

620

540

642

Responses
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Approximately 66% of all respondents reportedly spend 20 hours or more in work related to their craft 
business. Between 23% (SDA) and 67% (FS) spend 40 hours or more in business-related activities. 

Chart 2: Hours per week 

 

 Most craft artists surveyed work alone (85%) while 13% of studios had 1-3 employees other than the 
owner. Only 2% of all artists surveyed had 4 or more employees. Larger numbers of employees tended 
to be associated with media such as glass (GAS) and furniture making (FS) which, because of scale and 
other factors, are more commonly associated with studio assistants. Twenty-seven percent (27%) of GAS 
members surveyed had 1 or more employees while 7% of SDA (textile/fiber) members surveyed had one 
or more employees. 

 

Chart 3: Number of employees 

 

23.4%

27.2%

30.8%

41.2%

49.2%
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37.0%

15.3%

12.6%

7.3%

14.2%

11.6%

11.1%

12.0%

20.6%
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13.2%

20.1%

18.7%

10.5%

17.4%

25.8%

26.3%

21.8%

15.3%

13.5%

8.0%

19.5%

14.8%

14.0%

26.8%

9.3%

7.0%

3.1%

14.1%

SDA

NCECA

ABANA

SNAG

GAS

FS

Total (all 

responses)

How many hours per week do you spend on work related to your craft 
business?

40 hours or more 30-39 hours 20-29 hours 10-19 hours Less than 10 hours

2823

325

327

537

642

372

620

Responses

0.8%

0.3%

2.0%

3.7%

1.6%

4.0%

2.0%

6.3%
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13.1%

12.5%

21.7%

23.2%

12.9%
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76.6%
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SDA
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GAS

Total (all 
responses)

Number of employees other than self.

4 or more 1 to 3 0

2418

271

304

546

452

304

541

Responses
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Business Location 

Seventy-two percent (72%) of all artists surveyed work in a studio located on the same property as their 
home, whether in the home itself, an attached structure like a garage, or a separate building on the 
same property. The percentage of artists working in the home appears to vary with the suitability of a 
particular craft to being conducted in the home. For example, less than 4% of blacksmiths (ABANA) work 
in the home as opposed to the almost 64% of textile artists (SDA) who work in the home. Of particular 
interest is the fact that homeowners’ insurance rarely covers property involved in business activity or 
liability for business activity. 

Chart 4: Business location 
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Total (all 

responses)

Where is your business located?

In Separate Building Away from Home In Separate Building on Same Property as Home

In Garage/Studio Building Attached to Home In Home
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Ownership of the Building in Which the Business is Located 

Over 71% of the respondents own the building in which their business is located. In many cases this 
corresponds with home 
ownership since many 
artists surveyed are working 
out of the home or an 
attached structure like a 
garage. In either case, it is 
clear that a majority of craft 
artists have a financial 
interest in having the 
building in which their 
business is conducted 
properly insured. 

Over half of these buildings 
have a value (exclusive of 
land) of $51,000 or more. 

 

Chart 6: Reconstruction cost of artist-owned buildings 
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1909

321

421

202

224

249

491

Responses

Chart 5: Own or rent 
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619
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Value of Business Property 

Business property (also known as “business personal property” or “contents”) refers to tools, 
equipment, supplies, and inventory associated with business activity. It does not include buildings. 
(Because the terminology can be confusing, questions specified “excluding buildings” or “everything 
except buildings”). Sixty-three percent (63%) of all artists surveyed had business property with a value 
estimated to be in excess of $25,000.  

Chart 7: Replacement value of business property (excluding buildings) 

 

Materials and Products 

Five of the six organizations in this survey are closely associated with a particular material (primary 
material is indicated in the table by bold responses). The exception, The Furniture Society, is focused on 
a product, furniture. While furniture can be made of any material, 97% of Furniture Society members 
surveyed use at 
least some wood 
in their work. 

It appears to be 
common for the 
artists surveyed to 
use materials 
other than those 
of their primary 
medium. 

While finished 
products varied 
considerably by 
medium 
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3.7%

2.0%

3.1%

7.3%

8.8%

8.1%

11.8%

6.7%

17.1%

13.7%

17.0%

16.5%

18.1%

28.9%

17.8%

24.0%

27.9%

29.9%

28.9%

31.4%

33.6%

29.1%

52.2%

49.7%

35.6%

35.2%

26.6%

17.4%

37.4%

NCECA

SDA

SNAG

ABANA

GAS

FS

Total (all 
responses)

Approximate replacement value of business property (excluding buildings)

Over $200K $151K - $200K $101K- $150K $51K - $100K $25K - $50K Under $25K

2418

304

271

546

452

541

304

Responses

Table 2: Materials worked with 

 

What materials do you work with? (check all that apply)

ABANA FS GAS NCECA SDA SNAG

Clay 5.8% 3.1% 16.0% 99.5% 7.4% 8.9%

Fiber 3.5% 6.2% 9.1% 11.6% 98.4% 15.0%

Glass 13.4% 12.9% 100.0% 11.3% 5.8% 21.7%

Metal 98.9% 36.0% 40.5% 16.9% 15.1% 99.5%

Plastics 4.5% 10.5% 3.9% 3.2% 8.5% 19.7%

Stone/Concrete 16.6% 12.0% 9.4% 6.6% 2.2% 17.0%

Wood 38.2% 96.9% 19.0% 16.1% 8.9% 15.3%

Other (please specify) 5.1% 6.2% 6.9% 8.4% 23.4% 19.3%

Total responses 650 325 331 379 637 548

Other materials specified include: paper, paint, beads, found objects, precious stones, 
enamel, precious metal clay, polymer clay, and leather.
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(organization), 34% (FS)-88% (GAS), a total of 58% of all artists surveyed create sculptural or decorative 
objects as all or part of their output. It appears to be a common practice for artists to produce a variety 
of product types.  

Table 3: Finished products 

 

Gross Business Receipts 

Gross receipts is an important indicator of business size, and is especially relevant in insuring for loss of 
business receipts after an insurable incident. Ninety percent (90%) of all respondents gross under 
$100,000 per year from business activity related to their craft while only 35% gross $26,000 or more per 
year. 

