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Training a gallery or frameshop’s team to understand what its
customers expect and how to deliver it, gives the owner the
ability to provide even better service and, equally importantly, al-
lows the owner to devote more time to growing the company.
The day that Rob Markoff took off his framing apron and handed
it to his employee “was the day I started making money,” says
the industry educator and writer. He and his wife Barbara have
owned the San Diego, CA-
based full service art consul-
tancy business Artrageous!
for over 35 years. “My skill-
set was better suited to work-
ing with clients, solving any
problems that they had—
and the physical production of

the frame could be accept-
able by an employee whose
process was overseen. “As
an owner, you are still respon-
sible for what occurs (in your
business). You are delegat-
ing—not abdicating.”

GROW YOUR BUSINESS BY
EMPOWERING EMPLOYEES

THE INDEPENDENT NEWS SOURCE

QUOTE OF THE MONTH:
“I learned that unless I empow-
ered my team to provide the same
kind of service I knew how to
offer, I would be a prisoner to my
own company and would never
find time to work on growing the
business.”       Ken Baur, page 18.

OPEN EDITION PRINT
PUBLISHERS TAP 
INTO LICENSING 
OPPORTUNITIES 

A number of open edition
print publishers exhibited at
the Surtex trade-only show
in New York, owned by
Emerald Expositions and
known as a marketplace for
selling and licensing original
art and design. They were
not only seeking licensing
opportunities for their im-
ages but also offering ideas
to potential licensees for
product development. Cov-
erage begins on page 14.

WHAT’S HOT IN
OPEN EDITION PRINTS

The best-selling prints from
leading open edition print
publishers are presented 
on pages 23–24.

BARNEY DAVEY’S GIFT
OF FREE BUSINESS
COURSES FOR ARTISTS

Barney Davey, publisher of
Art Marketing News, is gift-
ing visual artists with free
lifetime acess to his Art
Business Mastery courses.
These courses will also be
made available by Art
World News in future is-
sues and via e-mail blasts.
Full article is on page 22.

LARSON-JUHL DEBUTS
#LJPLANTATREE SOCIAL
MEDIA CAMPAIGN

Larson-Juhl celebrated its
ongoing commitment to
sustainability with the
launch of its first social
media campaign in con-
junction with American
Forests. Go to page 18 for
the full story.

continued on page 12
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“ The Century Collection 915”  
by Bobbie Braha is an 

original monoprint collage 
with a 30- by 22-inch image 

that sells for $1,100. Contact 
Bobbie Braha Art, West 

Long Branch, NJ, at 
(732) 491-7769 or 

(646) 957-1098, visit:
spark.adobe.com/page/

VfsXDwZoSycuw/.

INSIDE THIS ISSUE

Gift of Free Online
Courses for Artists

Barney Davey has produced
a collection of online business
courses for artists based on
his extensive art business 
experience, including blog-
ging, selling art at shows, and
getting into galleries.

Page 22

Rising Prices for 
Female Artists’ Work

Indicating a trend toward 
rising prices for female
artists’ work, Los Angeles
Modern Auctions (LAMA) 
reported that top-selling lots
at its June Modern Art & De-
sign Auction were by women.

Page 12

Sisters Are Now
Business Partners

Sylvia Rombis, owner of the
Malton Art Gallery in Cincin-
nati, is transitioning to Art
Design Consultants (ADC)
to partner with her sister
Litsa Spanos, owner of
ADC, also in Cincinnati.

Page 13

Larson-Juhl Launches
#LJPlantATree

Larson-Juhl has launched its
first social media campaign in
conjunction with American
Forests, #LJPlantATree, in
celebration of the moulding
supplier’s ongoing commit-
ment to sustainability.

Page 18

Calendar: 
Industry Events

As the Fall season contin-
ues, the art industry features
many shows including Art
San Diego and Art Toronto,
while anticipating Decem-
ber’s Miami Art Week with
its numerous art fairs. 

Page 25

Industry Experts Talk
Framing Issues

Topics at the annual Suc-
cessful Retailing: Panel Dis-
cussion ranged from the
necessity to “price it right,”
to positioning a frameshop
for sale when the owner re-
tires, and more.

Page 20
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IN OUR OPINION

By practically every
measure the econ-
omy is moving for-

ward. And, even though
there are many times the art
and framing business seems
to be at the end of the gravy
train, or not even on the
train, progress is now being
felt by many. 

For most industry retailers,
business has been better in
2018 than any of the last few
years. It has incrementally
picked up but not a tidal 
wave of success. Perhaps
the most dampening trend is
the Millennial generation’s
(approx. 22 to 37 years of
age) yet to step-up moment
to replace a generation of 
satiated collectors. Yet, while
we wait for that day to come,
and it will come, there is
much to do and look forward
to this year. Early consumer
spending forecasts from now
and running up through the
holidays parlay record-break-

ing levels of consumer confi-
dence into a very healthy 
increase in spending. Inter-
esting survey data from 
Open X, a technology com-
pany in California, identifies
spending increases among
millennials, parents, and all in-
dividuals with incomes over
$100k. In addition to their de-
sire to spend more, the sur-
vey finds they plan to begin
the spending spree earlier
than years past. So for every
art gallery and frameshop the
landscape is set to do well.

The message to retailers is
to be very proactive to reach
customers. The use of gift
cards, perhaps the course of
least resistance for shop-
pers, dominates retail gift- 
giving. Marketers need to
message buyers in ways 
that create a personal trans-
action. Nothing speaks to the
eyes and heart like art and
framing so the industry needs
to cut through the noise and
promote the uniqueness of
our offerings.

A STRONG
PUSH TO THE
YEAR’S END

John Haffey
Publisher 
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Frank Chavez, owner of
Frank’s Fabric for Framers,
passed away on
June 19, 2018, at
the age of 82. He
was the beloved
life partner of Amy
Blieden, loving fa-
ther of Laura
Warner and Lau-
rence and John
Chavez; and grand-
father of Jasmine
Warner; dear
brother of Tom and
Maggie and the late Lola,
Emma, Rose, Abel, Vira, and
Beto. The 25 years he shared
with Amy (“That’s my girl”)
were a source of mutual and

perpetual bliss. His role as a
father and friend to his chil-

dren and grand-
daughter brought
him great pride.
Frank was a spe-
cial man known
for his kindness,
compassion, tol-
erance, and an
eternally opti-
mistic attitude.
Those who were
fortunate to
know him under-

stood that he was passionate
about music, dancing, the
ukulele, reading, and learning. 
A Celebration of Life memo-
rial for Frank was attended by

more than 100, including fam-
ily, friends and industry col-
leagues. Donations may be
sent to the American Lung
Association (www.lung.org).
Larry Neuberg, president,
Framing Fabrics, who spoke
at the memorial, says, “Frank
was iconic. There is no ques-
tion that when you think of
Frank you think of fabric and
frames. He had been in the
business for over 40 years
and was extraordinarily pas-
sionate about getting the
message out. We competed
but we were very friendly, al-
ways putting the greater
good of the industry first.” 
Frank went into business as a

supplier of fabric for profes-
sional picture frames in 1976.
He sold that business in the
early ’80s, yet remained in
the industry for several years.
Then, in 1998, he once again
began his own business,
Frank’s Fabric for Framers.
Under his vision and steward-
ship, Frank’s Fabrics, located
in Van Nuys, CA, has  been
very successful and contin-
ues to thrive. The company is
now led by Moises Torres,
and the website will continue
to offer design ideas in keep-
ing with Frank’s wish to in-
spire and teach. Visit: www.
franksfabrics.com or phone
(888) 332-2749.

