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Bridgette Mayer Gallery on Walnut Street in Philadelphia.

Part of doing business today in the art and framing industry is
the use of software programs to help simplify, not only the
basics such as bookkeeping, invoicing, office administration,
processing payments, inventory control, and marketing, but
also as a way to close a sale using visualization applications
anywhere, anytime. For software companies in the industry,
customizing the newest technology is part of their job. Paul
Thomas, president of Life-
Saver Software, Holly Springs,
GA, (www.lifesaversoftware
.com) says that staying up-
to-date is something that
their customers demand.
“There is certainly a need
within the industry for a prod-

uct that matches the creative
atmosphere of a fine art
gallery and/or custom frame-
shop,” he says. “As a result,
LifeSaver has moved all
products into the Cloud so
retailers are now able to use

SOFTWARE BRINGS MOBILITY,
VISUALIZATION CENTER STAGE
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QUOTE OF THE MONTH:

“Frameshops are uniquely 
positioned for the future 
because of the custom nature
of the framing industry.” 

Jeannette King, page 12.

ARTEXPO LAS VEGAS AT
LAS VEGAS MARKET

Artexpo Las Vegas is mak-
ing its debut, January
28–31, at the World Market
Center, Pavilion 2, to run
concurrently with the Las
Vegas Market giving art
suppliers access to the mar-
ket’s well-established audi-
ence of home furnishings
retailers, hospitality buyers,
and interior designers.
Show preview, page 16.

ACTIVIST GALLERIES
ACHIEVE TAX REDUCTION

Manhattan galleries and
other small businesses that
pursued a campaign for tax
relief have achieved a major
victory—showing that the
process of grassroots 
government can effectively
create change. Page 14.

WCAF EXPO: THE PLACE
TO LEARN AND SHOP

The West Coast Art &
Frame Expo, held in con-
junction with the National
Conference and PPFA 
Annual Convention, 
January 21–24, in Las
Vegas is expecting a fully-
booked show and an antici-
pated attendance of more
than 4,500 people. Show
preview is on page 22.

CREATING ART EVENTS
FOR MILLENNIALS

Some 74% of millennials
believe that art is relevant
to their generation and
40% of them that buying art
is a good investment. In
her article, page 24, mar-
keting expert Maria Bereket
talks about creating events
to capture their attention.

continued on page 10
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“Welcome to Las Vegas”  by 
Tomasz Rut is an oil painting, 
100 by 61 inches, retailing for 
$100,000 from Tomasz Rut 
Fine Art, Las Vegas. Visit:
www.tomaszrutstudio.com 

or call (954) 856-0516.

INSIDE THIS ISSUE

What’s Hot in
Open Editions

This month’s What’s Hot in
Open Editions features a va-
riety of the latest best selling
open edition prints, some
available as print-on-demand
images, and it includes con-
tact information as well.

Page 30

Artexpo Las Vegas at
Las Vegas Market

Artexpo Las Vegas, making
its debut January 28–31 at
World Market Center, and
running concurrently with Las
Vegas Market, had 64 fine art
exhibitors signed up at press
time, with more expected.

Page 16

WCAF Expo: The
Place to Learn, Shop

The West Coast Art & Frame
Expo, January 21–24, will have
over 165 exhibitors, of which
20% are international, and
20% new to the event, a num-
ber anticipated to increase by
the time the show opens.

Page 22

Banovich Foundation,
SEWE Collaborate

Banovich Wildscapes Foun-
dation and the Southeastern
Wildlife Exposition are ac-
knowledging contributions to
wildlife and nature conserva-
tion with the Award for Con-
servation Excellence.

Page 20

LA Art Show
Launches ‘Design’

The LA Art Show is celebrat-
ing the intersection of art and
design with the launch of De-
sign Art, a designated area
for exhibitors of modern fur-
niture, accent decor, archi-
tectural objects, and jewelry.

Page 10

Calendar: 
Industry Events

January is a busy time for art
shows in the industry, such
as West Coast Art & Frame
Expo, PPFA Annual Conven-
tion, Las Vegas World Mar-
ket, Artexpo Las Vegas, and
many others.

Page 28
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IN OUR OPINION

In retail, stagnation is theroot of all evil. In fact, the
axiom applies for wholesale

selling as well. Selling anything
whether it be a finished good
acquired for the express pur-
pose to resell (think art) or the
bi-product of an interactive
process with clients and raw
materials (think custom fram-
ing) to create a unique output
is a dynamic process—dy-
namic in the sense that over
time the assumptions and cri-
teria that define the relation-
ship shift and evolve.

In its most basic sense,
branding is the attempt by
the provider of a good or
service to alter the parame-
ters of an existing or poten-
tial client relationship. As
such, the creation of a brand-
ing strategy influences the
external perceptions about
the company and its prod-
ucts, as well as shapes the
internal philosophies and ac-

tivities that bring their serv-
ices to market. 

Years ago, a brand was de-
fined in hindsight. It was view-
ed as the sum of all a product’s
traits, created deliberately or
otherwise, that would res-
onate with a consumer of the
product. Over time, the study
of branding led to the notion of
proactive, coordinated activity
to create an intended commer-
cial persona for goods and
services. Touching all parts 
of an organization, today’s
branding strategies are an 
attempt to reset the customer
relationship in a manner that
serves the clients, as well as
the company, for the foresee-
able future.

Strong retail branding strat-
egies build strong art galleries,
frameshops, and customer
bases. Great retail strategies
synonymously forge online 
and brick-and-mortar success
while bad strategies, or the 
absence of a strategy, yield 
severe and unintended results.

WHAT BRAND OF
CUSTOMER DO
YOU WANT?

John Haffey
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Studio EL, located in
Emeryville, CA, has
signed artist Laura
Hapka to present
her abstract work 
as wood panels with
acrylic and epoxy
resin. Part of the
Studio EL Collec-
tion, Oakland, CA,
artist Hapka’s work
blends structure with
abstraction using a
process of building
layers of geometric
patterns. Retail 
prices range from
$1,200 to $10,000.
For further informa-
tion, telephone (800)
228-0928 or go to
the company’s website located at: www.studioel.com.

Studio EL Signs Artist Laura Hapka

“Coral Reef” by Laura Hapka is a
group of four vertical wood panels
with acrylic, epoxy, and resin. The
group measures 32 by 32 inches, 
and each panel, 8 by 32 inches. The
retail price for the group is $4,660.

Bob Kolbrener’s pursuit of
fine art photography took a
leap forward when in 1968,
Ansel Adams invited him to
join him as an instructor at
his spring workshop. At
the time, Kolbrener made a
commitment to continue in
the Ansel Adams tradition
of “straight photography.”
Historically, he has not
used computers or digital
manipulation in his work.
But now, adapting to the
digital world, Kolbrener
presents Tradigital Auto-
Graphs, a body of work
that reflects his relation-
ship with Adams, along
with his own world-view.
This collection was presented at a debut show at Pop Inter-
national Galleries in New York in December. Visit: www.bob
kolbrenerphotography.com and www.popinternational.com.

Kolbrener’s Photography at Pop

Bob Kolbrener’s “Rainbow and
Arrow, Colorado,” 1979/ 2015,
archival digital print, edition of
10, 32 1/2 by 40 inches, retail-
ing for $6,000.

As part of an
ongoing effort
to bring value
to the commu-
nity, Bankwell,
a Connecticut-
based bank, is
featuring an
art exhibit by
New Canaan
resident Af-
saneh Djab-
bari-Aslani at
its Elm Street
b r a n c h
through the
end of the
year. The Per-
sian-born artist says, “Bright colors, light, water, and reflec-
tion are an integral part of my work, tracing back to my
Persian roots where color and decorative art are part of its
rich history. Visit her website at: www.afsanehdjabbari-
aslani.com; for more on Bankwell: www.mybankwell.com.