As reported by respondents, five of the six respondent groups reported incomes that tended to cluster 
around the lowest gross receipt levels. Only the Furniture Society respondents appear to enjoy an 
increasing level of gross receipts with the greatest receipts occurring in the mid-range. Even so, the 
gross receipts reported by most Furniture Society members are modest. 

While the reasons for differences in gross income are beyond the scope of this survey, it is worth noting 
that the organizations that have a higher percentage of respondents reporting gross receipts in the 
under $10,000 range tend to be those have a higher percentage of respondents spending less than 40 
hours per week in work relating to their craft. It seems probable that the discrepancy in business 
receipts in the lower range is at least partially due to a lower degree of professional involvement by 
members of these organizations. 

What are your finished products? ( check all that apply)

ABANA FS GAS NCECA SDA SNAG All

Sculptural or Decorative Objects 73.4% 34.2% 87.9% 69.7% 42.2% 47.1% 58.2%

Jewelry 17.2% 1.8% 28.7% 10.8% 16.3% 96.2% 30.8%

Functional house wares (pottery, 

vessels, utensils, etc.) 36.9% 8.3% 41.4% 76.0% 7.8% 11.1% 28.0%

Furniture 53.1% 96.6% 6.0% 1.3% 1.6% 4.6% 25.1%

Architectural details (Stair rails, 

stained glass, etc.) 68.3% 25.2% 31.4% 6.6% 2.0% 6.2% 24.5%

Public art 24.6% 7.7% 23.9% 11.9% 20.1% 5.5% 16.3%

Tools or implements 60.0% 2.2% 2.7% 2.1% 0.6% 6.6% 15.8%

Lighting 36.8% 12.9% 29.6% 1.6% 1.6% 4.7% 14.7%

Clothing/Apparel 1.5% 0.3% 2.4% 3.4% 51.6% 4.9% 13.5%

Other 11.2% 8.3% 7.6% 7.7% 25.3% 7.3% 12.4%

Bedspreads, quilts, woven 

yardage, etc. 0.8% 0.9% 1.2% 2.9% 40.0% 1.5% 10.0%

Floor & wall coverings 2.2% 2.5% 4.2% 2.6% 35.0% 2.4% 9.8%

Functional Toys or Dolls 2.6% 0.3% 1.5% 1.6% 3.1% 1.1% 1.9%

Musical instruments 1.1% 3.4% 0.3% 1.3% 0.2% 0.5% 1.0%

Candles 2.5% 0.0% 0.3% 0.8% 0.3% 0.0% 0.8%

Total responses to question 658 325 331 379 637 548 2870

Among "other" products listed were: glass beads, wall hangings, knives, hardware, and tiles. 
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Chart 8: Gross business receipts 

 

 

Table 4: Gross business receipts 
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12.5%

28.8%

42.9%

46.2%

49.1%

60.5%

65.6%

Annual Gross Business Receipts

FS GAS SNAG

All 

Resp. ABANA NCECA SDA

Under $10K 12.5% 28.8% 42.9% 46.2% 49.1% 60.5% 65.6%

$10K - $25K 18.1% 24.0% 20.8% 19.4% 15.9% 19.7% 20.0%

$26K - $50K 24.3% 12.9% 13.9% 12.6% 10.6% 11.2% 7.6%

$51K- $100K 26.6% 18.1% 12.2% 11.8% 11.5% 4.6% 4.1%

$101K - $200K 12.2% 8.1% 5.1% 5.5% 6.2% 3.3% 1.3%

$201K - $300K 3.3% 3.7% 1.5% 1.9% 2.9% 0.3% 0.2%

$301K0 - $500K 2.0% 2.2% 1.8% 1.4% 1.6% 0.3% 0.6%

Over $500K 1.0% 2.2% 1.8% 1.3% 2.0% 0.0% 0.7%

Total Responses 304 271 452 2,418 546 304 541
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Are You Insured? – How Are You Insured? 

In a previous survey of professional craft artists conducted by CERF in 2004 60% of respondents stated 
that they had adequate fire insurance, a component of both homeowners’ insurance and a typical 
business owner’s policy. In contrast, 69% of approved CERF applicants from 2003 to 2007 reported 
having no business insurance. Only about 30% of the respondents to the 2004 CERF survey reported 
adequate theft and product liability insurance, both of which are components of a typical business 
owner’s policy. One possible explanation for these seeming incongruous figures was that many artists 
mistakenly assume that they are covered by homeowner’s insurance. 

To test this notion, we asked how both business property and buildings were insured. Those who stated 
that they were covered for business activities by their homeowners’ insurance were asked follow-up 
questions to gauge the likelihood that they were actually covered by that policy. 

Insurance on Business Property (excluding buildings) 

Approximately 53% of all respondents stated that their business property was insured, and roughly half 
of those stated that they were covered by their homeowner’s policy. 

Chart 9: How is business insured? 

 

As noted earlier, homeowners’ insurance rarely covers property or structures used for business activity, 
general business liability, or product liability unless a special business endorsement or in-home business 
policy is negotiated. An exception is an allowance for home offices typically limited to about $2,500 of 
property, intended to cover a computer or other office equipment.  

15.4%

16.6%
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26.6%

37.1%

50.6%

26.1%
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39.2%

25.1%

26.9%

17.8%

14.5%

27.3%

53.8%

44.2%

52.9%

46.5%

45.2%

34.9%

46.6%

NCECA

SDA

SNAG

ABANA
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Total (all 

responses)

How is your business insured (everything except the building)?

Commercial Business Insurance Policy Homeowner's Policy Not Insured for Business Losses

2762

324

321

624

529

607

357

Responses
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When the answers to follow-up questions (indicating the likelihood that respondents were actually 
covered by homeowners’ insurance) were taken into consideration 69% of all applicants appear to be 
uninsured for business property losses, a percentage that corresponds closely with CERF’s beneficiary 
data.  It appears that about 22% of all respondents to this survey are probably mistaken in their belief 
that they are covered for business losses by homeowners’ insurance. Only 5% of those who thought 
they were covered by homeowners’ insurance had received specific written assurance that they were 
indeed covered. 

There were significant variations by organization from 55% covered (FS) to 21% covered (NCECA). 

