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Pop International Galleries in NoLita, New York. Page 10.

High rent is an ongoing issue for art galleries, and also for
frameshops located in prestigious areas, causing some to
move, or worst case, close their doors. This spring several
Manhattan galleries turned activist in an effort to take a stand
against what has become an untenable burden for many small
business owners. They joined forces with City Council mem-
bers Dan Garodnick and Helen Rosenthal in their effort to raise
the minimum rent at which
businesses are required to
pay Commercial Rent Tax
(CRT) from $250,000 to
$500,000 per annum, thus
sparing most galleries. This
1960s era double tax that
amounts to approximately

3.9% of annual rent has been
eliminated everywhere else
across New York City; it ex-
ists only in Manhattan below
96th Street and nationwide
only in the state of Florida
where an effort is afoot to 

HIGH RENT: MANHATTAN
GALLERIES AS ACTIVISTS

THE INDEPENDENT NEWS SOURCE

QUOTE OF THE MONTH:
“As a gallery, you need to do art
fairs because that is how the 
art world has evolved—it is the
place to go if you are a collector
and the place to be seen if you
are an artist.”

Jacqueline Simon, page 28.

CORNERS FOR THE
CURE FUNDRAISER

Framerica has teamed up
with Larson-Juhl in an 
industry-wide initiative, 
Corners for the Cure, to
raise funds for breast 
cancer research, education,
and advocacy. Framerica
will donate five percent of its
proceeds when Larson-Juhl
buys its mouldings for 
distribution that are in the
program. See page 22.

JAMES LAMANTIA 
UNVEILS HIS OWN ART

James LaMantia, owner of
LaMantia Gallery and Lyri-
cal Fine Art, Northport, NY,
and also an artist in his own
right, exhibited his work for
the first time in many years
to raise funds for the non-
profit Gift of Life. Page 8.

ARTEXPO REFLECTS A
CHANGING BUSINESS

Artexpo New York, SOLO,
and FOTOSOLO reflected
the changing market in that
it was less of a trade show
and more an opportunity
for galleries to introduce
their artists to a new and
larger market, and for 
independent artists to be
discovered. Full article 
begins on page 14.

WORLD ART GROUP
COLOR TRENDS

Color trends dictate what
consumers will gravitate 
towards for their home 
interiors, including art and
framing. To assist its 
customers in keeping up-
to-date, World Art Group
provides color trend
boards. See pages 24–26.

continued on page 10
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“Moonstruck”  by Michael 
Parkes is a masterwork 
on canvas in two sizes: 

39 1/2 by 30 inches, 
edition of 25 ($3,500) and 
28 1/2 by 21 1/2 inches, 

edition of 50 ($2,500). Call 
Swan King International, 
Montara-by-the-Sea, CA, 

at (650) 455-9932 or 
visit: www.theworldof
michaelparkes.com.

Tru Vue Opens New
Framing Competition

Tru Vue invites custom
framers to push their creative
boundaries with a framing
competition focused on its
state-of-the-art product,
Optium Museum Acrylic.
The competition opens on
September 5.

Page 23

INSIDE THIS ISSUE
Artexpo Las Vegas
Debuts in January 

Redwood Media Group will
host Artexpo Contemporary
Las Vegas at the Winter Las
Vegas Market 2018. Featur-
ing 100 suppliers of fine art,
the show will take place
within the pavilions of the
Market, January 27–31.

Page 10

What’s Hot in
Open Editions

This month’s What’s Hot in
Open Editions features a va-
riety of the latest best sell-
ing open edition prints,
some available as print-on-
demand images from pub-
lishers, and it includes
contact information as well.

Page 30

Surtex’s Licensing
Opportunities

Open edition print publishers
once again converged at the
Surtex show which some felt
had lighter attendance than
usual because the last day of
the show coincided with the
first day of the Licensing
Expo in Las Vegas.

Page 18

New from Hessam’s
White Series

Studio Fine Art has released
four new limited edition
archival prints on canvas 
in the White Series from 
Hessam Abrishami, a series
that the artist has been 
working on since the summer
of 2016.

Page 8

Report Shows 
Online Market Grew

According to the Hiscox On-
line Art Trade Report, online
art market sales reached an
estimated $3.75 billion in
2016, up 15% from 2015, de-
spite the global art market
slowing, due in part to young
buyers entering the market.

Page 14
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IN OUR OPINION

Within the tranquil
depths of the sum-
mer, the art and

framing industry seemingly
pauses to breathe. A shoul-
der retail season that slows
most galleries and frame-
shops, July and August is an
interesting period to observe
and characterize businesses
by their actions amid slow
times. So far, overall, 2017
industry sales seem to be
tracking slightly above last
year’s totals. Although a
claim made by a rather infor-
mal process, I believe most
would agree with this asser-
tion. But, most interestingly,
there are always firms from
across every strata of the
business that consistently
outperform their competition
and also their own past.
These companies stand out
like a firework in the night’s
sky. They are distinctive and
something to behold.

What makes these com-
panies distinctive is their en-

ergy, ingenuity, and desire.
While the heat beats down
from above, these folks
keep moving, planning, pro-
moting, creating, and execut-
ing. They’d rather focus on
“what could be” instead of
ceding to conventional wis-
dom that suggests inactivity
in the summer. 

Aside from setting the
table for a strong finish to
the year, this summer in and
of itself could be better than
last year or the year before.
The mere existence of an
opportunity doesn’t ensure
that it will happen, direct ac-
tion is required. Certainly
publishers and framing sup-
pliers offer a slew of pro-
grams and services that
facilitate attracting new busi-
ness or enhancing profitabil-
ity. But for these programs
to work, the retailer needs to
act with, and beyond, the of-
fered help. Self reliance, plus
conviction and help, equals
summer success.

ACTIONS CAUSE
SPARKS
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“The Urban Art Series by Jay Johansen has been a dynamic addition to our family of fifteen artists that we feature. The combination of monochromatic female faces with vivid background colors have added a facet to our gallery that we didn’t realize we were missing until we had it.  Having operated fine art galleries for over twenty-five years, I can honestly say Jay Johansen’s Urban Art Series has been some of the easiest work to help turn our guests into collectors.”~ Walter Smack, owner Luis Sottil Studios Key WestGallery Inquiries Welcome.831.233.1166 • jayjohansen@msn.com • www.JohansenFineArt.com
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Studio Fine Art, North
Miami Beach, FL, has re-
leased four new limited edi-
tion archival prints on
canvas in the White Series
from artist Hessam Abr-
ishami. The four images, ti-
tled “Daydreaming,” “Fluid
Moments,” “Young & Free,”
and “Sweet Connect,”
shown, are part of the
artist’s well-received collec-
tion of limited editions and
originals that he has been
exclusively creating starting
last August. “Since the
summer of 2016, this is all
that Hessam has been
painting,” says Kaveh Abr-
ishami, Studio Fine Art’s
president. “We have had,
and have scheduled, multiple shows with this theme to much
success.” Call (305) 705-2166, www.studiofineart.com.

New from Hessam’s White Series

“Sweet Connect” By Hessam 
Abrishami is available as an
archival print on canvas in an
edition of 75, measuring 30 
by 40 inches ($1,800).

James LaMantia, artist
and owner of LaMantia
Gallery and Lyrical Fine
Art in Northport, NY,
recently raised just
under $6,000 with an
exhibit of his acrylic on
canvas work to benefit
Gift of Life, a Rotary
group that provides life-
saving heart surgery to
children born with birth
defects of the heart 
in emerging countries.
With more than 50 peo-
ple in attendance, the
exhibit featured 12 paintings, including “Walk-Up Among 
Giants,’ measuring 30 by 30 inches and retailing for $600.
LaMantia has been on the Suffolk County Gift of Life Board
of Directors for over 10 years and hasn’t shown his work pub-
licly in some 27 years. For more details, call LaMantia Gallery
at (631) 754-8414 or go to: www.lamantiagallery.com.

James LaMantia’s Fundraising Show

James LaMantia’s “Walk-Up Among
Giants,” an acrylic on canvas.

AFA, with galleries in
SoHo and Belcastel,
France, now exclu-
sively represents the
one-of-a-kind robot
sculptures of David
Lipson made from
found objects. “The
climate has been soft
this year, and galleries
have to think outside
the box to feature new
artwork that will inter-
est collectors, and set
themselves apart from
other galleries,” says
AFA’s Jacqueline Simon. Lipson, formerly a producer of 
animation for film and television, uses such materials as 
stainless steel, metal, glass, and Bakelite which he drills, 
cuts, sands, and sometimes hammers before assembling 
with nuts and bolts rather than welding. Retail prices are
$595  to $5,000, depending on size. Visit: www.afanyc.com
for more information or call (212) 226-7374.

