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Rosenbaum Contemporary, Boca Raton, FL, with Greg Lotus work.

As we begin 2018, we talked with galleries and frameshops
to see what worked for them in 2017, and what they plan to
change for 2018. As we spoke, of course, these art and fram-
ing retailers provided many observations on the market. Socio-
economic factors, particularly the shrinking middle class,
continue to influence consumer buying patterns. At the same
time, in some shape or form, the Internet is clearly playing a
major role at all levels of the
market—from bringing in
higher priced online sales to
customers from around the
globe who trust the gallery’s
reputation; influencing the mix
of artwork a gallery carries so
they differentiate themselves

from the offerings of online
entities; to outreach in the
form of social media to keep
the gallery or frameshop’s
name in front of people who
now may choose to buy 
online, even if they’re local,

GALLERIES, FRAMESHOPS
ADAPT TO MARKET FORCES

THE INDEPENDENT NEWS SOURCE

QUOTE OF THE MONTH:
“If we want to create a legacy 
for custom framing, it is about
‘Taking Care of Others as We
Take Care of Memories.’”  

Miles Wallace, page 26.

LEGAL ISSUES: STREET
ART AND COPYRIGHT
PROTECTION EXAMINED

In light of the increasing ac-
ceptance and publishing of
street art, Joshua Kaufman
and Meaghan Kent, leading
attorneys in art, copyright,
and licensing law, review
copyright issues for this art-
form that is generally be-
coming more mainstream.
Article begins on page 20.

WORLD ART GROUP
UNVEILS RE-BRANDING

World Art Group, in busi-
ness over 40 years and
once known as Old World
Prints, introduces a new
look to reflect the company
as it is today and into the fu-
ture. The re-branding pres-
ents a new look, new logo,
and more. Turn to page 14.

SOHO EDITIONS PLANS
TO RE-ENERGIZE
THE PRINT MARKET

Elliot Burns, owner and co-
founder of Soho Editions,
established in 1986, is in-
troducing a low cost, high
quality limited edition print
program that he believes
will enable galleries and
up-and-coming frameshops
to re-establish fine art 
print selling as a viable 
and valuable part of their 
business. Turn to page 18.

ARTEXPO LAS VEGAS
AT LAS VEGAS MARKET

Artexpo Las Vegas, pro-
duced by Redwood Media
Group, is making its debut,
January 28–31, at the
World Market Center to run
concurrently with the Las
Vegas Market. Page 16.

continued on page 10
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“Color Field No. 68”  by 
Jane Schmidt is an open 
edition print available on 

paper, canvas, acrylic, metal 
and wood in various sizes. 
Retail prices range from 

$26 to $1,220. Phone Image 
Conscious, San Francisco, 
at (800) 532-2333 or go to: 

www.imageconscious.com.

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

Legal Issues: Street
Art & Copyright

With open edition print pub-
lishers publishing street art
and galleries representing
the originals, Joshua Kauf-
man and Meaghan Kent re-
view copyright protection for
this art genre.

Page 20

Stores to Reflect the
Experience Economy

Pam Danziger, marketing ex-
pert, describes how to trans-
form a store from a place to
buy products into a destina-
tion where customers have
meaningful experiences, as
Apple has done.

Page 18

Soho Introduces
New Print Program

Soho Editions is planning,
once again, to re-energize
the print market. Elliot Burns,
owner and co-founder, is in-
troducing a new program of
low cost, high quality prints
by ‘name’ artists. 

Page 18

World Art Group
Re-Branding

In its re-branding initiative,
World Art Group introduces
the tagline Creative Free-
dom, a plus sign that repre-
sents ‘more,’ and the cor-
porate color of magenta em-
blematic of transformation.

Page 14

Calendar: 
Industry Events

The beginning of Spring
opens the door to a variety of
art shows in the industry,
such as New York City’s The
Art Show, Volta NY, The Ar-
mory Show, Art on Paper,
and many others.

Page 28
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IN OUR OPINION

Thus far, the year seems
to be getting off to 
a very good start.

From varying places in the
country, art galleries and
frameshops have indicated
good sales. 

The Florida snow bird
season is in full swing and
doing well, putting to rest
the fears and concerns of
hangovers associated with
the early fall hurricanes that
impacted the region. Simi-
larly, vacation spots out
West in the desert, moun-
tains, and coasts are saying
this year’s start is a little bet-
ter than they expected.

As attitudes and the econ-
omy blossom, many suppli-
ers and retailers are initiating
plans and changes to their
businesses that yield new
operating platforms for
2018. As change yields op-
portunity, many new and

longstanding industry play-
ers are pivoting to meet 
the new opportunities the
market is presenting. 

One of the most exciting
elements of these introduc-
tions is the fact that many
of these new plans have
been at the ready for quite
some time and only now are
being implemented. That’s
tangible proof of an improv-
ing marketplace.

The year 2018 will be
transformative. While the
new plans gain traction in
the industry, business mod-
els will begin to shift on all
levels. 

Some are taking unique
and innovative paths, while 
others will seek to emulate
the new-found success of
their peers. Collectively, 
as a result of positive
trends, the art and framing 
industry will start to feel 
a little different.

SHIFTING SANDS
AND EVOLVING
MODELS

John Haffey
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Image Con-
scious of San
F r a n c i s c o
p r e s e n t s
Craig Trewin
P e n n y ’ s
“ S o r r e n t o
Gulls,” an
image avail-
able to print
in multiple
sizes on
paper, can-
vas, acrylic,
metal, and
wood. The Australian-born artist’s work is proving highly suc-
cessful for Image Conscious and will be featured promi-
nently in the company’s booth at the West Coast Art &
Frame Expo, January 22–24 in Las Vegas. In all, Image Con-
scious is introducing 50 new releases at the show, including
images on standard paper, cotton rag paper, canvas, acrylic,
aluminum, and bamboo. To reach Image Conscious, visit the
website: www.imageconscious.com or call  (800) 532-2333.

Image Conscious New Releases

Image Conscious presents “Sorrento Gulls”
by Craig Trewin Penny, open edition print.

Gabriel Delgado
has been named
assistant director
at Rosenbaum
Contemporary in
Boca Raton, FL.
Mr. Delgado was
selected to help
promote the mu-
seum quality, in-
vestment art
branding of the
gallery, including
curating, prog-
raming, and consulting. He brings a deep background in the
art gallery business, has curatorial titles from two museums
in Houston, and was also previously owner of Delgado 
Consulting and Appraising. Rosenbaum Contemporary is
owned by Marvin and Howard Rosenbaum who also operate
a gallery in Bal Harbour. Their galleries offer acquisition ad-
vice for individuals and corporations, art consulting, sourcing
of artists, art collection building and management, and resale
of select works of art. He can be reached at (561) 994-4422,
ext. 127, or visit: www.rosenbaumcontemporary.com.

