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Abra Gallery, located in Fort Lauderdale, FL. See page 14.

The 21st annual West Coast Art and Frame Expo, produced by
Hobby Pubco and sponsored by Picture Framing Magazine, has
a new location in which all aspects of the show—from the
tradeshow floor to National Convention classes to demonstra-
tions—are all housed in one area making it more easily acces-
sible to attendees. Held this year at the Rio All-Suite Hotel &
Casino from January 27 to 29, 2020, with The National Confer-
ence beginning a day earlier
on January 26, is celebrating
its 21st year and features
hands-on experiences in digi-
tal printing, mat cutting, join-
ing, mounting, gilding, and
more using state-of-the-art
equipment in interactive work-

shops. Another important part
of the show are the new prod-
ucts launches, the latest de-
sign trends, equipment
demonstrations, show spe-
cials, networking opportuni-
ties, and education.

WEST COAST ART & FRAME
EXPO MOVES TO THE RIO

THE INDEPENDENT NEWS SOURCE

QUOTE OF THE MONTH:
“This year being our first time 
at Rio, means we can have all 
of the components of the show 
in one walkable space. The
WCAF Expo has always been 
a show-and-tell event.”

Deborah Salmon, page 12.

ART COMES ALIVE’S
10TH ANNIVERSARY

Celebrating its 10th year,
the Art Comes Alive (ACA)
awards event features an
art competition representing
nearly all art forms and
highlighting notable collec-
tors. Over the 10 years that
the event has taken place,
1,540 artists have been fea-
tured, 405 pieces of art
have been sold, and more
than $1.9 million in awards
have been given. Page 16. 

FRAMING ISSUES: 
MISSING ELEMENTS

Richard Houser explains 
the best way to identify that
hard-to-find detail that may
tie a custom framing project
together that helps create
an exciting visual package.
See page 28.

CREATIVE FRAMING:
FRAMING A DELICATE
AND DETAILED FABRIC

Industry expert Kirstie 
Bennett of The Framer’s
Workshop discusses a
framing job that involved
creating a beautiful—and
protective—extension of
the customer’s valuable silk
and twill scarf. Page 26. 

MARKETING: KEYS TO
BUSINESS GROWTH

At a time when the econ-
omy is strong, some small-
to medium-sized busi-
nesses have been experi-
encing longer than
anticipated periods of low
sales growth. The reality is,
what is missing in most
small business strategies is
Customer Experience (CX).
More details on page 30.

continued on page 12
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Shown is 
“Crystal Maple,”  
an oil on canvas 
by Erin Hanson. 
Go to page 8 for 

more information.

INSIDE THIS ISSUE

What’s Hot in
Open Editions

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

Page 34

Framing A Detailed
And Delicate Fabric

Custom framer and
frameshop owner Kirstie
Bennett describes a framing
project that involved an intri-
cate and multi-faceted Her-
mès Parures de Samouraïs silk
and twill scarf.

Page 26

Buyer’s Journey Key
To Business Growth

Marketing expert Maria
Bereket talks about the Cus-
tomer Experience (CX) and
the importance of integrating it
into one’s business strategy in
order to create a strong base
of satisfied customers.

Page 30

WCAF Expo Moves
To The Rio 

The 21st annual West Coast
Art and Frame Expo has a
new location in which all 
aspects of the show are
housed in one convention fa-
cility making it more easily ac-
cessible to attendees.

Page 1

Gallery Lights:
Noteworthy Shows

Art galleries, their owners, di-
rectors, custom framers, staff,
clients, and collectors are fea-
tured celebrating show open-
ings where new work is deb-
uted, as well as various events
in this month’s Gallery Lights.

Page 36

Spotting Framing’s
Missing Element

Industry expert Richard
Houser discusses how frame
style, design, and color in
relation to the artwork itself,
may not always be enough
in creating the perfect cus-
tom frame job.

Page 28
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IN OUR OPINION

Ten years ago the art and
frame industry was in the
cross-hairs of upheaval.

Through a confluence of fac-
tors, the industry’s structure
and revenue streams changed
in deep and permanent ways.
Led by the commercial appli-
cability of the Internet and 
buffeted by shifting consumer
demand, the formula for suc-
cess changed forever.

Now, as a new decade un-
furls before us, I believe we
have reached a point where
most of the Teutonic shifts
have subsided and we are en-
tering a period where the im-
pact’s trends in technology and
consumer behavior will remain
muted over the next few years.
The ground is now shifting less
and it’s safe to build without the
fear of greater forces cascad-
ing upon retailers.

By now, most art galleries
and frameshops have learned

the strengths and weaknesses
among the digital tools used to
run their businesses. However,
on every level, it has now be-
come an essential way to do
business. But, as techno-based
tools mature, growing pains
have, too, effected the Internet
and social media. Aside, from
steadily rising costs to promote
online, a distance is expanding
between marketers and clients
as the Internet-based market-
ing is holding less sway with
consumers. Over-saturation, in-
trusive messaging, and bland
constants are some of the cul-
prits that are inching buyers and
sellers further apart from one
another.

Perhaps, the marketing goal
for the new year should be,
“Let’s get close.” By expand-
ing the marketing mix and
salesmanship on the floor of
each gallery and behind the
counter of each frameshop, our
industry can draw upon it’s
legacy and ability to rise above
the retail fray to become a spe-
cial relationship in the minds
and hearts of our customers.

THE 
DISRUPTION IS
LARGELY OVER
...FOR NOW!

John Haffey
Publisher 
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At Andrei Art Gallery
in Stroudsburg, PA,
artist Dennis Prot-
souk gained a new
collector when Devon
Allman, musician with
the Allman Betts
Band and son of
musician Gregg All-
man of the Allman
Brothers Band,
bought an original
painting. The musi-
cian acquired “Hawk-
ing,” an acrylic on
canvas portrait of
late physicist Stephen
Hawking by Prot-
souk measuring 36
by 48 inches. For
more information on
Dennis’ artwork, visit Art & Design Publishing at (570) 476-
4407 or go to: www.artanddesignpublishing.com or visit the
artist on Instagram: @dennis_andreevich.

Dennis Protsouk Gains New Collector

Dennis Protsouk, right, is shown with
musician Devon Allman in front of the
musician’s recently acquired, “Hawking.”

Artist Wyland
recently com-
pleted the
restoration of
a 30,000-
square-foot
mural on the
C l e v e l a n d
Public Power
building; de-
signed to
bring attention
to safe water
distr ibut ion
systems. Entitled “Song of Whales,” the mural is part of one of
the world’s largest arts-in-public places projects, with 100 mu-
rals created in a 30-year span in 17 countries. For details on
Wyland’s charitable work, go to: www.wylandfoundation.org. For
more on his artwork, call (800) 995-2630, www.wyland.com.

Wyland Restores Cleveland Mural

Wyland’s 30,000-square-foot mural on the
Cleveland Public Power building.