AFA’s Robot Sculptor David Lipson 

“In the Park” by David Lipson, a
one-of-a-kind robot sculpture
measuring 12 by 9 by 6 inches,
available from AFA.

Josef Kote,
whose work
is represented
by Y|J Con-
tempora ry
Fine Art, 
attended a
M em o r i a l
Day week-
end show,
e n t i t l e d
“ D r i f t i n g
Away” at
Ocean Gal-
leries in Stone Harbor, NJ. Marking his first gallery appear-
ance in New Jersey, Kote was on hand to sign purchased
artwork on the Saturday and Sunday. Kote’s acrylics on can-
vas sell for $10,000 to $15,000 and his limited edition prints
for $2,000 to $4,000. To reach Ocean Galleries, visit: www.
oceangalleries.com, (609) 368.7777. For Y|J Contemporary
Fine Art, sister company to Blazing Editions, East Greenwich,
RI, fine art printing company, go to: www.blazing.com.

Josef Kote at Ocean Galleries

“It’s Time” by Josef Kote is an acrylic on
canvas with a 60- by 30-inch image.
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reduce the sales tax on com-
mercial leases, including
storefronts.

At a press conference in
May, 27 elected officials rep-
resenting Manhattan below
96th Street across many
levels of government stood
with small business owners
in releasing a joint letter to
Mayor Bill de Blasio urging
him to reform CRT. Adding
her voice to the movement
to reform CRT, Heidi Leigh,
owner of AFA Gallery in
SoHo and Belcastel, France,
stated: “I’ve owned and op-
erated a fine art gallery in
SoHo since 1985, but signif-
icant rent increases have
changed SoHo drastically by
driving out galleries and
working artists.” She added,
“It is my hope that somehow
a community of artists will
once again be part of lower
Manhattan; the verve, en-
ergy and unique spirit that
art and culture bring to a
community is a precious
thing, indeed, and should be
supported as best it can.”
Ms. Leigh says, moving for-
ward, “I would be pleased to
offer my gallery as a venue
for some kind of rally so that
I can be involved in a partic-
ipatory way.”

In an interview with Art
World News, Mr. Garodnick
who is known as a legislator
committed to solving the crit-
ical issues facing New York,
said, “Galleries, like so many
small businesses, are getting
squeezed in every direction
and they deserve relief. They
are one of those things that
make New York extraordinary
and unique and we have an
interest in making sure they
stick around. I have been an
advocate of funding in the city
budget for cultural institutions

and a champion of the arts in
New York. They are also an
important economic engine
for the City.” When asked
what he would do if the am-
mendment was not included
in the budget, he responded,

“Most definitely we will keep
pushing this issue until we
have success.” 

Another aspect is that
small businesses are inter-
connected. After Pop Interna-
tional Galleries moved in
early 2016 from West Broad-
way in SoHo to the burgeon-
ing area of NoLita, the shoe
store opposite closed. Met
Food, the local grocery store
where SoHo galleries would
get food for their events, is
now closed. Storefronts are
left empty. Indeed, a May 31
article in The New York
Times by Steven Kurutz enti-
tled “Bleeker Street’s
Swerve from Luxe Shops to
Vacant Stores” quotes a res-
ident describing the once lux-
ury Greenwich Village retail
street as transforming to one
that “looks like a Rust Belt
city.” A Cushman & Wake-
field MarketBeat Office
Snapshot for the first quarter
2017 showed a vacancy rate
of 11% in SoHo, a steep rise

from the 4.3% rate nine
months earlier for 2Q 2016.
SoHo’s overall gross average
asking rent is $74.76 per
square foot, slightly down
from $77.57 in 2Q 2016.

The CRT was a factor
in Jeff Jaffe’s decision to
move Pop International
Galleries from SoHo,
where the gallery had
been located for 20 years.
“My rent was high, no
question about it. But I
moved because I looked
at my books and saw the
amount of the commercial
real estate tax.” In the
middle of Mr. Jaffe’s dis-
cussions with his landlord,
another landlord asked if
he would move to NoLita
at 195 Bowery at the junc-
tion of Spring Street
where opportunities were

opening up in the form of a
five-star hotel scheduled to
open this year. Pop Interna-
tional’s extensive space is
also close to Vandal, a chic
restaurant filled with urban,
street, and graffiti art that fits
with Pop International’s
ethos; the New Museum is
close by, and the Interna-
tional Center for Photogra-
phy has moved to the area.   

Mr. Jaffe’s wife Nanette
Ross has been working
closely with New York City
Council members to effect
the CRT ammendment and
bring relief to an estimated
3,400 Manhattan businesses
that currently pay it. “During
the two decades we were 
in SoHo we saw the move-
ment of galleries.” There 
was an exodus from SoHo 
to Chelsea and others have
moved East towards the
Bowery. “Real estate is 
dictating how the art scene

ARTEXPO LAS VEGAS 
WILL DEBUT IN JANUARY
AT THE WINTER 
LAS VEGAS MARKET

LAS VEGAS—Redwood
Media Group has announced
that it will host Artexpo 
Contemporary Las Vegas at
the Winter Las Vegas Market.
Featuring more than 100 sup-
pliers of fine art, sculpture,
wall art, prints, and one-of-a-
kind creations within the
pavilions at Las Vegas Mar-
ket, Artexpo Contemporary
will run January 27–31. It will
be a trade-only event, except
for a public preview for local
art collectors on the first
evening. Las Vegas Market
runs January 28–31. The
West Coast Art & Frame
Expo, produced by Hobby
Pubco, which often runs 
concurrently with Las Vegas
Market, will take place earlier,
January 22–24, with the 
National Conference begin-
ning January 21. 

The alliance with Las Vegas
Market garners exposure for
Artexpo exhibitors to the mar-
ket’s audience of home fur-
nishings retailers, hospitality
buyers, and interior design-
ers. “We see tremendous
benefits from linking the Art-
expo brand with Las Vegas
Market,” says Eric Smith,
president and CEO of Red-
wood Media Group. From the
Market’s perspective, Robert
Maricich, CEO, International
Market Centers, says, “With
the addition of fine art re-
sources, Las Vegas Market
demonstrates a strong com-
mitment to synergistic indus-
try expansion that will appeal
to our rapidly growing base of
interior designers, architects,
hospitality executives, and
upscale retailers.” For more
on Artexpo: www.artexpo
lasvegas.com; for the Market:
www.lasvegasmarket.com;
and for the WCAF Expo: 
www.wcafexpo.com.

ART WORLD NEWSPAGE 10
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Heidi Leigh, owner of AFA, SoHo,
with Mackenzie Thorpe whose
“Pure Love” resin wall sculpture,
54 by 54 by 10 inches was a
highlight of his May exhibition, 
“Reflections,” at AFA. 
Visit: www.afanyc.com.

continued from page 1

continued on page 12
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moves around. Some gal-
leries moved to the Hamp-
tons, others went online until
they could find a new loca-
tion. It is a strange time for
the art world. You just don’t
know from one week to the
next who is left standing. We
are so glad we made the
move when we did.”

The debilitating effect of
high rent, compounded by
CRT, on galleries is that they
cannot always operate in
ways that most benefit the
artists they represent, their
clients, or the market. Steve
Diamant, owner of Arcadia
Contemporary, was on
Greene Street in SoHo for 16
years before relocating to
California, first to Bergamot
Station in Santa Monica, as a
stepping stone, and then to a
tony arts enclave in Culver
City. He says, “Because of
the higher rents back in NYC,
we started to show some
artists that we felt were in
keeping with the quality of the
works we show at the gallery,
but had a slightly more ‘com-
mercial’ aspect, a little more
‘decorative’ in nature. The
sales were strong but I knew
it was not pursuant to what I
wanted the gallery to be, so
when we moved, we said
goodbye to those painters
and reduced our roster to the
‘core’ artists that are repre-
sented by the gallery. The
extra funds we do have be-
cause of the decrease in rent
is spent on participating in
more art fairs across the
country... that gives the
gallery and its artists greater
exposure and allows us a
one-on-one opportunity for us
to meet new collectors and to
have people actually see the
works first-hand.”