Delgado at Rosenbaum Contemporary

Gabriel Delgado at Rosenbaum Contem-
porary with Robert Indiana’s “Hope.”

Roaring Brook Art
of Elmsford, NY,
has added artist
and designer Tam-
my Kushnir to its
team of artists
and is making her
work available in
custom sizes, as
well as permis-
sion to print. The
P e n n s y l v a n i a
artist draws in-
spiration for her
work from family,
music, and her tra-
vels. An artist her
whole life, she
enjoys paintings
and digital art, and is often inspired to try new techniques.
To reach Roaring Brook Art, visit the website at: www.
roaringbrookart.com or e-mail: info@roaringbrookart.com.

Roaring Brook Signs Tammy Kushnir

“Search for Adventure II” by Tammy
Kushnir from Roaring Brook Art, with 
a 30- by 30-inch image ($35).

Wild Apple has signed
Canadian artist Jenaya
Jackson and is offering
her work as POD high
quality poster prints, fine
art paper, or flat canvas.
The artist, who lives with
her family in British Co-
lumbia, believes that art
takes many shapes and
forms, and that bright and
playful is a must when
creating a piece of art-
work. Her surroundings
are a continual source of
inspiration: beautiful gar-
dens, scenic landscapes,
and the undeniable “girl
power” that comes from
raising two young daugh-
ters. Visit: www.wildapple.com or call (800) 756-8359.

Wild Apple Signs Jenaya Jackson

“Girl Power IX” by Jenaya Jack-
son from Wild Apple as POD on
several substrates with images
from 4 by 5 to 40 by 50 inches.
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rather than coming into the
store. 

“One of the things, and it
is not just in 2017, the mar-
ket has really gone to fewer
people spending more
money,” says Paul Gulla,
manager of R. Michelson
Galleries in Northampton,
MA, in business 40 years.
“So we are stepping up the
price points and making sure
we have the organizational
structure to respond to
these people and get in blue
chip pieces that in-
terest them.” That
being said, Mr.
Gulla has always
tried to be egalitar-
ian in terms of the
gallery’s offerings.
“We have a lot of
artists selling in the
$500 range, not
necessarily in the
$2,000 range. We
really want to be
able to sell artwork
in different price
ranges, in part to
support the artists
(working in the
lower price range)
and also to give
people something
nice in that lower
range. But that
part of the market is disap-
pearing.” The reality is, he
says, that wealthy collectors
are either buying higher
priced artwork, or are
spending more money buy-
ing more pieces. 

Rockwell Art & Framing,
with six locations in Con-
necticut’s Fairfield County
has experienced a similar
trend. General manager
Miles Wallace says that over
the past couple of years the
stores have been catering
more to those who appreci-

ate custom framing and are
willing to pay for it. “The
quantity (of jobs) has gone
down, but the quality has in-
creased,” he says. To foster
this segment of buyers, Mr.
Wallace’s emphasis is on
customer service. “Through
the quality of our customer
service we have gained loy-
alty and trust,” he says.

Trust is a large factor in
higher-end online sales.
Many of R. Michelson’s
sales are online transactions
to collectors in countries

that include China and South
Korea, mainly because of
the children’s book illustra-
tion art that R. Michelson
specializes in. “But the fact
that we have a brick-and-
mortar presence is impor-
tant—it helps develop
trust,” says Mr. Gulla. That
he says, is key to online
sales. “They know that if
they have a problem, we
have been here 40 years
and will address it. You have
to develop trust and a rela-
tionship with the customer,
whether on the phone or 

online. If you don’t have the
trust, selling online doesn’t
work.”

Roy Saper, owner of
Saper Galleries and Custom
Framing, East Lansing, MI,
also in business 40 years,
agrees. Among his initiatives
for 2018, he says, “We will
increase linking inquiries to
our gallery’s testimonial
page as that helps prospec-
tive clients recognize our
longevity and successful
service to a very large num-
ber of clients. Just as peo-

ple use reviews to
check out places to
visit, shop, and eat,
people use testimoni-
als and review sites to
learn more about busi-
nesses. We will also
link to our TripAdvisor
reviews when re-
sponding to prospec-
tive client inquiries.”

Many of Mr. Saper’s
plans for 2018 are
centered around prac-
tices that best meld
online and brick-and-
mortar commerce. In
an effort to remain vis-
ible and to market in-
ventory which used to
be viewed only by
those who visited the

gallery directly, “We are in-
creasing our digital commu-
nications with clients and
those who have contacted
us and provided us their e-
mail addresses.” He is also
increasing the frequency of
the gallery’s e-newsletters,
due to the positive re-
sponse, from two or three a
year to one every couple of
months. “Recipients of the
e-newsletters come in to
purchase artworks featured
in them. Increasing the fre-

WEST COAST ART &
FRAME EXPO HIGHLIGHTS

LAS VEGAS—With over 165
exhibitors of art and framing-
related products, the 19th 
edition of the West Coast Art
& Frame Expo takes place
January 22–24 at the Paris
Hotel & Casino. The National
Conference, offering over 100
seminars and workshops, be-
gins a day earlier, on Sunday,
January 21. The WCAF Expo,
produced by Hobby Pubco, is
also the setting for the PPFA
Annual Convention.

Sunday: 
6 p.m.–7:30 p.m.
PPFA Welcome to Vegas 
Reception.

Monday:
6 p.m.–7:30 p.m. 
Design Star: Framing Edition
awards ceremony hosted by
Larson-Juhl. 

Tuesday:
8:30 a.m.–10 a.m.
Art Copyright Coalition meeting
at Ballys Las Vegas 2.
5 p.m.
Tru Vue customer apprecia-
tion reception at its booth,
605, and winners announced
of Tru Framing Competition.
6:30 p.m.–9:30 p.m.
PPFA cocktail reception 
celebrating winners of PPFA
International Framing Compe-
tition followed by President’s
Dinner.

Wednesday:
8 a.m.–10 a.m.
Successful Retailing: A Panel
Discussion led by Jay Goltz.

Show hours: 
Monday: 11 a.m.–6 p.m. 
Tuesday: 10 a.m.–6 p.m.
Wednesday: 10 a.m.–3 p.m.

To access an exhibitor list 
and National Conference and
PPFA schedule of seminars,
visit the website located at:
www.wcafshow.com.