Bankwell’s Djabbari-Aslani Exhibit

Artist Afsaneh Djabbari-Aslani, left, is
joined by David Dineen, EVP, head of
community banking for Bankwell; and 
attendee Melissa Thorkilsen from Elm
Street Books in New Canaan, CT.

Limelight Agency,
Los Angeles, is 
releasing a 104-
page catalogue
raisonné featuring
the last several
years of Tom Ever-
hart’s published
art. At the same
time, the company
is releasing two
limited edition
prints from Ever-
hart’s Waves of 
Influence series,
“Jean Michel’s Wake” and “Venice Moon Dogg E,” shown.
Each of the mixed media prints on deckled paper, edition 
of 75, is accompanied by the book which is signed by 
the artist. Everhart has also written brief essays on each 
new work, and Limelight has produced a short movie 
about Waves of Influence. E-mail: danny@limelightagency.com
or visit: www.limelightagency.com for information.

Everhart Book and Print Release

“Venice Moon Dogg E” by Tom Ever-
hart, 45 by 30 inches, edition of 75, 
accompanied by matched, numbered
catalogue raisonné, retails for $1,850.
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virtually any tablet (PC or
Mac) to visualize and take
orders. A customer is shown
their completed design idea
and the order is taken, and
paid for, right at the design
table. Mobility is so impor-
tant as customers can
have a creative ses-
sion with a designer
out of their gallery or
frameshop and still
have the ability to take
that order from an
iPad if they want.” 

Two of LifeSaver’s
newest products are
Cloud versions of their
point-of-sale software
called LifeSaver and
their visualization soft-
ware called Frame-
Vue. There is also a new
LifeSaver App which is fully
integrated into the Cloud
products. “The LifeSaver App
allows for more interaction
with retailers’ customers, as
well as a greater abil-
ity to change their of-
ferings within their
LifeSaver POS pro-
gram. Because of
everything being in
the Cloud, they can
make changes wher-
ever they are, when-
ever they want. From
their office or from
Italy, the breakroom 
or the Bahamas,” Mr.
Thomas says.

Making sales re-
motely has also
changed the look and func-
tionality of some of his cus-
tomers’ stores. “We see a
definite move to online shop-
ping as many are growing
their online framing business
while also using the platform
to direct their customers to
their store. We are also see-
ing less floor space in the

stores allotted to machinery
and more to design areas, as
many opt to send framing work
out to a fulfillment center.”

Many innovations at Life-
Saver are the direct result of a
creative collective of its cus-

tomers that was formed some
25 years ago. Among these
customers are the co-own-
ers of Get the Picture Fram-
ing in Lincoln, RI, Mike Labbe
and Andy Langlois. With an

extensive background in
computer/technology having
worked as a consultant to
several frameshops before
deciding to open Get the
Picture, 16 years ago, Mr.
Labbe knew what to look for
when choosing a software
program. “For us, it was im-
portant to select a vendor

who would be there in the
event that we need technical
support,” he says. “We wan-
ted a product that would
work with all of our vendors
to automatically update moul-
ding, mat, and fabric prices
weekly. It was also important

that it would build a
mailing list, schedule
orders, provide a ‘pick
list’ of materials to be
ordered, track receiv-
ables, and provide a con-
cise customer invoice
free of measurements or
item/part numbers.” 

Being part of the
creative collective has
helped both Get the
Picture and LifeSaver,
he says. “LifeSaver has
grown with our shop,

and the company has been
very receptive to our feature
suggestions. Twelve years
ago, we expanded the POS
to add framing visualization.
Eleven years ago, our shop

was the first to use
their integrated credit
card processing fea-
ture. As we added new
services, such as photo
restoration, the prod-
uct was able to accom-
modate our needs.”

Carol Graham, direc-
tor of customer rela-
tions for SoftTouch
Solutions Inc., devel-
oper of FrameReady in
Petrolia, Ontario, (www.
frameready.com) in
business since 1994,

says that keeping one foot in
the industry helps software
companies to stay ahead 
of what retailers need today
and in the future. “As soon
as an upgrade is released,
we start working on the 
next one,” she says. “Not only

LA ART SHOW LAUNCHES
‘DESIGN’ TO CELEBRATE
THE INTERSECTION 
OF ART AND DESIGN

LOS ANGELES—The LA 
Art Show, which has been a
fixture on the international art
calendar for over 20 years, 
is expanding its offerings at
its upcoming show, January
11–13, with the launch of 
Design Art, a designated area
for exhibitors of modern furni-
ture, accent decor, architec-
tural objects, and jewelry. The
exhibitions in Design LA Art
will be displayed in a series 
of circular, open-area vignette
spaces to highlight the in-
creasing intersections of the
fine art and design worlds.
“Los Angeles has emerged 
as a major destination for the
arts,” explains show producer
and partner Kim Martindale.
“With Design LA Art, we are
honoring the city’s already
rich history in the realms of
design and architecture, as
well as presenting forward-
looking programming about
the growing fusion of these
two disciplines. Every aspect
of this space has been cre-
ated to provide context on
how art and design intersect.”
Shown is Morten Lassen’s
“Paper 25,” 2017, an oil and
spray paint on canvas, 19 
by 25 inches, from Rebecca
Hossack Gallery, London. For
show details, visit: www.laart
show.com; for the gallery:
www.rebeccahossack.com.
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SOFTWARE: MOBILITY AND VISUALIZATION

continued on page 12

FrameReady, developed by SoftTouch 
Solutions Inc., is available for Windows,
Mac, and iPad.

LifeSaver Software Cloud provides mobile
use on an iPad or tablet.

continued from page 1
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do we incorporate our own
ideas, but we listen to our
clients and watch industry
trends. For example, we de-
signed a message center to
digitally replace Post-
it notes that has been
used as a policy and
procedures document
that is easy to refer-
ence and update.
FrameReady is built
on the FileMaker plat-
form and when File-
Maker releases a new
version, we quickly
build these new fea-
tures in our next 
upgrade.” In 2018,
SoftTouch Solutions
will be launching
FrameReady 11 which
is an upgrade of the
current version, FrameReady
10.2v5. Other updates in-
clude a Glass Pricer that
creates a price chart by
sizes based on wholesale
costs, tiered discount fields
for retail products
based on the customer
type (student, teacher,
etc.), and multiple 
shipping addresses
separate from the
billing address for 
corporations.

Jill and Paul Choma
of Gilded Moon Fram-
ing, Millerton, NY, have
been FrameReady cus-
tomers for 16 years.
Using the software is
a vital part of the day-
to-day running of the
business. “We rely on Frame-
Ready to manage our pric-
ing,” Mrs. Choma says.  “As
our business has grown we
have looked for ways to 
become more efficient. Em-
ployee training is essential
and FrameReady allows us
to run searches on virtually
everything we have entered
in the software. We also

have the ability to update our
cost of materials by individ-
ual supplier. This allows us
to change only the one sup-
plier and other suppliers stay
as is. This enables us to
keep our pricing current for
all our products.”

Jeannette King, president
of SpecialtySoft, Wilming-
ton, NC, (www.specialtysoft
.com) believes that helping
retailers set themselves
apart from other retail op-

tions is the key to success
in the industry. “Frameshops
are uniquely positioned for
the future because of the
custom nature of the framing
industry,” she says. “The
one-to-one design experi-
ence and complete cus-
tomization nature of our
products and services gives
our software the ability to

deliver an extremely person-
alized product like few other
industries can deliver.”

Some recent updates of
their Software for Retail Pic-
ture Framers, POS Hardware,
Software for Wholesale

Framers, Software for
Multi-Site Retail, and
SpecialtySoft View in-
clude improved busi-
ness and marketing
features. Also included
is optimization for Win-
dows 10, an enhanced
customer and visual
documentation system.
“Our approach is fo-
cused on the business
side of the framing
business, thus allowing
framers the freedom to
design. We believe
concise, easy to under-
stand metrics are es-

sential to assisting framers
in making good business de-
cisions.”