When he opened Arcadia
in 2000 he says the rent, al-

though challenging, was
achievable every month.
“During the last few years of
our tenure in the space, the
rent escalated to the point
that all proceeds being made
were going to pay the rent
and the ‘essentials’ with very
little being left after all the bills
had been paid. High rents are
causing any small business,
whether it’s a gallery or any-
thing else, to be forced out of
locations that they previously
occupied. SoHo in NYC is a
perfect example. SoHo now

consists of multi-national
brands who want a ‘chic’ lo-
cation solely for the sake of
‘image’ as their sales are ab-
solutely not capable of cover-
ing the six-figure monthly
rents that the majority of the
businesses are paying in that
area. “Smaller galleries are
being forced to relocate to
less prestigious, less traf-
ficked locations or ‘upstairs.’
Many dealers are putting
work in inventory and creat-
ing ‘by appointment’ busi-
nesses while others are
making their sales via the In-
ternet or simply by just ex-
hibiting at art fairs around the
world.” The majority of works
at Arcadia Contemporary sell
for $5,000 to $30,000; sales

in the gallery have ranged
from $1,900 to $110,000.

Neil Zukerman, owner of
CFM Gallery, was one of the
wave of galleries that exited
SoHo around 2010 for
Chelsea. He had been on
Greene Street for 18 years
and then faced a rent in-
crease for his 3,200-square-
foot space of $70,000 per
month. He admits he had
been paying way below mar-
ket for his rent before his
lease was purchased by a

different landlord.
Stella McCartney,
designer of luxe
women’s fashions
and accessories,
moved into his
space, taking the
lower level as well.
Chelsea was terri-
ble. “I took a small
gallery off the
street out of the
way, and it was a
big mistake.” It
was much more af-
fordable, but he
found Chelsea was
not conducive to
the kind of art he
was showing—fine
surrealist and mag-
ical realism paint-

ings by such artists as
Leonor Fini, Anne Bachelier,
Michael Parkes, and Sal-
vador Dali as opposed to in-
stallation and more cutting
edge work. He stayed three
years before going back to
being a private dealer as he
was when he first started
out, before opening the
gallery in SoHo.

“It is working out fine,” he
says. “The only bad thing
about it is I am not meeting a
lot of walk-in people—mostly
prior clients.” He divested
himself of all his living artists,
and found homes for them.
AFA now represents the

AHRON ZYGMAN, FORMER
GALLERY OWNER, 
NOW PRIVATE DEALER

CHICAGO—Ahron Zygman
has established A Zygman
Fine Art and is now working
as a private dealer offering a
significant collection of 19th
and 20th century Masters, as
well as a collection of work 
by Moshe Rosenthalis whose
oil on canvas “No. 3,” meas-
uring 50 by 40 inches, is
shown. Previously, Mr. 
Zygman was co-owner with
Nancy Voss of Zygman Voss
Gallery on Chicago’s River
North for 15 years. They
closed the gallery in October
of 2016 after ownership of the
building in which their gallery
was housed informed them
that their gallery space was 
to be redeveloped. “They 
increased the rent and we
couldn’t consider it,” says Mr.
Zygman. Ms. Voss also has
become a private dealer.

Mr. Zygman’s collection of
19th and 20th century Mas-
ters includes work by Cassatt,
Renoir, Picasso, Dali, Miró,
Chagall, and the Barbizon
Group. As exclusive repre-
sentative in the U.S. of the
work of legendary Israeli artist
Rosenthalis,1922–2008, his
collection comprises paint-
ings, watercolors, pencil 
and ink sketches, drawings,
gouaches, and pastels with
prices ranging from about
$1,000 to $50,000 for a very
large oil painting. To reach 
Mr. Zygman, e-mail: zygman
art@gmail.com, call (312)
804-3930 or visit the website:
www.zygmanfineart.com.
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“Tristan und Isolde” by Leonor Fini
(1907–1966) is an oil and pastel on
paper laid down on canvas, 29 1/2 by
22 inches. The painting was created for
the Metropolitan Opera to be used as a
poster for the opera Tristan and Isolde
in 1978. The retail price is $200,000
from CFM Gallery. For details, visit:
www.cfmgallery.com, (212) 966-3864.

HIGH RENT
continued from page 10

continued on page 28
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Artexpo New York, SOLO,
and FOTOSOLO reflected
the changing market in that it
was less of a trade show and
more an opportunity for gal-
leries to introduce their
artists to a new and larger
market, and for independent
artists to be discovered.
Some 400 exhibitors partici-
pated in the four-day show
produced by Redwood
Media Group on Pier 94 in
late April. For some, it was
better than last year, and for
others, the reverse. That
being said, a considerable
amount of business took
place, new connections
made, and a plethora of work
introduced. In fact, the con-
census was that the art pre-
sented was of a higher caliber
than in some previous years,
and that the show looked
very good. Smart Publish-
ing/Blue Galleries had a good
show, according to Rami
Rotkopf, founder and owner,
who took extensive booth
space on the center court.
“For me, the show was bet-
ter than last year, although I
found the trade attendance
was weak. Most of my sales
came from consumers.” His
sales included four painted
bronze sculptures of dogs by
Marc and Matt Lipp retailing
for $6,800 that were making
their New York debut, and he
took this to be a good sign. 

Meural, a new company
and a first-time exhibitor sold
a number of its framed
Meural Canvases that are
digitally connected to show-
case 30,000 artworks and
photography. “It’s our first big
art show,” said Meural co-
founder Vladimir Vukicevic,
“and we sold a bunch of
units. We’re also getting
feedback from artists who
want to participate (in
Meural).” 

Andrei Protsouk Fine
Art/Art & Design Publish-
ing‘s artist Andrei Protsouk,
celebrating his 20th year

doing the show, displayed
67 pieces of art, selling 17.
“We were sure to bring
varying priced pieces, there-
fore, we had available prints
from as low as $100 to orig-
inals valued as high as

$25,000,” said Dennis Prot-
souk, managing director. “It
was a great show for us be-
cause we felt that there was
a good turn-out as far as
crowd size, although we

think there could have been
a larger ready-to-buy public.”

First-time exhibitor, artist
P e t r u s h k a
sold six of the
69 pieces of
art that she
featured in her
booth. “The
venue is a
unique means
of bringing the
spectrum of
the art world
together,” she
said. Her
mixed media

work drew much excitement
from attendees. “The base
medium of my work being
aluminum, and the art being
light-based photos com-
bined, accentuates the art to
draw attention to the beauty
of pixel responses manipu-
lated into becoming fine
art.” Artist Ken Keeley
brought 20 pieces of work,
including his original paint-
ings and limited edition gi-
clées, as well as his newly
published book, The Art of
Ken Keeley. The artist said
that while some sales were
made during the show, there
could have been more em-
phasis put on trade day.
“There were too many look-
ers who liked my work but
were reluctant to buy.” 

Among the galleries par-
ticipating, first-time exhibitor
Sienna Fine Art, an artist
representative firm from Fort
Lauderdale, FL, presented
the work of Irene Sheri who
studied at the St. Petersburg
Academy of Art in Russia.
“We have a lot of clients in
New York and some have
come to the show,” said the
company’s Andre Koshelnik.
Likewise, first-time exhibitor

HISCOX REPORT SHOWS
ONLINE ART MARKET
GREW STRONGLY IN 2016

LONDON, England—Accord-
ing to the recently released 
Hiscox Online Art Trade 
Report, produced annually by
the specialist insurer, online
art market sales reached an
estimated $3.75 billion in
2016, up 15% from 2015, 
despite the global art market
slowing. A key finding is that
younger buyers are coming
into the market, with those
aged 20 to 44 accounting for
45% of online sales—the 
majority in the 25 to 29 age
group. Their rationale is 
their passion for art and the
social aspect—being part 
of a scene.

Social media is becoming an
increasingly important tool for
galleries and dealers; 91% of
the galleries surveyed said
they actively use social media
to promote their gallery and
their art/artists. Whilst Face-
book and Twitter were the
dominant channels in 2016,
Instagram is now the social
media channel of choice, with
57% of galleries saying they
find Instagram the most effec-
tive in terms of raising aware-
ness. The work selling is
primarily below the $5,000
mark. Paintings and prints 
account for the bulk of sales,
followed by photography.

Yet the conversion of online
art buyers remains static for
the third consecutive year.
Buyer concerns are focused
around the lack of physical in-
spection and worries about
the work’s condition, authen-
ticity, and the seller’s reputa-
tion. Human interaction is still
very important; 73% of 
perspective buyers said they
would like to have the oppor-
tunity to talk to an expert 
before making a decision. For
the full report: www.hiscox.
co.uk/online-art-trade-report/
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ARTEXPO REFLECTS A CHANGING BUSINESS

Rami Rotkopf of Smart Publishing and Blue
Galleries, with painted bronze dog sculp-
tures by M&M brothers Marc and Matt Lipp.