Penny Lane Fine
Art & Licensing,
New Carlisle, OH,
has signed House
Fenway to their ros-
ter, featuring the
artist’s unique work
that combines illus-
tration, hand-letter-
ing, and natural
rustic tones. “As a
child, art was my
safe haven,” Fen-
way says. “I would
sit under my fa-
ther’s drafting table
with one of his engi-
neer rulers, a pad of
scrap paper, and a
pencil and draw for
hours. I knew from
a very young age, creating and art would be my calling.” Penny
Lane’s in-stock prints by Fenway are semi-gloss 100# stock
paper and are also available on canvas and wood products. Se-
lect images are also available as large format giclées printed.
Call (800) 273-5263 or go to: www.pennylanepublishing.com.

Penny Lane Signs House Fenway

“Love Grows Here” by House Fenway
measures 12 by 16 inches ($15).

The Erin Han-
son Gallery in
San Diego 
featured the
newest collec-
tion of paint-
ings by artist
Erin Hanson in
a show titled,
The Crystal
Light Show.
The artist’s
work captures
a moment of
crystalline light
and dramatic shadows, bringing to life the prismatic beauty of re-
fracted light. Inspired by early dawn or sunset light, she starts each
painting from a limited palette of only five pigments and then cre-
ates a wide range of un-muddied hues that capture the sense of
light being refracted outwards like a rainbow. For details on Han-
son’s work, call (858) 324-4644 or go to: www.erinhanson.com.

Erin Hanson’s Newest Collection

Erin Hanson’s “Crystal Maple,” oil on canvas.
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Art for Tibet presents Print Project,
a series of exclusive limited edition
prints to help raise funds for free-
dom in Tibet. The series was cele-
brated at the Art for Tibet’s 9th
annual benefit auction and group
exhibition held at Gallery 8 in New
York, NY. Included in the Project
are works by contemporary artists
Choichun Leung and Juan Carlos
Pinto, as well as Tibetan artists
Karma Phuntsok, Tsewang Lhamo,
and Cey Adams. Art for Tibet
brings together artists and activists
to celebrate, commemorate, and
support the Tibetan peoples’ non-
violent freedom struggle against
occupation. One hundred percent
of the sale price will directly bene-
fit the activism and campaign work
of Students for a Free Tibet. For
more information, visit: www.
artfortibet.org/printproject/.

Art For Tibet’s Fundraising Project

“14th Dalai Lama” by
Juan Carlos Pinto, a gi-
clée on matte paper, in
an edition of 35, measur-
ing 10 by 20 inches.

Lyrical Fine Art in
Northport, NY, has
signed The Bisaillon
Brothers, Jeffrey Bi-
saillon and Michael
Bisaillon, who have
developed the “POP
Collection.” Fusing
iconic imagery and
culture, the Brothers
bring their own
unique talent to each
piece: Jeffrey is an
abstract painter and
Michael is an artist
who connects with
symbology and the-
matic elements. The
work is acrylic on
both canvas and
hard panel with
mixed media, digital photography, graphic design, and digital 
design. Call (631) 651-5899 or visit: www.lyricalfineart.com.

Lyrical Signs The Bisaillon Brothers

“Selfy Liz” by The Bisaillon Brothers
is a mixed media measuring 40 by 48
inches and retailing for $6,200.

Trailside Galleries,
with one location in
Jackson, WY, and
one in Scottsdale,
AZ, presents a se-
lection of paintings
by Master realist 
Jie Wei Zhou 
honoring the tribal 
people of Tibet, 
Mongolia, and China.
Born in Shanghai
P.R. China, and
based in Colorado,
the artist is recog-
nized for his figural
works. Call the
Jackson gallery at
(307) 733-3186,
Scottsdale at (480)
945-7751 or: www.
trailsidegalleries.com.

Trailside Galleries Presents Zhou

“Sharing An Umbrella” by Jie Wei Zhou
is an oil on canvas measuring 12 by 16
inches and retailing for $5,200.

Rudolf Budja,
owner of
Rudolf Budja
Gallery in
Miami Beach,
curated an ex-
clusive exhibit
e n t i t l e d
“ S p a c e —
Time—Contin-
uum” held at
the Contin-
uum luxury
res idences
and featuring a
hand-picked selection of 40 of NASA’s never-before-seen prints
developed from its most famous and historic missions between
1955 and 1994. The exhibit celebrated the 50-Year Anniver-
sary of the Apollo 11 landing with a debut of scans of the orig-
inal prints which are part of the 8,000 originals Budja purchased
from NASA. For more information, call the Rudolf Budja Gallery
at (786) 556-6685, or go to:www.rudolphbudjagallery.com.

NASA Images Exhibited in Miami

A candid moment caught between astronauts
is one of 40 images included in the exhibition.
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Deborah Salmon, trade
show director says that the
number of exhibitors is at 130
and counting, as of press
time. “There have been two
different responses from ex-
hibitors and attendees about
the new location,” she says.
“One is that people are ex-
cited that we have moved the
show to a true convention fa-
cility. This year being our first
time at Rio, means we can
have all of the components of
the show in one walkable
space. The WCAF Expo has
always been a show-and-tell
event. Some of the
companies exhibit-
ing come with big
equipment and it is
an ordeal for them to
bring their products
directly to their cus-
tomers. WCAF Expo
allows them to show
their products to a
large group of peo-
ple and give hands-
on demonstrations, while other
companies are able to show
their new product lines to a di-
verse group of attendees.

“Second, the attendees
are excited that since we es-
sentially outgrew the Paris
Las Vegas Hotel & Casino,
they can stay in one location
to go to the show, all of the
classes, and all of the
events.” At previous shows,
due to limited space available,
some classes and meetings
were held in the adjacent
Bally’s Las Vegas. This year’s
facility will house all 130 ses-
sions of conferences and the
tradeshow.

“One slight concern has
been where the Rio is lo-
cated, just minutes off the
Strip,” Ms. Salmon says.
“We have prepared for this
and there will be a shuttle for

attendees and exhibitors that
is run by the show that will
take people from the Rio to
the Strip from 6:00 am to mid-
night on each day of the
show.”

This year’s WCAF will take
up the same amount of floor-
space as the 2019 show, but
there will fewer exhibitors—
down by some 8%. While the
number of companies may be
down, many of those exhibit-
ing will be taking larger
booths. “Many people aren’t
aware that some companies
only exhibit every other year,

so that plays a role in the ex-
hibitor numbers. It’s a natural
thing for the show. However,
we are welcoming 20 new
companies.”

Bruce Gherman, director of
trade show marketing, says
that they are often adding ex-
hibitors closer and closer to
the date of the show. “While
we still have companies com-
ing in, we are at a good pace
to have the numbers of last
year’s show,” he says. “I be-
lieve by show time we will
have the same amount of ex-
hibitors, if not more.”