ART WORLD NEWSPAGE 10

ADAPTING TO MARKET FORCES IN 2018

David Wiesner’s “The Name is Arthur” is a
watercolor, 9 1/2 by 11 1/2 inches, an illustra-
tion for the book, “Art & Max.” The painting,
retailing for $7,500, is from R. Michelson
Gallery, Northampton, MA. Wiesner is the
only living illustrator to win three Caldecott
Awards. Visit: www.rmichelson.com.

continue on page 12

continued from page 1
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quency while being deliber-
ate in the extent of content
and personalizing the
newsletters are important.”

Another change in 2018 
is opening an Instagram ac-
count, rather than just 
having the gallery’s Twitter
account. “Both are a means
of keeping the gallery name
and offerings in front of
those who choose to follow
us.” Indeed, the Internet has
been a bonus to Saper 
Galleries. “Our framing de-
partment is framing more
artwork than in the
past that clients
bring in tubes that
were shipped to
them. That is further
evidence that peo-
ple are buying art
online and gallery
foot traffic is less-
ened. We are find-
ing that about 
40% of the value of
our transactions are
from online pur-
chases. The future
of our activity will be
an ever-increasing
percentage of trans-
actions with those
who never set foot
in our gallery.”

Ken Warren, owner of
Westport River Gallery in
Westport, CT, observes,
“The problem is finding art
that is not easily found online, 
or they’ll shop price and 
go there—and you lose,
game over.” To survive, he
says, a gallery has to evolve,
change, or vanish. “Audi-
ences are all over the place,
and so must what a gallery
stocks.” For instance, in the
past few months a young fe-
male mega filmstar randomly
stopped in to the Westport
River Gallery and bought a
$2,500 modern French

painting, a 20-something col-
lege student bought a $100
classic clipper ship oil, and a
30-something hedge fund/fi-
nance couple bought a giant
Impressionist oil for $7,000.

“People are more dis-
tracted than ever, often run-
ning after the newest shiny
nickel or flashy trinket. They
are bombarded with texts, 
e-mails, alerts, TV shows,
phone calls, gyrating stocks,
news about a tax code,
healthcare, North Korea... 
I think fewer people are
shopping for art, and instead
are looking at it as just an
accessory. We find art can

be a calming force in their
lives, but the gallery person
has to know how to speak
that language. It’s a question
of ‘working with’ clients, not
‘working on’ them. We need
to realize that they can buy
‘art’ at Costco, Ikea, Art.
com, Saatchi, eBay, Christ-
mas Tree Shoppes and as
such art has become com-
mon and less special. The
gallery needs to understand
how to communicate that
what they have is still spe-
cial, and why.” 

Mr. Saper concurs with
the notion of offering a very

wide price range. “A gallery
that appeals to a narrow 
or narrowly-perceived price
range is shutting out a great
percentage of potential 
buyers. For me it is impor-
tant to accommodate every-
one who visits us, and that
necessitates a broad price
range of artwork offered,
that still is of the quality 
and interest that makes our
collection consistently desir-
able—and unlike any other
gallery because much of
what we carry I found in
world travels, not necessar-
ily trade shows which would
sell art that others would
also carry.”

The same is true of
R. Michelson Gallery
where Mr. Gulla says,
“We have a whole
range of prints for a
few hundred dollars.”
His average sale is in
the $5,000–$10,000
range, although prices
go up to $200,000 
for say a Leonard
Baskin sculpture or
work by Gregory
Gillespie who has
been the subject of 
a major exhibition at
the Hirshhorn Mu-
seum in Washington,
DC, which went on 
to purchase 14 of his

paintings. “I am reluctant to
give up smaller sales be-
cause I want to support our
artists and I also believe art
should be for everybody.”

On the framing side, Cliff
Wilson, owner of Framed in
Tatnuck, Worcester, MA,
likewise offers a range of
prices from Frugal Framing
up to hand-crafted closed
corner gold leaf frames.
“We are selling to the penny
pinchers up to the ‘I don’t
care what it costs,’ which
most people don’t believe

FRAMERICA LAUNCHES
BRASS STAINLESS

YAPHANK, NY—Framerica’s
Stainless has expanded to 
include Brass Stainless. The
moulding utilizes state-of-the-
art technological advance-
ments to create a backlit
brass tone. “This is the evolu-
tion of one of the most sought
after finishes we’ve ever had,”
notes Josh Eichner, execu-
tive VP. Call (800) 372-6422
or visit: www.framerica.com.

LARSON-JUHL DEBUTS
EIFFEL COLLECTION 

ATLANTA—Paying homage
to the City of Lights, the Eiffel
Collection from Larson-Juhl
is inspired by the world-
famous Eiffel Tower. Mimick-
ing its wrought iron design,
Eiffel has four metallic 
finishes in silver, pewter, gold,
and bronze. Its three profiles
range from 1 9/16 to 3 inches.
The collection matches well
with the Curated Journey 
design trend of metallic fin-
ishes and textured details. 
Visit: www.larsonjuhl.com.

ART WORLD NEWSPAGE 12

MARKET FORCES
continued from page 10

Michigan artist Kathleen Chaney Fritz’s 
“Silver Hills,” oil on canvas, 48 by 36 inches,
sells for $5,500, framed, from Saper 
Galleries, East Lansing, MI. This painting is
shown in the gallery’s January e-newsletter
accessed at: www.sapergalleries.com.

continued on page 24
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World Art Group, in busi-
ness over 40 years and
once known as Old World
Prints, enters the New Year
with a new look to reflect the
company as it is today and
into the future. The re-brand-
ing introduces the
tagline Creative
Freedom, a plus sign
that represents
“more,” and the
corporate color of magenta
pink, as seen in the company
logo and on its new 2018 cat-
alogue—a color emblematic
of change and transformation.
The plus sign is at
the core of what
World Art Group is
saying with its re-
branding. According
to owner Lonnie
Lemco, who pur-
chased the com-
pany 15 years ago
with his business
partner Scott Elles.
“More means more
customization, more
options, more art,
more flexibility, more
artists.”

Customization is
central. “We are 
focused on making
art our customers
want—customized
to their exact needs,” he
says. “We are determined to
remove barriers—we want
our customers to fully ex-
plore their options and dis-
cover their vision. We always
find a way to say ‘Yes,’ be-
cause this is bigger than just
being easy to do business
with. Everything we do, and
everything we are, is with 
the sole intention of giving
every customer their much-
deserved creative freedom.”
Hence, the new tag line.

