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Art World News
J A NUA RY 2021
THE INDEPENDENT NEWS SOURCE
IMAGE CONSCIOUS
SIGNS SUZANNE NICOLL
TO PUBLISHING AND
LICENSING AGREEMENT

GETTING THE MOST OUT
OF COLOR TRENDS AND
THE ROLE THEY PLAY IN
THE DECOR INDUSTRY

Image Conscious has
signed well-known artist
Suzanne Nicoll to a publishing and licensing agreement
and have debuted 18 new
images, available as printon-demand work on various
mediums. Go to page 16.

As Pantone announces
the color trends for 2021,
industry expert Anita
Petersen discusses the
role these trends play in
the décor market and how
it sets the tone for the year.
Visit page 26 for more.

BITTAN FINE ART SEES
BOOST IN SALES OF THE
WORK OF E.M. ZAX

STREET MEETS POP AT
AMERICAN FINE ART

During this time of Covid19, sales of the multi-dimensional work of Pop artist
E.M. Zax have continued
to be strong for Bittan Fine
Art Inc., as people seek out
his unique pieces featuring
cultural themes and objects.
See page 22.

The Prince of Pop, Andy
Warhol, and the contemporary Street Artist, AtZ, will
be featured in the bold
and breathtaking American
Fine Street Art exhibit of
masterworks at American
Fine Art, located in Scottsdale, Arizona’s Old Town
Arts District. Page 19.

Canyon Road Contemporary Art is located in Santa Fe, NM.

SUCCESSFUL 2020 PROMOS
LEAD TO MORE SALES
Business has been...good. It seems odd to say that with all of
the ups and downs that the previous year has produced, but
art and framing professionals have said that the stay-at-home
and work-from-home way of life has resulted in an uptick in
home décor sales. With this in mind, many in the industry
have had to rework how they do business, including how they
handle promotions and events. While other industries have
reported a 62% decrease in reach out using the Internet
revenue since the start of and Social Media. This has
Covid-19 (according to a re- helped to keep communicacent Society for Human Re- tion between retailer and
source Management (SHRM) consumer going strong.
study), the art industry has Seventy-nine percent of Amebeen able to fill a niche for ricans have Social Media procontinued on page 10
consumers, most of which

Click on advertisers’
Web addresses
throughout the issue.

QUOTE OF THE MONTH:
“Promotions themselves
don’t generate immediate
sales, as our openings do,
but they kept things flowing.”
Jules Bekker,
page 12
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Bittan Fine Art is proud to feature the work of

Pop artist E. M. Zax

Polymorphs and Cultural Objects

Facebook: facebook.com/bittanfineart
Instagram: bittan_fine_art
Instagram: zax_artist

www.bittanfineart.com

866-219-9161
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Successful 2020
Promos Bring Sales

Image Conscious
Presenting
Signs Suzanne Nicoll New Art Releases

Art and framing professionals have had to rework how
they handle promotions and
events as the stay-at-home
way of life continues to result in an uptick in home
décor sales.

Image Conscious has signed
well-known artist Suzanne
Nicoll to a publishing and licensing agreement and have
debuted 18 new images,
available as print-on-demand
work on various mediums.

We present the New Art
section featuring current releases of work in an array
of mediums, edition sizes,
image sizes, and price points,
as well as company contact
information.

Page 1

Page 16

Page 23

Getting the Most Out Small Changes Can
Revitalize A Shop
Of Color Trends

What’s Hot in
Open Editions

As Pantone announces the
color trends for 2021, industry expert Anita Petersen
discusses the role these
trends play in the décor market and how it sets the tone
for the year.

As 2021 is here, bringing
new life into a frameshop
starts with proper organization, refreshing a space with
new paint and product, and a
thorough cleaning which can
lead to a boost in profits.

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

Page 26

Page 28

Page 30

OPEN EDITION PRINTS
Page 32
CLASSIFIEDS
Page 33
AD INDEX
Page 34

Shown is
“ Always and Forever”
by Ford Smith from
Ford Smith Fine Art.
Go to page 23.
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IN OUR OPINION
MARKETING
IS A BIT OF
A HEADSCRATCHER
ven though the pace
of life continues to be
muted for many as the
pall of Covid-19 beats on,
life continues to evolve. But
alas, we remain as a nation
of consumers. From the thrill
of the hunt to the click of the
mouse, we love to buy. However, as 2021 spills out on to
the street, marketers are in a
bit of a conundrum as it relates to the context of their
messages.

E

Casting a marketing message has been a science
unto itself for a very long
time. Through the innovation
of marketing segmentation,
companies have learned how
to take a uniform message,
like “buy my stuff,” and communicate it in a relevant
manner to diverse audiences
at the same time. It was as
slick, productive, and economical as it could be.

Now, the ocean of consumer wants, traits, and beliefs is a dark and potentially
angry sea to sellers. As conflicting attitudes and aspirations are seemingly split down
the middle of the public, art
galleries and frameshops need
to revert to their strengths in
their marketing messages.
The sale of art and framing is most often based on
the visceral reaction to a
given piece. So the real goal
is to get consumers to focus
on the painting or frame creation, and then the magic will
follow. Many works don’t
speak well for themselves in
e-mail blasts or mailers so
the marketers need to create
a motivating environment for
the presentation of the work.
By encapsulating the virtues
of art ownership and the
uniqueness of custom framing in the context of health,
home, heart, and beauty the
creativity of the art and framing will resonate. Sales will
soar during these months
and beyond.
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ARTISTS & PUBLISHERS
Westport River Gallery’s Unique Art

Trestle Gallery’s Annual Fundraiser

Recently on display at
Westport River Gallery,
Westport, CT, was an
artistically painted golf
bag by Angel Ortiz, aka
LA II, the artistic partner of the late internationally known artist
Keith Haring. The idea
for the bag came from
former golf professional Cory Crelan,
who is a friend of Ortiz
and lives locally to the
gallery. “Westport is
not known for its graffiti,” says gallery owner
Ken Warren. “But some
people were interested Pictured at Westport River Gallery is
in the golf bag, which is owner Ken Warren, right, and former
not for sale, and were golf professional Cory Crelan.
surprised to see it in a
gallery. Sometimes people get tired of the ‘same-old’ and like
to see something unique. In this weird Corona world, it was
a fun diversion with roots back to Haring.” Phone (203) 2266934 for details, or go to: www.westportrivergallery.com.