The WCAF Expo has
changed over the years to ac-
commodate the trends in the
art and framing industry. “As
the market shifts to grow
along with the trends and
needs of consumers, this can
also lead to new opportunities

for those servicing art and
frame retailers,” Ms. Salmon
says. “While some compa-
nies move in different direc-
tions, others can take
advantage of the holes now
created in the industry and ex-
pand their own footprint in the
process. The WCAF is a way
for people on both sides of
this to see where their busi-
ness fits in, how they can ex-
pand, share ideas with others,
and learn how to stay ahead
of the curve.”

Attendee registration is
around 2,800 (at press time),

up about 4% from the
same time period of
the 2019 show. “We
are expecting that
number to rise and
exceed last year as
the show takes
place,” Ms. Salmon
says. “The confer-
ence sales are going
extremely well. I think
that this can be attrib-

uted to the fact that we have
many new, younger people in
the industry now and attend-
ing classes is something that
is important to them.” 

With the current influx of
younger industry professionals
comes classes geared to-
wards them with a mix of re-
turning and new speakers,
such as “60 Minutes to a
More Profitable Website,”
sponsored by Crescent/Cres-
cent Rewards and run by Matt
Weber an international digital
marketing trainer. Two other
new speakers are Erick Rios,
CEO and co-founder of
Frames and Stretchers, with
locations in Manhattan, Brook-
lyn, and Miami; and Wayne
Baker, co-owner and operator
of Framing Elegance and CJ
Paste Pty Ltd, Australia.

2020 WEST COAST ART 
AND FRAME EXPO 
HIGHLIGHTS

LAS VEGAS—With over 130
exhibitors of art and framing-
related products and equip-
ment, the 21st anniversary
edition of the West Coast 
Art & Frame Expo takes
place January 27–29 at the
Rio All-Suite Hotel & Casino. 
The National Conference, 
offering more than 100 semi-
nars and workshops, begins 
a day earlier on Monday, 
January 26. The WCAF Expo,
produced by Hobby Pubco, 
is also the setting for the 
PPFA Annual Convention.  

Sunday:
6:00 p.m.–7:30 p.m.
Welcome to Las Vegas 
Cocktail Party. Sponsored by
the PPFA.

Monday:
12:00 p.m.–1:30 p.m.
Experience Design: Top 10
Online Design and Marketing
Trends Every Entrepreneur
Should Know. 

6:00 p.m.–7:30 p.m.
Love of the Frame: PFM’s
30th Anniversary Reception,
compliments of Picture 
Framing Magazine.

Tuesday:
8:00 a.m.–9:30 a.m.
60 Minutes to a More 
Profitable Website. 
Presented by Crescent/
Crescent Rewards.

Wednesday:
8:00 a.m.–9:30 a.m.
Successful Retailing: 
A Panel Discussion led by 
Jay Goltz.

Show Hours:
Monday: 11 a.m.–6 p.m.
Tuesday: 10 a.m.–5 p.m.
Wednesday: 10 a.m.–2 p.m.
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continue on page 14
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“For the new people in the
industry, it is all about advanc-
ing their knowledge of tech-
niques, improving
sales, and growing
their business. They
also value the many
networking opportu-
nities,” Ms. Salmon
says. “In an industry
of our size, the day-
to-day running of the
business can be
very isolating. This
show offers an op-
portunity, once a
year, to share these
challenges and find
solutions with like-
minded peers that
have the same is-
sues.”

The show’s sponsor Pic-
ture Framing Magazine will be
celebrating its 30th anniver-
sary with a party called, Love
of the Frame, held Monday,
January 27 from 6 to 7:30
p.m. “It is amazing to cele-
brate 30 years in the indus-
try,” says Mr. Gherman. “The
magazine has really evolved.
We started out with 90% of
the articles being a how-to
technical magazine and as the
years went on, we saw a
tremendous interest from
subscribers for more busi-
ness-related articles. As the
focus of the magazine shifted,
we saw a change in the indus-
try as well where readers
wanted to learn about more
than just making custom
frames but also how to offer
diverse services and products
to grow their sales.”

The WCAF Expo has
evolved as well. “We have
been very lucky to have de-
veloped relationships with ex-
perts in the field through the
magazine that we can then
showcase in the various
classes offered at the WCAF

Expo,” Ms. Salmon says.
“It’s a great partnership with
PFM doing the research and
the show being a platform to
present those experts and
topics in a live setting.”

Being organized before
and during the show can help
make the most of an atten-
dees’ time. “If attendees put

a little bit of thought into what
their goals are for the upcom-
ing year, they can go to the
show looking for those things
that will help them fill the gaps
in their business that may be
missing,” Ms. Salmon says.
“One of the planning tools
that we offer is a pre-show

magazine available at: www.
wcafexpo.com. People should
go through it and get an idea
of all of the show specials of-
fered by exhibitors and see
which companies can help

them reach their busi-
ness goals.”

Another way to get
the most out of the
show is to use the
WCAF Expo App
(available on Apple
iOS and Android) to
easily plan out the
event experience, 
explore the complete
conference schedule,
navigate with interac-
tive maps, network
with other attendees,
and learn more about
sponsors, speakers,

and exhibitors. 

The 2020 PPFA Annual
Convention will also be taking

place during the show,
as well as their annual
competition in which
framers from around
the world participate.
The finalists will have
their framed pieces at
the competition gallery
near the PPFA booth. 

Each year, Ms.
Salmon and Mr. Gher-
man look forward to
seeing what exciting
things the industry has
brought to the table.
“For us, it’s about 
creativity and trends
that we look forward
to seeing on display,”
Ms. Salmon con-
cludes. “In the plan-
ning stages of the

show, we get to see the cre-
ativity that is being put into
the exhibitors’ booths, the
product launches that are de-
signed exclusively for the
show, and the new displays.”

For further information,
visit: www.wcafexpo.com.

ABRA GALLERY OPENS 
IN UPSCALE LAS OLAS
NEIGHBORHOOD

FORT LAUDERDALE, FL—
Newly opened ABRA
Gallery, located in the up-
scale Las Olas neighborhood,
celebrated its grand opening
with an exhibition featuring
six of their artists: Hessam
Abrishami, Goli Mahallati,
Ariel Ortega, Paola Gracey,
Shahrnaz Monfared, and Star
Mortezavi. All of the artists
were in attendance. The new
contemporary art gallery is
helmed by Kaveh Abrishami
who has more than 30 years
in the industry, as well as being
the owner of Studio Fine Art.

The gallery features a 
collection of artworks from
world-renowned artists includ-
ing Hessam Abrishami, Goli
Mahallati, Star Mortezavi,
Saeed Asadi, and Behrooz
Valiani. All artwork will be on
exhibition and available for
acquisition at the gallery.
Shown is “Crazy in Love” 
by Hessam Abrishami and is
an archival print on canvas 
or metal, measuring 36 by 
48 inches. 