Attendees at the West
Coast Art & Frame Expo in

Las Vegas, January 21–24,
will see first-hand World Art
Group’s brand new image.
The booth will have an up-
dated, fresh look that includes
the new logo, message, and
colors—magenta married with

black and white. Its new 2018
catalogue will also be avail-
able (460 pages and 3,100
new images). “We’ll also be
giving away lots of goodies

with our new branding, in-
cluding flash-drives housing
all the new artwork getting
introduced at the show, new
trend and color boards, plus
tote bags, pins, pens, and
tattoos. For fun, one of the
outside walls will have a 
20-foot mural of the Las
Vegas skyline that every-
one can color at the show
and express their creative
freedom.”

Describing World Art
Group’s new message, Mr.
Lemco says, “In the world of
home art décor, two things

are certain: you work hard
and you never know what
people are going to like. At
World Art Group, we believe
each customer and project
is different and should be
treated that way. This is a
partnership where our cus-
tomers come first; we listen
to our customers’ needs and
tailor our process accord-
ingly. With the goal of com-
plete customer satisfaction,
our team strives to eliminate
any potential money or time
obstacles. We also believe
that our customers deserve
to have the widest selection
of art to choose from, so we
have a multifaceted group of
team members with an ex-
tensive range of capabilities.”

Every member of the
team, he says, is invested 
in creating on-trend art in
various styles, in a timely
manner. “From sales, to cre-
ative, to production and ful-
fillment, our entire team is
invested in making it happen
for our customers. Making 
it happen means we are 
focused on making art our
customers want that is 
customized to their exact
needs. Everything we do 
is for the express purpose of
giving every single customer
their creative freedom.”

Before embarking on the
re-branding process, cus-
tomers and staff were inter-
viewed to get their opinions
on what changes should be
made and what could be
done better. “The surveys
did not reveal a need for big
changes; it was more about
where we could be better,”
says Mr. Lemco. “Our five-
year plan has us focused on
faster turnaround times on
orders, stronger communica-

CHARLES FAZZINO ONCE
AGAIN IS THE OFFICIAL
SUPERBOWL ARTIST

NEW ROCHELLE, NY—3-D
Pop artist Charles Fazzino
has been selected by the Na-
tional Football League as the
officially licensed commemo-
rative artist for the Superbowl
LII to be played at US Bank
Stadium in Minneapolis on
Sunday, February 4. Shown
above is Fazzino’s official art-
work, a 13- by 16 1/4-inch
image. It will be made avail-
able in three different edi-
tions: deluxe, aluminum, and
PR retailing, unframed, for
$1,500, $1,800, and $5,000,
respectively. There will also
be a poster that sells for $25
unsigned, and $40 signed by
the artist.

Fazzino’s commemorative art-
work will be on public display
and available for purchase at
the NFL Experience at the
Minneapolis Convention Cen-
ter. Fazzino, who has com-
memorated each Superbowl
for the past 17 years, states,
“I am thrilled that a portion of
the proceeds from the sale of
the commemorative posters
will benefit the Minnesota
Super Bowl Host Committee’s
Legacy Fund.” Fazzino’s work
is exclusively represented by
Museum Editions. For more
information on purchasing 
the Superbowl artwork, 
call (914) 654-9370 or visit:
www.fazzino.com.

ART WORLD NEWSPAGE 14

WORLD ART GROUP RE-BRANDING

World Art Group’s 2018 catalogue
with the tag line: Creative Freedom.

continue on page 16
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tions inter- and intra-company,
more and faster innovation 
of new products,
constructing a
new website,
and continuing to
actively build our
team with train-
ing, as well as
professional dev-
elopment.”

The company
already has
made seismic
changes. When
it first started
and was known
as Old World
Prints, the only
prints it sold
were hand-col-
ored reproduc-
tions of antique
e n g r a v i n g s .
They were all traditional im-
ages and far more costly
than posters. In
2002, the com-
pany purchased
its first giclée
printers and
s m a l l - f o r m a t
digital printers
and started of-
fering open 
edition prints
(printed on de-
mand) on paper
and canvas,
across a broad-
er range of
styles and cate-
gories. To put it
in perspective,
in the early days
of the company,
it offered be-
tween 3,000
and 4,000 dif-
ferent images; today there
are 50,000 in its line, and
over 50,000 more that are
exclusive to customers in
that they have custom color,
custom sizing, or are differ-
ent images.

“Our objective then and
now is to create good, bet-
ter, best lines of artwork
across all styles, categories
and price points,” Mr.

Lemco explains. “In
2003, when contem-
porary images started
getting more popular,
we introduced limited
edition prints on fine
art cotton rag paper.

In 2004, we started hand-
embellishing our prints with

crackles, stains,
gels, paint, and
other media.
We’ve added
numerous em-
bellishment op-
tions since then,
and also offer
multi-originals,
where nothing is

printed. Our most recent
and popular introduction is
metallic foil prints on fine 
art paper. We’re offering 
an array of different color 
papers and background
washes, three different foil

colors, and a choice of over
300 images, plus customiza-
tion. Our Innovation team
works to create and introduce
new products regularly.”

World Art Group designs
and produces the majority 
of its images in-house. The
company has an in-house
staff of 12 fulltime artists, di-
rected by two design direc-
tors; plus it has six graphic
artists and five embellish-
ment artists. It also licenses
art from over 100 artists
worldwide to round out its
collections. Production is
also done in-house; it has
around 25 large-format print-
ers, in various sizes, that
use a variety of different
types of inks. It prints on
matte and gloss papers and
canvas. Any image in its 
collection can be printed in
any size, on paper or can-
vas, up to 64 inches wide by
any height. Colors can be
changed to match pantones,
fabric swatches, or paint
chips. At present, it is intro-
ducing more than 125 new
images every week. 

The channels of business
it sells into are more are less
the same as they were 15
years ago. It works with
framers, including contract

framers,
who sell
to furni-
ture, de-
partment,
and Big
B o x
stores, e-
c o m -
m e r c e
sites, di-
rect mar-
k e t e r s ,

plus framers who service the
hospitality channel, health-
care, etcetera. “The land-
scape has changed in terms
of the mix, as the number of

HAPPENINGS AT 
ARTEXPO LAS VEGAS

LAS VEGAS—Artexpo 
Las Vegas, produced by 
Redwood Media Group, is
making its debut, January
28–31, at the World Market
Center, Pavilion 2, to run 
concurrently with the Las
Vegas Market. The four-day
show is trade-only.

A highlight of the show will 
be a Dale Chihuly exhibit 
and sale by Modern Masters. 
Chihuly expert Paul Fisher,
founder of Juried Art Services
and Paul Fisher Gallery, will
also be hosting a seminar
Monday afternoon, as well as
a Meet and Greet afterwards.  