IN REMEMBRANCE: Frank Chavez, Icon of the Framing Industry

Frank Chavez.

Cavalier Gallery,
with a location on
New York’s 57th
St., as well as in
Greenwich, CT, and
on Nantucket, MA,
presented the first in
a series of exhibi-
tions mid-June–July
dedicated to the
legacy of the 57th
Street gallery dis-
trict. The exhibitions
strive to celebrate
and build on the il-
lustrious history of
57th Street, featuring artists whose contributions have ce-
mented the area as NYC’s longest-standing gallery district.
Part I of the series focused on Abstract Expressionism and
Color Field painting, with works that represent an important
development in American art history from the 1950s–’80s.
Visit Cavalier Galleries online at: www.cavaliergalleries.com
for further information, or call (212) 570-4696.

Honoring Legacy of NYC’s 57th Street

“Path Through Undergrowth” 2002,
by renowned Colorist Wolf Kahn, 
oil on canvas, 152 by 132 inches.

Photographer Allan McDonald of Grand Manan Island, New
Brunswick, and Edinburg, TX, presents his abstract images
of reflections on water where he takes a series of photo-
graphs at high speed to freeze a moment of beauty. They al-
most all have companion images that represent themes of
color and/or pattern to accommodate designers working on
large projects. McDonald also offers photographs of whales
and seabirds from Canada’s Bay of Fundy and floral scenes
from New Brunswick and Texas. Most are one-of-a-kind, and
they come in sizes from 24 by 20 to 96 by 48 inches retail-
ing from $600 to $8,000 for each panel. Visit: allanmc
donaldimages.photoshelter.com, phone (506) 662-1999, or
e-mail: allanmcdonaldimages@gmail.com.

McDonald’s Reflections on Water

“Reflections on Water” by photographer Allan McDonald.
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Alan Bean, the
fourth man to
walk on the
moon and an ac-
c o m p l i s h e d
artist, died on
May 26 at the
age of 86 after a
short illness.
“Alan was the
strongest and
kindest man I
ever knew. He was the love
of my life and I miss him
dearly,” said Leslie Bean,
Alan Bean’s wife of 40 years.
“A native Texan, Alan died
peacefully in Houston sur-
rounded by those who loved
him,” she said in a statement

provided by the
family that ap-
pears on the
NASA website.
As an artist,

Bean had been
exclusively repre-
sented since
1987 by The
Greenwich Work-
shop which pub-
lished numerous

prints of his images relating to
his space missions, the latest
in 2017, entitled “On the
Rim.” “With his passing we
would like to thank Alan Bean
for his contributions to art and
science,” said Vincent Grab-
owski, president of The

Greenwich Workshop.
A test pilot in the U.S.

Navy, Bean was one of 14
trainees selected by NASA
for its third group of astro-
nauts in October 1963. He
flew twice into space, first as

the lunar
module pilot
on Apollo
12, the sec-
ond moon
landing mis-
sion, in No-
v e m b e r
1969, and
then as
commander
of the sec-
ond crewed
flight to the
U n i t e d

States’ first space station,
Skylab, in July 1973.
He is survived by his wife

Leslie, a sister Paula Stott,
and two children from a prior
marriage, a daughter Amy
Sue and son Clay.

OBITUARY: Alan Bean, Astronaut and Artist

Alan Bean.

“Reaching for the
Stars” by Alan
Bean, canvas edi-
tion of 1,500 with a
27- by 34-inch
image retailing for
$2,200. From the
first American in
space to the last
flight of an Apollo
aircraft, 24 Mer-
cury, Gemini, Apollo, Skylab, and Apollo-
 Soyuz astronauts signed this print, desig-
nating it a significant historical document.

AFA Gallery in SoHo,
owned by Heidi Leigh, cele-
brated its 35th anniversary
with a group exhibition de-
tailing the gallery’s rich his-
tory and continued
reinvention. By showcasing
new work from AFA’s stable
of artists juxtaposed with
pieces from the archives,
the exhibit took viewers on
a visual tour through four
different genres of artwork
brought together by one cu-
rator’s core vision from con-
ceptual animation art and
cartoon expressionism to
original illustration art to the
work of living contemporary
surrealists. Now AFA continues its push forward with a new
vision: the opening of Primary Contemporary, focusing on
emerging and established artists working across diverse artis-
tic disciplines. Visit: www.afanyc.com, (212) 226-7374.

AFA Celebrates 35th Anniversary

Heidi Leigh, left, owner of
AFA, with Hannah Yata whose
“Cacophony,” oil on canvas
54 by 36 inches, is shown.

Image Conscious of
San Francisco has
signed Lucia Heffer-
nan to its roster of
artists. Her body of
work is an expres-
sion of her lifelong
fascination with ani-
mals. The artist’s
paintings depict ani-
mals with a voice
and personality
while making light of
uniquely human ex-
istence. The colli-
sion between animal
and human sensibili-
ties creates a whimsical, humorous, and theatrical world in-
tended to bring a smile to every viewer. Image Conscious
offers her images as open editions, POD prints, canvas, and
alternative substrates: acrylic, metal, and wood. “Ms.
Canela,” shown, comes in sizes 8 by 8 to 11 by 11 inches.
Visit: www.imageconscious.com, (800) 532-2333.

Image Conscious Signs Heffernan

“Ms. Canela” by Lucia Heffernan is
available from Image Conscious.
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For purchase or representation contact Ken at
Westport River Gallery 

203-226-6934 * westportrivergallery@gmail.com
www.westportrivergallery.com/fatse.html

EXPRESSIONIST ABSTRACTIONS 
BY J. FATSE

Contrasting color blends and textures offering endless visual experiences and emotions. 
Welcome to the flowing Expressionist Abstractions by American artist J. Fatse. 

His art triggers life’s flowing reminders of the sway of daily life, change of seasons 
and moods. Poly resin originals on board range from $950 to $2,400.

Lunasea, 43” x 43” 
Mica and pigmented epoxy on panel

Azuregator, 43” x 43”
Mica and pigmented epoxy on panel

Frozen in Time, 24” x 48” 
Pigmented epoxy on panel

Dark Water, 37” x 49” 
Pigmented epoxy on panel
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But there is an art to delega-
tion, he says. It requires
thought as to what only you,
the owner of a gallery or
frameshop, can do, and then
“find those things that other
people can do.” For instance,
a gallery owner, he surmises,
is best suited to finding new
artists and working with them,
and schmoozing with cus-
tomers, rather than focusing
on the behind-the-scenes
minutia which need to be
identified and dele-
gated—and the ac-
countability link
maintained. “There
are all sorts of
tasks a business
owner can get oth-
ers to do in order to
create more hours
in their day. The
trick, and it’s a
learned skill, is let-
ting go.” 