For more details on ABRA
Gallery, telephone (954) 999-
5557 or visit the website at:
www.abragallery.com. For
more details on Studio Fine
Art, North Miami Beach, FL,
call (305) 705-2166 or go to:
www.studiofineart.com.

ART WORLD NEWSPAGE 14

GALLERY SOFTWARE
continued from page 12

The WCAF Expo App is free and available for
Apple iOS and Android.

The WCAF Expo preview issue is
available at: www.wcafexpo.com.
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The 10th annual Art Comes
Alive (ACA) celebration was
held by ADC Fine Art in
Cincinnati recently. Touted
by ADC president Litsa
Spanos as “a fantastic cele-
bration of art and artists,”
the event featured an art
competition representing
nearly all art forms and high-
lighting notable collectors.
“No other art competition
celebrates artists with
$445,000 worth of awards,”
Mrs. Spanos says. “Simply
put, there is no other art
competition and exhibit out
there that celebrates as
many artists with such di-
verse talents and medium
specialties as ACA.”

Over the 10 years that the
event has taken place,
1,540 artists have been fea-
tured, 405 pieces of art have
been sold,
and more
than $1.9
million in
awards have
been given.
“ T h e
a w a r d s
competition
and exhibit
grows in
size and cal-
iber each
year. The in-
ternational
panel of 18
jurors se-
lected 208
works of art
from an ex-
tensive pool
of 2,300
pieces en-
tered.” Artworks included
paintings, sculpture, mixed
media, and fine craft art in all
styles and subjects.

“We celebrated a record
year in 2019 with $445,000
and 101 awards to artists,”

Mrs. Spanos says. “Before
opening night, we sold 83

works of art to our corporate
and private Purchase Award
Partners totaling just over
$137,000 (with sales contin-
uing to pour in).”

ADC Fine Art 
Expands, Opens
Second Location
In related news, Art De-

sign Consultants (ADC Fine
Art) moved its downtown
headquarters to an even
larger 13,000-square-foot
gallery and office space in
the West End, as well as ex-
panding their presence in
Cincinnati by opening a retail

gallery in O’Bryonville, nam-
ed ADC East. 

The new ADC headquar-
ters is located at 1013 York
Street and is only blocks
away from the new FC
Cincinnati soccer stadium. It
will host an art gallery, de-
sign showroom, artist stu-
dio, picture framing facility,
an added conceptual art
space, and a large co-work-
ing environment. Renova-
tions are currently underway.

The new ADC East is lo-
cated at 2124 Madison
Road (formerly known as the
Greenwich House Gallery)
and features 5,000 square
feet offering an art gallery
and personalized framing
and art consulting services
to individual collectors, gal-
leries, and artists. This

n e i g h b o r -
hood near
Hyde Park
will allow the
gallery to
serve the
growing resi-
d e n t i a l
clients and
f e a t u r e s
other high-
traffic retail
options such
as coffee
shops, bou-
tique stores,
interior de-
signers, and
restaurants.

A D C ’ s
previous lo-
cation was

10,000 square feet and with
the expansion and new loca-
tion, they have nearly dou-
bled their presence in
Cincinnati. For further infor-
mation, call ADC Fine Art at
(513) 723-1222 or visit:
www.adcfineart.com.

FRAMERICA EXPANDS ITS
CHALKED COLLECTION
AND DEBUTS DASHBOARD
BURL

YAPHANK, NY—Framerica
has expanded its Chalked
Collection with Olivewood, 
a moulding featuring relish-
tinted side-tones and 
cerused grains. Olivewood 
is available in profiles 
ranging to 3 inches.  

The company has also intro-
duced Dashboard Burl, the
newest addition to its Woods
Collection. This classic burl
was inspired by the finest 
automotive interiors and col-
ored to the most useful mid-

tone brown. “Burl has been in
Framerica’s line forever,” 
says Josh Eichner, executive
vice president. “We’ve up-
dated that with Dashboard
Burl to keep the timeless 
feel but with an unprece-
dented realism.” The collec-
tion is available in profiles
ranging to 3 inches. For 
further information, phone
(800) 372-6422 or visit the
company’s website located 
at: www.framerica.com.
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ART COMES ALIVE’S 10TH ANNIVERSARY

Pictured during the 2019 Art Comes Alive awards ceremony
are, from left, director of Blink Art Amy Whisenhunt, ADC Presi-
dent Litsa Spanos, ADC gallery director Cassandra Pennington,
Marketing Director Elizabeth Meyer, preparator Maxwell Red-
der, ADC’s art and creative consultant Sylvia Rombis, art direc-
tor Sandy Eichert, and relationship manager Tanya Bartlett.
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AMERICAN FINE ART

American Fine Art, Inc. is 
a world-renowned interna-
tional art publisher and fine
art gallery located in the
heart of Scottsdale Arizona’s
Old Town Art District. Their
professional International Art
Consultants have been help-
ing clients build amazing 
collections for decades.
Anyone who is pursuing the
dream of owning that elusive
masterpiece or original paint-
ing has come to the right
place as their one on one 
attention is unequalled in
quality, experience and ex-
pertise. 

The gallery specializes in
19th–21st century European
and American artwork. The

12,000-square-foot show-
case gallery features an ex-
tensive collection of some of
the world’s most distin-
guished, internationally ac-
claimed Masters including,
Andy Warhol, Pablo Picasso,
Roy Lichtenstein, Andrew
Wyeth, Joan Miro, Takashi
Murakami, Marc Chagall,
Salvador Dalí, Rembrandt,
Banksy, and Mr. Brainwash
to name only a few. The
showcase gallery carries a
variety of unique media and
price levels, including original
paintings, serigraphs, litho-
graphs, drawings, etchings,
sculpture, and unique hand-
blown glass.

ATZ: STREET ART AT AMERICAN FINE ART

continued on page 23

American Fine Art Inc. is a 12,000-square-foot gallery located in Scottsdale, AZ. 

“Food for Thought” by AtZ.
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No artist in this century
has more radically and con-
troversially engaged the im-
ages and issues at the heart
of American culture than
Andy Warhol. He is consid-
ered the founder of the POP
art movement and has been
nicknamed the Prince of Pop.
Andy Warhol has the biggest
market in the world and has
been equated to Intel or 
IBM in the art market in an ar-
ticle from Forbes magazine.
Works by the American Pop
artist fetched $380.3 million
in sales, beating Pablo Picasso,
according to figures compiled
for Bloomberg News. The
rankings reflect the increas-
ing dominance of western
postwar and contemporary

works in the international art
market. What makes Andy
Warhol’s artwork so valuable
and collectible is not just the
uniqueness, originality, and
fresh nature of the style or
being the first “POP” artist;
it is because of the global 
appeal to people of all 
ages, races, religions, and
cultures. Come into Ameri-
can Fine Art to see many of
Andy Warhol’s original and
limited edition works includ-
ing the rarely see western
themed series that blends
Pop Culture with a piece of
Arizona’s past. 