Mark Roberts, owner of
Eagle Creek Gallery, Sav-

age, MN, has been a
SpecialtySoft customer
for 15 years. “I have
been in the framing
business since 1986
and the major ‘equip-
ment’ purchases that I
made have been a
chopper, an underpin-
ner, a computerized
matcutter, and POS
software, in that order.
If I were to open a
framing business from
scratch today, I would
make those purchases
in the exact opposite

sequence,” he says. “I have
continued to find ways to
use the software to stream-
line various aspects of the
business. The software has
helped me discover things I
didn’t know about my busi-
ness through the use of de-
tailed reports that would not

BERNIE TAUPIN EXHIBIT
MARKS 50TH ANNIVERSARY
OF HIS COLLABORATION
WITH ELTON JOHN

ATLANTA—The world 
knows Bernie Taupin for 
his extraordinary songwriting
partnership with Elton John; 
a collaboration that has lasted
50 years. What Taupin’s fans
may not know is that visual
art has been a part of his life
for over 15 years. For two
months, through mid-Decem-
ber, Callanwolde Fine Arts
Center presented an exhibit
of Taupin’s work, “Ragged
Glory/Art Americana.” It was
particularly fitting as Elton
John lives in Atlanta.Through-
out the show, Taupin’s art
pays homage to his pride in
the U.S. and those veterans
who have selflessly served to
defend it. Born in World War 
II England, Taupin has been a
U.S. citizen since the 1980s.
Shown is “Prisoners of War,”
31 by 50 inches, mixed media
with cord, flags, nails, fixative,
scorch, canvas frame on
panel. In the past year, his
work has been exhibited at
Palm Beach Modern & 
Contemporary, Art Palm
Springs, Art Market San 
Francisco, and more. Visit:
www.callanwolde.org; for
Taupin’s work, go to:
www.bernietaupinart.com.
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continued on page 18

Based on customer feedback, Framing
Engine.com is launching a printing/framing
tool on their e-commerce website.

SpecialtySoft’s updates include optimiza-
tion for Windows10 and an enhanced cus-
tomer and visual documentation system.

SOFTWARE
continued from page 10
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Manhattan art galleries and
other small businesses that
pursued an intense campaign
for tax relief have achieved 
a major victory. In late 
November, Mayor Bill de 
Blasio, speaker Mark Viver-
ito, and council member 
Dan Garodnick an-
nounced a new 
bill that will make
changes to the
Commercial Rent
Tax (CRT) aimed 
at helping Manhat-
tan’s small busi-
nesses to succeed. 

Heidi Leigh,
owner of SoHo
gallery AFA, says
of this ground-
breaking legisla-
tion, “I’m thrilled to see that
the process of grassroots
government can effectively
create change that is not only
helpful to the entrepreneurs
who have the guts and work
ethic to own small busi-
nesses, but to the com-
munity at large, that
benefits from the well-
being of unique small
businesses in a cookie-
cutter day and age.”

Jeff Jaffe, owner of
Pop International Gal-
leries at The Bowery 
on Spring Street, who
was also a protagonist
for Commercial Rent
Tax relief, says, “It’s 
a remarkable achie-
vement.” His wife,
Nanette Ross, worked
closely with New York
City Council members
to effect the CRT am-
mendment and bring re-
lief to an estimated
3,400 Manhattan businesses
that currently pay it. 

The CRT is paid by com-
mercial tenants below 96th

Street and above Murray
Street in Manhattan who 
pay $250,000 or more in an-
nual rent. The effective tax
rate is 3.9% and has, for
years, imposed an additional
operating expense on small
businesses, regardless of

their income. For some small
businesses, what they have
owed in CRT has at times
amounted to more than their
net annual income, putting a
serious strain on their fi-

nances, states a press re-
lease from the Mayor’s office. 

Effective July 1, 2018, the
threshold for Manhattan’s

CRT for businesses with in-
come up to $5 million will 
increase from $250,000 to
$500,000 annual rent, with
the benefit provided on a slid-
ing scale for businesses with
income between $5 million
and $10 million or paying
$500,000 to $550,000 in
rent. In total, the move re-
duces taxes for 2,700 small
businesses, including 1,800
that will no longer pay the 
tax at all. Under this move,
the average business owner
will receive between $11,300
and $13,000 in annual tax 
relief. “Small businesses are
the lifeblood of this city,” says
Mayor de Blasio. “That’s why
we designed the bill to en-
sure that they’re the ones
we’re helping.” 

Council member Garod-
nick, who is term-limited and
retired in December, was 
determined that the passage
of this bill represent one of
his biggest priorities. “With
storefront vacancies soaring
and retail in crisis, the City
Council is today taking a cru-
cial step to support Manhat-
tan’s small businesses,”he
said. “For the first time since
2001, we are reforming the
unfair, commercial rent tax.
By doing so, we are throwing
a lifeline to businesses that
make our neighborhoods
special and provide jobs to
New Yorkers from all five bor-
oughs. This relief could not
come soon enough.”

Mr. Jaffe, who describes
Mr. Garodnick as “A man for
the people,” threw a surprise
party for him and his family at
Pop International Galleries as
a ‘thank you’ for all the coun-
cil member has done. Of the
commercial rent tax relief, 
Mr. Jaffe, says, “I think it will
make a massive difference
for a lot of small businesses.”

RETAIL DIVERSITY PLAN
TO SUPPORT NYC
BUSINESSES RELEASED

NEW YORK—New York City
Council has just released a
72-page report, “Planning for
Retail Diversity: Supporting
NYC’s Neighborhood Busi-
nesses,” providing a detailed
analysis of the challenges
faced by New York City’s
storefront business owners. 
It also gives a comprehensive
set of recommendations to
protect and promote retail
businesses. Speaker Melissa
Mark-Viverito had called for 
a plan to address the issues
facing neighborhood busi-
nesses. “While headlines
often go to major multina-
tional corporations whose
names adorn Manhattan sky-
scrapers, much of the eco-
nomic engine of our city is
contained in the countless
storefronts that line our
blocks. Our report sets forth 
a policy agenda to ensure the
diversity and character of our
city is reflected by our com-
munity businesses. It is our
hope that this report will serve
as a blueprint for comprehen-
sive policy to foster retail 
diversity, affordability, and 
access throughout all New
York City neighborhoods.” 

Council member David
Greenfield noted, “As our
small businesses face com-
petition from e-commerce and
rising rents, the new zoning
protections and policy recom-
mendations outlined in this 
report will ensure that local
retail will continue to grow
and flourish... this report lays
out a clear vision for protect-
ing community businesses
across our city.” For the re-
port, go to: https://council.
nyc.gov/press/2017/12/14/15
53/ or click on the URL: https:
//council.nyc.gov/ land-use/wp
-content/uploads/sites/ 53/
2017/12/NYC-Council-Plan
ning-For-Retail-Diversity.pdf

ART WORLD NEWSPAGE 14

ACTIVIST GALLERIES ACHIEVE TAX REDUCTION

Heidi Leigh, own-
er of AFA in SoHo
and Chateau de 
Belcastel in Avey-
ron, France, upon
being conferred
earlier this year
with the Order of
Arts and Letters
for her significant
contribution to-
wards furthering the arts in France and
throughout the world. 