Some of the show’s notable
events include parties, a full
roster of educational offer-
ings, and many opportunities
to “Meet the Artist.” Seminars
and events showcasing com-
pelling programs from indus-
try experts and tastemakers
will be offered, providing op-
portunities for trade attendees
to learn how to enhance their
marketing strategies, stream-
line their operations, and
grow their sales. Sunday to
Wednesday, the Las Vegas
Market is providing a Morning
Grab & Go at The Pavilions. 

Sunday: 
4 p.m.–6 p.m.
Opening Day Party and VIP
Reception.

Monday:
6 p.m.–8 p.m.
Art After Dark Party.

Show hours: 
Sunday–Tuesday: 
9 a.m.–6 p.m.
Wednesday: 9 a.m.–4 p.m.

To register to attend Artexpo
Las Vegas, and for further in-
formation on the show, visit
the website: www.art 
expolasvegas.com/attend/.
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Two earlier
publications
from World
Art Group:
above,
“Fantastical
Botanical I”
by Vision
Studio, a hand-colored reproduction of an
antique engraving, 19 by 23 inches ($55);
and “Quiet Nature IV” by Tim O’Toole op-
en edition giclée, 24 by 24 inches, ($70.) 

Two new publica-
tions from World
Art Group: above,
“Blue Circle 
Study IV” by Jodi
Fuches, limited edition giclée on fine art paper, 20 by 30
inches, ($110); and “Luxe Gold II,” by Jennifer Goldberger, 
limited edition giclée on fine art paper, 30 by 16 inches ($90).

WORLD ART GROUP
continued from page 14

continued on page 26
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Soho Editions is planning,
once again, to revolutionize
the industry. This publishing
company, founded in 1986,
was a pioneer of hand-en-
hanced limited edition prints
on canvas, releasing the first
ever hand-enhanced seri-
graph on canvas print edition
in 1988. At the time, this
completely changed and, im-
portantly, energized the
gallery market. 

Now, Soho Editions
owner and co-founder Elliot
Burns is releasing a new
program of low cost, high
quality limited edition prints,
a move that he feels will
have an equally great and
beneficial impact on gal-
leries. “We are rolling back
prices and giving galleries
high quality prints that will
e n a b l e
them to
compe t e
with web-
sites that
are pulling
sales away
from tradi-
t i o n a l
brick-and-
mortar art
galleries. It
gives them
something
to be in the
g a m e —
and it is a radical restruc-
turing,” he states.

Many of the same artists
that have been with Soho
Editions over the years will
be part of the new program,
including Thomas Stiltz, Sam
Park, and Viktor Shvaiko. In-
deed, Mr. Burns credits the
success he has had to date
to these loyal artists. He
also has recently added
Ferjo and Todd Goldman to
the portfolio, and is releasing
a new collection by Ferjo.

Entitled “Magical
Places,” this collec-
tion represents a de-
parture in the artist’s
subject matter in that
the new prints show
the landscape out-
side Ferjo’s typical in-
terior scenes. Mr.
Burns adds, “We 
are working aggres-
sively to
add more
‘ n a m e ’
artists to

the list.” Their
work will be of-
fered as limited
edition giclées on
canvas, some with
extensive artist en-
hancing, in image
sizes from about 14
by 18 to 30 by 40
inches. Dealers will
be able to purchase

the prints at
prices that
will enable
them to
compe te ,
says Mr. Burns. The
artists’ originals will
also be available.

“My observation,”
says Mr. Burns, “is
that the old business
model of selling
prints for $1,000–
$2,000 is not viable
any more because

there is so much cheap can-
vas available for $99. And it

is hard to tell people your
print is worth, say, $1,700. It
is too big a stretch.” But the
$150–$800 price range,
based on his research, is re-

alizable. “I
have had
great suc-
cess with
it,” he says
of his test
market ing.
“If you show
customers
someth ing
that looks
better, and
they can see
has value,
they are will-
ing to spend
more.” All of
the artists in
the program
have exten-

sive name recognition.  

Over the years Soho Edi-
tions’ artists have been rep-
resented in more than 150
galleries. When the com-
pany first started out, it in-
troduced Howard Behrens
to print collectors, and went
on to publish over 500 edi-
tions by 20 artists from six

CREATING A RETAIL 
DESTINATION FOR THE
‘EXPERIENCE’ ECONOMY

STEVENS, PA—Retailers
that have yet to figure out 
the new retail business model
for the experience economy
need to look to Apple for 
inspiration, says Pam
Danziger of Unity Marketing, 
speaker, author, and market
researcher on high-end con-
sumers. “People think of
Apple as a product-first tech-
nology company, when in fact
it is a hybrid that seamlessly
combines products and serv-
ices into a new kind of com-
pany that is ideally suited to
the evolving experience econ-
omy,” Ms. Danziger observes.
“It transforms its products into
experiences and delivers
those product experiences
through a new kind of retailing
model that elevates the Apple
Stores from a place to buy
things into a destination to
have meaningful, important
experiences.”

What she suggests is that re-
tailers can make their stores:
A place to learn. Retailers
have an awesome opportunity
to provide the information
their customers crave. But the
secret is not pushing that in-
formation out as a marketing
ploy, but to use the informa-
tion to draw them in. It’s 
got to arouse curiosity and 
be meaningful and useful 
to give them an edge.
A place to gather. “As we
need or want less, stores that
figure out how to make you
go there—where buying is
secondary to the experience
—are going to be important
places,” says Ken Nisch of 
retail design firm JGA. 
A place to serve. One aspect
of retail never goes out of
style: good old-fashioned 
customer service.

For more details, visit: www.
unitymarketingonline.com.
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SOHO’S PLAN TO RE-ENERGIZE PRINT MARKET

“Lights of Positano” by Sam
Park, hand-enhanced giclée
on canvas,14 by 18, 18 by
22, and 24 by 30 inches.

“Vodka on the Rocks” by
Thomas Stiltz, giclée on
canvas in sizes 20 by 30
and 24 by 36 inches.

“Boys Eat Yellow Snow”
by Todd Goldman, avail-
able in multiple sizes.

continue on page 22

Viktor Shvaiko’s “Romantic Mykonos”
is a future giclée on canvas release.
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by Meaghan Kent and
Joshua Kaufman
We have all seen the in-
crease in street art in the
mainstream from Keith Har-
ing in the ’80s, to Shephard
Fairey’s 2008 “HOPE”
poster, to Banksy, to many
more in the last several
years, with open edition
print publishers publishing
street art and galleries rep-
resenting the originals. With
this increased acceptance
and publishing, we will also
see increased monetizing, li-
censing, and enforcement.
To that end, we thought it
worth a review of copyright
protection for street art. 