Trestle Gallery,
with two locations in Brooklyn, NY, has
moved its annual fundraising
auction entirely
online due to
the pandemic.
In place of a
physical auction benefit, the
fundraiser took
place entirely
online at: www.
trestlegallery.org, Steven Nedboy’s “Spring Ahead” is an oil
as well as on and wax on linen, measuring 11 by 11 inches.
the gallery’s Instagram account. Featuring artwork from some of the gallery
artists, the money raised by the auction is used to fund the
resources necessary to renew the gallery’s mission to serving emerging and underrepresented artists, curators, and
writers. Call (718) 858-9069 or visit: www.trestlegallery.org.

Rosenbaum Contemporary’s Lehr Show
Rosenbaum Contemporary, Boca Raton, FL,
presented artist Mira
Lehr’s solo exhibition
featuring new work created during the pandemic titled, “Planetary
Visions.” Celebrating
six decades as an
artist, Lehr’s new work
is a bold departure for
her. The gallery has also
launched online initiatives to allow collectors Artist Mira Lehr is shown with her
to experience Lehr’s acrylic, ink, burned and dyed Japannew work across digital ese paper, ignited fuses, and handplatforms. For more de- writing on canvas titled “Norweky.”
tails, call 561 994 9180
or go to the website at: www.rosenbaumcontemporary.com.
PAGE 8

Postcards from the Edge Raises Funds
Visual AIDS, the
only contemporary arts organization
fully
committed to
raising AIDS and
HIV awareness
through
dialogue, art exhibitions, and public
forums recently
held their virtual
Postcards from
the Edge annual
fundraiser. Buyers were able to Patrick Brown’s untitled piece is a mixed
acquire original media measuring 24 by 24 inches.
postcard sized
artwork for $85 from both famous and emerging artists anonymously on display. The week-long event offered work by William
Wegman, Liliana Porter, Robert Longo, Marilyn Minter, and Hans
Haack. Phone (212) 627-9855, www.postcards.visualaids.org.
ART WORLD NEWS
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ALLIANCES BY ALISA
ART PUBLISHING
COMPANY FORMED

SUCCESSFUL 2020 PROMOTIONS
continued from page 1
files, as of 2019, and since
the pandemic, those numbers are climbing. Internet
hits alone have surged between 50 and 70 percent.
Using this information to a
business’ benefit today includes approaching promotions and events using
a combination of empathy and excitement.
People are under more
stress but are also
looking for some normalcy and signs that life
is going on.

HARTFORD, CT—Licensing
and marketing expert Alisa
Picerno and artist Alan Giana
have launched a new art
licensing agency called
Alliances By Alisa Art
Licensing, an international
art licensing agency that
represents innovative artists,
surface designers and fine
art photographers. The
agency includes a roster of
award-winning, international
artists and fine art photographers including Giana, Steven
Bove, Lacy Tatum, and
Catherine M. Elliott, whose
“Wedding Flowers” is shown.
“Galleries, whether traditional
or online, are quite important
to my art licensing business
as they serve as wonderful
sources of new, exceptional
artistic talent,” Ms. Picerno
says. “Several of my artists
have exhibited their work in
galleries and have collectors
all over the world.” Alliances
By Alisa is looking to expand
its gallery presence and increase public exposure of the
their artist’s work. “Licensing
gives artists a chance to
reach new audiences and
generate additional income
for their original paintings.”
For more details, call (860)
217-0595 or: www.alliances
byalisaartlicensing.com.
PAGE 10

Facebook Live. Kapp did
come to the gallery to be interviewed, but always outdoors or fully masked. We
would never endanger anyone, let alone someone who
just turned 90 years old. We
have had a few informal
FaceTime connections with

tually coming to the gallery,”
Ms.Ouimet says. “They
wanted to connect with the
human experience of the joy
of living and art. Technology
allowed us to have a sincere
work-around since we could
not see each other in-person
for most of the year using
Facebook, our own collector list, phone calls,
and FaceTime.”

Jules Bekker, gallery
director of the Atlantabased TEW Galleries,
Inc. in business since
1987, says that even
At Canyon Road
with the ups and downs
Contemporary Art in
of the new normal CovidSanta Fe, NM, owner Artist Phyllis Kapp celebrates her 90th
19 world, sales have
Nancy Ouimet, recently birthday in Canyon Road Contemporary
been strong. The year
held an exhibit and 90th Art’s garden with a new painting.
2020 was unlike any
birthday celebration for
other because a great
artist Phyllis Kapp. The collectors as well, when the deal changed, but much also
event was the most suc- artist happened to be com- stayed the same,” she says.
cessful in the artist’s career. ing by the gallery to drop off “Having said that, we ended
The gallery, established in work.”
up equal with our best finan1994 and featuring 3,500
cial year ever, so ultimately,
square feet of exhibition
Being able to offer mar- it was a success. We staged
space, as well as an outdoor
no exhibition openings
garden, allowed Ms. Ouimet
after our show at the
to host the exhibit outdoors
end of January last year.
using safety protocols. “Our
Did we miss them? No,
most successful event for
if I’m honest, although
2020 was a show with Phylwe did miss interaction
lis Kapp on her 90th birthday
with many of our clients
in our garden with a newly
whom we like and enjoy.”
completed painting of hers,”
she says. “We were also
Sales came in based
able to raise $2,990 for the
on the consistent proNavajo Water Project. Durmotions the gallery impleing the event, we intermented. “We continued
viewed the artist who is a
doing postcard mailings
colorful, powerfully upbeat,
for our more important
and lively person with a penshows (but included
chant for storytelling. People TEW Galleries, in business since only months, not dates)
were mesmerized by her as 1987 and located in Atlanta.
and I increased the
much as by her artwork.”
number of people we
keting that was impulsive mail to, by reaching out
Since indoor events were helped to bring people into to clients that had gone
off limits for most of 2020, the excitement that may inactive in the past few
Ms. Ouimet says that they have been missing during years. I also expanded our
were able to utilize Social these times. “It is really a local and regional contacts by
Media to keep collectors en- three-layered approach that list buying. I expanded my ad
gaged. “We had no live in- got remote art enthusiasts
continued on page 12
gallery events in 2020, only to bond with us in lieu of acART WORLD NEWS
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PHOTOGRAPHER
DAVID BEAVIS WINS
ONE EYELAND AWARD