Just like Warhol did in the
1960’s, street art has quickly
taken the art world by storm
and in turn American Fine Art

AMERICAN FINE ART

continued on page 24

AFA
continued from page 22

“Obich” by AtZ.“Off the Wall Blue” by AtZ.

“I Am Not Banksy” by AtZ.
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AMERICAN FINE ART

has pivoted to be at the fore-
front of the art revolution
bringing not only the well-
known street artists such 
as Banksy, Brainwash, DV8,
and Dotmaster but also
bringing a new superstar to
the forefront of the art scene
called AtZ. AtZ is the first
artist from Arizona carried by
the gallery and already one of
the most popular artists in the
gallery’s storied history. AtZ
has mastered the ability to
transform common imagery
into meaningful and intro-
spective pieces. AtZ works
predominantly in acrylics,
spray paint, and stencil. Hav-
ing had no formal art training,
he looks to his predecessors
in the world of street art like

Crash, Banksy, and Bambi;
as well as the Pop Art Mas-
ters including Andy Warhol
and Jean-Michel Basquiat.
AtZ finds himself particularly
drawn to Renaissance art,
greatly impacted by the
works he saw in museums
growing up. He sees a 
parallel between his work and
Renaissance art, which sou-
ght to capture the experience
of the individual, the beauty,
and mystery of the world. He
continues to grow with each
painting considering each
work of art created as an in-
tegral part of his artistic jour-
ney that teaches him
something valuable to carry
forward. He describes paint-
ing and the act of creation 
as the thing that brings him

continued on page 25

AtZ is the first artist from Arizona 
carried by the gallery and already 
one of the most popular artists in 

the gallery’s storied history.

AFA
continued from page 23

“My Background” by AtZ.

“I ♥ Chanel” by AtZ.“How Do You Like Them Apples” by AtZ.
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AMERICAN FINE ART

peace. AtZ finds his inspira-
tion in everyone he meets
and the volatile and changing
world around him.

Like a few other contem-
porary street artists, AtZ
highly values his anonymity,
preferring to live a private life
to personal fame and notori-
ety. Unlike some other urban
artists, he has a strong belief
in the originality and unique-
ness of paintings over print-
ing, allowing each of his
collectors to own a one-of-a-
kind work of art. As he con-
tinues to create and show his
work for the world to see and
judge, the jury is already back
with the unanimous verdict.
His work, his style, his fresh
approach to the old school 
of back alley graffiti and new
highbrow street art has 
made it to the realm of fine
art and so far, his fans 
and collectors cannot get
enough. The color and power

of the symbols he has
brought to life will continue to
spread his vision and artistic
genius. An intellectual talent
blended with the rare passion
and ability to convey a gritty
message that covers the
world all the way from 
anarchy to zillionaires—it’s all
painted by AtZ. 

Even with the recent explo-
sion of Street Art and the
domination of the art market
by Pop Artists, American Fine
Art continues to carry the 
traditional masters from Pi-
casso’s early cubist works to
Matisse’s collages and all of
the pioneers in between. 
As well as the various artists
that were able to attain such
heights and revolutionize the
art world in such dramatic
fashion. The gallery invites
you to explore the varied tal-
ents of the most talked about
Masters of the 20th century,
Pop Art, Street Art, and
many more in their 12,000-
square-foot showroom in
Scottsdale, AZ.

American Fine Art, Inc.
3908. North Scottsdale Road
Scottsdale, Arizona. 85251

www.Warhol.me
(480) 990-1200

AFA
continued from page 24

“I Wanna Be Infamous” by AtZ.

“Fat Cat” by AtZ.

“Love The Whole World” by AtZ.
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CREATIVE FRAMING

By Kirstie Bennett,
In this article, Kirstie Bennett
of The Framer’s Workshop in
Berkeley, CA, talks about how
she worked with Tru Vue’s
Optium Museum Acrylic® to
frame a silk and twill scarf from
her customers’ travels.

The Project
An Hermès Parures de

Samouraïs silk and twill scarf
was brought to us by long-
time customers for whom we
had framed another silk scarf
in the past. Designed by artist
Aline Honoré, the fabric fea-
tures a vibrant pattern orna-
mental details, floral motifs,
and clan coats of arms worn
by Japanese samurai warriors
from the 14th to 18th cen-
turies. The customers were so
happy with the design for 
the first framing project; they
wanted us to do something
similar with this most recent
acquisition from their travels.

The Design
We chose a silver fabric

for the backing and a silver
moulding for the frame. Lar-
son Juhl’s Simpatico mould-
ing in dark silver had just
enough visual interest to
complement but not com-
pete with the scarf and its 
exquisite design. The scarf
lies on a backing covered
with Aisa Silver Dupioni Silk.
Under the top silk layer, lay-
ers of unbleached muslin and
polyester batting create the
padding.

The scarf we had framed for
them previously was a “direct
contact overlay,” a phrase
coined by fellow framer, Jim
Miller of Artframe in Pickering-
ton, OH; which describes the
method of placing very tightly
fitting acrylic glazing over art-
work in a padded base. The

pressure of the glazing helps
keep the art in place and mini-
mizes the need for stitches,
and it also allows for a simple
design without the need for
materials to create space
within the frame. The scarf ap-
pears to be recessed into the
padding. This is a method we
use for many fabric projects,
and our customers wanted the
same treatment for this piece.

Working with 
Optium Museum
Acrylic®
We used Optium Museum

Acrylic® for this project be-
cause acrylic is essential for
a direct contact overlay.

Given that our market here in
Berkley, CA, is affected by
tremors and earthquakes, we
would have chosen Optium
anyway for any project of this
size, over 36 inches square,
because of its resistance to
shattering and abrasions. Op-
tium Museum Acrylic pro-
vides the 99% UV protection
that is essential to preserve
such a beautiful piece, and

the anti-reflective clarity to
enjoy viewing it.

All of the framing elements
allow the exquisite design of
the scarf to stand out—from
the subtlety of the silver color
to the direct contact overlay
that keeps the framing pack-
age visually uncomplicated
and focused on the art. Being
able to use a glazing product
like Optium Museum Acrylic
enhances the possibilities 
for framing and enjoying this
beautiful piece of art.

I have found that Optium
Museum Acrylic is the best
glazing for presentation and
protection. And now, Optium
Museum Acrylic is available
in new smaller, single-sheet
sizes: 16 by 20, 20 by 24, 24
by 32, and 32 by 40 inches in
addition to their original sizes.
These new sizes allow this
premium glazing to be more
affordable and efficient to
stock, price, and sell. For
more information go to: www.
tru-vue.com/optium-fall-
promotion-new-sizes.

Kirstie Bennett is the owner 
of The Framer’s Workshop 
in Berkeley, CA. An award-
winning custom framer, Ben-
nett teaches courses on 
various aspects of marketing
for custom framers, including 
social media. You can find 
several articles she has writ-
ten on these topics on her 
website located at: www.
framersworkshop.com.