Pop International Galleries at the
Bowery, Manhattan, hosts a trib-
ute party for Council Member Dan
Garodnick, center back row. The
term-limited councilor is joined 
by his team and chiefs of staff 
celebrating his illustrious career.
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Artexpo Las Vegas is mak-
ing its debut, January
28–31, at the World Market

Center, Pavilion 2, to run
concurrently with the Las
Vegas Market. This alliance
with the Market garners
valuable exposure for Red-
wood Media Group’s Art-
expo franchise, giving art
suppliers access to the mar-
ket’s well-established audi-
ence of home furnishings
retailers, hospitality buyers,
and interior designers. “We
see tremendous benefits
from linking the Artexpo
brand with Las Vegas Mar-
ket,” said Eric Smith, presi-
dent and CEO of Redwood
Media Group (RMG), when
the alliance was announced. 

At press time, some 64
exhibitors were signed up,
including publishers, artist
representatives, galleries,
and independent artists. And
more were anticipated.
Among those scheduled to
exhibit are Anna Art Publish-
ing, Winn Slavin Fine Art, Art
Design Consultants, Deljou
Art Group, Progressive Fine
Art, Gebhardt Gallery, and
Tomasz Rut. The show will
have a similar look and feel to
RMG’s Red Dot Miami, with
10-foot walls, wide aisles, and
carpeting, affording an ele-
gant ambience, says Linda
Mariano, managing director
of marketing for RMG. 

At the time of writing, at-
tendee registration for Las
Vegas Market, which gives
automatic entry to Artexpo
Las Vegas, was running just
slightly ahead of the same
time last year which could
mean an attendance of over

50,000. “Attendees come
from worldwide because this
is Las Vegas, but there is a
high con-
centration
from the
U.S., west
of the
M i s s i s -
sippi; and
f r o m
Canada ,
Mex i c o ,
and also
A s i a , ”
notes Ms.
Mariano.

Among
the rea-
sons she
cites as
important to attend Artexpo
Las Vegas is because, “You’ll
build your network. It’s not

just what you know, it’s also
who you know. With top de-
signers, world-class artists,
and industry leaders all gath-
ered onsite, there’s no better
way to build your professional
network than by being at the
only event in the space (at
World Market Center) dedi-
cated to those who view art
as a builder of business.
Grow your professional net-

work of artists and industry
peers by taking advantage of
all this experience has to

offer, including Meet
the Artist events,
specially curated
show programming,
and live art demos.
But it’s not all busi-
ness. There’s an
Opening Day Party
and VIP Recep-
tion—a can’t-miss
event!” The party 
is on Sunday, 
from 4 p.m.–6 p.m.
As with all of the
four days of the
show, it will be a
trade-only event.

Educational of-
ferings on Sunday include:
“On the Horizon in the Art
World,” where industry ex-

perts identify new
opportunities; fol-
lowed by “Market-
ing Smarts for
Designers and
Gallery Owners,”
presented by Litsa
Spanos of ADC;
Dream to Launch—
Making the Internet
Work for You; 60
Tips in 60 Minutes;
and Start with the
Art. Monday even-
ing, from 6 p.m.–
8 p.m., there’s “Art
Love Fashion” and
Late Night Art Party
that’s described as
a global adventure

with international fine art,
outstanding live musical 
performances, and food, as
well as fashion featuring
couture designers from
around the world. 

To register to attend Art-
expo Las Vegas, and for fur-
ther information on the show,
visit the website: www.art 
expolasvegas.com/attend/.

MICHAEL INGBAR
GALLERY: GIVING
ARTISTS A CHANCE

NEW YORK—This holiday
season, Michael Ingbar
Gallery is hosting a group 
exhibition, “You Should Be 
an Artist!” The work of 14 new
emerging artists is featured 
in the show.

“The reason for this show is
unusual,” says Michael Ing-
bar. “Basically, I've been told
by two people recently how 
I changed their lives, one is
an artist, and the other a stu-
dent who decided to study 
art rather than business. After
hearing these life changing
stories, I decided, why not 
do more of this while I can...” 
For the past seven years,
since he turned 65, Mr. Ingbar
has been trying to close his
gallery. “But how do you leave
the excitement, art, and 
people that are involved in 
the day-to-day operations?”
he muses. There is also the
question of the inventory he
owns, and what to do with it.
“I've been told it’s hard to re-
tire as an art dealer, and it 
is!” he says. But meanwhile, 
he can give emerging artists 
a chance to show their work
in a New York City gallery 
setting. 

In this first show of its kind
that he has hosted, everyone
on the gallery’s mailing list of
about 8,000 was invited to
create a piece of art to enter
into the selection process 
for the exhibition. And many
gems were found. The show
included affordable works in
acrylic, oil, mixed media, and
photography featuring land-
scapes, architecture, abstract,
and portraits, among other
subjects. There was an excel-
lent turn-out on opening night,
and sales too. For more infor-
mation on the gallery, visit:
www.michaelingbargallery.
com or call (212) 334-1100.
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Anna Art Publishing,Concord, Ontario,
presents “Above the Stars” by Anna
Razumovskaya, an oil on canvas, 80 by
72 inches, retailing for $40,000. Visit:
www.anna-art.com.

“Marilyn” by Tomasz Rut
is an oil painting, 36 by 
48 inches, retail $32,000:
www,tomaszrutstudio.com.
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be possible to compile if all
our sales data was simply
paper invoices. I recently
began using a detailed re-
port that shows what our
sales are by hour of the day
and day of the week to help
analyze what hours to be
open in order to best serve
our customers.”

Shea Farley, CEO of 
FramingEngine.com, Lake
Elsinore, CA, says that feed-
back from customers
has centered around
the need to attract
and maintain online
sales. “I don’t think
anyone can deny that
over the last 10 years
we have all seen an
overwhelming increa-
se in online sales,” he
says. “In 2016, online
sales of physical
goods amounted to
over $360 billion, and
will only increase. If
your business is sell-
ing products, then
you will need to find a
way to sell them online be-
cause it is a necessity.”

FramingEngine.com is laun-
ching a new printing and
framing tool on their e-com-
merce website, that pro-
vides custom framers and
printers with the immediate
solutions they need to ad-
dress their customers’ con-
cerns. (www.framingengine
.com) The consumer can up-
load the image from the con-
venience of their home and
take it into the online design
center. Here they will be able
to select from a range of
sizes or create a custom
size, then view the image
framed, as a canvas wrap,
printed on metal, mounted
on acrylic, or many other op-
tions the site owner would
like to offer. The key to this

new design tool is keeping
the customer engaged with
the design process, never
having to leave the window
until purchase. This is the key
to generate more sales.”

Steve Dodd, president of
Northwest Framing in Seat-
tle, has been a Framing 
Engine.com customer for six
years and in that time has
watched his software needs
evolve. “Retail framing stores
must have an e-commerce
site to compete moving for-
ward,” he says. “There are

so many companies selling
art and framing products on-
line, you are at a significant
competitive disadvantage if
you do not have an e-com-
merce site. You don’t even
have to provide back-end
printing services, you can
partner with a company that
does white label fulfillment in
printing and framing.”

Veevart, located in Brook-
lyn, NY, (www.veevart.com)
is a young Cloud-based soft-
ware company that has part-
nered with Salesforce.com
to handle inventory, transac-
tions, e-mail marketing, man-
age clients using a CRM
platform, event planning, and
office management. Founder
and managing director Anto-
nio Velasco says that the
company, which debuted in

2014, started with only a few
customers and has grown to
over 150 worldwide. “Art gal-
leries need to work closely
with their environment: artists,
customers, vendors, muse-
ums, and other cultural cen-
ters, in order to grow,” he
says. “At the same time,
they need to protect theirs,
and their customer’s, infor-
mation.” Veevart’s software
features six regular updates
every year to meet the
needs of its customers
—three from Salesforce,
three from Veevart. 

Sandra Pelletier,
principal of Sorelle
Gallery Fine Art with
three locations: New
Canaan, CT; and Al-
bany and Saratoga
Springs, NY, has tried
different software pro-
grams to see which
was the best fit for her
galleries. She is a cur-
rent Veevart customer.
“I am very technol-
ogy-forward and have
purchased four differ-
ent programs since
2009,” she says.