SUCCESSFUL PROMOS
continued from page 10

buys by including some partial page advertising in national art publications. We
focused more on Social
Media by posting regularly
and in addition, doing some
advertising on Google Ads,
Facebook, and Instagram.
Was this successful? Yes, in
terms of outreach, but our
more typical efforts outperformed Social Media vastly
in dollar terms.”

PARK CITY, UT—
Photographer David Beavis,
represented by David Beavis
Fine Art, received a Bronze
award from the One Eyeland
photography competition in
2019 for his image, “Running
Free.” The image can be
seen on page 23. Beavis was
also named the number four
fine art photographer in the
U.S. that year in the same
competition. “Running Free,”
a flagship image from his
White Horse Collection, is a
photograph with an edition
size of 250, also available as
a giclée on canvas and a facemounted acrylic print. Retail
prices range from $4,600 to
$12,400. Acrylic is priced at
10 percent more than canvas.
The One Eyeland Awards is
an international photography
competition from their roster
of curated images spanning
a multitude of disciplines that
include commercial, advertising, fashion, automotive,
product, portraits, beauty,
landscape and more. Shown
above is “The White Stallion”
that is a best-selling image
from the same collection. The
giclée on canvas or acrylic is
available in sizes 26 by 40,
33 by 50, and 40 by 60
inches. Call (435) 602-1123,
www.davidbeavisfineart.com.
PAGE 12

ization of the promotions.
“Zoom talks with artists
were not glitch-free, but
clients enjoyed sitting at
home with a cocktail and
keeping up with what artists
were doing. These efforts
served to create dialogue
with clients and that’s what
you want to keep your business in their focus.”

Ms. Bekker says. “I do think
that 2021 could possibly be
a lot more challenging than
2020. We are still in a state
of flux and it will be different
again.”

Located in the heart of
Fort Lauderdale’s historic
Las Olas Boulevard, New
River Fine Art has had brisk
sales during high-profile
The downtime in the artist shows, just fewer of
gallery itself enabled Ms. them. Gallery owner Lisa
Bekker to expand their ros- Burgess says that quality
ter of artists and mediums. over quantity worked well for
“We took the opportunity to her. “We did not do much in
Taking a risk or two also add several new (estab- 2020 after the forced closepaid off for Ms. Bekker. lished) artists to our stable down, but when we were al“Artsy proved itself worth (something to talk and get lowed to open, we did host
the money
a Mr. Brainin
2020
wash exhibi(though
tion that was
barely
in
very well re2019). Perceived,” she
haps a growsays. “Galing comfort
leries had to
with online
get creative
purchases
during
the
will change
shutdowns.
the nature
We put more
of selling art New River Fine Art is located in Fort Lauderdale on its historic inventory ononline. Pro- Las Olas Boulevard.
line, but also
motional
opted
to
videos and Zoom interviews excited about) and also took offer very special works towith artists also helped us a deeper dive into carrying tally offline and presented
bring in sales.
photography. It is costly in them on a one-on-one basis
terms of framing and protec- only to qualified collectors.
“Selling online has proven tive glazing but is proving to Working this way, we were
to be a combination of per- be a good decision.”
able to create a ‘virtual velsonal contact, attention to
vet rope’ conveying a unique
detail, and good follow up,”
She says that, like many and limited opportunity.”
she says. “Using WhatsApp marketing plans, having paand FaceTime proved invalu- tience is the best strategy.
Ms. Burgess feels that it
able for show-and-tell when “Promotions themselves will take some time for peodiscussing potential sales don’t generate immediate ple to get back to a someand making clients comfort- sales, as our openings do, what normal day-to-day life.
able about buying sight un- but they kept things flowing. “Once we were permitted to
seen. We created a number As in any gallery, however, reopen our doors, we found
of off-the-cuff videos which while there is a spread of that our foot traffic was sigpulled good numbers. These sales amongst artists, a nificantly lower than pre-panwere not slick or profession- handful generate the lion’s demic times. So we wanted
ally produced—they were share of income. Outreach to create an event to ensimply friendly, informative, is key, providing you change courage people to come to
and accessible on Social things up regularly and don’t the gallery. With all the negMedia and to clients, when become annoying.”
ativity surrounding Covid-19
sent out in combination with
and the election, we felt that
eblasts.” The impulsiveness
It is also important to re- artists with an uplifting mesmeant that it was not perfect main flexible. “I wish we had
continued on page 14
but added to the personal- a crystal ball, but we don’t,”
ART WORLD NEWS
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ARCADIA RETURNS TO
SOHO AFTER FIVE YEARS
IN CALIFORNIA

SUCCESSFUL PROMOS
continued from page 12

sage would be a breath of
fresh air and that led the way
to the show, ‘Keep It Real:
Artworks by Mr. Brainwash.’
The exhibition was bright,
bold, and refreshing and it
was very well-received.”