FRAMING A DELICATE AND DETAILED FABRIC

Shown is the final custom framed piece by framer Kirstie
Bennett of an Hermès Parures de Samouraïs silk and twill
scarf that was designed by artist Aline Honoré.
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CALENDAR
January 27–29: PPFA An-
nual Convention, Rio All-
Suite Hotel & Casino. For
attendee registration, visit 
the website located at: www.
wcafexpo.com.

January 27–29: West
Coast Art & Frame Expo, Rio
All-Suite Hotel & Casino 
(National Conference begins
on January 26.) Produced 
by Hobby Pubco. Visit: www.
wcafexpo.com or for ques-
tions on the trade show, 
e-mail: info@wcafexpo.com,
and on the National Confer-
ence, e-mail: conference@
wcafexpo.com.

February 2–5: Surtex,
Jacob Javits Center, New
York. Produced by Emerald
Expositions. Visit the website
at: www.surtex.com.

February 2–5: National
Stationery Show, Jacob Jav-
its Center, New York. Pro-
duced by Emerald Expo-
sitions. For further informa-
tion, visit the show’s website
located at: www.national
stationeryshow.com.

February 5–9: LA Art
Show, Los Angeles Conven-
tion Center, West Hall, Fig-
ueroa St., Los Angeles. Pro-
duced by the Palm Beach
Show Group. For further in-
formation, go to the website
at: www.laartshow.com.

February 13–16: Art Los
Angeles Contemporary, The
Hollywood Athletic Club, Hol-
lywood, CA. Produced by
Fair Grounds Association
LLC. For further information,
visit the show’s website lo-

cated at: www.artlosangeles
fair.com.

February 13–17: Art 
Palm Springs, Palm Springs
Convention Center, Palm
Springs, CA. Produced by
Urban Expositions. For more
details on the show, go to:
www.artpalmsprings.com.

February 13–17: Art
Wynwood, Art Wynwood
Pavilion, One Herald Plaza,
NE 14th St., Miami. Produced
by Art Miami LLC. For further
information, go to the show’s
website located at: www.
artwynwood.com.

February 14–16: Frieze
Los Angeles, Paramount Pic-
tures Studios, Hollywood,
Los Angeles. For more de-
tails, visit the website at:
https://frieze.com/fairs.

February 14–16: stARTup
Art Fair Los Angeles, The
Kinney Hotel, Venice Beach,
CA. For further information,
visit: www.startupartfair.com.

February 27–March 1:
The Art Show, Park Avenue
Armory at Park Ave. and
67th St., New York. Pro-
duced by the Art Dealers As-
sociation of America. For
further information, visit the
website located at: www.art
dealers.org.

March 4–8: Volta New
York, Metropolitan West,
639 West 46th Street at
12th Avenue, New York City.
Produced by Ramsay Fairs
LLC. For further information,
visit the website at: www.
voltashow.com.
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FRAMING ISSUES

by Richard Houser
In this article, I would like to
talk about frame style and
color in relation to the art-
work itself. Frame design
can be a multi-faceted
process and involves not
just selecting the right
moulding—something that
works with the painting and
compliments the surround-
ing decor—but, taken a
step further, one that
demonstrates my philoso-
phy that we ‘Frame the
Piece to Itself.’ 

What does this
mean exactly? 

One aspect of most good
paintings is that it invites
viewing; it coaxes the
viewer to enter it visually
and emotionally. This can
happen in a variety of 
different ways as the 
painting can be demonstrat-
ing beauty, serenity, action,
shock value, eroticism, and
more. In the case of an 
exhibition of several pieces
by the same artist or 
with the same theme, a vi-
sual journey from painting
to painting can be created
as well. 

All of these situations re-
quire the right frame, but
can be taken a step further.
In the case of a single paint-
ing, the frame must move
the viewer into the artwork.
In the case of an exhibition,
it should assist in moving

the viewer smoothly and
easily, and with a sense of
anticipation, from painting
to painting in their viewing
journey. 

Defining the right frame
(and mat board or liner) in
this context means it should
go further than just compli-
menting the artwork in a
decorative sense. In addi-
tion to a pleasing visual ex-
perience, the viewer can
have a visceral reaction to
the combination that might
not exist by viewing the art-
work by itself. 

Additionally the combina-
tion should ‘wear well 
over time,’ meaning that no 
matter how impressive the
framing project is on first
viewing, it should be appre-
ciated even more over a pe-
riod of months or years. It

should become neither bor-
ing, nor should it become

fatiguing to look at, even in
the background. 

An example of this is a
flat top black frame. Many

customers come in
seeking these for
lack of exposure.
For the most part,
black frames can be
distracting from the
artwork because
they draw the eye
away from the
image and compete
with it on a subtle
(and sometimes not
so subtle ) level. 

Unless framing a
b l a ck - and -wh i t e
photograph, such
as an Ansel Adams
landscape image,
we tend to direct
the customer to-
ward something a
little softer and less

intrusive to the image. 
Moving away from the 
black frame mindset opens
up all kinds of possibilities
ranging from soft silvers,
charcoals, and even compli-
mentary colors present in
the artwork if the image
contains colors. 

This being said, we still
want to stay away from
something that looks 
‘designed.’ We would 
certainly put a black frame
on a Jean-Michel Basquiat
painting or print because
the image is so strong 
that it can hold its own 
surrounded by almost any-

SPOTTING FRAMING’S MISSING ELEMENTS

continued on page 29

Taking its cues from the artwork, this creative use of custom
framing becomes part of the piece adding to its depth and
subject matter.

In this project, the custom framing be-
comes part of the art itself by mimick-
ing some of the colors and soft lines
creating a cohesive, visual flow.
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thing. I cannot tell you how
many times I have seen a
properly framed artwork
(width, color, design, etc.)
and in viewing, it is pleas-
ing, yet something is miss-
ing. It is like a dress
accessory or tie that may
be right with the outfit, but
misses the mark in some
deeper aesthetic way. 

In that case we begin de-
tective work to find that
missing element—some-
thing that will tie everything
together in the best way

possible. Sometimes it re-
quires a complete redesign,
and some-
times it is
something
as simple
as changing
the width of
a second
mat or fillet. 

But, in
the end, we
know we
have found
it when we
can stand
back and
view the
framed art-

work with new eyes and it
just feels right.

Richard Houser is a veteran
of the art industry with a
history of publishing, mar-
keting, and sales—both
wholesale and retail. He
currently owns a California
frame studio, Santa Barbara
Art Frame Company, and 
a marketing consultancy,
Art and Frame Copywriter.
He has a passion for every-
one’s success in the 
industry and is currently de-
veloping an online and of-
fline sales funnel system for
galleries and frameshops.
He can be reached at 
(805) 966-1300 and  by 
e-mail at: Richard@artand
framecopywriter.com.