Who Owns Street Art?
Street art—visual art created
in public locations—is by def-
inition placed in publically ac-
cessible locations and may
or may not be placed with
permission. Determining
who owns the physical work
is going to depend on the
specific situation, but it will
typically be the owner of the
“canvas,” e.g., the side of
the building, and thus typi-
cally the building owner, be it
a private company, individual,
or municipality. So the owner
can, as has occurred with a
number of Banksy’s works,
remove the section of the
wall and sell the art without
the artist’s consent or partic-
ipation in the proceeds (al-
though an artist might try to
challenge the sale).

The copyright in the work,

however, remains with the
artist because copyright
ownership is separate and
distinct from ownership of
the physical copy of a work.

For example, selling a photo-
graph, print, sculpture, or
painting does not assign the
copyright nor grant any li-
cense of any kind to repro-
duce or to create derivative
works. Nor does the display
in a public place remove
copyright protection for the
artist, just as displaying a
work in a museum or posting
your copyrighted work online
on a publically available web-
site does not remove copy-
right protection. The street
art artist, even if acting ille-
gally in creating the street art
(some may argue other-
wise), just like any other
artist retains copyright own-
ership, including the right to
restrict copying of the work
and creation of derivative
works from the work. 

How Can Street Art be
Used? That the artwork by
definition is in public means
that it is more likely to be

photographed, but other-
wise, the analysis will be
largely the same as with
other artwork. At one end of
the spectrum is making

copies and
p u b l i s h i n g
those copies,
which would be
an infringe-
ment. For in-
stance, this
might occur
where the art-
work is cap-
tured in a high
resolution pho-
tograph of the

street art and the photo-
graph of the street art is
published and sold as prints
or incorporated into prod-
ucts or fabric. Use in com-
mercial products would be a
use that would typically re-
quire a license. There have
been a number of cases re-
cently by artists against
fashion houses who have,
without permission of the
artist, incorporated street
art in their clothing lines. 

At the other end of the
spectrum is the use in com-
mentary or criticism, such as
a news article discussing the
piece or as an example of the
growth of public art or in a
commentary on whether it is
“really art,” etc. In this con-
text this type of use would
not typically require a license
from the street artist.

Then there is everything in
the middle. For instance,

what if the artwork is cap-
tured as part of a street
scene? Does that violate the
street art artist’s copyright?
Potentially, and potential lia-
bility will largely depend on
how prevalent the street art
is in the image, as well as
how the resulting image is
used. The two primary legal
doctrines will be de minimis
copyright use and fair use,
both of which are subjective
and fact specific, and result
in interesting art litigation.

De Minimis copyright use
occurs when the amount of
material copied is so small (or
“de minimis”) that the court
permits it without even con-
ducting a fair use analysis.
Often, de minimis use is
found when the use is fleet-
ing, obscured, or out of
focus. If more than that,
though, a more robust look at
fair use is required. Think of a
photograph or print of Times
Square where hundreds of
copyrightable images are
captured, would that photo-
graph or print be considered
an infringement of each of 
the hundreds of reproduced 
images? Would hundreds of
licenses be required? Proba-
bly not. But, if one or more
image tended to dominate
even in a street scene, per-
mission may be required.

Fair use of copyright re-
quires consideration of four
factors. First, the purpose 

STREET ART: IN THE PUBLIC, BUT NOT PUBLIC DOMAIN

continued on page 22

Joshua Kaufman Meaghan Kent
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and character of the use.
This includes consideration
of whether the use is com-
mercial, nonprofit, educa-
tional, for purposes of
commentary, and/or transfor-
mative of the underlying
work. Second, the nature of
the copyrighted work. This 
includes whether it is factual,
fictional, creative, and/or
published. Third, the amount
and substantiality of the por-
tion used. This refers to both
quantitative and qualitative
amount. Fourth, the effect of
the use on the potential mar-
ket for, or value of, the copy-
righted work. This includes

the market for the original,
but perhaps more importantly
for street art, any license
market for the street art. 

Because fair use is so
subjective, the application of
this doctrine can vary mean-
ingfully over time and be-
tween courts. From 2013 to
2015, it seemed the pendu-
lum had swung decidedly to-
ward increased findings of
fair use in a number of vary-
ing situations. One key ex-
ample in the art world was
the Cariou v. Prince case
where artist Richard Prince’s
artwork, consisting of ar-
guably minimally edited ver-
sions of Patrick Cariou’s
photographs, was found to

be a fair use. However, over
the past year or so courts
have begun to move away
from a broad application of
the fair use doctrine, adher-
ing instead to a stricter view
of what is transformative and
placing more emphasis on
the commercial nature of the
second work, and focusing
on what uses will leave the
original work’s primary and
secondary markets intact.

So, when out and about
admiring street art, enjoy
yourself and take some pic-
tures. Just be sure to think
twice before you start using
those images in a commer-
cial way, like selling posters,
prints, licensing, creating

derivative works, or using
the images in an advertising
or marketing campaign. 

Joshua Kaufman and Meaghan
Kent are partners at Venable
LLP, a national law firm with of-
fices in Washington DC, New
York, Los Angeles, San Fran-
cisco, Baltimore, Delaware,
Maryland, and Virginia. It is a
general practice firm with ap-
proximately 650 attorneys. Mr.
Kaufman and Ms. Kent are
based in DC and specialize in
art, copyright, licensing (litigation
and transactional), and related
matters. They are outside gen-
eral counsel to the Art Copyright
Coalition. They can be reached
at: jjkaufman@venable.com or
at: mhkent@venable.com.

different countries including
Stephen Holland, Shvaiko,
Park, and Stiltz, as well as
Steve Kaufman, Malcolm
Farley, and Vladimir Volegov.
Soho Editions’ publications,
posters, and licensed im-
ages have been sold in over
20 countries.

This new low cost, high
value print program, Mr.
Burns believes, will help re-
generate the viability for gal-
leries of selling limited
edition prints. When he
founded Soho Editions in the
mid-’80s, in a loft at the cor-
ner of Broadway and Prince
in New York’s SoHo arts dis-
trict, limited edition prints on
fine art paper by such sought-
after artists as Thomas McK-

night and Howard Behrens
were selling for under $600

retail. Many stores that had
started out as frame and
poster shops capitalized 
on the enormous popularity
of these and other artists
and evolved into full-service
galleries, offering a mix of

originals and prints to their
growing collector base. 

When prints
shifted to can-
vas in the late
1990s, however,
prices doubled
and in some
cases tripled.
This was all fine
for about a
decade until the
economic down-
turn and the 
advent of cheap
décor canvas
art, now widely
available on the

Internet. Collectors increas-
ingly turned away from 
purchasing prints in the
$1,000 to $2,000 price
range, and a great many of
the galleries that had built
their business around selling

these prints have closed their
doors.