NEW YORK, NY—Arcadia
Contemporary is returning
to its old Soho neighborhood
at 421 West Broadway after
spending the last five years
in Los Angeles. In 2001, the
gallery opened in New York
and in 2016 it relocated to
Colorado Boulevard in
Pasadena’s historic Old
Town District. Its new Soho
space will be a 2,500-squarefoot showcase between
Spring and Prince Streets
which is the epicenter of
Soho’s art and fashion
district. Mid-February there
will be an opening with a
special exhibition featuring
original works by artists that
will be making their Arcadia
debut. Immediately after
this grand opening show,
Arcadia’s 2021 exhibition
schedule will include Mary
Jane Ansell in March, Renato
Muccillo in April, and Julio
Reyes in May, as well as the
popular “themed” invitational
exhibitions. Arcadia Contemporary will briefly return to
Los Angeles in July 2021 for
the rescheduled LA Art Show.
Shown is artist Lavely MillerKershman’s “Thankful,” a
mixed media on paper measuring 30 by 40 inches. For
further information, call (646)
861-3941 or go to the website
located at: www.arcadia
contemporary.com.
PAGE 14

The gallery’s current exhibit is work by Hunt Slonem,
introducing the artist’s new
lines of glass, bronze, mosaic,
and neon. “We are honored
and thrilled to unveil never
before seen work from this
legendary artist who is in
250 museums including the
Metropolitan Museum of Art, The
Prado, The Whitney, The Guggenheim, and many
more.”

were in their studio on a
Zoom call that we recorded.
The call consisted of a casual conversation between
our artists and gallery
director discussing their
style of painting, new pieces
they were working on, and
anything else that organically
developed in the 10- to 15minute conversation. Then
on Wednesdays we sent
out some type of variable
content that included things
like design trends, popular
colors for 2020, and one
week we asked our collectors to send us a picture of
an empty wall in their house
and we Photoshopped a

keep our doors open but
I was really thinking the
sales would come on the
back end. We received
more positive comments
and engagement on these
e-mails than we ever have
in previous campaigns. I
think our clients appreciated
that we were not trying
to sell them anything. When
our doors re-opened to
one-on-one private gallery
presentations, they were
very well-received and our
sales were fantastic.”

Mr. Handler agrees that
while times have been
tough for business in
general, having a
great staff in
place helps to
make the process
a little easier. “I
really have to
compliment my
Gary Handler,
team on staying
owner of Vinings
positive during all
Gallery, Roswell,
the craziness and
GA, has a unique
presenting an enperspective since
vironment to our
he has more than
clients that resemone location. “In
bled some type
my two galleries, Vinings Gallery has been in business for 21 years.
of normalcy. We
one was flat from
were not buying
2019 to 2020 and the other piece of art on it that we into any type of negative
was up 20 percent,” he says. thought they would like. hype and quickly discovered
“When quarantine hit and Then on Fridays we did a there were plenty of folks
people were home, we knew Fun Friday. One of the out there that still wanted
they would be on their de- most well-received promo- to be as normal as possible.
vices all day so we ramped tions was a five-week span We just did it respecting
up our online marketing. But where we introduced our the health and safety guidewith possible financial uncer- collectors to the staff in lines that were out there.
tainty, we did not want to a Meet the Staff type of Fortunately, our galleries
overwhelm our collectors format.”
are in states (Georgia and
with e-mails.”
Florida) that were eager
When connecting with to open back up. We
Mr. Handler found a collectors during the pan- continued these small gathunique way to engage with demic, showing empathy erings consistently through
customers. “We developed will make an impression on all of 2020 and resulted
a campaign that allowed us them that will have a lasting in very strong sales. Even
to reach out consistently effect. “We made a few being closed for two months
with interesting content but sales during the two month out of the year, our numbers
not offering anything in par- quarantine, but honestly, our for 2020 either compared
ticular for sale. Our e-mail intention was to be respect- to or beat 2019.”
campaign consisted of the ful of the crazy times and
following: every Monday we not too wrapped up in makfeatured one of our artists ing sales,” he says. “It was Koleen Kaffan is Editor in
in an artist spotlight. They a tough decision as sales Chief of Art World News.
ART WORLD NEWS
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Home to Fine French Artists
Since the Turn of the Century
Caudron

Courchia

Kaprielian

Poumelin

Dubord

Dorie

Located in downtown
Westport, CT, visited by
George Washington in
1780, and once the
home to Norman Rockwell’s
Famous Artists School.

Westport River Gallery

Westport River Gallery
has represented the
Pissarro family, Chagal,
Caudron, Courchia, Guyon,
Duteil, Dubord, Dorie,
Estivalet, Kaprielian,
Ardisonne, Eitel, and
Kerfily.

203-226-6934 Ken & Pat Warren
WestportRiverGallery.com WestportRiverGallery@gmail.com
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FRAMERICA EXPANDS
THE TRADITIONAL
SPUMANTE PROFILE

YAPHANK, NY—Framerica’s
Traditional Spumante is now
available in the company’s
Illusions profiles. Champagne hued with leaf markings, Traditional Spumante
adds to Illusions with its
sizes ranging to 3 inches.
The design allows one
moulding to appear stacked.
For more information, phone
(800) 372-6422 or visit:
www.framerica.com.
WILD APPLE DEBUTS
ITS 2021 TRENDBOOK

WOODSTOCK, VT—Wild
Apple’s 2021 Home Décor
Outlook Trendbook is available on its website at: www.
wildapple.com and features
34 pages of colorful trends for
galleries and frameshops.
Some highlights include
Grandmillennial and Daughter
Earth. Call (800) 756-8359 or
visit: www.wildapple.com.
PAGE 16