FRAMING ISSUES
continued from page 28

Using architectural elements, this framing
project helps to create the feel of the work, 
as well as using an element of historical and
cultural techniques that adding a new layer.
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MARKETING

by Maria Bereket
At a time when the economy
is strong, some small- to med-
ium-sized businesses have
been experiencing longer
than anticipated periods of
low sales growth. The reality
is, what is missing in most
small business strategies is
Customer Experience (CX).

CX is a journey that we all
should understand. On a
daily basis we each do it mul-
tiple times in order to com-
plete a myriad of daily tasks...
like ordering dinner, choosing
a dentist... The choices are
endless and the process we
go through to get to a deci-
sion can make or break a
business. For your business,
CX is where the truth is hap-
pening every single day. How
do people find you? What
makes them choose you?
What information are you
sharing to help them make
the right decision? Are you
communicating with and de-
livering, exceptional (or even
positive) customer service
before, during, and after the
sale?

Every single moment of
the journey your customers
make rests with you. Have
you ever taken the time to
outline your process with
your team and then viewed it
from the customer’s per-
spective? In the words of
Mark Sherwin, managing di-
rector, Accenture Interactive,
“Any given person is only a
‘customer’ for a small per-

centage of their life. To cre-
ate more meaningful experi-
ences, appeal to them as the
people that they are for the
99% of the time, not the cus-
tomer they are for the 1%.” 

The Internet promised
more customers but gave
small businesses more com-

petition. The competition is
now global, and the bench-
mark isn’t what you used to
do, or even what your clos-
est competitor does today. It

is how your customers per-
ceive your service and the
value they are receiving from
trusting in your business. Un-
derstanding this perception
of value is how you fill in the
cracks in your customer ex-
perience process. In the dig-
ital age, we need our
customers (99% of the time)
to advocate for us—likes,
shares, and star reviews.

That is how we beat the
competition!

What You Need to
Know About Your
Buyer’s Experience: The
customer journey is a loop,
not a timeline. Look at the
entire customer decision-
making process as it begins

and eventually ends at a
sale. But what about the loop
around to customer service?
Amazon may not be your
competition, but they have

set the expectations for all of
our customers. They are re-
sponsive, cohesive, consis-
tent, and enjoyable. One of
the ways that Amazon really
kicks small businesses in the
butt is by empowering their
employees to make deci-
sions at every step in the
buyer’s journey. That means
a customer feels heard, re-
spected, and appreciated.

We don’t just want to get
what we want as customers,
we want to continue to feel
that our purchase was impor-
tant to you long after the sale
is done.

Does your small business
have a system in place to
streamline your customer’s

experience?  Every-
one in your busi-
ness must be on
the same team with
the same customer
focus. If your cus-
tomer finds you are
fragmented, they
will bail as soon as
they find another
place to go. Your
perceived value
falls every time a

customer scratches their
head in confusion. Everyone
in your company must be ac-
countable for the customer
journey experience. This is a

relay race and the
hand-off must be
seamless.

Your Data Is
Key—When It’s
All Collected:

How often do you take a
look at your most popular
Facebook post of the week?
How often do you reach out
to the people who are open-
ing your newsletter, or par-
ticipating in your events—
in store or digital? Every-
where you turn there is data
that follows your customer

BUYER’S JOURNEY KEY TO BUSINESS GROWTH

continued on page 31

How satisfied is your customer? Retailers need customers as advocates.
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around. Who opens, who
clicks, who buys, who looks,
who shares, and who loves
you. But where is that infor-
mation and who in your com-
pany is using it? 

Everyone knows and is
more accepting of the rules
of data. I look at something
on Google and then I begin
to see that product popping
up on all my digital devices.
Sure, it used to be annoying,
but now it feels good to
know that you can get dis-
tracted and the Internet will
remind you of something you
wanted. Small businesses
can do that so easily—and
without investing in software.
It just takes time every week
to review and then act on 
the data.

If your company meetings
do not include a bullet point
on the agenda for the digital
data that shines a light on
your customer’s journey then
you are not focused on the
right business goals. Prod-
ucts, costs, and sales are
key, but your customer jour-
ney is the benchmark of how
you are really doing today.
The data doesn’t lie; every
single person on your staff
has critical knowledge and
insight into how a customer
is experiencing your prod-
ucts and services. Meeting
as a team and pulling all that
data and insight together is
necessary. Complaints? They
are an opportunity for excep-
tional customer service. 

Reviews? They contain criti-
cal pieces of evidence that
can set your business apart
from competitors. When it
comes to CX everyone is
now working in the market-
ing department.

Your Team Is the Solu-
tion To a Better Cus-
tomer Journey: Every
member of your business
has a role to
play in the cus-
tomer experi-
ence—even if
they never see
or talk with a
customer. The
experience is
equal to the
sales of your
product or serv-
ice because
finding new cus-
tomers is hard
(and expen-
sive). Your goal
should be to understand
your customer at every
stage, but especially after
they purchase. How was the
box art or framing received?
How are they feeling? Have
they ever called us? What
did they need? Who spoke
with them? Did anyone call
them back? Great compa-
nies have to make the “jour-
ney” the measure of success
and that means contributions
from every employee if you
want it to be complete.

“Touch-points” matter to
a customer and they should
matter to you too. How con-
sistent is the overall experi-
ence? Are you not rolling
out the red carpet until they

sign on the dotted line and
then moving on to the next
project without allowing time
to pamper the customer at
every stage? Customers
want to feel appreciated,
even long after the sale.
Their “engagement” means
you will have an endless
supply of leads coming into
your business. You will get
referrals and testimonials

because your perceived
value is worth sharing.

To achieve this, give your
team a customer-centric 
vision of their job that will
grow your business at a
faster pace than any other
program you can think of.
Customers who make a de-
cision to trust you want to
continue to feel that atten-
tion and easy experience
that they know you can 
provide. So give them a 
consistent, enjoyable, and
streamlined experience. To
do this, empower your staff
to make decisions in the
process. Your customers will
notice and they will reward
you for it! “Experience is 

the battleground for brands
today,” says Accenture’s Mr.
Sherman. He adds, “Con-
sumers and even business
buyers have the ability to
pick and choose more freely
than ever. And industries are
being disrupted constantly to
give new choices.”

You need to understand
exactly what your customers
are experiencing at every
step in the journey to buy,
stay, and advocate because
their journey is your path to
long-term success in the dig-
ital economy. Every single
day your customers are 
presented with more and
more choices about where
to spend their money. Make
their journey with your busi-
ness something that they
want to repeat and, yes, 
tell their friends and family
about and broadcast on 
social media.

DesignBearMarketing.com
is a digital marketing com-
pany led by creative task-
master, Maria Bereket.
Maria has over 20 years of
marketing experience and
has spent the last 10 years
teaching and training small
businesses the process of
successful “Inbound Digital
Marketing.” Her goal is to
educate, train, and support
small business growth by
mapping out their “Buyer’s
Journey” and then using
those insights to outline a
successful content and digi-
tal marketing strategy for the
21st century. Visit her web-
site for information: www.
designbearmarketing.com.