Art Brand Studios launched
a collection of paintings by
Blend Cota, right, creative
director for the Thomas
Kinkade Studios. At his 
side is his wife Redina Tili,
an artist in her own right.
Cota’s painting “Bullish on
America,” 60 by 48 inches,
($30,000) is shown.

continued on page 16
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Steidel Fine Art with a gallery
in Wimberley, TX, and a
showroom in London, Eng-
land, focuses on introducing
its artists to new markets via
art fairs. “We try to keep a
very active show schedule,”
said Maxwell Chapman, di-
rector. “We bring a lot of
British art to the U.S. and
U.S. art to Britain so collec-
tors see new art, and it’s re-
freshing for people who
attend the shows.”

Gebhardt Gallery’s hus-
band and wife artists Kris and
Angela Gebhardt featured 13
pieces of original art, includ-
ing Angela’s “Passion” and
Kris’ “Dirty Laundry.” While
no sales were made during
the show, Mr. Gebhardt said
that quality contacts were
made. “The trade day was
useful to us in that we were
able to meet with some new
and old galleries that may
turn into business later after
we are able to cultivate the
relationships.” Independent
New York artist Sócrates
Márquez said it only takes
one good contact at the
show to make all the differ-
ence. At last year’s Artexpo
he was picked up by Harte
Gallery of Maui, HI, which
kept him busy painting
throughout the year.

Tanya Singh of Agora
Gallery, New York, felt that
exhibiting at the show was
beneficial in many different
ways. “Being at Artexpo
was a refreshing experience,
both in terms of being able
to meet and view the works
of new talents as well as
promoting our own artists to
a new audience,” she said.
“Our booth certainly re-
ceived a lot of attention from
the visitors, both collectors
and other artists. Quite a
few pieces that we brought

were sold and we’re looking
forward to developing new
relationships with the con-
nections we made.”

Anna Art Publishing, repre-
sentative of the work of
Anna Razumovskaya, usually
does well at Artexpo, but not

this year. “Sales improved a
bit towards the end, but it
wasn’t enough,” said Eugene
Korchinski, managing direc-
tor. This
year, he
said, was
the slowest
of all times
with very
few trade
buyers. He
also criti-
cized the
caliber of
the general
attendance.
“When I
see Artexpo
tickets sell-
ing on
Groupon it makes me angry.
“Are people looking for
Groupon deals going to
spend hundred or thousands
of dollars on art? No way. It
only makes a fake crowd.”
He hopes that the show man-
agement will re-think their
marketing strategies. “We all
hope that Artexpo will im-
prove because, honestly,
what we have achieved over
these years is because of Ar-

texpo. The show is (I hope
still is...) our major marketing
tool, and we grew dramati-
cally over the last 12 years
because of Artexpo.”

Cynthia Shinn feels it is 
a question of the business
changing. “This is not a 

trade show, although
there is some trade.
The business has
changed and you
have to work out how
to do business. It is
really a show to the
public, and that is
O.K. if there is
enough there. The
challenge for us is
how to get to our
market. It used to be
trade shows. But I
wouldn’t still be doing
this if I wasn’t selling
art.” The point of

shows, she says, is that peo-
ple can see and touch the art.
Kevin Grass of Kevin Grass
Fine Art brought eight acrylic

on canvas paint-
ings and 40
drawings but
did not feel that
trade day made
much of an im-
pact on his
sales or con-
nections made.
“It was certainly
big and the
spaces were
neat and clean,
but I do not feel
that it was the
right venue for
my work,” he

said. “It seemed like most of
the visitors were merely there
to look, and those that were
interested in buying art gen-
erally seemed to be drawn to
less expensive and/or more
commercial work.”

Linda Mariano, managing
director of marketing for Red-
wood Media Group, said she 

DAVID YOUNG, ARTIST
AND MEDITATIVE 
MUSICIAN, TO EXPAND
GALLERY NETWORK

MIAMI—Artist and twice
Grammy-nominated musician
David Young is seeking to
work with more galleries to
show his mixed media paint-
ings that are similar in char-
acter to his meditative music.
Young describes his new col-
lection of soft abstract paint-
ings combining geometric
symbols as vibrant, positive,
and filled with spiritual en-
ergy. Young is known for play-
ing two Renaissance flutes at
one time and his 59 recorded
albums are played at healing
centers around the world. A
number of galleries, have
also been playing his mood
music and now he is offering
them the opportunity to pres-
ent his acrylic with mixed
media on canvas paintings.
Shown is “The First Gold Coin
Falls from the Purple Sky,” 30
by 48 inches. Retail prices
are approximately $3,000 to
$40,000, depending on size
which ranges from about 22
to 96 inches wide. 
A music video, showing a 
selection of his paintings, can
be viewed at: www.david
youngart.com. Mr. Young can
be reached via e-mail at:
davidyoungmusic@msn.com
or by calling (800) 566-2862.
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Juan Luis Perez, winner of the Artexpo
Poster Challenge with his painting
“World’s Unite,” is joined by Artexpo’s
Linda Mariano at the unveiling.

Photographer Michael Sandy
and manager Karen Hetzel of
Michael Sandy Photography
with Sandy’s work.

ARTEXPO NEW YORK
continued from page 14

continued on page 27
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Open edition print publishers
once again converged at the
Surtex show in May, known
as a marketplace for selling
and licensing original art and
design. The trade-only show
which runs alongside the Sta-
tionery Show at the Javits
Center is owned by Emerald
Expositions. This year there
were some who felt atten-
dance was a little lighter than
usual, possibly due to the fact
that the last day of Surtex 
coincided with the first day 
of the Licensing Expo in Las
Vegas. In fact, Wild Apple
and Wild Wings took booth
space at both shows. There
was a newer event, Blue
Print, a small boutique-style
surface design and print
show, taking place at the
same time in New York. 

Yet business was brisk 
at Surtex. “We have appoint-
ments booked all day,” said
World Art Group’s Lonnie
Lemco. In fact, three appoint-
ments were taking place si-
multaneously in his booth as
we talked. “To interact one-
on-one, face-to-face, there is
just nothing like that. We are
always doing e-mails, but it is
more effective to meet in per-
son, discuss opportunities,
and see how we can help
each other.” Licensing is one
of World Art Group’s fastest
growing channels. “Licensing
is way up this year, and we
had a great year last year,”
said Jennifer Goldberger, de-
sign director. The company
has just hired three new
artists, bringing the number
of full-time artists on staff to
about 12. It published a 200-
page catalogue especially 
for Surtex. “There is no one
magic bullet for what you 
can provide customers—you
have to have them all—from
flash drives to e-mails and the
website,” said Mr. Lemco.

Image Conscious was ex-
hibiting for the first time in

about 10 years, presenting
some of its niche categories

such as Urban Pop that is 
targeted at millennials. “It 
(licensing) is a logical next
step for us—something we
need to evolve into,” said
Danny Norwood, operations
manager. Jan Weiss, creative
director, added, “With print-
on-demand you have to offer

artists more value to the 
contract. Licensing provides 

incremental rev-
enue.” Mr. Nor-
wood said of
the show, “Be-
cause we are
new, we don’t
have appoint-
ments. But we
have lots of
good leads.
Prospective buy-
ers noticed the
work of Image
Conscious’ new
artist AbcArt
Attack and 
considered his
Urban Pop 
images on a 
cycling theme 
for puzzles, and 

Balazs Solti’s smiling panda
image, “Joker Face,” for table-
top, pillows, and puzzles.

Gary Levine, president,
Roaring Brook, said it 
was a very busy show,
mostly with appointments.
“But there were new 
people that stopped by 
our booth—some really
good, qualified leads. That
is why we come here.” 
He also has found that 
different forms of commu-
nication are vital to 
growing the company’s 
licensing program. He
came to the show with 
a new licensing program
that was launched and 
the response was very
positive. “Licensing is a
growing category for 
us, but like everything

else, you have to work on
what you are doing. You 
have to ask yourself, ‘What 
is going to make you and
your artists stand out from 
all the artwork here?’”
Among the company’s strong-

SOCIETY OF UNIQUE
ARTISTS’ ART BAR
EVENTS AND MORE

NEW YORK—The Society of
Unique Artists, a non-profit
organization established in
2004 by art industry veteran
Jacqueline Simon to highlight
and promote unique art
forms, hosted an Art Bar
event in June at AFA Gallery
in SoHo to showcase unique
artists. The event was pro-
duced by SUA in collaboration
with Guilty Pleasures, an all
female cabaret group. The 
Art Bar is a casual lounge
event with a party twist. It’s
geared towards artists and
entertainers, featuring a
unique setting, good music,
and plenty of entertainment.
There are plans afoot to 
feature other unique artists
such as magicians, aerialists,
and sideshow acts, as well 
as cartoonists.