Ken Baur presi-
dent of KB Con-
sulting, a Valpar-
aiso, IN-based company
dedicated to helping small
businesses become more
profitable, believes the em-
powerment of employees
through learning the pro-
cesses and procedures of a
frameshop or gallery repre-
sents the lifeblood of a busi-
ness. For that reason he has
been publishing company
manuals for a long time that
provide a documented step-
by-step process. “If an em-
ployee just follows along
(with no documentation) you
don’t know what they are
learning and the owner gets
constantly pulled back into
an explanation because
there is nothing for the em-
ployee to look at.” In this
scenario, “They end up
working for the business—
not on the business,” says

Mr. Baur. “And these days,
when so many shops are
small, if they have not ex-
plained all aspects to em-
ployees, they believe ‘no
one can do what I do,’ and
they end up doing all the
tasks, putting the biggest
things on the back-burner
like marketing or pricing and
making yourself more prof-
itable.” As Mr. Markoff says
of this scenario, “You have
given yourself a job but you
have not built a business.”

Rami Rotkopf, owner of
Smart Publishing, Coral
Springs, FL; and Blue Gallery
with two locations in Delray
Beach and one on East Las
Olas Blvd. in Fort Lauderdale,
sees managerial skills as cru-
cial to running a successful
gallery. Mr. Rotkopf has
launched a major initiative, of-
fering entrepreneurial retail
professionals the opportunity
to invest in their own Blue
Gallery—a concept similar to
a franchise. And for those in-
terested in operating a Blue
Gallery, management training
will be a big part of the
process. “We will invite them
to Florida and offer them
training over a few days.”
The training will include: 
• How to manage a gallery.
• How to deal with
customers.

• How to represent the art.
• How to make a gallery
function.

• How to make and close
the sale.
“It is important to manage

well for the success of a
gallery,” he says. Mr.
Rotkopf, who established
Smart Publishing 22 years
ago representing mainly Is-
raeli artists, has a lifetime of
experience and exposure to
art based on an artistic her-
itage going back generations. 

The charac-
teristics he be-
lieves are
important in a
gallery owner
or director are
reliability, a
nice personal-
ity, and know
how to sell and
follow up with
c u s t ome r s .
The optimum
number of staff
needed for a
Blue Gallery is

three to four, including the
owner. “And they all have to
work in harmony with each
other.” A separate training
session will be arranged for
the staff of a perspective
Blue Gallery owner. Mr.
Rotkopf observes that the
opportunity to operate a Blue
Gallery is open to anyone
with a business sense includ-
ing those from outside the art
and framing industry.

Litsa Spanos, owner of Art
Design Consultants Inc.
(ADC), Cincinnati, for over
25 years, says, “Having the
right people by your side is
critical in any business.” This
is especially so for an art
gallery or art consultancy,
“because it is very difficult to 

RISING PRICES FOR 
FEMALE ARTISTS’ WORK
REFLECTS WOMEN’S
MOVEMENT TODAY
FOR EMPOWERMENT

LOS ANGELES—Indicating a
trend toward rising prices for
female artists’ work at a time
when women’s empowerment
is at the forefront, Los 
Angeles Modern Auctions
(LAMA) reported that top-sell-
ing lots at its June Modern Art
& Design Auction were from,
among others, Ruth Asawa
and Mary Corse. Asawa’s
“Untitled” tied-wire sculpture,
shown, fetched $312,500,
twice its high estimate.  
“Despite women’s dominance
within the art world workforce,
artwork by women has long
been undervalued on the sec-
ondary market. It is refreshing
to have some indication that
the tide is turning, with
LAMA’s two top lots for this
auction by female artists—
Asawa and Corse,” says Clo
Pazera, LAMA fine art spe-
cialist. Especially timely were
several works, among the 279
lots for sale, by traditionally
underrepresented female
names like Claire Falken-
stein and Helen Pashgian,
who have had a tremendous
impact on the art world over
the last 60 years. LAMA has
had a long tradition of featur-
ing major works by female
artists, including Alma
Thomas, Helen Franken-
thaler, and Agnes Martin.
Visit: www.lamodern.com.

ART WORLD NEWSPAGE 12

EMPOWERED EMPLOYEES    BETTER BUSINESS

continued on page 13

“Grande Danse Bleue” by David Schluss, original
mixed media on canvas, 107 by 57 inches, retailing for
$75,000 from Blue Gallery and Smart Publishing:
www.smart-publishing.com, www.bluefineart.com.

continued from page 1
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do everything alone.” ADC is
a multi-faceted business that
operates a 10,000-square-
foot gallery, as well as Blink
Art, a division of ADC that
connects artists with design-
ers, art consultants, and gal-
leries. 

The key is to hire the right
employees, she says. “One
of the things I think is really
important is to find referrals. I
always check the people
closest to me to see if any-
one knows someone who
could fill a role. For instance,
if it is a sales position, I check
with other companies who
have interviewed for this po-
sition and might know of
other people.” Ms. Spanos
also uses the online job re-
source Indeed. The only
drawback is that a job post-
ing can result in so many re-
sumes that it can take a
full-time person to go through
them. What she looks for is
someone who has an appre-
ciation for art but brings other
skills to the table. For in-
stance, if you choose some-
one for social media/
marketing, that is more busi-
ness orientated. “Mine got
her degree in business and
knows Google analytics and
a lot of social media things
that not everyone knows—
but still loves the creative en-
vironment.”

Ms Spanos has a team of
10 employees, and says, “I
want to empower everyone
to be able to make a deci-
sion. If it’s a very important
decision, then we bounce
ideas back and forth and
come up with a plan. But if
they (an employee) have an
idea and want to contact cer-
tain designers in an e-mail
blast, they should just go for
it. My main role is to run the
business and work with

clients to create revenue.
That is my main job. I do a
walk-through of customers’
spaces, find the art to show
them, and put together the
quotes. And when potential
leads come our way, I try to
make it happen to create
more revenue for the busi-
ness.” She also makes sure
existing customers are happy
“because they represent
most of your business.”

Andy McAfee, owner of
The Art Shop in Greensboro,
NC, says, “I do tell them (his
team) what we want to have
done. But it is second nature.
I delegate well enough that I
don’t feel I have to. It appears
seamless. We have a 15-
piece order for Tanger Out-
lets’ headquarters in Greens-
boro this afternoon, and
Chris Taylor, production man-
ager, knows what he needs
to do to get it done. We talk
about it, and he will turn it
around and I will deliver it at
2:30 p.m. today.” Only re-
cently, Mr. McAfee had a
300-piece order for BB&T
Bank’s training facility with 48
bedrooms in Greensboro.
The Art Shop had just one
week to security mount the

framed prints. Janelle DiLizio,
gallery manager, overseas
the Art Shop’s framing and
printing projects. “You (as
the owner) have to know 
that your people know what
they have to do. You make
promises to the architect—it
is nerve wracking. But we 
have always met our target
dates.” He says the trick is
to leave the staff to do their
job and trust that they will do
it well. “We all have our very
specific functions, and we
don’t overlap.” His own role
is to bring in business, partic-
ularly from local corporations
and financial institutions. He
also manages installations
which have become a big
business. “I am one of the
only installers in this area,”
he adds. He also regularly at-
tends the Greensboro Mer-
chants Association meetings
“where we give leads to
each other. A lot of it is about
being out in the community.”