IMAGE CONSCIOUS SIGNS ARTIST NICOLL
Image Conscious, San Fran- ings industry. “I’ve had the
cisco, has signed well-known opportunity to partner with
artist Suzanne Nicoll to a wonderful companies that
publishing and licensing have brought exposure to
agreement and have re- my studio and my artwork.
leased 18 new images, available as
print-on-demand on
standard paper, canvas, acrylic, metal,
and wood. Nicoll is
an
award-winning
product designer and
artist with a career
spanning 22 years.
“Suzanne’s work has
an easy sensibility,”
says Image Conscious’ John Munnerlyn. “It will attract
those who like abstracts and others
who aren’t entirely
comfortable with it
because it’s easy on “Lotus No.1” is available as a POD
the eye and is inher- image on paper, canvas, acrylic,
ently decorative. Her metal, and wood.
work brings joy.”
So many changes have
Nantucket is one in a blown through the industry
series of beach-inspired and my life in the last 22
work that use rich color years, it’s hard not to have
and a painterly
style with a twist
of modern whimsy.
“I grew up on
a sailboat; my
mother was an
artist, and my
father was an
avid long-distance
sailor,”
Nicoll
says. “I got to
see a lot of the
world and travel
to unusual places
growing up. My
mother and I
painted
every- “Beach Wash No. 7” is available as a
where we went. POD image on paper, canvas, acrylic,
I never thought metal, and wood.
about being anything but an artist.”
all of it trickle down to my
art. As the world has beAfter studying textile de- come more stressful, busy
sign she began creating and fast-paced, I’m striving
work for the home furnish- to slow down, observe and

simplify all things related to
painting and making art. I
would say most of my work
is more contemporary and
cleaner than in previous
years. Through my work, I’m
trying to say more with less,
which I find is very difficult.”
Retail prices on POD images vary by size and by
substrate. Average size
pieces on standard paper
can range from around $36
to $72, and prices on canvas
and higher end cotton rag
paper would range from
around $100 to $200. Her
work on acrylic, metal, and
wood would be higher as
these are considered premium product.
“I think most artists working through the pandemic
have found that people still
need art—they still appreciate it and buy it—and that’s
important,” she says.
“I got a note last year
from a woman who bought a
small painting from me while
undergoing chemotherapy.
She had moved the little
painting around her home
and finally settled on a space
by her bed that she saw first
thing in the morning. She
told me looking at my painting each morning made her
feel good. It’s a small example of how art can make a
difference and set a tone, or
set a mood,” she concludes.
“Now, more than ever, people are looking for shapes,
colors, and patterns that
make their home feel safe
and calm, creating a little bit
of an oasis from the outside
world.”
For further information,
phone Image Conscious at
(800) 532-2333 or visit:
www.imageconscious.com.
ART WORLD NEWS
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AMERICAN FINE ART
STREET MEETS POP AT AMERICAN FINE ART
The Prince of Pop, Andy
Warhol, and the contemporary Street Artist, AtZ, will
be featured in the bold
and breathtaking American
Fine Street Art exhibit of
masterworks at American
Fine Art, located in Scottsdale, Arizona’s Old Town
Arts District.
Opened to the public on
January 14th, 2020, and
running through February
27, the exhibition showcases the world of Street
Art using iconic examples
from Warhol and AtZ including AtZ’s graffiti girl and
Warhol’s soup can. In addition to Warhol and AtZ,
American Fine Street Art
also features the works of
legendary artists such as
Banksy, Roy Lichtenstein,
Mr. Brainwash, Crash, Keith
Haring, Jean-Michel Basquiat,
and Takashi Murakami. The
unique works in the collection are available for sale
starting January 10th on a
first come, first serve basis.
Private viewing can be set up
by contacting the gallery.
American Fine Art launched the work of emerging
street artist AtZ onto the
international art scene and is
his exclusive representative.
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 his fans and collectors cannot get enough.
ART WORLD NEWS

AtZ’s works are now in
private collections, as well
as, public spaces around the
world from New Zealand to

work is predominantly in
acrylics, spray paint, and
stencil. Having had no formal
art training, he looks to his

Andy Warhol and AtZ open 2021 with a bang at American
Fine Art, located in Scottsdale, AZ.

New York. 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. His art-

predecessors in the world
of street art like Crash and

Banksy, as well as, the
Pop art Masters, including
Warhol and Basquiat. Unlike
many graffiti artists, AtZ
captures an innocence and

shares a message of hope
and happiness. He continues to grow with each
painting considering each
work of art created as an
integral part of his artistic
journey that teaches him
something valuable to carry
forward.
Warhol is, without a
doubt, the most identifiable
name in American Pop art,
with his most recognized
works being Campbell’s
Soup Cans and the ageless
Marilyn Monroe. In addition
to these, the gallery will
also feature works from
Warhol’s Endangered Species, Death and Disaster,
and Cowboys and Indians
variations
and
series.
Warhol believed that everyone would get their 15 minutes of fame, it seems he
got much more than he bargained for with collectors
clamoring for his works still
today and a track record of
sales and values rivaled only
by Pablo Picasso.
American Fine Art is an
international leader in fine
art and Scottsdale’s premier
fine art gallery specializing
in 19th–21st century Masters of fine art exhibited
in prominent museums and
private collections around
the world. The gallery offers
complimentary consultation
for both experienced and
novice collectors. Call (480)
990-1200 or visit the website at: www.warhol.me.
PAGE 19
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AMERICAN FINE ART
AtZ finds himself
particularly drawn to
Renaissance art, greatly
impacted by the works he
saw in museums. He sees
a parallel between his work
and Renaissance art,
which sought to capture
the experience of the
individual and the beauty
and mystery of the world.
He continues to grow with
each painting considering
each work of art created
as an integral part of his
artistic journey that teaches
him something valuable
to carry forward.

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.

“60 Love” by AtZ.

PAGE 20

ART WORLD NEWS

JAN21-Dept-AFA-pg3_Layout 1 1/27/21 10:54 AM Page 1

AMERICAN FINE ART

“You Can Do It” by AtZ.

American Fine Art, Inc.
3908 N. Scottsdale Rd.
Scottsdale, AZ 85251
480.990.1200
Warhol.me

AtZ has described
his process as
transcending
explaining, “My
creations are
like unconscious
thought flowing
out of me with
great intensity
and passion and
the result takes
my breath away.”