Mr. Burns believes it is
time for the industry to come
full-circle. “By offering en-
hanced limited editions on
canvas around the $600
price point and below, both
existing galleries and up-and-
coming frameshops can
reestablish fine art print sell-
ing as a viable and valuable
part of their business, and
help create the next genera-
tion of collectors that will
support and grow our won-
derful industry.”

For more information, call
Elliot Burns on his cell at
(914) 907-6543 or visit the
website: www.sohoeditions.
com, which is about to be re-
vamped to reflect the new
print program.

STREET ART
continued from page 20

“Homage to Michelangelo” by Ferjo is
part of the artist’s new collection entitled
“Magical Places.” The limited edition
print is available in multiple sizes.

SOHO EDITIONS
continued from page 18
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you can do,” says Mr. Wil-
son. He gets his closed cor-
ner frames from Rhonda
Feinman or AMCI. He just
delivered a large French
poster with a closed corner
gold leaf frame. The frame
was $7,000, retail. In 2018
he plans to continue offering
a wide range of prices. 

What will be new this year,
is the effect of Framed in Tat-
nuck’s increased production
capacity. Mr. Wilson spent
much of 2017 enlarging the
production area of his shop,
added a second wall cutter,
doubled his mat storage
area, and added a second
table for fitting and assem-
bling. Now he has room for
five people to work comfort-
ably on good-sized frames.
To accomplish this, he cut
back on advertising which he
says, “Didn’t really hurt us.
We made about the same as
in 2016, but it was the first
year in 15 years that we did-
n’t grow.” The larger work-
shop space, he says, “Will
set us up to expand the busi-
ness in 2018.” Already he is
out and about visiting area
companies to build the com-
mercial framing side of his
business to fully utilize the
production capacity on a
daily basis, not just during
holiday seasons.

Two other thrusts for this
year will be to re-do the look
and feel of the retail area. “It
looks good, but a little dated.
We are going to eliminate

two or three of our shelving
units in the center of the re-
tail area and build new ones
that are more contempo-
rary.” He will also focus on
better display of photo
frames, which are a growing
part of his business. Many of
them are made in-house be-

cause he can get a better
margin. But he has added
Prisma frames from Bella
Moulding which have done
well for him. In 2017, he sold
882 photo frames and wants
to increase that number. Crit-
ical mass is necessary to sell
them and he intends to 
double the number on dis-
play to 600 to 800. “The
customer has to believe that
when they come in, they will
find what they want.” At the
same time, he will eliminate
gift-type items that didn’t
move enough, “bringing the
retail area back to the fram-
ing focus.”

A newly added service in
2017 that is working out
well for Frame Depot in
Grand Junction, CO, is Lar-
son-Juhl’s Gallery Mo-
ments. This program allows
customers to have their per-
sonal photographs printed
on canvas, acrylic, or alu-

minum. Claudine Bogart,
owner of Frame Depot, a
family business established
over 30 years ago, makes
people in her community
aware that the prints can be
ordered in her shop. This
has the advantage of bring-
ing customers in. “We have
sold quite a few,” she says.
“We have had better luck
with them unframed, but it
gets people in the store.
And I think almost everyone
comes back because they
see something else they
can purchase or they want
something framed. It does-
n’t take a lot of time order-

ing the Gallery Moments for
them, but while you are up-
loading the photo, they look
around the store.” 

Frame Depot offers fram-
ing prices from bottom to
top. New people moving
into Grand Junction from
other cities, she finds, are
more accepting of the
higher prices that elaborate
custom framing can run.
“We do a lot of things that
are just a little frame, but we
see a trend to more ‘Wow’
framing.” 

Rockwell Art & Framing’s
Miles Wallace, who has
been a framer for 35 years,
says one of the challenges
he sees is a downward
trend in pricing driven by the
down-market competition
such as Big Box stores and
online entities. His mission
in 2018 is “to tell people
about the craft of custom
picture framing. If people
don’t know the difference
then custom framing by a
highly skilled individual will
go the way of the cobbler,”
he warns.

“We (custom frame-
shops) offer something that
will carry into generations to
come so that one day the
Antiques Roadshow (PBS
TV) might say, ‘This is a
great example of custom
framing.’ Part of my higher
calling,” he says, “is to
keep this craft viable be-
yond my lifetime.” As a part
of that initiative, earlier this

Rockwell Art &
Framing with
six locations 
in Fairfield 
County, CT,
presents this
framing sample
of a botanical
lithograph. 
The frame is
22kt gold top
with ochre
sides finished
corner 1 1/2
inches wide
from AMCI. All
three mats are Bainbridge Artcare and include a hand-
painted panel. The glazing is Tru Vue’s Museum Glass.
The frame is 17 by 17 inches and retails for $1,200. Visit
the company’s website: www.rockwellartandframing.com.

MARKET FORCES
continued from page 12

continued on page 26
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month Rockwell Art & Fram-
ing rolled out a
campaign. It is
called “Framing
Hunger,” where
the company will
donate a percent-
age of proceeds
from framing sales
to providing meals
for those in need
in the Tri-State
area through Fee-
ding America. 

The plan is to give
100,000 meals during the
course of the year. “There
is no expectation of return

on investment. So why do
it? Because it is necessary.
And if we want to create a
legacy it is about ‘Taking

Care of Others as We Take
Care of Memories.’” Mr.
Wallace says the way it will
work is that customers will

be told when they purchase
a frame that it has provided,
for instance, 10 meals. If
they want, they have the op-

portunity to make a dona-
tion themselves. Continuing
the conversation about
legacy, Mr. Wallace says

that since he joined Rock-
well Art & Framing in 2007,
he has gathered a staff of
like-minded professionals
who have been in the busi-
ness of custom picture
framing for as long as 
he has. The problem is, “I
don’t see the younger 
generation getting into 
picture framing.” Moving
forward, he intends to hire
younger people when the
opportunity occurs, and
mentor them on the old 
apprentice model “so they
can continue this craft into
the future.”

Sarah Seamark is Editor in
Chief of Art World News.

“Symphony in
Red” by French
Expressionist
Corinne Vilcaz,
oil painting, 51 by
35 inches, from
Westport River
Gallery, Westport,
CT, retail $3,900,
unframed. Visit:
www.westport
rivergallery.com.