Jay Kogan, president of
Hall of Frames, a family-
owned business headquar-
tered in Phoenix, with 10
locations in Arizona, has
many endorsements on
LinkedIn for team-building
and management skills. He
says it’s important to moti-
vate employees. “We are in
the business of making peo-
ple happy. People come in
with an idea and a dream, we
make them come true, and
they display it (the framed
piece) on their wall.”

The best rule of thumb to
achieve a motivated staff is
to “treat employees how you
want to be treated. It is much
more than money, they have
to have something to believe
in. I spend a lot of time asking
employees about their family
and letting them know we 
do care about them.” Hall 
of Frames has about 50 em-

SISTERS LITSA SPANOS
AND SYLVIA ROMBIS ARE
NOW BUSINESS PARTNERS

CINCINNATI—Sylvia 
Rombis, owner of the presti-
gious Malton Art Gallery in
Cincinnati for 20 years is tran-
sitioning to Art Design Con-
sultants (ADC) to partner
with her sister Litsa Spanos,
owner of ADC, also in Cincin-
nati. Ms. Rombis, who brings
with her some 100 artists and
numerous higher-end resi-
dential collectors, will be as-
sisting at ADC with the art
needs of individual clients and
collectors. ADC has some
300–400 artists and operates
Blink Art in addition to a
10,000-square-foot gallery. 

Ms. Rombis notes, “Litsa 
and I have been collaborators
from the very beginning.
We’ve always worked to-
gether, from projects to trade
shows to selling each other’s
art, so this is a very natural
progression, and it will make
this process of working to-
gether much more efficient.”

Ms. Spanos, who has been
an art and design profes-
sional for 26 years, observes,
“Bringing my sister on board
will take ADC to the next
level. Her enthusiasm, knowl-
edge, and passion for art—
along with her established
and loyal clientele—is a win-
win relationship for all of us.” 
ADC is nationally recognized
for its corporate art projects,
and has served many corpo-
rations and healthcare facili-
ties across the country. This
merger seeks to expand the
offerings of fine art to the 
residential sector. Ms. Rombis
comments, “Great art truly 
is a game-changer. It’s a 
critical component to more
beautiful spaces, but also
more creative and productive
spaces.” Visit: www.adcfine
art.com for more information
or call (513) 723-1222.
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Sisters Sylvia Rombi,
seated, owner of Malton Art
Gallery; and Litsa Spanos,
owner of Art Design Con-
sultants, in new partnership.
(See news item at right.)

EMPOWERED EMPLOYEES
continued from page 12
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Once again, open edition print
publishers exhibited at Surtex
to seek licensing opportuni-
ties for the work of their
artists. The trade-only show,
that runs alongside the Sta-
tionery Show at the Javits
Center and is owned by
Emerald Expositions, is
known as a marketplace for
selling and licensing original
art and design. Trends seen
at Surtex were many and var-
ied. In particular there was a
return to boldness and a lot 
of color which, as Wild
Apple’s Anita Petersen said,
is exciting. “We have had
neutral for a long time, but it
is now becoming all about
color and patterns... every-
one wants patterns. People
are asking if we have florals,
and that is the number one
thing we have.” 

Ms. Petersen says that ex-
hibiting at Surtex involves
more than just showing art-
work to prospective li-
censees. “We are trying to
present ourselves as an ideas
company, not just an art com-
pany, that people can come
to for new ideas. They want
to know how we can help
them come up with innova-
tions—what we can bring to
the table for product ideas.”
The company’s Licensologie
brand focuses on one cate-
gory of art that can go into
many areas of a home across
multiple lines from fabric to
kitchenware, and more. The
first day of the show, Sunday,
was a relatively quiet day, Ms.
Petersen said. But Monday
and Tuesday were packed
with meetings from morning
to night. “It’s been a very
busy show.”

For Wild Wings, a com-
pany representing 50 of
America’s top wildlife and
Americana/nostalgia artists,

the show represented an op-
portunity to talk with atten-
dees about its recent
acquisition by Art Brand Stu-

dios, reflected by signage in
its booth. “It represents a
means of getting the word
out that we are part of the Art
Brand Studios brand,” said
Randy Eggenberger, presi-

dent of Wild Wings. His son,
David Eggenberger, also
present at Surtex, will take
the role of technology direc-
tor at Art Brand Studios.
“We are very excited to join
them,” said Randy Eggen-
berger, in part because he be-
lieves artist Terry Redlin

deserves the brand status
that Art Brand Studios has
the capability of providing. In
turn, Wild Wings, which has a

long history of
specializing in
art and art-re-
lated products
that reflect a
healthy outdoor
lifestyle, already
has a number of
Thomas Kink-
ade products
underway “in
that we are put-
ting his imagery
on various prod-
ucts.” Wild
Wings also has
deep experi-

ence in the catalogue mail
order business. “We are
going to explore catalogues
with new themes, such as
Americana, nostalgia, and pa-
triotism, that include Kinkade,

Redlin, and
other artists.”
Randy Eggen-
berger sees the
potential of the
two companies
combined of
forming a nu-
cleus to build on
as producers of
art, wall decor,
and gifts.

World Art
Group was en-
joying its first
Surtex since 
its re-branding
in the New
Year, and Lon-
nie Lemco de-

scribed the show as fantastic.
“We know our re-branding is
working and is helping us to
get noticed. We are very
pleased with the traffic, and
are seeing new customers—
some significant for us.” 

MADISON GALLERY
MOVES TO THE CEDROS
DESIGN DISTRICT OF
SOLANA BEACH, CA

LA JOLLA, CA—After a
decade of consistently 
presenting an internationally 
recognized program in La
Jolla, Madison Gallery has
moved to a 3,600-square-foot
space in the Cedros Design
District of Solana Beach. 
The grand opening in May
featured the inaugural exhibi-
tion, “New Generation,” with
artists James Verbicky and
Olivia Steele. The exhibit 
was sponsored by KARMA
Automotive, Modern Luxury
magazine, Pacific FIT Gym,
Pacific Sotheby’s Interna-
tional Realty, and Carruth
Cellars. Shown is “Citta 
Samtana Era 1,” 2016, 
by Verbicky, a mixed media
and enamel on canvas, 108
by 96 by 1 3/4 inches. Of 
the move, Julia Keenan, 
director of operations, says,
“The move marks Madison
Gallery’s new phase in our
program. Solana Beach
brings the perfect Southern
California energy that 
appeals to our international
collectors.” 

Founded in 2001 and owned
by Lorna York, Madison
Gallery represents emerging,
mid-career, and established
international artists who work
in a range of media. Visit:
www.madisongalleries.com
for more information, call
(858) 459-0836, or e-mail:
info@madisongalleries.com.
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SURTEX: A BUSY SHOW FOR PRINT PUBLISHERS

Wild Apple’s Anita Petersen, right, with
artist and inhouse designer Laura Marshall,
pictured next to the company’s slogan,
“Making the World Beautiful with Art.”