“None had given me what I
have required, or worked as
they were sold to me.” Some
of the hurdles included a
program not being Cloud-
based, some were clumsy to
run and were not user-
friendly, some were expen-
sive and not reliable. “I
researched for a few years
and found Salesforce to be
a viable company/software
and was not necessarily for
just art galleries, but cus-
tomizable for any type of com-
pany. Veevart has helped to
make it customized to what I
need to run my business.”

Thomas Freitag of Easy
Vision, located in Kowloon,
Hong Kong, (www.vframer
.com) touts the importance

SUKHUM OFFERS 
ARTWORK TO SUPPORT
BEAUTIFUL PROJECT

MINNEAPOLIS—Pamela
Sukhum, whose work is rep-
resented by Infinite Vision, 
is offering a selection of her
paintings and prints to sup-
port the Beautiful Project.
The mission of this organiza-
tion, founded by Sukhum, is
to fulfill individuals’ needs,
particularly those living in
challenging circumstances,
for self-expression. The pur-
chase of art will go towards: 
• The Hunger Project, an 
organization that supports 
resource-poor communities
towards self-sufficiency.
• Support for the upcoming
Beautiful Project trip in June
to Kampala, Uganda, working
with One School at a Time, a
Boulder, CO-based organiza-
tion that works directly with
communities to build schools
for girls. “We will be creating
art and community murals
with the girls using art-making
as a creative and self-empow-
ering tool in their lives.”
• Financial support for the
continuing educational schol-
arships for three children in
Rakai, Uganda. Shown is
“Koi,” an original painting, 
24 by 30 inches, retailing for
$7,600. To view the available
artwork for the Beautiful 
Project, visit: www.the-
beautiful-project.com or 
e-mail Pamela Sukhum at:
info@infinitevisionart.com or
call her at (612) 207-8148.
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Veevart’s Cloud-based software allows 
retailers to showcase inventory and services
on any mobile device, in or out of the shop.

SOFTWARE
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Tru Vue continues its celebra-
tion of custom framers with
West Coast Art and Frame
Expo events and activities fo-
cused on customer apprecia-
tion. Attendees at the WCAF
Expo in Las Vegas, January
22–24, are invited to visit the
Tru Vue booth, #605, to view
and vote for their favorite
piece to win The Sixth Annual
Tru Vue Framing Competi-
tion. This year the finalists
were challenged to create a
one-of-a-kind framing project
featuring textile artworks
from Chilean artist Andrea
Barrios Aguilar commissioned
specifically for the competi-
tion. Also on display will be
pieces from custom framers
featured in the current Tru
Vue advertising campaign.

At the booth, custom
framers will learn how to
enter to win the company’s
third Retail Boot Camp,
“Driving Footsteps to Your
Door with Meg Glasgow,”
which will feature a one-on-

one consultation with the
custom framing marketing
expert on how to engage the
local community to generate
foot traffic and sales. 

Visitors to the booth also
will receive a special give-
away with the chance to win
prizes, such as limited edi-
tion point-of-purchase dis-
plays and products.

“Something we hear from
customers is how much see-
ing the framing competition
pieces inspires them in their
work,” says Jen Gramm, di-
rector of marketing. “Each
year we try to feature other
pieces from framers in our
booth, and we’re excited 
to turn the spotlight on 
the framers who are in-
cluded in our recent ads and
blog posts.”

On Tuesday, January 23,

at 5 p.m., Tru Vue will host a
customer-appreciation re-
ception where attendees
can enjoy a free cocktail and
hear the Framing Competi-
tion results.

“Our 70th anniversary
kicked off last year with a
focus on our company his-
tory, and this year we are fo-
cused on the recognition of
our customers who have
helped us achieve that mile-
stone,” says Ms. Gramm. “It
is so rewarding to be able to
connect with our customers
face-to-face at WCAF Expo
and strengthen these rela-
tionships we value so much.”

Tru Vue, located in Mc-
Cook, IL, and Faribault, MN,
is a manufacturer of high-
performance glazing prod-
ucts for the custom picture
framing and museum mar-
kets. Tru Vue is a subsidiary
of Apogee Enterprises Inc.
(Nasdaq: APOG). Visit:
www.tru-vue.com.

BANOVICH WILDSCAPES
FOUNDATION AND SEWE
SHOW COLLABORATE TO
PRESENT CONSERVATION
EXCELLENCE AWARD

CHARLESTON, SC—
Banovich Wildscapes 
Foundation, a non-profit 
established by artist John
Banovich, and the South-
eastern Wildlife Exposition
have teamed up to acknowl-
edge exceptional contribu-
tions to wildlife and nature
conservation with the inaugu-
ral Award for Conservation
Excellence (ACE). The winner
will be announced among five
finalists at the ACE ceremony
on February 14 in Charleston,
just before the SEWE show
which runs February 16–18. 

The mission of ACE is to
honor a legacy of conserva-
tion through recognition of
men and women who have
dedicated their lives to con-
servation and the sustainabil-
ity of the world’s remaining
wild places and species. The
award will recognize a con-
servationist’s long-term com-
mitment to making our planet
a better place, and empower
people to advance wildlife
conservation. 

The winner will be awarded 
a $100,000 cash prize spon-
sored by The Cabela’s Out-
door Fund & Cabela Family
Foundation; the runners up
will receive a $5,000 cash re-
ward sponsored by Bass Pro
Shops and all five will receive
a $5,000 Cabela’s gift certifi-
cate. To learn more, visit:
www.sewe.com/ace or:
www.wildscapesfoundation.
org/ace-award/about.
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TRU VUE TO HONOR FRAMERS AT WCAF EXPO

of having an attractive and ac-
curate visualization
tool when presenting
framing options. “Our
software, vFramer,
has a new Museum
Frame Builder which
enables framers, and
consumers online, to
create and show clo-
sed corner frames
using an inventory of
hundreds of styles.
Once designed, the
consumer can bring
it into a frameshop in
their area that is listed
on the website. Visu-
alization tools have become
such a big part of the indus-
try today and custom fra-

mers, designers, and consu-
mers have become our main
clients,” Mr. Freitag says.
Those in the art and framing

industry that use software to
run their business find it to
be one of the most important

tools. “I cannot imagine run-
ning a frameshop today, with-
out such a tool,” Get the Pic-
ture Framing’s Mr. Labbe says.

“It is probably the most
important tool in the
shop. The time we
would spend to manu-
ally process price in-
creases, and money
left on the table by not
doing so in a timely
manner, easily cover
the small monthly fee.
The software also lets
us know when some-
thing is discontinued,
so we don’t disappoint
our customers or have
them make an alternate
choice.”

Koleen Kaffan is managing
editor of Art World News.

Easy Vision’s vFramer software features a
frame builder featuring hundreds of frame
styles and matboards to choose from.

SOFTWARE
continued from page 18
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The West Coast Art &
Frame Expo, January 22–24,
at the Paris Las Vegas Hotel
& Casino in Las Vegas is ex-
pecting a fully-booked show
and an anticipated atten-
dance of more than 4,500
people. At press time, over
165 exhibitors had commit-
ted to the show of which
20% are international, and
20% are new to the event—
a number that is expected to
increase by the time the
show opens.

Produced by Hobby
Pubco, the three-day trade-
only event is held in conjunc-
tion with the National
Conference which begins a
day earlier on January 21,
offering over 100 seminars
and workshops, including 
a number of new introduc-
tions. The PPFA Annual
Convention also takes place
at this time, with networking
events, seminars, and CPF,
MCPF certification.