Chart 10: Percentage of properly insured businesses (corrected) 

 

 

21%
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27%
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40%

55%
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79%

77%

73%
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60%

45%

69%
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SDA

SNAG
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GAS
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Total (all 
responses)

Percentage of artists' businesses that are properly insured (everything 
EXCEPT THEIR BUILDINGS) corrected for lack of coverage under 

Homeowners Insurance.

Properly Insured Not Properly Insured

2732

322

319

617

523

601

350

Responses

Follow-up questions were asked to determine how many respondents who believe their businesses are covered by Homeowners Insurance are properly 
covered .
-Has your insurance company specifically told you that your business is covered by your HOMEOWNERS INSURANCE  policy?

No="Not Properly Insured"   
Yes=asked for the response below that most accurately describes how Business Property is insured by  Homeowners Insurance  po licy:

-My Business Property is  insured by a special ENDORSEMENT (rider) to my Homeowners Insurance policy. = "Insured"
-My Business iProperty s insured by an IN-HOME BUSINESS-OWNERS policy that combines business insurance and homeown ers insurance . = "Insured"
-I am NOT SURE how my  Business Property is covered by my Homeowners Insurance policy. = "Not Properly Insured"
-My Business Property  is NOT Insured by my Homeowners Insurance policy. = "Not Properly Insured."
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Business Property –Properly Insured or Not: Comparison by Business Characteristics 

The artists responding to this survey were more likely to have their business properly insured if they: 

► Own more valuable business property, e.g., tools, supplies, and inventory 
► Work more hours per week 
► Have been in business longer 
► Have a studio further removed from the home 

Chart 11: Percentage of properly insured - value of business property (excluding buildings) 

 

Chart 12: Percentage of properly insured – hours per week 
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Total (all responses)

Business Property (excluding buildings): Replacement Value

Properly Insured Not Properly Insured

2418

127

90

162

905

ResponsesReplacement Value

430

704

9.8%

18.0%

22.4%

30.3%

49.8%

31.1%

90.2%

82.0%

77.6%

69.7%

50.2%

68.9%

<10

10-19

20-29

30-39

40+

Total (all 
responses)

Business Property (excluding buildings): Hours Per Week Worked

Properly Insured Not Properly Insured

2730

1021

333

477

367

Responses
Hours per Week

532
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Chart 13: Percentage of properly insured – years in business 

 

Chart 14: Percentage of properly insured – studio location 
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Business Property (excluding buildings): Years in Business

Properly Insured Not Properly Insured

2699

1039

825

620

215

Responses
Years In Business

Responses

18.4%

23.5%

32.7%

47.8%

31.1%

81.6%

76.5%

67.3%

52.2%

68.9%

In home

Garage/studio 

attached to home

Separate bldg. on 
home property

Bldg. away from home

Total (all responses)

Business Property (excluding buildings): Location of Studio

Properly Insured Not Properly Insured

2732

793

490

689

760

Responses
Location of Studio
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Insurance on Artist-Owned Buildings 

As noted earlier, over 71% of artists surveyed own the building in which their business is located. 
Compared to business property, the structure housing the artist’s business is far less likely to be insured 
by a business policy, and far more likely to be insured through a homeowners’ insurance policy. 

Chart 15: How is owned building insured? 

 

As with the questions about business property, building owners who responded that the building in 
which their business is conducted is covered by homeowners’ insurance were asked a follow-up 
question to determine the likelihood that their building is properly insured for business activity. When 
the answers to the follow-up question are taken into consideration it appears that an estimated 57% of 
all respondents to this question mistakenly believe that their building is properly covered for business 
activity.1 

                                                           
1
 Of 63.7% of artists who are not properly insured (Chart 16)were not properly insured, 5.2% reported that they 

were not insured and 2% were not sure if they were insured (Chart 15). 

7.8%
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17.1%
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17.2%

90.2%

83.2%

81.6%

70.5%

61.4%

49.8%

75.7%

1.0%

2.4%

4.3%

9.4%

5.2%

9.4%

5.1%

SDA

SNAG

NCECA

ABANA

GAS

FS

Total (all 

responses)

How is the building (Artist-owned) in which your business is 
located insured?

Insured by Business Insurance Covered by Homeowner's Insurance Not Insured Not Sure If Insured

1991

213

210

491

256

333

488

Responses
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Chart 16: Percentage of properly insured buildings 

 

This question is particularly difficult because many artists responding to this survey are deriving a small 
amount of income from the sale of their work. Artists working in a medium such as textiles may have 
little equipment other than scissors and a sewing machine, items that are common in most households, 
and so may escape an insurance adjustor’s notice. 

It has been reported to CERF that insurance companies are sometimes reluctant to deny a claim for 
losses to a home that has been used for business activity that is not covered by the homeowner’s policy. 
However, there is a possibility that a claim for loss or damage to a home caused by unauthorized 
business activity could result in the denial of the claim. Given the amount at stake this possibility is very 
disturbing. 

It is likely that studios that look more like professional operations will likely generate more questions 
from insurance adjustors, and may experience a higher level of risk of claim denial for the artist and his 
or her family. CERF has seen examples of damage or losses to detached structures that artists thought 
were covered by their homeowners’ insurance in which claims were denied.  

Insurance experts have pointed out that once a hobby becomes a business, homeowners insurance will 
no longer cover anything associated with that activity. From an insurance standpoint business activity 
begins when goods or services are offered for sale, or when money is accepted in return for a product or 
services. The fact that an artist may not have a business license or have complied with other laws 
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41.8%

63.7%

SDA

SNAG

ABANA
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GAS
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Total (all 
responses)

Percentage of artist-owned buildings that are properly insured for 
business activity corrected for lack of business coverage under 

Homeowners Insurance.
Properly Insured Not Properly Insured

1966

213

209

252

484

555

642

Responses

A follow-up question was asked to determine how many respondents who believe their businesses are covered by

Homeowners Insurance are  properly covered.
Has your insurance company specifically told you that your business is covered by your HOMEOWNERS INSURANCE  policy?

Yes="Properly Insured"
No="Not Properly Insured"
I have not asked="Not Properly Insured"
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regulating business activity has no bearing on whether he or she will be considered to be in business by 
an insurance company. 

Artists also frequently assume that they are covered for liability under their homeowner’s policy. 
However homeowners’ insurance generally does not cover liability incurred during the conduct of 
business activities, such as an open house in which products are offered for sale. 