World Art Group presented its new brand-
ed look at Surtex, with the + sign for more...
From left, are Jennifer Goldberger, design
director; Lonnie Lemco, owner; and artists
Grace Popp and Jennifer Paxton Parker.

continued on page 16
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World Art Group was giv-
ing away tote bags, buttons,
pens, and flash drives with
new images—as Mr. Lemco
put it, “lots of swag. It is
about trying to attract new
customers.” The booth, de-
signed by World Art Group’s
design director Jennifer Gold-
berger, featured an outside
wall replete with shelving to
display succulents in pots
and other product applica-
tions such as mugs and 
stationery utilizing the com-
pany’s artwork. On another
outside wall, World Art Group
presented an enormous black
line drawing by Melissa Wang
of the New York City skyline
that attendees were invited to
color in as an expression of
creative freedom—a tagline
introduced in the company’s
re-branding. Addressing the
trends she sees in the mar-
ket, Ms. Goldberger
said, “The animals 
category is super
hot—llamas, tropical
animals. Jungle is very
hot, too. And floral is
always important.” A
refined farm look is
also trending.

Animals were much
in evidence at Image
Conscious’ booth—
from Connie Towns-
end’s whimsical,
Jennifer Davis’ Pop
surrealist, to DD
McInnes’ fantasy and
Lucia Heffernan’s hu-
morous animals with a
human touch. The
company’s Jan Weiss said li-
censees were considering
them for puzzles, calendars,
and insulated drinkware. “We
got lots of new names (leads)
which has been great,” she
said. “Last year was our first
year exhibiting at Surtex, and
this year we reconnected
with people we met and set

up appointments. We had a
good show, and we are really

trying to build on that. The in-
dustry is changing so much
and we have to look at new
opportunities, and licensing
seems to represent one of
the best.” Last year’s Surtex

resulted in a great licensing
deal for Jorge Gutierrez in
textiles as it did for Image
Conscious artist Caroline
Benchétrit. 

According to Jon Fader of
Galaxy of Graphics, Boho is
presently a leading trend, a
global style based on Bo-

hemian influences, such as
fancifully colored giraffes and
elephants by Tava Studios.
Modern farmhouse is also
popular, he noted, as echoed
by others. And, of course,
there was a lot of Holiday im-
agery. Renee Franck, licens-
ing director at Penny Lane
Publishing, said, “We are
having a very successful
show—a lot of new leads and
a lot of meetings.” The com-
pany is presently signing one
or two new artists a month,
some of whose work was
presented at the show such
as Jaxn Blvd’s typography.
She is a top selling artist at
Hobby Lobby; and Kait
Roberts, a watercolor artist
whose lively, colorful imagery
ranges from floral to animals. 

It was also a very busy
show for Roaring Brook Li-
censing where Gary Levine
says licensing is a growing
segment of the company’s
business. “There is a nice lot
of foot traffic and we have
had a lot of solid appoint-
ments.” Among the licensing
opportunities derived from
the show were tabletop, gift,
stationery, housewares, and
textiles, as well as some new
areas for Roaring Brook. 

Andrew Cohen of PI Cre-
ative Art found attendees
were considering much more
varied product categories this
year for the company’s art-
work. “Our imagery is a
proven entity for wall decor
so it makes sense that it
would translate to other prod-
ucts that are selling to the
same dermographic,” he ob-
served, adding, “We have
some good leads for getting
our product into Europe—we
are opening up new direc-
tions for our images.”

Next year, Surtex will
move forward in the year
and take place February 3–5
at the Javits Center.

SCHACHTER USES HER
ART TO INSPIRE THOSE
WHO FACE CHALLENGES

NEW YORK—Madeleine
Schachter, who practiced law
for 30 years and is currently
an assistant professor at Weill
Cornell Medicine teaching
medical ethics, creates her art
not so much for the purpose
of selling it but to help those
living in challenging circum-
stances. She hopes more
artists will be inspired to do
the same, and galleries to
promote the concept.
Schachter has been trained
by ASTEP (Artists Striving
to End Poverty), a partner of
the International Rescue
Committee, in techniques in
art therapy. She collaborates
with ASTEP, New York
Cares, and Art of Hope by
using art to empower and en-
gage people in transitional
housing, survivors of domes-
tic violence, refugees, and
children with autism spectrum
disorders. “My art is designed
to evoke a sense of hope and
optimism, not just through the
colors, but the trajectory of
the work with an upward tilt
and its medium,” hence the
use of metal leaf, crushed
glass, and metallic paint.
Shown is “Moon on River,”
acrylic, metal leaf, mascara,
ink, crushed glass on canvas, 
16 by 20 inches ($1,995). 
Prints on glass and paper are
also available. Visit: www.
madeleineschachterarts.com
or call her at (212) 706-1914.
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PI Creative Art’s Andrew
Cohen is pictured with
newly appointed sales man-
ager Seham Marchese.

Image Conscious’ Jan Weiss and
Danny Norwood showing Lucia
Heffernan’s humorous animals with
a human touch and Jennifer Davis’
Pop surrealist animals, and others. 

SURTEX
continued from page 14
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ployees and they are offered
health insurance, a 401K
plan, a dental plan, and a
$10,000 life insurance policy.

Employees are also incen-
tivized and get spiffs when
they sell certain items. For in-
stance, when an employee
sells a framing package that
includes Tru Vue’s Museum
Glass, that employee gets a
piece of the sale. Similarly,
every month a moulding man-
ufacturer is selected and an
employee is given $2 to $5
extra each time they use that
manufacturer’s moulding in a
framing job. This also bene-
fits Hall of Frames as manu-
facturers participating in the
program give the company a
break on the moulding they
buy. Additionally, all employ-
ees are given a re-
view and report
card every six
months. “People
want to know how
they are doing and
where they stand.”
Positive reinforce-
ment is essential,
says Mr. Kogan.
“The key is to have
a happy work-
place.” Not only
that, but when em-
ployees are func-
tioning well, the
owner can focus
on the business it-
self. “You can’t grow unless
you delegate,” says Mr.
Kogan. “You can’t look at
every project as a business
owner. You need to be plan-
ning for the future, investing
in upgrades. It is a numbers
business and you need time
for that. You need to stay cur-
rent on pricing, make sure
you charge the right price for
what you do, and use good
materials.” In the final analy-
sis, he says, “The thing that
is most important for people

to understand is that picture
framing is a feel good experi-
ence, a happy kind of busi-
ness. And if you want
to do well, your shop
should portray that.”

Mr. Baur of KB
Consulting has cre-
ated two manuals,
How to Create a Com-
pany Manual and
Completely Trained in
30 Days. The former is
designed to help cus-
tom frameshop own-
ers create a manual
that equips their team
with the tools they
need to build relation-
ships with clients.
“The most common
reason I hear for the
lack of good help is that they
just don’t know the business
very well and they don’t rep-
resent it to customers in the

proper manner. Therefore
owners become reluctant to
trust employees to build rela-
tionships with clients and
clients learn that the owner is
the only member of the com-
pany they should rely upon.
Soon team members loose
interest and leave.” 