SUA also promotes the art-
work of unique artists through
Extreme Art Television (EAT),
a half-hour, hosted, talk 
program that is broadcast on
New York City cable television
(MNN and Bronxnet). The
show consists of interviews in
the studio and on location, as
well as artist demonstrations.
Go to: www. suartists.org for
the schedule.

Much of SUA’s funding comes
from the non-profit’s Piano
Donation Program which 
accepts donations of all 
types of pianos from all 
50 states. Since SUA is a 
registered 501(c)(3) organiza-
tion, donors receive 
documentation of their 
donation for their tax records.
SUA also offers video 
production/photography 
services and can shoot 
weddings, special events,
business Web promo videos,
commercials, and more. 
Visit: www.suartists.org for
more, or call (646) 355-3012.
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LICENSING OPPORTUNITIES AT SURTEX

The Wild Apple team had fun bringing
John and Laurie Chester’s presence to
Surtex via face masks held by Anita Peter-
sen, left, and Sarah Donnington, who are
joined by artist Katie Pertiet. The Chesters
missed this year’s show because John was
recovering from successful back surgery.

Image Conscious’ Jan Weiss
and Danny Norwood with the
Urban Pop art of Jorge R. 
Gutierrez shown left, and 
AbcArtAttack at upper right.

continued on page 20
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est artists in the licensing
field are Tre Sorelle Studios
and Cynthia Coulter. Tara
Reed, who had signed on for
publishing and some licensing
three years ago, is now exclu-
sively represented by Roaring
Brook for both categories.
She has produced a large
body of work for licensing 
including “Home for the Holi-
days” that would be consid-
ered for in-store sales in the
2018 Holiday season. At the
same time, wall decor re-
mains an important category
for Roaring Brook. Two new
artists have just been signed
specifically with publishing in
mind. “And we are looking 
at a few other artists too for 
wall decor.” 

Sagebrush Fine Art at-
tracted a lot of attention with
its tropical art by Shanni
Welsh with possible product
applications in bath textiles,
such as shower curtains, as
well as ceramic plates and
mugs. Florals were also
strong, with watercolors mak-
ing a comeback. Deanna
Peat, licencing director, had
many appointments set up
with her top customers. “But
it is always good to meet 
new people—and I have met
a handful and expect to meet
more.” She says licensing is
very important for Sagebrush,
with licensing and wall decor
split about 50–50. Most im-
ages, she says, work for both
sectors although a few are
limited to one or the other.
Most of its wall decor is avail-
able as print-on-demand. “Al-
though we still have a few
distributors that print and 
distribute.” Sagebrush also
uses POD Exchange to serv-
ice smaller companies. “We
work directly with larger com-
panies and do their printing
for Big Boxes where the price
point is so critical.”

Licensing is also a growing
category for Penny Lane 
Publishing, growing each and

every year, according to
Renee Franck, licensing di-
rector. Several of the com-
pany’s artists attracted the
attention of potential li-
censees: Deb Strain and

Cindy Jacobs with their 
new Succulents collections,
Marla Rae with her new 
Industrial Farm collections,
Diane Kater with her new
Santa and Snowman collec-
tion. Applications being con-
sidered included Christmas
designs for gift bags, wrap-
ping paper, and gift tags;
bathroom textiles, shower

curtains, towels and window
treatments, stationery prod-
ucts, and ceramic tabletop.

Wild Apple
had some
“ a m a z i n g
meetings, and
people stop-
ping by, as
well as artists
interested in
working with
us,” accord-
ing to Anita
Petersen who
commented
that there is 
a noteable
push toward
fine art and 
a more paint-

erly look, such as in the work
of Sylvia Vasileva. 

Wild Apple’s booth demon-
strated that the show was
also about outreach, creativ-

ity, and having
fun. Wild Apple
had a Photo
Booth where
a t t e n d e e s
were invited
to take a
selfie in front
of a beach
scene by Cou-
rtney Prahl
and post it 
to their social
media ac-
counts for a
chance to win
a package of
products fea-
turing Wild
Apple artists.
The com-

pany’s Licensologie division
which focuses on building
lifestyle brands, launched a
significant collection by 
Lisa Audit including “Wood-
land Walks” and “A Country
Weekend” with neutral cou-
ntry colors and a soft 
palette for those who want
their home to feel like a 
relaxing retreat.

SCULPTURE IN THE PARK
PRESENTS 160 JURIED
INTERNATIONAL ARTISTS

LOVELAND, CO—The 34th
annual Sculpture in the Park
took place August 11–13
when 160 international juried
artists presented over 2,000
pieces of sculpture for visitors
to view and purchase. Over
the past 34 years, 1,317 dif-
ferent artists have come to
Loveland to display their work
at the show and sale. With
the addition of new participat-
ing artists each year, the
event has grown from a 
primarily representational
Western bronze exhibit into a
diversified display of sculp-
ture created in a variety of
styles and mediums. Among
the exhibitors, Mark Hopkins
of Loveland-based Mark
Hopkins Sculpture pre-
sented “Solitude,” among
other of his works. The
bronze edition of 550, meas-
uring 21 by 18 by 16 inches,
retails for $4,395. 

With proceeds generated
from each annual event, show
organizer Loveland High
Plains Arts Council has pur-
chased 158 sculptures valued
at over $4 million for Benson
Sculpture Garden. 
For more on Hopkins’ work,
visit: www.markhopkins
sculpture.com, (800) 678-
6564. For show information:
www.sculptureinthepark.org.
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World Art Group’s Lonnie Lemco, Natalie
Sizemore, left, and artist Grace Popp
dressed to match the whimsical Fab Funky
book prints of Kelly Stevens-McLaughlan.

PI Creative Art’s Andrew Cohen and Danielle
Lazarevska, back row, third from left and far
left, respectively, with customers Dave Cha-
son and Leon Levy, back row; and Ashley
Tarpley and Heidi Moody, seated, all from
wall decor company Elico Ltd. Shown is the
mural-like artwork “Ionic” of Tom Reeves.

LICENSING
continued from page 18
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Framerica has teamed up
with Larson-Juhl in an indus-
try-wide initiative, Corners
for the Cure, to raise funds
for breast cancer research,
education, and advocacy.
“Everyone has been
touched in some way by
cancer and we wanted very
much to do our part,” says
Josh Eichner, executive vice
president of Framerica.
“We’ve seen many organi-
zations raising funds and
awareness, be it profes-
sional sports leagues or
other entities. We are ex-
cited to bring it to the art and
framing business.” 

Framerica will donate five
percent of its proceeds when
Larson-Juhl buys its mould-
ings for distribution that are a
part of the Corners for the
Cure program. There are 12
Framerica mouldings in the
program. 

The mouldings are:
• BW74966, Stainless,
2 inches wide.

• BW27-405, Gallery Black, 
3/4-inch wide.

• BW26-405, Gallery Black,
1 1/4 inches wide.

• BW74-405, Gallery Black,
2 inches wide.

• BW27-409, Gallery White
3/4-inch wide.

• BW26-409, Gallery White,
1 1/4 inches wide.

• BW74-409, Gallery White
2 inches wide.

• BW224-1101, Morgan
Silver, 1 3/4 inches wide.

• BW224-1104 Hampton
Gold, 1 3/4 inches wide.

• BW74061, Espresso 
Walnut, 2 inches wide.

•BW14-405, Gallery Black, 
1 3/8 inches wide.

• BW58-405, Gallery 
Black, 1 1/2 inches wide. 

Discussing the choice of
mouldings, Mr. Eichner says,

“When we sat down with
Larson-Juhl to pick an as-
sortment we agreed that the
mouldings should be among
the most useful, value-added
mouldings on the wall. That
means fine quality black and
white mouldings and, of
course, Stainless, a classic
gold and silver, etc. These
are proven items at a great
value that have always per-
formed and been embraced
by all. He emphasizes, “This
is not about promoting a
new line or trend… the goal
is to donate.”

Various point-of-purchase

displays will be made avail-
able in the coming months
designed to help framers
from a marketing perspec-
tive. It is hoped Corners for
the Cure will get more con-
sumers in the door. “If noth-
ing else, it’s an opportunity
to start a conversation, and
that’s always a good thing,”
says Mr. Eichner.

“The Corners for the
Cure boards are just now
making it onto the walls of
frameshops and we’ve only
recently began to promote
it.” And the response, he
says, has been fantastic.
“We have received count-
less calls and e-mails—and
all the various social media
call outs—with overwhelm-
ing support for the cam-
paign. Our goal is to gain
momentum that allows this
to run and run.”