Artist-Owned Building - Insured or Not Insured? Comparison by Business Characteristics  

The artists responding to this survey were more likely to have their building properly insured if they: 

► Have a studio further removed from the home 
► Work more hours per week 
► Have been in business longer 
► Own a building valued at over $51,000 

Chart 17: Percentage of properly insured buildings – studio location 
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Chart 18: Percentage of properly insured buildings – hours per week 

 

 

Chart 19: Percentage of properly insured buildings – years in business 
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Chart 20: Percentage of properly insured buildings – reconstruction cost 

 

Around 40% of buildings valued at over $51,000 are properly insured for business activity. In ranges 
above $51,000, buildings are about equally likely to be properly insured, regardless of the value of the 
building. Buildings valued at $25,000-$50,000 are significantly less likely to be properly insured (29%), 
and buildings valued at $25,000 still less likely to be properly insured (20%). 
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Reasons for Not Purchasing Business Insurance 

The most frequent reason given for not purchasing business insurance is cost, with nearly 60% of all 
respondents giving that as a reason. About 30% stated that they did not know where to find the 
information they needed and a similar number that the process of insuring was too complex. About 10% 
of respondents wrote in that their businesses were either too small, they were still in school, or that 
coverage was unnecessary. 

Chart 21: Reasons for not getting business insurance 
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Artists with Business Insurance 

A battery of questions was asked of respondents who indicated that their businesses were covered by a 
business insurance policy.  It was hoped that questions about type, size, and frequency of claims would 
give an indication of whether or not there were significant differences in risk between media. However, 
the answers to questions relating to insurance claims are inconclusive, with too few claims being 
reported to make a reliable comparison between media.  

Coverage, Quotes, and Explanations 

Chart 22: Coverage of artists with business insurance 

 

Chart 23: Number of quotes considered 
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Chart 24: Insurance agents’ explanations 

 

Forty-six percent (46%) of respondents to this question remember receiving an explanation of coverage 
and options relating to their insurance policy, while 38% either did not get an explanation or felt the 
explanation was unsatisfactory. 

Group Insurance Plans from Organizations 

There appears to be little cross-over in membership between the membership of organizations 
surveyed. Two organizations specializing in metals (ABANA & SNAG) share only about 3% of their 
surveyed members. As many as 44% members of an organization surveyed (SNAG) belong to the 
American Craft Council. However, only 4% of ABANA members surveyed belong to the American Craft 
Council. While cross-over membership in the American Craft Council is significant, it is far from 
universal.  

Table 5: Membership in craft organizations 

 

 

At the time of this survey, of the organizations listed above, only the American Craft Council (ACC) 
offered a group business insurance plan to its professional-level members. The ACC policy at that time 
excluded several classes of craft artists who participated in this survey, notably furniture makers and 
jewelers, and also contained some geographical restrictions. The fact that some artists belonging to 
SNAG or FS reported being insured by an ACC policy might be attributed to the fact that some artists 
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ABANA 97.7% 1.1% 60.0% 0.2% 0.0% 3.5% 3.8% 4.2% 14.4% 16.1% 0.2% 659

FS 1.8% 97.3% 0.0% 0.0% 0.0% 0.3% 39.0% 3.4% 12.8% 18.0% 0.6% 328
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SNAG 2.9% 0.0% 0.7% 0.5% 0.7% 96.4% 44.0% 8.3% 20.2% 25.0% 0.7% 555
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were “grandfathered” when coverage was dropped for furniture makers and jewelers. The plan has 
since changed both agency and underwriter reportedly resulting in elimination of these restrictions. 

Only 3% of respondents reported having their 
business insured through a group plan offered by 
an organization to which they belong. Some of 
those were not actually plans formally associated 
with an organization. Fifteen ABANA members 
reported having business insurance through that 
organization or The Hartford, a plan that advertises 
in ABANA publications. Two respondents reported 
insurance through Jewelers Mutual, also a 
company not affiliated with any of the 
organizations surveyed. The largest number, 22 of 
the 2,730 respondents to this question reported 
having insurance through the American Craft 
Council. 

While the American Craft Council may be the 
largest single organization in the field, the small number of craft artists surveyed belonging to their plan 
may indicate that the plan or the professional membership category may not be aggressively marketed, 
or that members of the organizations surveyed may not be aware of the program. It also indicates that 
there is little 
competition in the 
field for group 
business insurance 
plans. 

Because each of 
the media 
organizations hold 
national 
conferences and to 
some degree 
address issues related to professional development, they may be in a position to provide guidance and 
encouragement on business insurance issues, and perhaps to provide access to a business insurance 
product that is appropriate and affordable to their membership. 

  

Table 7: Frequently cited organization insurance plans 

 

Most frequently cited organization insurance plans

ABANA FS GAS NCECA SDA SNAG Total

American Craft Council 2 8 3 1 3 5 22

ABANA/Hartford 15 0 0 0 0 0 15

Society of Quilters 0 0 0 0 2 0 2

Jewelers Mutual 0 0 0 0 0 2 2

Total Respondents 30 11 14 7 13 11 86

Table 6: Insured by group plan through organization 

 

Yes No

Total 

Respon-

dents

ABANA 4.9% 95.1% 615

FS 3.5% 96.5% 310

GAS 4.5% 95.5% 311

NCECA 2.0% 98.0% 348

SDA 2.1% 97.9% 621

SNAG 2.1% 97.9% 525

Total 3.2% 96.9% 2,730
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Questions to Assist in the Development of Group Business Insurance Plans 

Seventy-nine percent (79%) of all respondents said they would be likely or very likely to be inclined to 
purchase a business insurance plan offered by an organization to which they belonged. Positive 
responses ranged from 68% (SDA) to 94% (FS). 

Chart 25: Interest in organization-based business insurance plan 

 

21.0%

23.4%

31.0%

32.1%

36.7%

44.1%

30.6%

46.6%

46.9%

49.2%

48.3%

50.9%

49.7%

48.6%

27.1%

24.1%

16.5%

15.5%

11.6%

5.3%

17.4%

SDA

NCECA

ABANA

GAS

SNAG

FS

Total (all 
responses)

If a group business insurance plan was offered for members of a craft 
organization to which you belong, possibly at a savings over your current 

premium, would you be inclined to purchase such a policy?