MARKET FORCES
continued from page 24

independent frameshops and
furniture stores has shrunk
and/or consolidated
while e-commerce
continues to grow,”
says Mr. Lemco,
adding, “One big
area of growth has
been our Internation-
al business. We
were doing about
1% of our business
overseas when we
started; now we are
selling into 50 countries and
doing over 25% of our busi-
ness outside the U.S. We’ve
also focused on growing our
licensing business for non-
wall décor products.”

As a part of its re-brand-
ing initiative, World Art

Group’s new website is
scheduled to launch in the
spring or summer. It will be
strictly B2B, as is its exist-
ing website, which is used

primarily for search pur-
poses—viewing collections
and building PDFs. The new
website will give customers
far more creative freedom,
as it will be integrated with
World Art Group’s inventory
and accounting systems.
Customers will be able to

log-in and see their pricing,
purchase history, and place
their orders on the site.
There will be print-on-de-
mand tools, customization

options, and more. 

The website is also a valu-
able source of information 
for the company. “We use
Google analytics and other
tools to monitor and track
how customers search and
navigate our website. This

helps us understand what
customers are looking for,
plus it assists us in refining
the metadata for search func-
tionality. The information def-
initely influences us, as we
will create new art for cate-
gory, style, color searches
where we might be lacking,”
says Mr. Lemco. The design
of the website will also
change. “There’s a lot of
emotion in art, and in the way
people make decisions about
art. Our goal is that our new
website will be just as much
about engaging in a personal
way—more than just clicking.
We want to make it about the
buyer as much as it is about
the purchase process.”

To reach World Art Group,
visit the company’s website:
www.theworldartgroup.com
or call (804) 213-0600.

WORLD ART GROUP
continued from page 16

Collaborating on the
composition of a new
image for World Art
Group’s line are its
two design directors,
Jennifer Goldberger,
left, who is also one
of the company’s
best-selling artists;
and Julie Holland.
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CALENDAR

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, send an e-mail
to: info@redwoodmg.com or:
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 at Palm Springs 
Convention 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 7–11:Volta NY, Pier
90, New York City. Produced
by Merchandise Mart Proper-
ties Inc. For more details,
visit: www.voltashow.com.

March 8–11: The Armory
Show, Piers 92 and 94, New
York City. Visit the website:
www.thearmoryshow.com.

March 8–11: Art on Paper,
Pier 36, New York City. Art
Market Productions. For in-
formation, call (212) 518-
6912, www.thepaperfair.com.
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“Deer with Lights 
And Scarf” 

by Lanie Loreth
Image Size: 12” x 18”

$14

OPEN EDITION PRINTS
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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

“Freeform” 
by Duy Huynh
Image Size: 
30” x 20”      

Available to resize
and print on 
canvas, acrylic,
metal and wood.

Image Conscious

800.532.2333  www.imageconscious.com

“Hills of Chianti” 
by 

Rod Chase
Paper Size: 
30” x 32”
Image Size: 
30” x 30”

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

Twilight Palms II

“Twilight Palms II” by Grace Papp is an
open edition giclée measuring 18 by 24
inches, retailing for $55. Phone World Art
Group in Richmond, VA, at (804) 213-
0600 or go to the website located at:
www.theworldartgroup.com.

Here are the 
best selling prints 
from the month of

December

Lavish Chandelier

“Lavish Chandelier” by Eric Yang measures
40 by 30 inches and retails for $250. For
more information, telephone Bon Art, located
in Norwalk, CT, at (203) 845-8888, or visit
the website at: www.bonartique.com.

Home–
Where
Our Story
Begins
“Home–Where
Our Story Begins” by Marla Rae measures 24 by 8 inches and retails for
$16. Call Penny Lane Publishing, New Carlisle, Ohio, at (800) 273-5263 for
further information, or visit the website at: www.pennylanepublishing.com.

Blue 
Serenity
“Blue Serenity”
by Nan measures
36 by 12 inches
and retails for

$20. For further information, call Galaxy of Graphics, East Rutherford, NJ,
at (888) 464-7500 or go to the website: www.galaxyofgraphics.com.

Le Velo

“Le Velo” by
Irene Su-
chocki meas-
ures 16 by 20
inches and re-
tails for $30.
Image avail-
able in multi-
ple 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.

Display of His 
Splendor
“Display of His Splendor” by Judi
Bagnato measures 18 by 18 inches
and retails for $25. Telephone
Sagebrush Fine Art, Salt Lake 
City, Utah, at (800) 643-7243 or
visit the website located at: www.
sagebrushfineart.com.
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Start Each Day

“Start Each Day” by Tre Sorelle
Studios measures 18 by 18 inches
and retails for $15. Call Roaring
Brook Art, Elmsford, NY, at (888)
779-9055 for more details, or visit
the company’s website at:
www.roaringbrookart.com.

Blossom I

“Blossom I” by Lisa Audit
measures 36 by 24 inches
and retails for $27. For fur-
ther information, telephone
Wild Apple in Woodstock,
VT, at (800) 756-8359 or
go to the website located
at: www.wildapple.com. Low Tide 2

“Low Tide 2” by Craig Trewin Penny meas-
ures 27 by 27 inches and retails for $35.
Also available to resize and print on canvas,
acrylic, metal, or wood. Call Image Con-
scious, San Francisco, at (800) 532-2333,
or go to: www.imageconscious.com.

Botanical I

“Botanical I” by N. Harbick measures 11
by 14 inches and retails for $10. Phone
Gango Editions, located in Portland, OR, at
(800) 852-3662, or visit the company’s
website at: www.gangoeditions.com.

North Pole Snowman

“North Pole Snowman” by Patricia Pinto
measures 18 by 12 inches and retails for
$14. Phone SunDance Graphics, located in
Orlando, FL, at (800) 617-5532 for further
information, or go to the website located
at: www.sdgraphics.com.

San Francisco, CA–Series 11

“San Francisco,
CA–Series 11”
by Christopher
Gjevre has an
image that mea-
sures 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 further information, or go to the 
company’s website located at: www.panoramas.com.

Here are the 
best selling prints 
from the month of

December
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CLASSIFIEDS
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SERVICES

Art World News
Custom Book Publishing
PHONE: 203.854.8566 
e-mail: jwhaffey@aol.com
www.artworldnews.com

Professional

CATALOGUE PUBLISHING
Wellspring Communications, Inc., 

parent company of Art World News, 
presents its Custom Book Publishing

division to offer the trade a complete
line of editorial, design, and printing

options to create elegant hard- 
and soft-bound catalogues and books.

CREATIVE COST
EFFECTIVE

INVENTORY LIQUIDATION
Over 6,000 

expertly crafted
maritime prints
ready for fast 
volume sale.

View the entire collection at 
WWW.MARITIME-PRINTS.COM     860 399 6922
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