Discussing the second
manual, Completely Trained
in 30 Days, Mr. Baur says,
“I’m often asked how I can
spend so much time away

from my framing company
consulting other framers and
still have a successful busi-

ness. I found the answer
years ago when I had a large
craft store and was tied to
the business, performing way

too many basic
functions and an-
swering the same
questions over
and over again. I
learned that un-
less I empowered
my team to pro-
vide the same
kind of service I
knew how to
offer, I would be a
prisoner to my
own company and
would never find
time to actually
work on growing
the business. So I

began to build a training pro-
gram which gave my team
the ability to be successful in
serving our customers. I real-
ized that the more I made it
possible for my team to do a
great job, the less the com-
pany had to depend on me.”
The manuals are available for
purchase at: https://www.kb
consultingforbusiness.com
/store/.

Sarah Seamark is Editor in
Chief of Art World News.

LARSON-JUHL LAUNCHES
#LJPLANTATREE SOCIAL
MEDIA CAMPAIGN

ATLANTA—Larson-Juhl has
launched its first social media
campaign in conjunction with
American Forests,
#LJPlantATree, in celebration
of the moulding supplier’s 
ongoing commitment to sus-
tainability. Larson-Juhl has
partnered with American
Forests, the oldest national
non-profit conservation organ-
ization in the U.S. dedicated
to protecting and restoring
healthy forest ecosystems, 
for almost 27 years. To date,
Larson-Juhl donations have
resulted in over 500,000 trees
being planted in 17 states and
eight countries. This new
month-long campaign, which
ends September 21, aims to
add an additional 5,000 trees. 

Larson-Juhl will donate $1 to
American Forests for each
Facebook follow and like on a
#LJPlantATree post (partici-
pants must do both); and $1
for each Instagram follow and
like on a #LJPlantATree post
(participants must do both). If
the user already follows the
@LarsonJuhl account, they
just need to like the post. $1
equals one tree planted. Lar-
son-Juhl is encouraging the
community to tag friends in
the Facebook and Instagram
posts to help get the word out
about the campaign. For
more on Larson-Juhl, visit:
www.larsonjuhl.com; for
American Forests, go to:
www.americanforests.org.
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The Art Shop’s staff, from left, Will Hawkins, April
McAfee, Dale Briggs, Chris Taylor, Janelle DiLizio,
and owner Andy McAfee.

Jay Kogan outside the Phoenix-AZ-
based Hall of Frames owned and
operated by the Kogan family and
with 10 locations in Arizona.

EMPOWERED EMPLOYEES
continued from page 13
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Topics at the annual Success-
ful Retailing: Panel Discus-
sion at the WCAF Expo
ranged from the necessity to
“price it right,” to presenting
a high-end image if you want
to charge high-end prices, to
positioning a frameshop for
sale when the owner retires.
Panel members were: Tom
Moscato of Frameware Inc.,
Fairfield, NJ, who was 
previously general manager
of United Mfrs. Supplies 
Inc. for more than three dec-
ades; Sean Kogan of Hall of
Frames, Phoenix,
AZ, a custom
frameshop with
10 retail locations;
Michael Murphy
of Michael Murphy
Gallery, Tampa, FL;
and Carol Graham
of FrameReady by
SoftTouch Solu-
tions in Petrolia, Ontario.
The moderator was Jay
Goltz, president and founder
of Artists Frame Service,
Chicago.

Mr. Goltz told a packed 
audience, “We are in the
business of helping people
beautify their homes and 
preserve their treasures. We
need to get over the inferior-
ity complex that we should
not make any money. They
come in, we spend half an
hour and give them a price,
and they say, ‘Oh my God,
$400!’ And you think you
have to give a discount. Then,
at the end of the year, you
wonder why you are not 
making money. We are pro-
fessionals. We do beautiful
custom framing with good
materials and proper tech-
niques—we provide a serv-
ice.” And who are the
people, he asked, who come
into custom frameshops?
“Are they living on food
stamps? No. They are people

who want beautiful things 
for their homes and they 
want it done better. That is
why they go into your frame-
shop—they want to live bet-
ter and they can afford it. If
they couldn’t afford it, they
wouldn’t be in your frame-
shop. They are already pre-
qualified. 

“There is no other industry
where you walk into a shop
and scream at the price and
the owner gives you a dis-
count. The framers who are

here are the ones who know
they don’t have to give away
the store.”

A focus of the panel dis-
cussion was, “How Do We
Stay Relevant?” Ms. Graham
of FrameReady by SoftTouch
Solutions said there were
many Point-Of-Sale choices
at the show, and that if retail-
ers didn’t choose to use a
POS system, they would not
likely be profitable. To help
those learning to use the 
system, the POS supplier,
she said, has the ability to 
dial into a customer’s com-
puter, when they request
help, to assist them in the
learning process. 

In 20 years, she said she
only had two customers that
gave up. Most can’t believe
how much money they made
after installing a POS system.
Without POS, “People are
not confident in their pricing,
and when they are not sure,
they give a discount. When

they have confidence in their
pricing system, they don’t
give that discount.” Another
piece of advice from Ms.
Graham, “Check your num-
bers each year to make 
sure your margins are where 
they should be.” Mr. Goltz
agreed, saying, “If you don’t
charge the right price and
have the right margins, you
run out of capital.”

Michael Murphy of
Michael Murphy Gallery, a
5,000-square-foot space of-

fering over 8,000
“beautifully crafted
frames to choose
from,” said he has a
passion for high-end
framing. No one in
his market was
doing it. “And little
by little, we moved
higher end.” He

then shifted to being a gallery
that offers higher end fram-
ing. “We focused on building
a space that was designed to
sell. And it is constantly hav-
ing to be re-worked—such as
changing the walls, changing
the artwork. It is always a
matter of reinventing and
being sure we have some-
thing relevant for the cus-
tomers coming in.” He said
the biggest thing he has
learned over the years, is that
you have to be constantly
reinventing. “We are moving
into territories I have never
been in.” For example, he said
Michael Murphy Gallery is on
four social media platforms.

Sean Kogan of Hall of
Frames agreed, saying, “The
Internet is the best thing 
for retail picture framers. 
Your store can be found in
searches—it helps us con-
nect with customers.” Foot
traffic is going down in shop-
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INDUSTRY EXPERTS DISCUSS FRAMING ISSUES

My space looks as if we sell
$3,000 frames. How you show

your space dictates what you can
charge—Michael Murphy,
Michael Murphy Gallery

continued on page 25

FRAMERICA EXPANDS
INDUSTRIAL COLLECTION
WITH STEEL BAR

YAPHANK, NY—Framerica’s
industrial design options now
include Steel Bar, an oxi-
dized cool metallic finish that
is surface-treated to appear
elementally eroded. “Our
Rusted Steel has been a
huge hit,” notes Josh Eichner,
executive VP. “We received
requests for a more cool-blue
option to complement and the
result is Steel Bar.” It is avail-
able in profiles ranging to 3
inches. Call (800) 372-6422
or visit: www.framerica.com.