Yes, very likely Yes, likely No, not likely No, not at all

2412

304

450

271

545

303

539

Responses
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Chart 26: Need for insurance away from studio 

 

Over half of respondents, 49% (SDA)-70% (FS)by organization, have a need to insure business property 
off-premises.  Inland Marine coverage insures property when off-premises. 

Chart 27: Teaching or writing about craft 

 

Over half of all respondents teach or write about their craft: 45% (FS)-69% (NCECA) by medium. It may 
be worth investigating special liability coverage such as "Errors and Omissions" for those artists who 
teach or write.   
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Yes No
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325
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Chart 28: Use of motor vehicle for business 

 

Chart 29: How business vehicle is insured 

 

Eighty-six percent (86%) of respondents who use a motor vehicle to conduct their businesses do not 
insure that vehicle for business use, despite the modest additional cost to do so. Failure to insure for 
business use may create additional liability risk for the business owner, especially if an employee is 
allowed to operate the vehicle for business use. 
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17.3%
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82.7%

78.1%
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SDA
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ABANA
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Total (all 
responses)

How is the vehicle that you use to conduct your business insured?

As business vehicle As personal vehicle Not insured

2,029

295

480

248

346

278

382

Responses
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Chart 30: Highest reasonable monthly premium 

 

Based upon the premium amounts artists find to be reasonable, 85% of craft artists surveyed would be 
served by a business owner's insurance plan that costs $300-$3,000 per year. Because premium 
amounts and valuation figures were collected in ranges, it is impossible to accurately determine the 
percentage of respondents that have a realistic expectation of the cost of insurance. However, this does 
indicate that an insurance plan that costs between $300 and $3,000 per year, depending on coverage 
levels, would meet the expectations of the vast majority of the respondents to this survey. A range 
below $25/month was not included because it was felt that it was unlikely that a business owner’s plan 
that included property, liability, and other coverage could be obtained for under $25/month. 
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Total (all 

responses)

Based on your own business, what would you consider the highest 
reasonable monthly premium for a commercial business plan (property, 
liability, loss of income, etc., - excluding health, disability, or coverage of  

your building)?

$0 $25-$100 $150-$250 $300-$450 $500-$650
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296

314

571

479

320

566

Responses



Insuring Creativity: CERF Business Insurance Survey Page 34 

Conclusions 

As a provider of assistance to craft artists who have suffered career-threatening emergencies, CERF has 
been in a position to witness the struggle artists face in trying to rebuild their careers after losses from a 
fire, theft, or natural disaster. The lack of adequate business insurance represents a serious vulnerability 
of an artist’s career to such potentially devastating losses. Lack of the right insurance can significantly 
delay or prevent recovery of a formerly productive career. In addition, by failing to carry liability 
insurance, many artists open themselves to the possibility of huge losses from liability judgments and 
the costs of litigation even if they are not found to be at fault. 

As stated earlier in this report, the results of this survey do not reflect causality and cannot be presumed 
to represent anyone other than those individuals who participated in it. The results are, nevertheless, 
unsettling. One must wonder what proportion of craft or other artists share the same practices, and risk 
potentially devastating damage to their careers from an uninsured or underinsured loss. 

A major factor in the low incidence of business insurance appears to be the fact that many craft artists 
operate their business in their homes, in structures attached to their homes, or in separate structures on 
the same property as their homes. Most appear to mistakenly believe that their homeowners’ insurance 
provides some protection for their business assets and buildings. Other contributing factors include the 
perception, real or imagined, that business insurance is too expensive; not knowing where to purchase 
business insurance; and lack of understanding of the process of insuring a business. 

► The large percentage of respondents who indicated that they would consider purchasing business 
insurance from a group plan offered by an organization to which they belong indicates that such 
plans may be worth pursuing. This is especially true if these plans can overcome some of the 
obstacles to purchasing business insurance cited by respondents by lowering costs, and by making 
the process of obtaining business insurance easier. In the best case scenario, the organization would 
play a part in creating a culture in which business insurance becomes a standard best practice 
expected of professionals in the field. In addition to helping to increase the resilience of their 
members’ careers, such a transactional benefit may enhance the loyalty of participating members to 
the organization. 

► The modest and even low gross receipts of many craft businesses indicate a need for some 
minimum coverage options that would bundle business liability coverage with a modest amount of 
property coverage to provide a basic safety net to artists at a modest price. 

► The survey results clearly indicate a need for ongoing efforts to inform artists about the lack 
coverage afforded by their homeowners’ insurance policies for business assets and operations. Also 
indicated is the need to demystify the process of purchasing business insurance, to improve the 
availability of suitable insurance products, and to document existing artist-friendly insurance 
products. 

► Because so many respondents reported working from their homes (in the case of the Surface Design 
Association, almost 80% work in the home or an attached structure), further research on the 
availability of endorsements (riders) to homeowners policies that meet the needs of artists working 
in various media, is indicated. With the number of in-home businesses reportedly on the rise, it is 
hoped that insurance companies have sufficient incentive to offer an increasing variety of options to 
the self-employed. 

► This survey did not address flood or earthquake insurance for businesses, neither of which is 
covered under a standard business owner’s plan, or homeowners insurance. Further research into 
the practices of artists relating to these types of insurance, especially in disaster-prone areas is 
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indicated. In addition, information about flood and earthquake insurance should be a part of any 
effort to inform artists about business insurance. 
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The Artist-Blacksmith’s Association of North America (ABANA) was founded in 1973. It has over 5,000 
members and represents the resurgence of the once “lost art” of blacksmithing. 

www.abana.org 

 

The Furniture Society is a tax-exempt, nonprofit organization founded in 1996, whose mission is: To 
advance the art of furniture making, by inspiring creativity, promoting excellence, and fostering an 
understanding of this art and its place in society.  

www.furnituresociety.org 

 

The Glass Art Society (GAS) is an international nonprofit organization founded in 1971 whose purpose is 
to encourage excellence, to advance education, to promote the appreciation and development of the 
glass arts, and to support the worldwide community of artists who work with glass. GAS members are 
artists, students, educators, collectors, gallery and museum personnel, writers, and critics, among 
others. 

www.glassart.org 

 