Show director Deborah
Salmon says the strong
sign-up for the Conference
is an indication that atten-
dance will also be strong.
She says there is particular
interest in the digital printing
and photography classes.
The first class to sell out
was the Nighttime Photogra-
phy Photo Walk. New for
this year are Keynote 
sessions that start early in
the morning, 8 a.m.–9:30
a.m. They include a seminar
on Monday morning led by
Jay Goltz, owner of Artists
Frame Service, on “Creating
Your Brand: A More Deliber-
ate Approach to Building
Your Business;” and on Tues-
day morning, Chris Perez, a
marketing and communica-
tions professional with a
background in the framing in-
dustry, hosts a seminar on

“Today’s Online Marketing
Challenge: Navigating the
Customer Scavenger Hunt.”
There will also be catered

lunch and learning sessions,
such as Suzanne Smeaton,
frame historian and consult-
ant, speaking on Monday 

on the topic: “The Perfect
Marriage of Painting and
Frame;” and on Tuesday,
Jay Kogan, owner of House
of Frames, on the topic:
“Frameshop Success: Loca-
tion, Leasing and the Art of
Negotiation.” Also new this
year, Ken Baur, president of
KB Consulting, hosts the
seminar: “Competing in a
Changing Industry: The New
Model for Success,” spon-
sored by Larson-Juhl. 

Returning this year is a
highlight of the show, Lar-
son-Juhl’s Design Star cele-
bration, taking place on
Monday evening. Hundreds
of framers took on the chal-
lenge of crafting unique
frame designs with a mys-
tery basket of required fram-
ing ingredients. As usual, the
panel discussion led by Jay
Goltz: Successful Retailing,
takes place on Wednesday
morning before the show
opens. 

Of the objective in select-
ing Conference topics, Ms.

Salmon says, “We are trying
to help retailers remain
strong. So we focused on
bringing new, fresh ideas.”
For instance, Darlene Grace,
CPA, who has an MBA, is
hosting an accounting semi-
nar on Tuesday, “Accounting
Tips for Small Businesses,”
talking about possible tax
changes in light of new tax
legislation. Another new
speaker is Eric Joseph, tak-
ing a class sponsored by
Canon USA on Monday,
“The World of Inkjet Paper,”
on choosing the right paper
for printing artwork and 
photography—and how the
choice of paper affects the
quality and look of the
printed image.

“I think in today’s environ-
ment where it is so easy to
connect with people through
e-mail and social media, that
it is important at least once 
a year to attend an industry
trade event where, if you
learn one important thing 
to make your business 
better, it will be worth the
trip,” Ms. Salmon observes.
“There is no other place
(than WCAF Expo) where
you can get education and
classes specifically tailored
to our industry.”

Bruce Gherman, publisher
of Picture Framing Maga-
zine, producer with Hobby
Pubco of the show, adds,
“This is a visual industry and
(at the show) you get to
shop and customize your
line with art and moulding.
Where else do you get to
touch and feel it, and make
good decisions for your
business?”

For registration and to
sign up for seminars, visit
the WCAF Expo website at:
www.wcafshow.com.

FRAMERICA EXPANDS
TUNGSTEN ALLOY

YAPHANK, NY—Framerica’s
Tungsten Alloy, a textured
metallic with the look of steel,
is expanding its profile range.
It will be available in virtually
all profiles ranging to 3
inches. “All of the Alloys have
been outstanding,” notes
Josh Eichner, executive vice
president. “Expanding the
range was an obvious pro-
gression.” Alloys are available
in copper, tungsten, and 
platinum, all true to their 
descriptive badging. For more
information, call (800) 372-
6422 or visit the website:
www.framerica.com.

PERLITA WITH BEADED
ACCENT FROM PRESTO
FRAME & MOULDING

BETHEL, CT—Presto Frame
& Moulding introduces 
Perlita, featuring a profile that
slopes inward to a beaded 
accent on the lip. It is 7/8-inch
wide and available in stark
white, silver, gold, and black.
For further information, call
(800) 431-1622 or or click 
on the website address: 
www.prestoframe.com.
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WCAF EXPO: THE PLACE TO LEARN AND SHOP
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MARKETING

by Maria Bereket
The Information Age, once
driving everything, is now
considered an historical phe-
nomenon. Today, we live in
the Connection Economy: a
place that rewards value cre-
ated by relationships and
fostering of connections,
rather than assets and
“stuff.” The bigger-better-
faster desires of business
have been replaced with the
depth of what you know and
how that knowledge influ-
ences the connections you
make. This phenomenom is
what is bringing down the
largest brick-and-mortar re-
tailers, and growing the
smallest of niche businesses
across the country. Social
media has become the circu-
latory system of marketing
today, and although it may
seem like pointless chatter,
there are serious conversa-
tions going on that are sell-
ing art. Thousands of dollars
of art.

Events Matter: An inter-
esting statistic showing the
value of attracting elusive
millennials, the largest Amer-
ican generation, into your
galleries is that one in five of
them have spent $500 or
more at arts events, accord-
ing to Kelton Global Re-
search. This experience of
attending an event inhouse is
what has turned things
around for some galleries.
And I am not talking about
the old “wine and cheese”
days of the 1990s. Events

today can turn a generation
hungry for the arts into 
collectors. According to 
Advertising Age, 74% of mil-
lennials believe that the arts
are relevant to their genera-
tion. And if you take that in-
terest one step further, on
average, 40% of millennials
believe that buying art is a
good investment.

This Is a Busy and
Distracted Generation:
To capture their attention,

events need to be well de-
signed. According to event
organizers, 40% of millenni-
als say that if the invite or
event page is ugly, they
won’t attend. So make sure
you are using current design
trends in everything you pro-
duce. And remember that no
matter how eye-catching
your RSVP sites are, most
millennials cannot commit in
advance and many of them
will get tickets on the day of
the event. So keep remind-
ing them and don’t be dis-
couraged if only a few show
up because… 

Events Must Be Share-
Worthy: That means that
this generation likes to do
things in packs, either at the

event or in the sharing of ma-
terials and pictures before,
during, and after. Make sure
that you offer many opportu-
nities for them to share the
experience. Have links, mul-
tiple social sites in play, and
selfie stations where they
can take pictures and boast
about the experience long
after they are home. Keep in
mind that experiences live
online for months, even
years, as social sites are re-
minding us to remember!

Think of Interesting
Food: This is a hungry
generation that typically
doesn’t like to spend time on
cooking. Therefore, you
must have things to nibble
on to bring in the crowds.
Think about the explosion of
taste testing that is driving
the boutique grocery market
these days. You need inter-
esting, appetizing, and fun
foods to enhance the experi-
ence of art. Throw in a col-
lection of local craft beers,
and you will have them
buzzing about your gallery
and its events on social
apps. 

The Hashtag: This incred-
ibly powerful search tool has
more power than the bou-

quet of balloons outside your
door. Almost 86% of art
event attendees, according
to Kelton Global Research,
will find you via online ads,
blog posts, and social shar-
ing. Hashtags make the
event relevant, searchable,
and give it that share-worthy
element that drives 48% of
millennials to share the de-
tails with their family and
friends, according to Pew
Research. Being online
makes your event legit, but
including a hashtag makes it
another way to be found.

Make it About the
Dress: Ask people to dress
up. Remember when we
dressed up for work and
then went casual to go out?
Well, the reverse is true
today. Make it about color, or
theme, or just wearing that
awesome party outfit you
just had to have! Give your
attendees a reason to go out
with friends and of course…

Take and Post Selfies:
Millennials invented the
selfie, but did you know that
this is the connection part of
making your event some-
thing that art goers want to
share with others? Atten-
dance isn’t just about the ex-
perience of what you are
sharing, it is also about con-
nections that are strength-
ened by sharing that
experience and asking for
feedback. Have a selfie stick,

CREATING ART EVENTS TO ATTRACT MILLENNIALS

continued on page 26

Some 74% of millennials believe that
the arts are relevant to them. Events
can turn a generation hungry for the

arts into collectors.
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a selfie poster with your
hashtag on it, and a special
corner where attendees can
indulge and advocate for you! 