He adds, “I know that the
Larson-Juhl team is intent on
getting the Cure boards onto
as many walls as possible.
We have been partners with
Larson-Juhl for decades and
they have always been a
leader. When they committed
to the program as the exclu-
sive distributor we knew it
had a chance to really make a
difference.  

“We are committed long
term; so we hope it will run
forever. If the program needs
tweaking at some point—the
assortment or the POP—we
will be happy to do it. Right
now it’s about getting retail-
ers committed to the objec-
tive. Once we have that I
think we can see amazing re-
sults in perpetuity.”

Call Framerica at (800) 372-
6422, www.framerica.com; for
Larson-Juhl, www.larsonjuhl
.com, (800) 438-5031.

FRAMERICA INTRODUCES
SLATE GREY

YAPHANK, NY—Framerica’s
brand new Slate Grey is now
available in profiles ranging 
to 3 inches. The finish, a com-
pany exclusive, seizes on the
enormous popularity of grey
hues throughout interior de-
sign. Slate Grey is true to its
descriptive name and it fea-
tures backlit undertones.
“Slate Grey is extremely ver-
satile,” notes Josh Eichner,
executive vice president. “It’s
certainly on trend, but we also
believe it will be a staple item
for designers for years to
come.” For more information,
call (800) 372-6422 or visit:
www.framerica.com.

PRESTO PRESENTS
SPRINKLES

BETHEL, CT—Presto’s new
line captures the whimsical
colors and flavor of Sprin-
kles. Available in Pantone
trending colors, solid pine
wood can be glimpsed peek-
ing through the diverse hues
adding character and dimen-
sion. The 3/4-inch profile has
a framer-friendly 5/8-inch rab-
bet. Visit: www.prestoframe.
com or call (800) 431-1622.
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CANCER RESEARCH FRAMING FUNDRAISER

Shown is a Corners for 
the Cure point-of-purchase 
display for retailers.
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Tru Vue is inviting custom
framers to push their creative
boundaries with a framing
competition focused on its
state-of-the-art product, Op-
tium Museum Acrylic. The
contest opens on September
5, and online entries will be
accepted until October 1.

Different from years past
in its format, the competition
involves designing a framing
package for one of three tex-
tile artworks by Chilean artist
Andrea Barrios Aguilar, com-
missioned exclusively for Tru
Vue. Three finalists will be
chosen based on their design
concepts. They will then be
provided with the textile for
their design and a stipend to
create a finished piece that
will be on display and judged
at the West Coast Art and
Frame Expo in Las Vegas,
January 21–24. “Each year
we have heard from more
and more framers about how
Optium Museum Acrylic ex-
pands the possibilities for
custom framing,” says Jen
Gramm, director of market-
ing for Tru Vue. “Because of
the versatility of this product,
we wanted to encourage
more framers to think about
how creative their framing

project can be through the
utilization of Optium Museum
Acrylic, especially when the
subject of the piece is a fab-
ric or textile.”

Optium Museum Acrylic
offers the best of both glass
and acrylic. The product is
half the weight of glass and
shatter-resistant, standard
features of most acrylic glaz-
ing, but it performs like glass
with its anti-static properties,
99% UV protection, abrasion
resistant surface, optimal
light transmission, and anti-
reflective viewing experience.
It also is easy to care for and
requires no special cleaning
solutions.

Finalists will be announced
on October 10, and they will
have until December 4 to
make their pieces. Two prizes
will be awarded at WCAF:
• Best in Show: Judges’
Choice chosen by a panel
of industry experts. The
prize includes $1,000 to
use towards a local market
event promoting the com-
petition win, and two

boxes of Optium Museum
Acrylic, 40 by 60 inches. 

• Fan Favorite designated by
the most votes earned at
WCAF by attendees and
online votes. The prize in-
cludes $500 to use to-
wards a local market event
promoting the competition
win and one box of Optium
Museum Acrylic 40 by 60
inches.

Both winners, who will be
announced on January 23,
2018, will receive promotional
support for their events, in-
cluding a press release, ad,
and e-newsletter, in addition
to the event funds. Addition-
ally, Tru Vue provides national
promotional support for com-
petition finalists and winners.

“Over our six years con-
ducting this competition, we’ve
learned that one of the most
valuable aspects of partici-
pating is the promotional op-
portunities that come with
being a finalist and winner,”
observes Ms. Gramm. “Our
prizes this year support those
framers in their businesses,
which is one of the ways we
aim to contribute to the in-
dustry.” Full details, rules,
and regulations are available
at: www.tru-vue.com and on
Tru Vue’s Facebook page.

Tru Vue is a manufacturer
of high-performance glazing
products for the custom 
picture framing and museum
markets, and a leader in both
UV protection, as well as
anti-reflective and specialty
glazing products for these
markets. The company is lo-
cated in McCook, IL, and
Faribault, MN, and is a sub-
sidiary of Apogee Enter-
prises, Inc. (Nasdaq: APOG).
For more information on Tru
Vue, visit the company’s
website: www.tru-vue.com.

LEGION PAPER NOW
DISTRIBUTING CANSON 
INFINITY INKJET PAPERS 

NEW YORK—Legion Paper,
supplier of both traditional
and digital fine art papers,
has been named the exclu-
sive North American distribu-
tor of Canson Infinity, a
premier family of fine art inkjet
papers for digital printmakers
and artists. Canson Infinity
combines the quality of cen-
turies-old papermaking with
state-of-the-art coating tech-
nologies, designed to bring
the beauty of fine art and tra-
ditional photography to the
world of digital imaging. 
“The addition of Canson Infin-
ity to Legion’s portfolio of pa-
pers is a natural fit,” says
Joshua Levine, CEO, Legion
Paper. “Legion represents
and supplies the finest brands
of art papers across 15 mar-
kets, and the Canson Infinity
papers strengthen our digital
offerings.” Legion, which op-
erates sales and distribution
facilities on each coast of the
U.S., will assume all sales,
marketing, logistics, distribu-
tion, customer service, and
technical inquiries for the
Canson Infinity brand in the
U.S. and Canada. Visit:
www.canson-infinity.com.

DECOR MOULDING &
SUPPLY INTRODUCES ITS
NEW POLYSTYRENE GLUE

HAUPPAUGE, NY—Decor
Moulding introduces its new
Polybond Glue to the fram-
ing industry, specifically for-
mulated to be the strongest
bonding glue for polystyrene
mouldings. The #989 Poly-
bond Glue is available in two-
ounce bottles with a conven-
ient twist-off cap and control
drop applicator. The glue is
stocked at both Decor and
Southern’s warehouses. Visit:
www.decormoulding.com or
call (800) 937-1055.
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TRU VUE’S CREATIVE CHALLENGE FOR FRAMERS

Epson America, headquar-
tered in Long Beach, CA,
has been awarded Telly
Awards for excellence in
videography, as well as cine-
matography. In one of the
winning videos photographer
Timothy Greenfield-Sanders
describes how he found the
D-max he was looking for in a
matte fine art paper with the
Epson Legacy Fibre Paper,
along with a beautiful way to
showcase colors that are

very natural and specific to
the person that he is photo-
graphing. 

With the world of online
video rapidly evolving, the
Telly Award is much sought-
after by industry leaders. On
average, the awards receive
13,000 entries from all 50
states and five continents an-
nually. For more information
on Epson, visit the website:
www.epson.com.

EPSON GARNERS AWARDS FOR
LEGACY FIBRE PAPER VIDEO
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COLOR TRENDS

Galleries and frameshops for
years have relied on the
newest color trends to help
keep their business exciting
for their customers. Trends,
after all, dictate what people
will gravitate towards for their
home interiors, fashion, cars,
etc., as well as to reinforce a
brand. Marketers tout that 
not only does color help to
sell, but it is also a powerful
tool. Julie Holland, design di-
rector at World Art Group in
Richmond, VA, says that stay-
ing on top of these trends 
is an integral part of the 
art and framing industry.
“Color trends are important

for frameshops and galleries
so that they stay relevant in
the marketplace,” she says.
“Consumers are more savvy
because of Pinterest, Insta-
gram, and design blogs. Big
Box retailers are also very
much on-trend with color and
style trends and consumers
will expect the same in
frameshops and galleries.” 

Annually, the Color Market-
ing Group creates color fore-
cast for professionals that
affect industries from fashion
to automotive to home decor
and influence furniture, acces-
sories, wall and floor cover-

ings, and textiles. Ms. Holland
says that World Art Group’s
customers look to them for
fresh ideas that they can in-
corporate into their clients’
homes. “Frameshops and
galleries can keep customers
up-to-date on color trends by
staying informed and provid-
ing framing materials and art-
work that is relevant to the
current trends,” she says. 