The National Council on Education for the Ceramic Arts -  NCECA was founded and developed by 
forward-thinking ceramic artists who saw the benefits of a professional organization in its ability to 
create identity, definition and support for the ceramics teacher and artist, and to promote advancement 
of the ceramic arts. NCECA became an independent organization in 1966, after several years of 
affiliation with the Ceramics Education Council of the American Ceramic Society. 

www.nceca.net 

 

Society of North American Goldsmiths (SNAG) - SNAG supports and advances the professional practice 
of artists, designers, jewelers and metalsmiths. Through education, innovation, and leadership, SNAG 
provides access to a vibrant and passionate community. Founded in 1969, SNAG is a nonprofit 
educational organization with more than 3,300 members worldwide - comprising all aspects of 
contemporary metalsmithing. 

www.snagmetalsmith.org 

 

Surface Design Association (SDA) - The mission of Surface Design Association is to increase awareness, 
understanding, and appreciation of textiles in the art and design communities as well as in the general 
public. SDA was founded in 1977 and now has over 4,000 members. 

www.surfacedesign.org 

  

http://www.abana.org/
http://www.furnituresociety.org/
http://www.glassart.org/
http://www.nceca.net/
http://www.snagmetalsmith.org/
http://www.surfacedesign.org/
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Copy of ABANA/CERF Business Insurance Survey

Introduction

Please devote a few minutes to complete this anonymous survey and help resolve one of the 
thorniest issues facing blacksmiths. This survey is part of a concerted effort by the Craft 
Emergency Relief Fund (CERF) to study the business insurance practices of craft artists with the 
goal to improve access of craft artists to affordable business insurance plans. This survey is being 
administered in partnership with the Artist Blacksmith Association of North America (ABANA).

The survey is anonymous. No information that would allow responses to be traced to a specific 
individual is being collected. 

For the purpose of this survey, commercial business insurance includes property (buildings), 
business personal property (tools, materials, completed work), general liability, product liability, 
loss of business income, and inland marine (transit) coverage. 

Survey responses are desired from the following members: 

--ABANA Members who operate a craft business full-time or part-time. This would include anyone 
who derives income from the sale of their work. 
--ABANA Members who plan to start a craft business in the near future (i.e., those who plan to sell 
work). Your participation will go a long way in helping us understand the needs of our members. 

The survey generally takes about 15 minutes to complete. If you have or have had business 
insurance, the survey will ask questions about your insurance including premiums and claims 
history. If you have your records nearby when you take this survey, it will speed the process. If you 
cannot complete the survey in one sitting and you use the same computer to take the survey, 
Survey Monkey will return you to the page where you left off. 

Note: An asterisk * next to a question indicates that a response is required.

Organizations to Which You Belong
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1. What craft organizations do you belong to? (check all that apply)

2. If you belong to craft organizations not listed in question 1, please list those 
organizations.

3. If you are a member of any of the organizations in the previous 2 questions, do you 
carry commercial business insurance through a group policy with that organization?

*

Regional Craft 
Organization(s)
State Craft 
Organization(s)
National or 
International Craft 
Organization(s)

American Association of Woodturners (AAW) gfedc

Artist Blacksmith’s Association of North America (ABANA) gfedc

American Craft Council gfedc

The Furniture Society gfedc

Glass Art Society (GAS) gfedc

Handweaver's Guild of America (HGA) gfedc

International Society of Glass Beadmakers (ISGB) gfedc

National Association of Independent Artists (NAIA gfedc

National Basketry Organization (NBO) gfedc

National Council for Education for the Ceramic Arts (NCECA) gfedc

Society of North American Goldsmiths (SNAG) gfedc

Society of American Period Furniture Makers (SAPFM) gfedc

Surface Design Association (SDA) gfedc

Wood Turning Center gfedc

National or International craft organization (not listed above) gfedc

State craft organization or guild (not listed above) gfedc

Regional craft organization or guild (not listed above) gfedc

I do not belong to any state, regional, or national craft organizations gfedc

No nmlkj

Yes (which organization?) 

 
nmlkj
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4. What materials do you work with? (check all that apply)

5. What are your finished products? (check all that apply)

About Your Work

*

*

Clay gfedc

Fiber gfedc

Glass gfedc

Metal gfedc

Plastics gfedc

Stone/Concrete gfedc

Wood gfedc

Other (please specify) 

 
gfedc

Architectural details (Stair rails, stained glass, etc.) gfedc

Clothing/Apparel gfedc

Bedspreads, quilts, woven yardage, etc. gfedc

Floor & wall coverings gfedc

Functional house wares (pottery, vessels, utensils, etc.) gfedc

Functional Toys or Dolls gfedc

Furniture gfedc

Jewelry gfedc

Lighting gfedc

Musical instruments gfedc

Public art gfedc

Sculptural or Decorative Objects gfedc

Tools or implements gfedc

Candles gfedc

Other (please specify) 

 
gfedc

Other 

Other 
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6. Indicate the type of operations in which you are engaged, materials or equipment you 
use.(check all that apply)

7. How many years have you been in business?

*

About You and Your Business

*
 

Acid, caustic, or poisonous chemicals gfedc

Buffing or polishing machines gfedc

Chain Saws and/or sawmills gfedc

Dyeing or staining gfedc

Electric welding or cutting equipment gfedc

Forges (gas or coal) gfedc

Furnaces, ovens or kilns gfedc

Gas torch (cutting, welding, flameworking, etc.) gfedc

Hand painting or finishing gfedc

Hand tools gfedc

Hand-held electric power tools (drills, flexshaft, saws, etc.) gfedc

Hand-held pneumatic (compressed air) tools (die grinders, air hammers, etc.) gfedc

Inflammable paints, solvents, or chemicals gfedc

Lathes or spinning equipment gfedc

Looms gfedc

Planing, boring, or milling machines gfedc

Power grinders or sanders gfedc

Power hammers (trip hammers, etc.) gfedc

Power mixers (cement mixers, pug mills, etc.) gfedc

Sandblasting gfedc

Sewing machines gfedc

Soldering equipment gfedc

Spray painting or finishing gfedc

Stationary saws gfedc
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8. Do you exhibit in craft fairs or trade shows or do you take tools with you to a location 
away from your studio?