Do not underestimate the
social media bragging rights
that are created by these
moments.

Take and Post Photos:
One of the best things you
can do for the continued life
of your events is to have
someone taking photos. We
live in a red-carpet world
that is documented at every
single second—so indulge
your guests and build a fol-
lowing too by taking pic-
tures and then posting them
for guests to tag and
share—a job that is done by
offering them your event
hashtag. This can make a
small event seem like a
grand affair with all the pub-
licity shots that follow.

Incorporate Play: During
your event, you want to be
sure to have something for
people to do. Have sketch-
pads, hunt and solve ques-
tions, and a few special
give-aways to make the
evening even more enjoy-
able and fun. Some 73% of

millennials who choose to at-
tend an event make their de-
cision based on a special
speaker or themed topic for
the night. Do not make this
about buying art. Make it
about teaching and the im-
portance of playful interac-
tions. The buying will come;
be patient.

Make the Free Stuff
Matter: The coolest thing

that people remember about
events are those little gift
bags that further the experi-
ence once the event is long
gone. Chocolate paint
brushes, refrigerator frame
magnets, tiny sketchbooks,
artsy postcards with memo-
rable quotes, and of course,

all of your social sites and
memorabilia of the show that
night including the artists, the
craft beers, the recipe for the
bruschetta, etc.

Keep in Touch: Always
ask for e-mails and sign-ups
for your interesting and con-
sistent blogs and newslet-
ters. Millennials want to feel
special. They crave educa-
tion and engagement with

others so give them what
they want. 

Write articles, post pho-
tos from your events, and
stay in touch with each and
every person who took the
time to reach out to you
with likes, comments,
RSVPs, and of course, for
those who showed up.

Experiences Rather than
Goods: This generation val-
ues the experiences of the
world, not the products it
creates, so don’t miss out
on hosting events because
you think it won’t mean
sales. Art is in demand,
therefore: Educate, Enter-
tain, and Ask. They will buy,
and when they do, they will
share it with others. That is
the ultimate reward. 

#Millennials #ArtEvents
#SocialMedia #Art

DesignBearMarketing.com
is a Digital Marketing Com-
pany led by the creative
taskmaster, Maria Bereket.
Maria is passionately curi-
ous and innovative, is dedi-
cated to teaching and
training businesses and pro-
fessionals on the impor-
tance and process of Digital
Inbound Content Marketing
and Thought Leadership.
Our goal is to educate, train,
support, and offer insights
and solutions for growth by
establishing a social voice in
this new global, digital mar-
ketplace. Connect with us
on Twitter: @mbear88 or 
e-mail: maria@designbear
marketing.com.

Don’t miss out on hosting events 
because you think it won’t mean sales.
Art is in demand. Therefore: educate,

entertain and ask.

MILLENNIAL EVENTS 
continued from page 24

Congressman Jerrold Nadler
(D-NY), has praised the pas-
sage by the U.S. House of
Representatives of the bi-
partisan Register of Copy-
rights Selection and
Accountability Act. 

He says, “This legislation
will strengthen the Copyright
Office and make it more ac-
countable to Congress by
turning the Register of
Copyrights into a Senate-
confirmed position.” 

Mr. Nadler, who is a senior
member of the House Judici-
ary Committee and ranking
member of the subcommit-
tee on Courts, Intellectual
Property, and the Internet,
adds, “It is appropriate that
we passed it on World Intel-
lectual Property Day (April
26) when we recognize the
tremendous contribution that
intellectual property laws—
including copyright—make
to our economy and to our
creativity.”

He notes that this Bill rep-
resents the first step to-
wards modernizing the
Copyright Office for the
21st. century and providing
it with the flexibility and inde-
pendence it needs to serve
all members of the copyright
community effectively. 

“I hope that the Senate
will pass it soon,” he adds.
The Bill was passed by the
House with an overwhelming
majority.

BILL TO REINFORCE COPYRIGHT OFFICE
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CALENDAR

January 10–14: LA Art
Show, Los Angeles Conven-
tion Center, Los Angeles.
Visit: www.laartshow.com.

January 17–21: Art Palm
Beach, Palm Beach County
Convention Center, Palm
Beach, FL. Contact Next
Level Fairs at: www.nextlevel
fairs.com/artpalmbeach or
call (305) 490-4584.

January 21–24: PPFA 
Annual Convention, Paris Las
Vegas Hotel & Casino. For 
attendee registration, visit:
www.wcafshow.com.

January 22–24: West
Coast Art & Frame Expo,
Paris Las Vegas Hotel &

Casino. (National Confer-
ence begins on January 21.)
Produced by Hobby Pub Co.
Visit: www.wcafshow.com or
for questions on the trade
show, e-mail: wcaf@hobby
pub.com, and on the Nation-
al Conference, e-mail: pfm 
seminars@hobbypub.com.

January 25–28: Art Los
Angeles Contemporary, The
Barker Hangar, Santa Mon-
ica, CA. Produced by Fair
Grounds Association. Visit:
www.artlosangelesfair.com.

January 26–28: stARTup
Art Fair Los Angeles for inde-
pendent artists, at The Kin-
ney, Venice Beach, CA. Visit:
www.startupartfair.com.

January 28–31: Artexpo
Las Vegas, Pavilion 2, Las
Vegas Market, Las Vegas.
Produced by Redwood
Media Group. For further 
information, e-mail: info@
redwoodmg.com or visit:
www.artexpolasvegas.com.

January 28–February 1:
Las Vegas World Market,
World Market Center, Las
Vegas. Visit the website:
www.lasvegasmarket.com. 

February 15–19:Art Wyn-
wood, One Herald Plaza at
NE 14th Street, Miami. Pro-
duced by Art Miami LLC.
Visit: www.artwynwood.com.

February 16–18: South-

eastern Wildlife Exposition,
Charleston, SC. Visit the
website: www.sewe.com. 

February 16–19: Art Palm
Springs, Palm Springs Con-
vention Center, Palm
Springs, CA. Produced by
Urban Expositions. Visit:
www.art-palmsprings.com.

February 28–March 4:
The Art Show, Park Avenue
Armory at 67th Street, New
York. Organized by the Art
Dealers Association of Amer-
ica: www.artdealers.org.

March 8–11: The Armory
Show, Piers 92 and 94, New
York City. Visit the website:
www.thearmoryshow.com.
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“Plant Happiness” 
by Carolyn Kinnison

Image Size: 36” x 12”       $25

OPEN EDITION PRINTS
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E-MAIL: sarah@sundancegraphics.com
9564 Delegates Dr., Building B, Orlando, FL 32837

SunDance Graphics

E-MAIL: customerservice@editionslimited.com
4090 Halleck Street, Emeryville, CA 94608

“Technicolor Trees 1”
(One of a set of three) 
by E. Loren Soderberg
Image size: 24” x 24” 

$35 
Available as POD on
paper and canvas. 

Editions 
Limited

www.gangoeditions.com
E-MAIL: info@gangoeditions.com

2187 NW Reed St., Portland, OR 97210-2104

“Approaching
Squall” 

by Stan Hellman
Image Size: 
18” x 12” 
$12 

Also available as 
POD in any size.

Gango Editions

“Metamorphosis 
In Blue” 

by Duy Huynh
Image Size: 
24” x 24”            
$32

Image Conscious

800.532.2333
www.

imageconscious
.com

“City Lights NYC” 
by Rod Chase
Image Size: 
30” x 30”
$58 

Image Conscious

www.haddadsfinearts.com
E-MAIL: cfskeen@haddadsfinearts.com

3855 E. Mira Loma Ave., Anaheim, CA 92806

“Repose”
by E. Jarvis

Image Size: 26” x 26”
Also available as 

a custom size giclée.