ART WORLD NEWS
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ARTIST INSPIRATIONS
BITTAN FINE ART SEES BOOST IN ZAX SALES
Bittan Fine Art Inc., located
in Valley Village, CA, has
been representing the multidimensional work of Pop
artist E.M. Zax for three
years, and since then, he
has proven to be a best
seller for the company. During this time of Covid-19,
sales have continued to be
strong. “We have been doing
extremely well with Zax’s
work,” says Joshua Bittan,
Bittan Fine Art’s founder
and president. “In fact, he
has been consistently our
best-selling artist.” The company is run by Mr. Bittan’s
son, Moshe Bittan, who actively manages Bittan Fine Art
Inc. as its vice president and
executive officer.
Part of the artist’s popularity, Mr. Bittan says, is the
fact that the style of the
work is so unique and features cultural themes and
objects to which people already have a nostalgic connection. “The artist’s works
with icons, cultural objects,
and street art are his most
popular themes,” he says.
“We find that people are
able to connect with familiar
cultural objects. Street
signs, and the like, are given
a fresh free-hand splash of
color. The artist has a knack
for merging Pop art with antique objects and everyday
life street signs. He is able
to get the attention of the
viewer by taking the commonplace, or the antique,
and bring it to life with freely
PAGE 22

applied color and composition.”

home, there is more interest
in updating their surround-

Born and raised in Los
Angeles, Zax takes his keen
eye for color, composition,
and interplay of images and
the ideas that bring the
viewer in to experience the
art themselves. The 3-D
polymorph work allows art
to change as one moves
around the artwork, from
one angle to the next. Each
piece comes to life and
changes based on the perspective of which it is viewed.
Another line in the artist’s
work is a collection of tributes
in homage to contemporary
artists who influenced him in
his love for art. Especially in
these pandemic times, collectors have been seeking
out artwork that speaks to
them personally. “It makes

“StormTrooper” is a handpainted acrylic sculpture
measuring 8 by 18 by 3
inches, retailing for $2,500

ings both in home improvement and décor. Additionally,

“Hollywood Exit” is a framed hand-painted metal street
sign measuring 40 by 30 inches, retailing for $2,950.

total sense that with people
spending more time at

with mortgages being at exceptionally low rates, more

homes are being sold creating a need for more décor.
We also find that more internet sales are happening due
to people being at home
next to their computer and
ordering online or participating in online art auctions.”
The polymorph and cultural object collections have
proven to be a stand-out for
Bittan Fine Art. “The work is
fresh and unrestrained and
most importantly very versatile, including a wide range
of media,” Mr. Bittan says.
“His polymorphs, bring together more than one dimension into the same work
of art. His collection of cultural objects mixes nostalgia
with postmodernism. A vintage typewriter, a gramophone, or an antique phone
come back to life with an
exuberant splash of color.
Electric guitars rock and roll
with a swiveling of bright
colors and street signs become a canvas for courageous and decorative street
art designs.”
Zax’s work has been an
evolution of taking objects
and iconography that means
something to him and adding
a different perspective as a
way to bring them to life. “I
started by doing polymorphs
as I was always fascinated
by the idea of having an
image morph into something
different based on your percontinued on page 24
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NEW ART
Always and Forever

Running Free

Ford Smith Fine Art, Roswell, GA, presents “Always and
Forever” by Ford Smith as an acrylic on canvas measuring
48 by 36 inches and retailing for $11,500. For more information, call (678) 908-1989 or visit the company’s website
located at: www.fordsmithfineart.com.

David Beavis Fine Art, Park City, UT, presents “Running Free”
by David Beavis, a giclée on canvas and face-mounted
acrylic in a total edition of 250. Canvas measures from 40
by 26 inches to 90 by 60 inches, and acrylic measures
from 40 by 26 inches to 70 by 46 inches. Retail prices
available upon request. Call (435) 602-1123 or visit the
website located at: www.davidbeavisfineart.com.

ART WORLD NEWS
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ARTIST INSPIRATIONS
E.M. ZAX
continued from page 22

spective or the angle you
view it from,” Zax says. “In
life, every experience is processed based on attitude
and perspective. Over time
my interest grew into mixing
art and technology: Neon
lights, LED illumination, and
infinite mirrors to take the
viewer on a journey to discover more than what meets
the eye at first impression.”
This experimentation has
introduced new mediums
to his collections. “Recently,
I have been experimenting
with cultural objects, vintage
or current, as well as, street
signs and icons and bringing
them to life with color, graf-

PAGE 24

fiti, and message stencils. In
truth, I like the freedom of
‘anything goes’ either as the

Being open to going
where the art and inspiration
takes him, has allowed Zax
to become
an innovator.
“I have been
drawn to art
in general
since a very
young age,
always experimenting
with
new
ideas and not
being cornered into
one style,”
he says. “I
started to
sell my work
“Typewriter” is a vintage hand-painted typewriter measuring 12 by 14 by 9 inches ($2,950). a number of
years ago
base, colors, and theme of and the response has been
my paintings.”
so encouraging that it gives

me the motivation to keep
coming up with new ideas.
Each new work is an adventure of discovery. The art
comes gradually to life and is
a work in progress from
start to finish.”
His inspiration arises from
many different places.
“Everything around me is
like a canvas to paint on. I
am very fond of vintage objects bringing them into the
present through an exciting
palette of colors. I love
bringing together commonplace objects and ideas with
a fun surprising celebration
of color.” E.M. Zax’s artwork
retails from $1,000 to
$20,000. For more details,
call (866) 219-9161 or go to:
www.bittanfineart.com.
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COLOR TRENDS
GETTING THE MOST OUT OF COLOR TRENDS
By Anita Petersen
Each fall it begins. Paint
companies, trend forecasters, style influencers, and
Pantone announce their
color predictions for the next
year. I’m not going to lie. It’s
exciting. Here at Wild Apple
we get starry-eyed and
giddy and most importantly
inspired.

hours in the same spaces,
looking at the same walls.
Many of us felt it was time
for a change, or at a minimum, an update.
In fact, pandemics have
been responsible for design
trends in the past. According
to Forbes magazine, the design of the modern bathroom is in part, due to the

One of the best things
about color trends is that
you can easily add them to
the home with art. No need
to paint entire rooms, or
swap out every piece of furniture. By adding in art and
a few accessories, a room’s
vibe and color story can
change. It suddenly feels refreshed and new. That’s the
power of art.