9. Do you teach or write about how to do your craft?

10. On an average, approximately how many hours per week do you spend on work 
related to your craft business? (Include time designing, creating work, marketing, 
bookkeeping, maintenance, etc.)

11. Do you use a motor vehicle to conduct your business? 

12. How is the vehicle that you use to conduct your business insured?

The next question will help us determine the percentage of respondents that need to insure 
property when it is in a location away from their primary place of business. This type of 
insurance is commonly known as "inland marine" insurance.

*

Teaching and writing instructional texts expose a craft artist to specific kinds of liability that can 
be covered by a policy addition called "errors and omissions." The next question will help us 
determine the need for this type of insurance. 

*

*

*

Vehicle Insurance

*

Building

Yes nmlkj

No nmlkj

Yes nmlkj

No nmlkj

Less than 10 hours or less per week nmlkj

10-19 hours per week nmlkj

20-29 hours per week nmlkj

30-39 hours per week nmlkj

40 hours or more per week nmlkj

Yes nmlkj

No nmlkj

As a personal vehicle nmlkj

As a business vehicle nmlkj

It is not insured nmlkj
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13. Do you own or rent the building in which your business is located?

14. How is the BUILDING in which your business is located insured?

15. Has your HOMEOWNERS insurance company specifically told you that your home 
or building was covered for your business activity?

16. Where is your business located?

17. How is your business insured (everything EXCEPT YOUR BUILDING)?

*

Insurance on Your Building

*

Building and Homeowners Insurance

Business Location and Insurance

*

*

Business in Home

Own nmlkj

Rent or Lease nmlkj

It is NOT INSURED nmlkj

Insured by a BUSINESS INSURANCE policy nmlkj

Covered by HOMEOWNER'S INSURANCE nmlkj

I am not sure if it is insured nmlkj

Yes nmlkj

No nmlkj

I have not asked nmlkj

In a separate building away from my home nmlkj

In a separate building on the same property as my home nmlkj

In a garage or studio building that is attached to my home nmlkj

In my home nmlkj

My business is not insured for business losses nmlkj

Commercial Business Insurance Policy nmlkj

Homeowner's Policy nmlkj

Other 

Other 
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18. Has your insurance company specifically told you that your business is covered by 
your HOMEOWNERS INSURANCE policy?

Normally, Homeowner's Insurance does not cover business property or activity other 
than what is typical for a small at-home office. The next group of questions will give us 
information about how your business is covered under your homeowner's insurance 
policy. 

19. Did the agent for your HOMEOWNER'S INSURANCE visit your home business 
before telling you that your business was covered by your HOMEOWNER'S 
INSURANCE?

20. Please select the statement that most accurately describes how your BUSINESS 
PROPERTY (tools, equipment, supplies, inventory, etc.) is insured by your 
HOMEOWNER'S INSURANCE policy.

21. Does your HOMEOWNER'S INSURANCE policy cover BUSINESS LIABILITY?

*

About Your Homeowners Insurance

*

*

*

Yes nmlkj

No nmlkj

Yes nmlkj

No nmlkj

No, but my agent had me fill out a form with information about my business nmlkj

No, but my agent questioned me about my business on the phone nmlkj

My Business Property is NOT INSURED by my Homeowners Insurance policy. nmlkj

I am NOT SURE how my Business Property is covered by my Homeowners Insurance 
policy.
nmlkj

My Business Property is insured by a special ENDORSEMENT (rider) to my Homeowners 
Insurance policy.
nmlkj

My Business Property is insured by an IN-HOME BUSINESS-OWNERS policy that 
combines business insurance and homeowners insurance.
nmlkj

Yes nmlkj

No nmlkj

No, but my business is covered by a separate BUSINESS LIABILITY INSURANCE policy nmlkj

I do not know nmlkj
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22. Did your insurance agent explain your coverage and options regarding insuring 
your business with your HOMEOWNER'S INSURANCE policy?

23. I have business insurance for: (check all that apply)

24. How many insurance companies’ price quotes did you consider before purchasing a 
policy?

25. Did your insurance agent explain your coverage and options?

*

About Your Business Insurance

*

*

Reasons for No Business Insurance

Yes nmlkj

Yes, but not to my satisfaction nmlkj

No nmlkj

Do not remember nmlkj

Business Property (tools, equipment, supplies, inventory, etc.) gfedc

General Liability gfedc

Product Liability gfedc

Property away from place of business (Inland Marine) gfedc

Loss of Income gfedc

I am not sure gfedc

One nmlkj

Two nmlkj

Three nmlkj

More than three nmlkj

Not applicable-I do not have commercial business insurance nmlkj

Yes nmlkj

Yes, but not to my satisfaction nmlkj

No nmlkj

Do not remember nmlkj

Other 
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26. If you do not have business insurance, what is keeping you from getting it? (check 
all that apply)

27. If you were refused a quote for commercial business insurance, why you were 
refused? (check all that apply)

28. Based on your own business, what would you consider the highest reasonable 
monthly premium (payment) for a commercial business plan? (property, liability, loss of 
income, etc., - excluding health, disability, or coverage of your building)? Select from the 
drop-down list below.

We apologize to non-USA respondents for the inconvenience, but all amounts need to be 
entered in equivalent US dollar amounts. You may estimate or use a currency converter 
such as one at http://www.xe.com/ 

*

Insurance Questions

*

 

The cost gfedc

The process of insuring (i.e., too complex) gfedc

Insurance company(s) would not give me a quote gfedc

I don’t know where to find the information I need to buy a plan gfedc

I believe my homeowner’s policy covers my business gfedc

Other (please specify) 

 
gfedc

Not Applicable (I was not refused a quote for business insurance). gfedc

Inadequate fire protection from the local fire department gfedc

Too much risk in the specific operations performed gfedc

My claims history gfedc

Too much risk in the products made gfedc

Other (please specify) 

 
gfedc
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29. In your specific case, rate the importance of each of these commercial business 
coverages. (Please rate each item)

30. Have you ever had commercial business insurance? (Answer "yes" if you currently 
have business insurance or have had it at sometime in the past - Answer "no" if you 
have never had a commercial business insurance policy or if your business has only 
been insured under a homeowners or in-home business insurance policy. ) 