BUYER’S JOURNEY
continued from page 30

Everyone in your company should be 
accountable for the customer journey 
experience. This is a relay race, and the
hand-off needs to be seamless.
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“Indigo Beauty II” 
by Patricia Pinto
Image Size: 
18” x 18”      
$20

OPEN EDITION PRINTS
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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

“Scotty” 
by 

Julie Peterson
Image Size: 
16” x 16” 
$20

Sagebrush
Fine Art Inc.

“Freeform” 
by Duy Huynh
Paper Size: 
30” x 22”

Image Size: 
30” x 20”  

Image Conscious

800.532.2333  www.imageconscious.com

“Rainbow Dock” 
by 

Steve Vaughn
Paper Size: 
36” x 26”

Image Size: 
36” x 24”

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.comwww.sdgraphics.com     www.sundancegraphics.com

800.228.0928
www.editionslimited.com

5165 South 900 East, Murray, UT 84117

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

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

800.643.7243     www.sagebrushfineart.com

800.617.5532  
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WHAT’S HOT IN OPEN EDITIONS

Lantern Forest

“Lantern Forest” by Albert Koetsier is a
large format custom giclée on matte
paper measuring 24 by 36 inches. The
retail price is $102. Call A.D. Lines in
Monroe, CT, for more details at (800)
836-0994 or visit: www.ad-lines.com.

Here are the 
best selling prints 
from some of the 

leading open edition
publishers.

Blue
Linen
Peony

“Blue Linen
Peony” by
Carol Robin-
son meas-
ures 12 by 16
inches and re-
tails for $15.
For further in-

formation, phone Galaxy of Graphics in East
Rutherford, NJ, at (888) 464-7500 or go 
to the company’s website located at:
www.galaxyofgraphics.com.

Decorative Plant
Trio Muted
“Decorative Plant Trio
Muted” by Lanie Loreth
measures 20 by 16
inches and retails for
$18. For details, phone
SunDance Graphics, lo-
cated in Orlando, FL, at
(800) 617-5532, or visit:
www.sdgraphics.com.

Dashing Through 
The Snow
“Dashing Through the Snow” by
Billy Jacobs measures 24 by 18
inches and retails for $24. For
further information, call Penny
Lane Publishing, New Carlisle,
Ohio, at (800) 273-5263 or go to
the website located at: www.
pennylanepublishing.com.

Bankside

“Bankside” by Candy Rideout
measures 35 by 35 inches and the
retail price is $65. Call Sagebrush
Fine Art, Salt Lake City, Utah, at
(800) 643-7243 or visit the website
at: www.sagebrushfineart.com.

East Coast II

“East Coast II” by Lera measures 30 by 30
inches ($80). The image is also available in
any squared size and printed on paper, can-
vas, metal, acrylic, and wood. For more details,
call PI Creative Art, Toronto, at (800) 363-2787
or go to: www.picreativeart.com.
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Veris

“Veris” by Marc Allante measures 24 by
36 inches and retails for $20. Available to
resize and print on canvas, cotton rag
paper, acrylic, metal, and wood. Call
Image Conscious, San Francisco, at (800)
532-2333, www.imageconscious.com.

Soft Blooms Still Life

“Soft Blooms Still Life” by Tre
Sorelle Studios measures 36 by
24 inches and retails for $35.
Call Roaring Brook Art in Elms-
ford, NY, at (888) 779-9055 
for further information, or visit:
www.roaringbrookart.com.

Sumptuous Shards

“Sump t uous
Shards” by Paul
Duncan meas-
ures 20 by 40
inches and re-
tails for $88. The
image is avail-
able in multiple
sizes. Telephone
Rosenst ie l ’s ,
London, at (011-
44) 207 352
3551 for further
information, or
go to the com-
pany’s website
located at: www.
rosenstiels.com.

Blue and Umber
Rounds I
“Blue and Umber Rounds I” by Jen-
nifer Goldberger measures 24 by 30
inches ($90). Call World Art Group in
Richmond, VA, at (804) 213-0600,
www.theworldartgroup.com.

Southwest Gallery II

“Southwest
Gallery II”
by Stellar
Design Stu-
dio is a
g a l l e r y
wrapped gi-
clée meas-
uring 45 by
60 inches.
The retail
price is
$159.95. For

further information, telephone Classy Art
Wholesalers in Houston, TX, at (800) 372-8007
or visit the website at: www.classyart.net.

University of Minnesota, TCF Bank Stadium–
Minnesota 31–Penn State 26
“University of
Minnesota, TCF
Bank Stadium–
Minnesota 31–
Penn State 26”
by Christopher
Gjevre has an
image that measures 40 by 13 1/2 inches ($30). Call Blakeway Worldwide
Panoramas Inc., Minnetonka, MN, at (800) 334-7266, www.panoramas.com.

Here are the 
best selling prints 
from some of the 

leading open edition
publishers.
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GALLERY LIGHTS

Shown during the reception for the show, “Mackenzie Thorpe–
30 Years of Love” at Ocean Galleries in Stone Harbor, NJ, 
are, from left, gallery co-owner Kim Miller, Mayor Judy Davies-
Dunhour, co-owner Tim Miller, and artist Mackenzie Thorpe.

Pictured at the opening of the show titled “Jotting Down
Thoughts,” featuring abstract paintings by Barbara Krupp,
are, from left, artist Barbara Krupp and events coordinator
Betsy Burgess at the Ann Jackson Gallery in Roswell, GA.

Westport River Gallery, Westport, CT, was the setting of a
show of new impressionist work by Marseille, France, artist and 
physician JP Courchia, center, seen here with gallery owner
Ken Warren and the artist’s wife Muriel Courchia.

At Hell Gate Arts, Bronx, NY, from left, artists Laura N. James
and Karen Aiki Kelley are pictured with curator Eileen Walsh
during the opening of the show titled, “Magic: Ethereal Ideology
in Contemporary Art.”

At the grand opening reception of ABRA Gallery, located in 
Fort Lauderdale, FL, are, from left, collector Orusha Ashrafi,
artists Star Mortezvai and Hessam Abrishami, collector Zeinab
Dehghan, and artist Shahrnaz Monfared.

At R. Michelson Galleries gallery co-owners Jennifer and 
Rich Michelson flank artist Rebecca Leveille during “Hugs &
Kisses and the Room of Lies,” an exhibit of the artist’s newest
work at the Northampton, MA-based gallery.
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SERVICES

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

Professional

CATALOGUE PUBLISHING
Wellspring Communications, Inc., 

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

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

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

CREATIVE COST
EFFECTIVE

INVENTORY LIQUIDATION
Over 6,000 

expertly crafted
maritime prints
ready for fast 
volume sale.

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