“We also provide our color
trend boards to customers as
a guide for where we see
color trending and where we
see it evolving.” This influence
can be seen in everyday life.

“Fashion is typically where we
see the color trends emerge
and home décor follows fash-
ion. Many of the color trends
have stayed the course for a
while, with subtle shifts in color
tones. There are classic colors
and color combinations that
endure, while there is always
a trend color that Pantone de-
termines for each year.” This
year’s feature color is green-
ery. Here we highlight some of
the top colors, as depicted by
World Art Group’s Art Depart-
ment. Visit: www.theworldart
group.com for more details.

THE RELEVANCE OF COLOR TRENDS

continued on page 25
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COLOR TRENDS

www.theworldartgroup.comCOLOR TRENDS
continued from page 25

The arts have a unique power
to bring people together and
to promote change—and
Amnesty International har-
nesses the power and cre-
ativity of art to advance
human rights. MutualArt of
London and New York, man-
ager of the Artist Pension
Trust (APT), has announced it
is now teaming up with Art for
Amnesty. The partnership fol-
lows an acceleration in APT’s
sales and distributions, which
will see artists in its New York
and LA trusts each receiving

up to $5,500 this year, up
from $1,700 in 2016. “When
we made our first distribution
last year, some of the artists
we work with asked that their
sum be donated to a charita-
ble organization,” says Al
Brenner, CEO, MutualArt
Group. As a result, he says,
“This year, we will be working
with Art for Amnesty so that
artists may donate their distri-
bution directly through APT.”

Art for Amnesty is a global
community of artists of all dis-

ciplines and nationalities who
share Amnesty International’s
vision of a world where
human rights are enjoyed by
all. MutualArt joins a commu-
nity of artists including U2’s
Bono and the Edge, Peter
Gabriel, Sting, and Yoko Ono,
all engaged in lending their
support to Amnesty Interna-
tional’s campaigns to end
human rights abuses.

APT artist Laura Parnes,
who has exhibited at institu-
tions including MoMA and the

Whitney Museum of Ameri-
can Art, says, “With democ-
racy under threat globally,
increasing awareness of
human rights issues is more
vital than ever, and we all
need to find ways to integrate
activism into our everyday
lives. Donating my distribu-
tion to Art for Amnesty was
one way for me to do this.” 

For Amnesty International,
go to: www.amnestyusa.org;
for more on Mutual Art, visit:
www.mutualart.com.

ARTISTS TO DONATE APT DISTRIBUTION TO ART FOR AMNESTY
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ARTEXPO NEW YORK

was very pleased with the
show’s attendance. “It was
interesting. Some exhibitors
had the perception that atten-
dance was less than in previ-
ous years, but I think that
was because it was so
steady. We had a continuous
flow of attendees from when
the doors opened on Friday
until they closed on Mon-
day.” She noted that the
marketing initiative had been
multifaceted and included
local print advertising, geo
targeting, social media, and
working with publications. 

For many exhibitors, the
opportunity to reach a wider
audience in person was para-
mount. Lynn Patterson, wife
of artist James Patterson
who creates Prayer Machine
sculptures out of steel wire
and mixed media, enjoyed
the exposure to a larger 
market that the show brings
but felt that attendees 
were hesitant to spend. She
wondered if this had to 
do with a “Trump effect.”
“There did seem to be an 
expression of uncertainty.”
That being said, Patterson
sold five of his sculptures, 
including a $10,000 piece 
on the last day of the show
which celebrated National
Sculpture Day. 

In the SOLO pavilion
where the work of emerging
and independent artists was
featured, many felt that the
exposure was a great way to
get their work seen and,

hopefully, discovered. Juan
Luis Perez, a contemporary
painter from Miami (www.
donjuanart.com), won this
year’s Artexpo Poster Chal-

lenge with his piece entitled
“Worlds Unite.” The Chal-
lenge’s theme was harmony
and there were more than
400 entries. He said that 
the exposure garnered from
his win has created enthusi-
astic interest in his entire
portfolio and has since
turned into three sales from
new people. “I’ve been over-
whelmed by the response
since I have returned from
the show,” he said. “The
trade day was useful, as I
was able to meet with sev-
eral new galleries, as well 

as ran into some old ones.
Winning the Poster Chal-
lenge was definitely a plus. 
It did expose me and my
work to a lot more people
and created further opportu-
nities.” 

Sarah Ali of Sarah Ali Fine
Art, also a SOLO exhibitor,
brought 26 new works on
specially prepared organic
pigmentation on cork fabric
from Spain. “This was the
first time I did not sell at the
show but I was impressed
with the crowd. I do ques-
tion how many attendees
were really qualified/inter-
ested in buying though.”
L i k e w i s e ,
artist Johnnie
Grinder, who
brought 25
originals and
limited edition
giclées, no-
ticed that at-
tendees were
not spending
much money
during the
show. “The
show was ex-
citing but the
amount of
people that
came was a
d isappo in t -
ment,” he
said. “We did
have an old
customer fly
up to see a
piece that he
had commissioned. We were
able to show it, and it was a
great experience for him and
us to unveil it at the show.
We did meet some great

people and overall had a
great time. We just hope to
make more sales next time.”

There was an impressive
display of photography in the
FOTOSOLO pavilion. Among
the exhibitors, Michael Sandy
Photography presented San-
dy’s landscapes, winterscapes,
panoramics, and industrial
photography. Karen Hetzel,
gallery manager, said that
they did not know what to
expect as this was their first
year exhibiting but that the
show was successful for
them. “Two of four limited
editions that we featured
were sold and many invalu-

able con-
tacts were
made, from
co l l ec to rs
and interior
designers to
c a m e r a
companies
and gallery
owners. A
true highlight
was to be
e xh i b i t i n g
our work
among other
i n c r ed i b l y
t a l e n t e d
artists from
all over the
world. Get-
ting to know
and share
experiences
with these
fine people

was one of the biggest take-
aways of the show.”

Reporting by Sarah Seamark
and Koleen Kaffan.

Jennifer and Joseph Romero
of Dave Art Gallery from the
Philippines who exhibited
under the umbrella of the
New York Contemporary 
Art Society. Shown are the
batik-like paintings of Katrina
Pallon, left, and work by 
Jeff Dahilan, right.

“Let’s Dance” by Irene
Sheri, oil on canvas, 28 by
47 inches, ($12,000). The
painting is available from
Sienna Fine Art, Fort Laud-
erdale, FL. For details, visit:
www.siennafineart.com or
call (305) 600-4484.

ARTEXPO NEW YORK
continued from page 16
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RETAIL ISSUES

work of Anne Bachelier. Mr.
Zukerman’s primary artist is
now Fini. He was selling
some Dali, but has pulled
back due to the infighting
among the “experts.” Cur-
rently he is co-authoring a
catalogue raisonne on Fini’s
oil paintings with Richard
Overstreet, ayant droit of
Fini’s estate. The hardcover,
four color catalogue to be
published in the near future
by Skira of Milan, Italy, will
feature over 1,200 of Fini’s
oil paintings. Referring to
SoHo, he says, “It’s not only
the loss of a neighborhood.
Everything ties into what is
happening economically in
the world. The only things
that are selling are top of 
the line, most expensive 
of anything, including art.
People in the downsizing
middle class are holding on
to their money—they are 
buying the cheapest things.
The stock market is boom-
ing, but people are only put-
ting money into Warhol,
Picasso, Damien Hirst, and
Jeff Koons.” 

Shopping online has had
some impact, he notes, but
in his view only at the price
level of the low thousands
and below. “Those spending
real money want to see the
art before they spend money
on it.” However, he finds the
Internet a positive in that it
helps people find an artist.
“It does bring clients in.”
CFM’s prices range from $2
cards to $1 million paintings.

Ms. Leigh, whose AFA
gallery in SoHo occupies

over 3,400 square feet of
prime retail space on two
floors at the corner of
Greene and Broome

Streets, finds the choice of
location to be a trade-off,
leading to different avenues
of business. A high-rent,
much trafficked location “is
a way of discovering new

clients but the overhead is
exponentially bigger. Gal-
leries in venues where it
is quiet generally have a
lower overhead and they
don’t have to have long
hours, but be open by 
appointment. The money
they save on overhead
they spend on exposure
at art fairs. With a high
exposure location, be-
cause the rent is more
than, for instance, a loft
space, it makes it difficult
to budget for art fairs—
and they are becoming
more important. Some-
thing has to shift. Most
artists expect a gallery to
pay for marketing costs,
including the cost of
opening receptions, as
well as all the gallery’s
overhead. At the end of
the day, after a 50–50
split, for someone paying
rent like me it is hard to
budget for art fairs. One

of the things we are looking
at is how to manage the
artist relationship where it is
more equitable so we can

provide exposure for them
at art fairs.” But, as she
says, it is a lot of work to do
fairs and run a high expo-
sure gallery. If you were in a
loft you could close the

gallery but in our space, you
have to stay open. It is just a
bigger machine.”