PRESTO DEBUTS
ELEMENTS

Bethel, CT—Presto Frame &
Moulding debuts Elements
featuring a thin solid sheet of
aged hammered aluminum
offset by a textural stained
wood side. The profile bevels
gently towards the inside and
is finished in bronze or
smoked. It comes in three
sizes: 3/4-, 1 5/8- and a 
1-inch width with a 1 1/4-inch
rabbet. Call (800) 431-1622,
www.prestoframe.com.
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ART & BUSINESS

Barney Davey, publisher of
Art Marketing News, began
helping artists market
their work in 1988. He
has produced a com-
prehensive collection
of online business
courses for visual
artists based on his
extensive art business
experience. Now, to
give back to the art
community and to
honor his mother, who was
both a fine artist and a
teacher, he is gifting visual
artists with free lifetime 
access to the Art Busin-
ess Mastery courses. These
courses will also be made
available by Art World News
in future issues and via e-
mail blasts. 

Avoiding Bad Decisions
Keeps Careers on
Track: Mr. Davey says,
“I’ve had the privilege of ad-
vising some of the most suc-
cessful artists of our time.
And, I’ve also watched too
many other art careers flop.
I’ve seen how a lack of busi-
ness knowledge leads to
poor decisions and career
failure. I want to educate and
inspire artists. Access to
proper knowledge will pro-
mote positive changes and
improved results. To help fos-
ter those changes, I’m giving
artists free lifetime access to
these valuable art business
courses. Collectively, they
provide artists with practical
advice and sound business
fundamentals.”

The standard cost to join
the Art Business Mastery

courses is $99.
Comparable on-
line courses sell
for many times
that price. To
lower the entry
barrier and en-
courage partici-
pation, artists
now have free
lifetime access to

comprehensive art business
training and art marketing
resources, available online.
Topics covered include: 
• Getting into Galleries.
• Selling Art at Shows.
• Websites for Artists.
• E-mail Marketing.
• Self-promotion & Branding.
• Blogging for Artists.
• Social Media for Artists.

• Inventory Management.
• Publishing Art Prints. 
• Licensing Art.
• Networking.

• Legal Issues, Copyrights,   
Contracts & Trademarks.

• Banking, Finances, Taxes.
• Goal Setting & Resource
Assessment.

Knowledge Is
Power

Mr. Davey believes grant-
ing artists access to this art
business knowledge base

will help them
succeed in the
business of art.
He is aware that
many artists do
not prioritize
business, which
costs them in
their careers.
His plan is to in-
spire artists to
boost their busi-
ness knowledge
by giving them
easy access to
useful informa-
tion. 

Because they
are not intended to be
learned in sequence, the Art
Business Mastery courses
are unlike other business

training programs for artists.
Course content is arranged
into easily digestible topics.
With standalone information
components, artists can go
straight to the source to
help them with their current
needs. Mr. Davey believes
that by giving artists what
they need when they need
it, and regularly adding more
information and new topics,
artists will embrace the Art
Business Mastery courses
as a reliable way to help
their careers.

Barney Davey receives e-
mails of appreciation from
artists worldwide. Suzzanne
Bennett from New Zealand,
whose work is shown left,
says: “Barney, your outlook
on life, art, and business have
been inspirational to me.
Your books, videos, and e-
mails have made an enor-
mous difference to my career
and to my life in general.”
Jana Kappeler of Jana Kap-
peler Studio in Carlisle, KY,
(www.janakappelerstudio
.com), says, “Barney’s flag-
ship Art Marketing Mastery
Workshop gave me the plat-
form through which I could
stabilize my art business and
achieve success. From the
very first use of the tools he
gave me, I saw results.”

To register for a free life-
time membership, go to: http:
//bdavey.co/free. For full de-
tails, review the Art Business
Mastery homepage: http://
artbusinessmastery.com.

GIFT OF FREE BUSINESS COURSES FOR ARTISTS

Barney Davey

“Four Women with Three Parrots & Flow-
ers” by Suzzanne Bennett, watercolor
and acrylic ink on paper, 24 by 18 inches,
(3,400); also a limited edition giclée. Go
to Facebook: Suzzanne Bennett fine artist
or e-mail: suzzannebennett@yahoo.com.
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WHAT’S HOT IN OPEN EDITIONS

Translucent Garden

“Translucent Garden” by Nan measures 
16 by 20 inches and retails for $15. For 
further information, call Galaxy of Graphics,
East Rutherford, NJ, at (888) 464-7500 or
go to the company’s website located at:
www.galaxyofgraphics.com.

Here are the 
best selling prints 
from some of the 

leading open edition
publishers.

Profile of a Woman I

“Profile of a
Woman I” by
Marie-Elaine
Cusson meas-
ures 22 by 28
inches and re-
tails for $25.
Call Roaring
Brook Art,
Elmsford, NY,
at (888) 779-
9055 for fur-
ther informa-
tion, or visit

the company’s website located at: www.
roaringbrookart.com.

Wasting Time

“Wasting Time” by Canadian Art Prints’ artist
Wani Pasion is available in various sizes. Tele-
phone POD Exchange in Lynn Haven, FL, at
(888) 406-2858 for further information, or go
to the website at: www.podexchange.com.

Forgotten

“Forgotten” by Kimberley
Allen is a large format custom
giclée measuring 30 by 20
inches ($72). Also available in
additional sizes, as large as 50
by 40 inches. Discounts are
offered for giclée prints based
on quantities. Call A.D. Lines
in Monroe, CT, at (800) 836-
0994 or: www.ad-lines.com.

Trio in Flight

“Trio in Flight” by Staffan Widstrand meas-
ures 27 by 20 inches and retails for $34.
Image available in multiple sizes. Telephone
Rosenstiel’s, London, at (011-44) 207 352
3551 for further information, or go to the
website located at: www.felixr.com.

White Lion Love

“White Lion Love” by Collin Bogle meas-
ures 24 by 36 inches and retails for $35.
Telephone Sagebrush Fine Art, Salt Lake
City, Utah, at (800) 643-7243 for more in-
formation or: www.sagebrushfineart.com.
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WHAT’S HOT IN OPEN EDITIONS

Lights Cat Action

“Lights Cat Action” by Jim Dratfield meas-
ures 12 by 16 inches and retails for $16. For
further information, telephone Wild Apple in
Woodstock, VT, at (800) 756-8359 or go to
the website at: www.wildapple.com.

Farmer’s Market Bouquet

“Farmer’s Market Bouquet” by Kait
Roberts measures 12 by 16 inches and re-
tails for $15. For further information, call
Penny Lane Publishing, New Carlisle,
Ohio, at (800) 273-5263 or go to: www.
pennylanepublishing.com.

Plein Air Barn II

“Plein Air Barn II” by Ethan Harper is an
open edition giclée print measuring 24 by
18 inches, retailing for $55. Phone World
Art Group in Richmond, VA, at (804) 213-
0600 or go to: www.theworldartgroup.com.

Promise of Giverny 
Neutral II
“Promise of Giverny Neutral II” by
Lanie Loreth measures 24 by 24
inches and retails for $25. Phone
SunDance Graphics, located in Or-
lando, FL, at (800) 617-5532 for fur-
ther information, or go to the website
at: www.sdgraphics.com.

Restless Mind

“Restless Mind” by Lina Alattar measures
24 by 24 inches and retails for $32. For fur-
ther information, telephone Image Con-
scious, located in San Francisco, at (800)
532-2333, or go to the company’s website
at: www.imageconscious.com.