31. How many years, cumulatively, have you had commercial business insurance for 
your craft business?

*

  Not Important Somewhat 
Important

Very Important Extremely 
Important

Business Property 
(buildings)

nmlkj nmlkj nmlkj nmlkj

Business Personal 
Property (contents 
and stock)

nmlkj nmlkj nmlkj nmlkj

General liability nmlkj nmlkj nmlkj nmlkj

Product liability nmlkj nmlkj nmlkj nmlkj

Loss of business 
income

nmlkj nmlkj nmlkj nmlkj

Shipping and 
items while they 
are away from 
business location 
(such as craft 
shows)

nmlkj nmlkj nmlkj nmlkj

Theft nmlkj nmlkj nmlkj nmlkj

Computer 
Equipment

nmlkj nmlkj nmlkj nmlkj

*

Claims Experience

The next group of questions will enable us to get an idea of the historical premium to claims ratio 
for various classes of craft artists. If you have made claims on your business insurance, these 
questions are potentially the most time consuming - and most helpful of questions in the survey. 
Please take time to answer as accurately and thoroughly as possible. The questions that follow 
these should take very little time to complete. Thanks! (None of the data in this survey can be 
tracked to a specific respondent.) 

We apologize to non-USA respondents for the inconvenience, but all amounts need to be 
entered in equivalent US dollar amounts. You may estimate or use a currency converter such 
as one at http://www.xe.com/

*

 

Yes nmlkj

No nmlkj
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32. In the last year in which your craft business was insured, approximately what was 
your annual premium (amount paid) for business insurance (property, liability, loss of 
income, etc., - excluding health or disability coverage)? (Omit dollar sign, commas, and 
round to even dollars) 

33. During the time period used to answer the first question of this section, did you 
make a claim(s) for loss? Please check the appropriate boxes. 

34. What was the approximate amount of your claim(s) for loss during the time period 
cited in the first question in this section for the categories shown below? (Omit dollar 
sign, commas, and round to even dollars)(Please enter a zero if there was no claim) 

35. If you had a claim, but the payment from the insurance company did not completely 
cover the loss, what was the reason?

*

Annual Premium $

*

  Yes No
Fire nmlkj nmlkj

Theft nmlkj nmlkj

Wind Damage nmlkj nmlkj

Water Damage nmlkj nmlkj

Shipping/inland 
marine

nmlkj nmlkj

Loss of Income nmlkj nmlkj

Other nmlkj nmlkj

*

Loss or damage 
to building(s) $
Loss or damage 
to business 
property (causes 
other than theft) $

Theft $

Loss of income $

I did not have the correct insurance to cover the loss. nmlkj

Coverage was too low. nmlkj

I did not have replacement value coverage. nmlkj

I agreed to a cash settlement without actually replacing the property. nmlkj

Other (please specify) 

 
nmlkj



Copy of ABANA/CERF Business Insurance Survey
36. Have you ever been sued as the result of a product you have sold? (Product 
Liability)

37. What was the result of the lawsuit?

38. If there was a settlement or judgment and you know and can disclose the amount, 
please enter below. If you have comments, please enter here as well.

39. Approximate replacement value of business property (excluding buildings – this is 
your estimate of today’s cost to replace your business property, such as tools, 
materials, office equipment, and completed work on hand with new or equivalent items)

*

Product Liability

Size of Business

The next group of questions will help us understand the sizes of craft businesses and the number 
of businesses in each size range. (None of the data in this survey can be tracked to a specific 
respondent.)

We apologize to non-USA respondents for the inconvenience, but all amounts need to be 
entered in equivalent US dollar amounts. You may estimate or use a currency converter such 
as one at http://www.xe.com/

*

Yes nmlkj

No nmlkj

The lawsuit was dropped. nmlkj

Out-of-court settlement. nmlkj

Case was dismissed. nmlkj

Court ordered judgment. nmlkj

Other (please specify) 

 
nmlkj

Under $25,000 nmlkj

$25,000-$50,000 nmlkj

$51,000-$100,000 nmlkj

$101,000-$150,000 nmlkj

$151,000-$200,000 nmlkj

over $200,000 nmlkj



Copy of ABANA/CERF Business Insurance Survey
40. Approximate reconstruction cost of business building(s) (this is your estimate of 
what it would cost to completely rebuild your buildings today, minus the parts which 
would not be destroyed in a fire, such as a concrete foundation, excavations, 
underground piping and wiring, architects fees, etc.)

41. Employees (other than yourself)

42. Annual average gross business receipts

*

*

*

Group Business Insurance Plan

Under $25,000 nmlkj

$25,000-$50,000 nmlkj

$51,000-$100,000 nmlkj

$101,000-$150,000 nmlkj

$151,000-$200,000 nmlkj

over $200,000 nmlkj

Not applicable – I do not own the building nmlkj

0 nmlkj

1-3 nmlkj

4-6 nmlkj

7-9 nmlkj

10 or more nmlkj

Under $10,000 nmlkj

$10,000-$25,000 nmlkj

$26,000-$50,000 nmlkj

$51,000-$100,000 nmlkj

$101,000-$200,000 nmlkj

$201,000-$300,000 nmlkj

$301,000-$500,000 nmlkj

Over $500,000 nmlkj



Copy of ABANA/CERF Business Insurance Survey
43. If a group business insurance plan was offered for members of a craft organization 
to which you belong, possibly at a savings over your current premium, would you be 
inclined to purchase such a policy?

44. This survey is being conducted by the Craft Emergency Relief Fund (CERF) in 
partnership with an organization to which you belong. Please rate the statements below 
to help us gauge your familiarity with CERF.

45. In what country is your business located?

*

CERF

*

  No Yes
I have heard of 
CERF (before this 
survey).

nmlkj nmlkj

I am familiar with 
CERF's programs.

nmlkj nmlkj

I have received 
mailings or 
electronic 
communications 
from CERF.

nmlkj nmlkj

I have contributed 
to CERF.

nmlkj nmlkj

Country

*

If you have completed the survey, please click "Done". You may also use the "Previous" arrow 
to return to questions in the survey. When finished your browser will take you to a page with 
more information about the survey and the Craft Emergency Relief Fund. Thank you for your 
participation!

Yes, very likely nmlkj

Yes, likely nmlkj

No, not likely nmlkj

No, not at all nmlkj

USA nmlkj

Canada nmlkj

Other (please specify) 

 
nmlkj
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