800.942.3323
Fax: 714.996.4153

Haddad’s 
Fine Arts Inc.

800.532.2333    
www.

imageconscious
.com

407.240.1091

www.sdgraphics.com     www.sundancegraphics.com

800.228.0928
www.editionslimited.com

800.852.3662
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WHAT’S HOT IN OPEN EDITIONS

Strange Emotions

“Strange Emotions” by Victoria Brown
is a large format custom giclée measur-
ing 30 by 40 inches and retailing for
$142. Also available as POD. For further
information, call A.D. Lines in Monroe,
CT, at (800) 836-0994 or visit the web-
site at: www.ad-lines.com.

Here are the 
best selling prints 
from the month of

November

Marsh Heron I

“Marsh Heron
I” by Tim 
O’Toole is an
open edition
giclée mea-
suring 22 by
28 inches, 
retailing for
$75. Phone
World Art
Group in
R i c hmond ,
VA, at (804)

213-0600 or go to the website located at:
www.theworldartgroup.com.

Tropical Watercolor

“Tropical Watercolor” by Nola
James measures 20 by 16 inches
and retails for $18. Telephone Sun-
Dance Graphics, located in Or-
lando, FL, at (800) 617-5532 for
further information, or go to the
company’s website located at:
www.sdgraphics.com.

Low Tide 2

“Low Tide 2” by Craig Trewin
Penny measures 27 by 27 inches
and retails for $35. Also available
to resize and print on canvas. 
For further information, phone
Image Conscious, San Francisco,
at (800) 532-2333, or go to 
the website located at: www.
imageconscious.com.

Purlieu – Mellow

“ P u r l i e u –
Mellow” by
Paul Duncan
measures 30
by 40 inches
and retails for
$70. Image
available in
multiple sizes.
Te l e p h o n e
Rosenstiel’s,
London, at
(011-44) 207
352 3551 for

further information, or go to the website at:
www.felixr.com.

Today is a Good Day
Succulent Wreath
“Today is a Good Day, Succulent
Wreath” by Cindy Jacobs meas-
ures 12 by 12 inches ($12). Call
Penny Lane Publishing, New
Carlisle, Ohio, at (800) 273-5263,
www.pennylanepublishing.com.
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Soft Teal Splendor

“Soft Teal Splendor” by Carol
Robinson measures 24 by 24
inches and retails for $30. For fur-
ther information, call Galaxy of
Graphics, East Rutherford, NJ, at
(888) 464-7500 or go to the web-
site: www.galaxyofgraphics.com.

Candy Canes

“Candy Canes” by Jennifer Pugh
measures 12 by 12 inches and re-
tails for $12. Telephone Sagebrush
Fine Art, Salt Lake City, Utah, at
(800) 643-7243 or visit the com-
pany’s website located at: www.
sagebrushfineart.com.

Fashion
Sketchbook VII
“Fashion Sketchbook
VII” by Anne Tavoletti
measures 12 by 36
inches and retails for
$21. For further infor-
mation, telephone Wild
Apple in Woodstock,
VT, at (800) 756-8359
or go to the website 
located at: www.wild
apple.com.

Gold Patterns VI

“Gold Patterns VI” by BJ Lantz measures
11 by 14 inches and retails for $10. Call
Gango Editions, Portland, OR, at (800)
852-3662, www.gangoeditions.com.

Brooklyn Bridge Cityscape

“Brooklyn Bridge Cityscape” by Marie
Elaine Cusson measures 36 by 24 inches
and retails for $35. Call Roaring Brook Art,
Tarrytown, NY, at (888) 779-9055 for more
details, or visit the company’s website at:
www.roaringbrookart.com.

New York, New York – 23

“New York,
New York –
23” by
J a m e s
B l a k ew a y
has an image
that meas-
ures 40 by
13 1/2 inches and a retail price of $30. Call Blakeway Worldwide Panoramas
Inc., located in Minnetonka, MN, at (800) 334-7266 for more information, or 
go to the company’s website located at: www.panoramas.com.

Here are the 
best selling prints 
from the month of

November
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Art World News

WELLSPRING COMMUNICATIONS 
OFFERS 

Book and 
Catalogue
Publishing

Marketing opportunities, 
such as e-mail blasts 
and advertising.

A trade magazine known as 
the independent news source 
for the art and framing industry. 

Also, available at:

Contact John Haffey at 203.854.8566 
or send an e-mail to: jwhaffey@aol.com

www.
artworldnews

.com
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Small Ad

Classified Advertising Works
To learn more about affordable 

advertising rates in 
Art World News magazine, 

call John Haffey at 203.854.8566 
or e-mail: jwhaffey@aol.com.

BIGResults
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Bon Art ..............................................................................6

www.bonartique.com 203.845.8888

Crescent ..........................................................................17

www.crescentpro.com/couture 888.293.3956
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www.afsanehdjabbari-aslani.com 203.722.3320
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www.framerica.com 800.372.6422

Frame Destination ..............................................................33
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www.gangoeditions.com 800.852.3662

Haddad’s Fine Arts Inc. ......................................................29

www.haddadsfinearts.com 800.942.3323

Image Conscious ..............................................................29

www.imageconscious.com 800.532.2333

Walid Jaklis ......................................................................11

E-mail: wjaklis@gmail.com 703.624.8627

Mary Johnston Studio ........................................................11

www.maryjohnstonart.com 317.730.7221

Max Art Productions LLC ....................................................33

www.maxartpro.com 702.478.3305

Michelangelo Moulding ........................................................4

www.michelangelomoulding.com 877.422.8812

Park West Gallery..............................................................23

www.parkwestgallery.com 800.521.9654

Pease Pedestals ................................................................23

www.peasepedestals.com 847.901.4440

Penny Lane Fine Art & Licensing ............................................3

www.pennylanepublishing.com 800.273.5263

Road Show Company ........................................................28

www.roadshowcompany.com 305.458.3000

Ten Plus Inc. ......................................................................27

www.tenplusframes.com 888.944.8899

Thomas Charles Editions ......................................................2

www.thomascharleseditions.com 623.582.4500

Tru Vue Inc. ......................................................................21

www.tru-vue.com 800.621.8339

Wall Moulding ..................................................................25

www.wallmoulding.com 800.880.9315

Wellspring Communications ................................................32

e-mail: jwhaffey@aol.com 203.854.8566

West Coast Art & Frame Expo ..............................................9

www.wcafexpo.com wcaf@hobbypub.com

Wild Apple ......................................................................35

www.wildapple.com 800.756.8359

DEC17-Index_Layout 1  1/10/18  3:21 PM  Page 1



FullPageAdTemplate_Layout 1  8/10/17  3:31 PM  Page 1



FullPageAdTemplate_Layout 1  11/8/17  11:34 AM  Page 1


	001AWN_DEC2017
	002AWN_DEC2017
	003AWN_DEC2017
	004AWN_DEC2017
	005AWN_DEC2017
	006AWN_DEC2017
	007AWN_DEC2017
	008AWN_DEC2017
	009AWN_DEC2017
	010AWN_DEC2017
	011AWN_DEC2017
	012AWN_DEC2017
	013AWN_DEC2017
	014AWN_DEC2017
	015AWN_DEC2017
	016AWN_DEC2017
	017AWN_DEC2017
	018AWN_DEC2017
	019AWN_DEC2017
	020AWN_DEC2017
	021AWN_DEC2017
	022AWN_DEC2017
	023AWN_DEC2017
	024AWN_DEC2017
	025AWN_DEC2017
	026AWN_DEC2017
	027AWN_DEC2017
	028AWN_DEC2017
	029AWN_DEC2017
	030AWN_DEC2017
	031AWN_DEC2017
	032AWN_DEC2017
	033AWN_DEC2017
	034AWN_DEC2017
	035AWN_DEC2017
	036AWN_DEC2017