San Francisco, California

“San Francisco,
California” by
C h r i s t o p h e r
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 some of the 

leading open edition
publishers.
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CALENDAR

October 4–7: Texas Con-
temporary, George R. Brown
Convention Center, Houston,
TX. Produced by Art Market
Productions. Visit: www.tx
contemporary.com.

October 11–14: CLIO Art
Fair, 524 W. 26th St., New
York City. A fair promoting di-
rect dialogue between artists
and collectors. Founded by
Alessandro Berni. For details,
visit: www.clioartfair.com.

October 13–17: Interna-
tional Home Furnishings Mar-
ket, High Point, NC. Visit:
www.highpointmarket.org or
phone (800) 874-6492.

October 18–21: Art San

Diego, Del Mar Fairgrounds,
Wyland Center, Del Mar, 
CA. Produced by Redwood
Media Group. For details:
www.art-sandiego.com, or 
e-mail: info@redwoodmg.com.

October 25–28: IFPDA
Print Fair, River Pavilion, Javits
Center, New York. Interna-
tional Fine Print Dealers Asso-
ciation: www.printfair.com.

October 26–29: Art
Toronto, Metro Toronto Con-
vention Centre, Toronto. Pro-
duced by Informa Canada.
Visit: www.arttoronto.ca or
call (800) 663-4173.

November 1–4: Sofa
Chicago, Navy Pier, Chicago.

Produced by Urban Exposi-
tions. For information, visit:
www.sofaexpo.com.

November 8–12: The
Salon Art + Design, Park Av-
enue Armory, between 66
and 67 Sts., New York. Pro-
duced by Sanford L. Smith +
Associates Ltd. For details,
visit: www.thesalonny.com.

December 4–9:Art Miami,
Art Miami Pavilion, One
Miami Herald Plaza at NE
14th Street, downtown Mia-
mi. Produced by Art Miami
LLC. Visit: www.artmiami
fair.com, (305) 517-7977. 

December 5–9: Spectrum
Miami, Mana Wynwood,

2217 NW 5th Ave. at NW
22nd St., Miami. Produced
by Redwood Media Group.
Visit: www.spectrum-miami.
com for details or e-mail:
info@redwoodmg.com. 

December 5–9: Red Dot
Miami, Mana Wynwood,
2217 NW 5th Ave. at NW
22nd St., Miami. Produced
by Redwood Media Group.
Visit: www.reddotmiami.com,
for information, or e-mail:
info@redwoodmg.com.

December 6–9: Art Basel
Miami Beach, Miami Beach
Convention Center, Miami
Beach. Produced by Art
Basel. For information, visit:
www.artbasel.com.

ping centers, so how are
people going to find you?
But with the ability to list
your business online, it will
come up when people
search.

And when people come
into your store with wedding
photos, holiday photos or
memorabilia, “Make it an ex-
perience for them. Act inter-
ested. They are spending
good money,” he said, and
you have to be enthusiastic.

Mr. Kogan moved on to
talk about the ups and
downs of business, and that
as an owner, you have to be
O.K. with the fluctuations.
During the down periods, he
advised keeping in close

touch with employees and
also reaching out to col-
leagues in the industry and
talking with them. Mr. Goltz
added, “I have been through
five recessions. You get
knocked off the horse—and
you get back on. You just
have to deal with it.”

Mr. Moscato of Frame-
ware Inc. advised custom
frameshop owners to be-
ware of focusing too much
on saving money. Rather, 
he said, look at hiring em-
ployees and finding new
products. 

Mr. Murphy added, “My
space looks as if we sell
$3,000 frames. If you don’t
show what you are doing,
and if you don’t look like a
professional, you won’t sell
at those prices. How you

show your space dictates
what you can charge.”

During a Question and
Answer session, the subject
of retirement was broached.
Mr. Goltz told the audience,
“If you don’t get your bot-
tom line up, no one is going
to buy your business. Keep
good records and get your
EBITA up (earnings before
interest, taxes, and amorti-
zation). “Eighty percent of
frameshops just close (when
it comes to retirement),” he
said. “No one wants inven-
tory—they care about cash
flow. Why would someone
pay $100,000 to make
$35,000 a year? They might
as well get a job. You need
to get your shop to make
$75,000–$100,000, then
you could go to a business
broker.” And the only way

you get profits, he said, is if
you are doing good framing
and pricing it right. 

“It is all about beautiful
framing and giving great serv-
ice—then people will refer
their friends,” he added.

Returning to the subject
of the Internet, Mr. Goltz
said he did not believe it
would take over the role of
custom frameshops. “First it
was chain stores (that were
a threat), then it was some-
thing else.” Ms. Graham
added, “It is a tool to drive
people to our door.” 

Mr. Murphy agreed, say-
ing, “We are trying to show
people what we do on our
site—we are not driving on-
line sales, per se, but trying
to get them into the store.”

FRAMING EXPERTS
continued from page 20
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“Trapeze I” 
by Dan Meneely
Image Size: 
16” x 20”       
$18

OPEN EDITION PRINTS

PAGE 26 ART WORLD NEWS

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

“Low Tide 2” 
by Craig 

Trewin Penny
Paper Size: 
27” x 29”
Image Size: 
27” x 27”  
$35

Image 
Conscious

800.532.2333  www.imageconscious.com

“Norman Catwell” 
by 

Lucia Heffernan
Paper Size: 8” x 10”
Image Size: 8” x 10”

Retail: $8

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.com800.617.5532

www.sdgraphics.com     www.sundancegraphics.com

800.228.0928
www.editionslimited.com

800.852.3662
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WELLSPRING COMMUNICATIONS 
OFFERS 

Book and 
Catalogue
Publishing

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

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

Also, available at:

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

www.
artworldnews

.com
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NEW ART

Rebirth of Gold
“Rebirth of
Gold” by Ryan
McVay is an oil
on canvas, 30
by 40 inches
($15,800). and
is also available
as a giclée on
canvas edition
($2,280) from
ADC Fine Art
and Blink, as
well as from
M c V a y :
https://blink.
adcfineart.com
or send an e-
mail to: ryan@
elugallery.com.

Daydreaming
Studio Fine Art,
North Miami Be-
ach, FL, presents
“Daydreaming”
by Hessam Abr-
ishami as an
archival print on
canvas in an edi-
tion of 75. The
image size is 
30 by 40 inches
and the retail
price is $1,800.
For more details,
call (305) 705-
2166 or: www.
studiofineart.com.

Shimmer

Paul Brandejs, Toronto, debuts “Shimmer,” mixed media 
with acrylic paint, photography, and found material on shaped 
canvas measuring 71 by 33 by 6 inches. The retail price is 
$5,000. For more information, call (702) 246-2089 or visit the
website at: www.paul.brandejs.name.

Out of the Ruins
“Out of the
Ruins” by
Jana Kap-
peler of Jana
K a p p e l e r
S t u d i o ,
Carlisle, KY,
is an acrylic
and mixed
media paint-
ing on
g a l l e r y -
w r a p p e d
h e a v y
archival can-
vas, with a
12- by 12-
inch image that retails for $285. E-mail: janakappelerstudio
@live.com or visit: www.janakappelerstudio.com.
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Small Ad

Classified Advertising Works
To learn more about affordable 

advertising rates in 
Art World News magazine, 

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

BIGResults
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