But are color trends important? Do they impact
what artists create and what
galleries should carry? Are
your customers looking for
the latest color trends? Do
you need to add them to
your mix? The answer is yes
and some no. Not a great
answer? Let me explain.
There is no doubt that
trends influence what customers are looking for. Color
and design trends fill our
Social Media feeds, magazines, and favorite home
décor
and
renovation
shows. We are constantly
seeing what our favorite designers are gushing over and
they make it look oh so
good. But the question we
ask is, will it translate into
every home?
This past year, we’ve
seen a rush on art and
décor. Covid-19 had us
spending more time than
ever at home and that meant
many of us, including myself,
spent time analyzing our
surroundings. In an instant,
we were suddenly spending
PAGE 26

“Abstract Rose” by Danhui Nai is a print-on-demand
available in sizes from 8 by 6 inches to 48 by 36 inches.

cholera outbreak in London
in the mid- to late-19th century. Prior to the outbreak,
bathrooms had been opulent
spaces that included lush
carpet and drapes. Public
health became increasingly
important and so, the textilebased design was replaced
with smooth, easy-to-clean
surfaces like tile. And to be
honest, can any of you imagine living with carpet in your
bathroom?

Implementing
Color Trends
Into The Mix
At Wild Apple, we pay
particular attention to color
trends and we actively work
with our artists to bring
these palettes into our
collections. Sometimes we
create pieces that have a
slight touch of color and
other times, we embrace it

and fill the canvas.
We know from research,
data analysis, and from
talking with customers
that color predictions, fashion and Pop culture do
affect what a percentage
of people and groups are
buying.
Here are some stats. A
2015 survey from the
Color Marketing Group
found that 85% of customers said that color
does affect their purchasing
decisions. In 2016, Pantone
picked Rose Quartz as
one of its two colors that
year. Shortly after, millennial
pink became all the rage
and continued to evolve
and skyrocket into the
home as rose gold and
pale coral.
At the end of the day, it
has to be about balance.
Not everyone follows trends
so closely and people can
have strong reactions to
color. Just ask my husband
what he thought when I
suggested painting our
entire bathroom bright
coral. We both refuse to
acknowledge that conversation ever happened to
this day and our bathroom
remains grey, black, and
white.
Ideally, when selling art
and décor in your stores and
continued on page 27
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COLOR TRENDS
continued from page 26

cated color palette was just
what we needed.

galleries you want to have
a mix of what’s trending
combined with good, solid,
easy-to-live-with color and
style options that appeal
to customers in your area.
Most importantly, you want
to be a color expert—
knowledgeable about what
is trending, what role
color plays in the home,
and how art can be the
ultimate design option to
take a room from good to
“OH MY!”

Yellow has often been the
color of hope and grey the
perfect, calming neutral.
Combined they create a
vibrant yet soft color story.
Our artists are happily incor-

We would never recommend focusing solely on a
few popular color trends.
Your customers are varied
and unique. They don’t all
love the same thing. Make
sure your mix is based on
knowing your customers
and your target market. If
you don’t already, involve
your customers in research,
survey them via e-mail and
Social Media to gauge their
interest and create and
share content that inspires
them to follow and trust your
expertise.

Often associated
with
wellness and nature, green
will take on
new meaning in 2021.
From bold
“A Bunch of Flowers I” by Farida Zaman is
available as print-on-demand in sizes ranging hunter green
to
leafy
from 6 by 6 inches to 54 by 54 inches.
greens and
porating these fresh hues shades verging on aqua,
into florals, abstracts, and green color stories will bring
landscapes
that will add
a bright pop
of color into
any space.

2021 Color
Predictions
Love them or hate them,
here are three major color
stories that will impact art
and décor in 2021. Pantone’s Colors of the Year
are Ultimate Grey and
Illuminating, a yellow. When
Pantone announced yellow
and grey as their color
combo for 2021 you could
have heard “I told you so”
from my office no matter
where you are in the world.
We were thrilled. After a
challenging year, especially
for artists and retailers,
seeing a bright yet sophistiART WORLD NEWS

and we love it. Color has the
power to energize and fuel
creativity which can be helpful when so many of us are
stuck in the same routine
and in the same spaces.
Look for bold, striking abstracts, florals, and typography to add bright color
elements
and inspiration
to
spaces big
and small.

Go for
Green

Be
Bold
No time
like
the
present to
embrace
color. If you
spend any
time on Social Media
or endlessly “Calm Waters” by Jeanette Vertentes is
b i n g i n g available as print-on-demand in sizes from
home décor 6 by 6 inches to 54 by 54 inches.
shows, you
know that bold design, pops a sense of calm and peaceof color, dark walls, and wall- fulness to our homes. Inpaper are having a moment, creasingly, we are seeing

our personal spaces as
places where we need to
recharge and reconnect
and these shades promote
calmness and relaxation.
They also pair extremely
well with natural elements
like cotton, light wood, wool,
and neutral ceramics which
are all trending in home
décor.
Look for coastal-inspired
and landscape collections to
bring this look home along
with florals, plant-inspired
and tropical collections.
Staying on top of design
and color trends can be
overwhelming. Keep it simple. Follow a handful of
key influencers, industry experts, artists, and designers
to keep abreast of what’s
trending and what’s shifting
in the home.

Anita Petersen is the
Director of Marketing for
Vermont-based Wild Apple
Graphics. For 20 years she
has worked in home décor,
art publishing and licensing,
creating content, sharing
ideas, and designing campaigns to encourage people
to #buyart. For 31 years,
Wild Apple has worked with
artists creating on-trend,
traditional, and style-forward
art, design, and patterns for
wall and home décor collections worldwide. Wild Apple
offers a wide variety of
market-current themes and
styles, and their sales team
works with each customer
to ensure the art their customers need is the art they
get. Their art collections
are available as Print-on-Demand in a variety of papers
and sizes. For more details,
call Wild Apple, Woodstock,
VT, at (800) 756-8359, or
visit: www.wildapple.com.
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RETAIL STRATEGIES
SMALL CHANGES REVITALIZE A FRAMESHOP
With the New Year here,
now is a great time to think
about how you can revitalize
your store. Proper organization is crucial for frameshops, and refreshing your
space can lead to a boost in
profits. To help, Tru Vue created a list of tips that can get
you started on creating an
even more welcoming and
shopper-friendly space for
your customers in 2021.

of your shop showcase what
you do? If there is too much
going on visually, move
some things out of the
space and/or reorganize it
so that customers may
focus on what they want to
see most—your great work.
One suggestion home
decorators give homeowners is to move around the
artwork on the wall. This is
an effective strategy for

Reduce, Recycle
As mentioned, clearing
out clutter is critical to keeping your shop looking its
best, and sometimes that
means getting rid of things.
It’s a challenge to let go of
materials when there is a
possibility of reuse, but in reality, you will likely end up
with remnants that would be
difficult to use in another
project.