AFA’s Ms. Simon adds,
“It is becoming necessary
to do art fairs because then
you meet true collectors,
and the collectors are there
(at the fairs) to discover
new art and new artists. As
a gallery, you need to do art
fairs because that is how
the art world has evolved—
it is the place to go if you
are a collector and the place
to be seen if you are an
artist.” Art fairs, she ob-
serves, level the playing
field between galleries.

Meanwhile, the fight con-
tinues for relief against the
Commercial Rent Tax which,
while not solving the prob-
lem of Manhattan’s high
rent, would bring a modicum
of assistance.

Although the CRT reform
legislation written by Mr.
Garodnick and Ms. Rosen-
thal was not included in the
city budget the battle is far
from over. It is going for-
ward as a separate Bill sup-
ported by, at press time, 39
of 51 city lawmakers, which
means that it should come
to the floor for a vote with
enough support to pass. Mr.
Garodnick, who is term-lim-
ited and leaves office in 
December, intends that the
passage of this Bill repre-
sent one of his biggest 
priorities.

Sarah Seamark is Editor in
Chief of Art World News.

“At the Bar” by Nichola Alm is
an oil on canvas, 32 by 45
inches. The Swedish artist’s
work is represented by Arcadia
Contemporary, Culver City, 
CA; Alm's paintings sell from
$8,900 to $19,000. Visit: www.
arcadiacontemporary.com.

HIGH RENT
continued from page 12

As a gallery, you need to do art fairs 
because that is how the art world has
evolved. They are the place to go if you
are a collector and the place to be seen
if you are an artist. –Jacqueline Simon
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NEW ART

CALENDAR
September 13–17: Expo
Chicago, Navy Pier, Chicago.
Produced by Art Expositions
LLC. Go to: www.expochicago
.com or (312) 513-4002.

September 13–17: Af-
fordable Art Fair, The Metro-
politan Pavilion, 125 W. 18th
St. between 6th and 7th Ave.,
New York. Visit: www.affordable
artfair.com or (212) 255-2003.

September 28–October
1: Art San Diego, Del Mar
Fairgrounds–Wyland Center,
Del Mar, CA. Produced by
Redwood Media Group. Go
to: www.art-sandiego.com for
more information, or e-mail:
info@redwoodmg.com.

October 5–9: Art Silicon
Valley/San Francisco, San
Mateo County Event Center,
San Mateo, CA. Produced
by Art Miami LLC. Visit: www.
artsvfair.com, (305) 517-7977.

October 14–18: High
Point Market Week, High
Point, NC. For details, visit:
www.highpointmarket.org or
call (800) 874-6492.

October 19–22: 21st an-
nual Boston International Fine
Art Show, the Cyclorama at
the Boston Center for the
Arts, Boston. Fusco & Four/
Ventures LLC. Go to: www.
fineartboston.com or phone
(617) 363-0405.

October 19–22: Texas
Contemporary, George R.
Brown Convention Center,
Houston. Produced by Art
Market Productions. Visit:
www.txcontemporary.com or
call (212) 518-6912.

October 19–22: Clio Art
Fair, 508 W 26th St., New
York City. A curated show for
independent artists produced
by Hydra Art Project. Visit:
www.clioartfair.com.

October 25–29: IFPDA
Print Fair, River Pavilion, Jav-
its Center, New York. Inter-
national Fine Print Dealers
Association. For details, visit:
www.ifpda.org.

October 27–30: Art
Toronto, Metro Toronto Con-
vention Centre, Toronto. Pro-
duced by Informa Canada.
Visit: www.arttoronto.ca for
further information, or call
(800) 663-4173.

November 2–5: Sofa
Chicago, Navy Pier, Chicago.
Produced by Urban Exposi-
tions. Visit: www.sofaexpo.
com or call (800) 563-7632.

November 9–13: The
Salon Art + Design, Park Av-
enue Armory, New York. Pro-
duced by Sanford L. Smith +
Associates Ltd. For details,
visit the website located at:
www.thesalonny.com.

Nymphaeas in 
Synchronized Serenity

Milan Gallery, Fort Worth, TX, presents Henrietta Milan’s
“Nymphaeas in Synchronized Serenity” as an oil on canvas
measuring 72 by 48 inches. The retail price is $16,400. For
more details, call (817) 338-4278 or: www.milangallery.com.

Momentum
Elisa Adams
of Concord,
MA, presents
her sculpture,
“Momentum,”
constructed
from alabaster.
Measuring 9
by 8 by 6
inches, the re-
tail price is
$8,300. For
more details,
phone (781)
718-1444 or
visit the artist’s
website lo-
cated at: www.
e l i s aadams
sculptor.com.
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WHAT’S HOT IN OPEN EDITIONS

Floral Earthtone Four

“Floral Earthtone Four” by Jace Grey is
an open edition giclée measuring 22 by
28 inches ($74). It is also available as
POD and the company offers discounts
for giclée prints based on quantities. For
further information, call A.D. Lines in
Monroe, CT, at (800) 836-0994 or visit
the website at: www.ad-lines.com.

Here are the 
best selling prints 
from the month of

May

Yellow & Gray IV

“Yellow & Gray IV” by Kris Ruff measures 12
by 12 inches and retails for $10. Also avail-
able as print-on-demand. For more informa-
tion, call Gango Editions, Portland, OR, at
(800) 852-3662 or: www.gangoeditions.com.

Bad Girls

“Bad Girls” by Tony
Stromberg measures 36
by 24 inches and retails
for $35. Also available to
resize and print on paper.
For details, call Image
Conscious, San Fran-
cisco, at (800) 532-2333,
or go to: www.image
conscious.com.

Aqua Azul

“Aqua Azul” by Leti-
cia Herrera is an
open edition giclée
on matte paper
measuring 48 by 20
inches, retailing for
$115. Phone World
Art Group in Rich-
mond, VA, at (804) 213-0600 or go to: www.theworldartgroup.com.

Regatta Lake

“Regatta Lake” by Ann Marie Coolick
measures 36 by 24 inches and retails for
$30. Phone SunDance Graphics, located in
Orlando, FL, at (800) 617-5532 for further
information, or go to the website located at:
www.sdgraphics.com.

Talavera Azul

“Talavera Azul” by Nancy Green
Design measures 30 by 30 inches
and retails for $35. Call Roaring
Brook Art, Tarrytown, NY, at (888)
779-9055 or visit the website at:
www.roaringbrookart.com.
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Cotton Field Crop

“Cotton Field Crop” by Julia Purin-
ton measures 24 by 24 inches and
retails for $25.50. For further infor-
mation, telephone Wild Apple in
Woodstock, VT, at (800) 756-8359
or go to the website located at:
www.wildapple.com.

Laundry Room

“Laundry Room” by
Ashley Hutchins
measures 18 by 8
inches and retails for
$12. Telephone Sage-
brush Fine Art, Salt

Lake City, Utah, at (800) 643-7243 or visit: www.sagebrushfineart.com.
Too Fabulous

“Too Fabu-
lous” by Jodi
Perdi meas-
ures 16 by
20 inches
and retails for
$22. For
more de-
tails, call
Bon Art, lo-
cated in Nor-
walk, CT, at
( 2 0 3 )  
845-8888,
or visit the

website located at: www.bonartique.com.

Winter Park

“Winter Park ” by Bonnie Mohr measures
18 by 24 inches and retails for $24. For fur-
ther information, call Penny Lane Publish-
ing, New Carlisle, Ohio, at (800) 273-5263
or: www.pennylanepublishing.com.

Classic Havana

“Classic Havana” by Alan Copson meas-
ures 16 by 20 inches and retails for $30.
Image available in multiples sizes. Tele-
phone Rosenstiel’s, London, at (011-44)
207 352 3551, or go to the company’s
website located at: www.felixr.com.

New York, New York 19

“New York,
New York
19” 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

May
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“Bear Walk” 
by Piddix
Image Size: 
18” x 18”       
$20

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

“All You Need Is Love” 
by Balazs Solti
Image Size: 
12” x 16”
$15

Available to resize and 
print on canvas, acrylic, 
aluminum, and bamboo. 

Image 
Conscious

800.532.2333  www.imageconscious.com

“Lap, Lap, 
Nap, Nap” 

by Beth A. Forst
Image Size: 27” x 27”

$35
Available to resize and
print on canvas, acrylic,
aluminum, and bamboo. 

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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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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