Cleaning
This sounds simple and
obvious, but a buildup of
dust and cobwebs is hard to
detect over time. Yet, customers will notice them as
soon as they walk in the
door. The good news is that
this is one of the tasks that
offers the most “bang for
your buck” (and it’s virtually
free). Get into the corners of
your store and make sure
everything looks fresh and
shiny. Make a daily, weekly,
and monthly/seasonal cleaning to-do list to keep you and
your employees on track.

Keeping your displays updated
is one of the best ways to boost
your visual appeal... and it helps
customers better understand your
capabilities and the possibilities
that exist for their own pieces.

Reorganizing &
Rearranging

keeping your shop looking
fresh and updated. Though
custom framing isn’t something people visit a store
regularly to purchase, any
customer working with you
is visiting the shop at least
twice—once to drop off their
piece and again to pick it up.

Take a step back, look
around your store, and consider how crowded or cluttered your space is. Customers like to see your work,
but they don’t need to see
boxes of scraps or projects-inwaiting propped up against
walls. Does the arrangement

Meg Glasgow, owner of
Finer Frames, a consultant
offering online training programs, and author recommends that your displays
change frequently enough
that customers will see
something new each time
they come in.
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There are several options
for determining what stays,
what goes, and where it
goes when it comes to framing materials. Ken Baur,
president of KB Consulting,
a company dedicated to
helping small businesses become more profitable, as
well as, an owner and operator of Framing Concepts
Galleries, suggests a visual
display in the workroom to
indicate the minimum size
for keeping materials. Ms.
Glasgow identified ways in
which leftover molding could
be used to enhance decorative planters in front of the

store. Clearing out clutter is
critical to keeping your shop
looking its best, and sometimes that means getting rid of
things.
Fourth Corner Frames
owner, Sheri Wright, points
out the importance of recycling in her community, which
every local business owner
should be sensitive to. Do a
little research to determine if
there are any schools, art
and woodworking studios, or
local theater companies,
etc., that might be interested
in receiving a regular supply
of materials for reuse.

Update Displays
With all the demands of
owning and running a shop,
it’s easy to put up displays
and just forget about them.
But keeping your displays
updated is one of the best
ways to boost your visual
appeal. In addition, it helps
customers better understand your capabilities and
the possibilities that exist for
their own pieces. It’s a winwin-win, and something simple to do.

Pull Out and
Display New
Samples
Opening up that package
of new samples is like being
a kid in a candy store—until
continued on page 29
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RETAIL STRATEGIES
continued from page 28

you have to find a place
for them. This is another
excellent opportunity for
rotating stock on displays.
Work new samples in with
old favorites or set up a
place to feature new samples
on a regular basis. If space
is an issue, pick a limited
number and create a “Featured New Product” section
where you change samples
frequently.

customer through a project,
but these things—along
with scraps, paperwork, coffee cups, and other items
—tend to accumulate on
empty surfaces.

Creating this space will not
only keep people safe from
germs, but also instill a
peace-of-mind in them that
your business takes their
health seriously.

You need to have another
dedicated space. A space
close enough to grab the
items if needed, but out of
the focus zone when you
are visually showing customers options for their
pieces.

Decorative Touch

Maintaining
Create a
Covid-19
Dedicated Space Guidelines
for Consultations
With Covid-19 guidelines
If there is any spot in your
store that needs to be clean
and clutter-free, it’s the area
you use for customer consultations. You want to have
samples and brochures
handy when walking a

ART WORLD NEWS

in mind, retail establishments will need to have an
area for customers to sanitize their hands upon entering the shop. This may go
on for a while, even after
everyone is vaccinated.

Beyond display walls and
samples, think about other
ways you can enhance the
look of your space and make
it more welcoming.
Natural additions include
hanging a wreath on the
door, keeping a vase of
fresh flowers near the register, tucking a potted plant
into a corner, or even stocking a large clear dish with
colorful candies—anything
that adds a hint of visual
interest.

Looking Ahead
One tool that consultants

Mr. Baur and Ms. Glasgow
recommend for many tasks
—including the basics of
keeping a store looking
its best—is a calendar.
Invest a small amount of
time in mapping out when
you should do things like
deeper cleaning and decluttering, rotating displays,
putting out new samples,
handling donations of materials, and recycling. Sticking
to this schedule will make
this aspect of maintaining a
fresh look for your store
simple and effective. In a
post-pandemic world, people will appreciate the cleanliness of a store, with less
clutter and more of a focus
on a safe retail environment
for them to feel relaxed.
Telephone Tru Vue, located
in McCook, IL, at (800) 6218339 or visit the company’s
website located at: www.
tru-vue.com.
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WHAT’S HOT IN OPEN EDITIONS
Black and Blue
Studio EL, Emeryville, CA,
debuts Michelle Wermuth’s
“Black and Blue,” available
as a giclée on paper and
canvas, as well as clear acrylic,
brushed aluminum, Baltic
birchwood, and glossy laminate on acrylic in various sizes.
Price available upon request.
For further information, phone (800) 228-0928 or go to: www.studioel.com.

Let’s Keep It Simple
“Let’s Keep It Simple” by Marla Rae
measures 12 by 12 inches and retails
for $12. For more details, call Penny
Lane Publishing, New Carlisle, Ohio,
at (800) 273-5263 or visit the website: www.pennylanepublishing.com.

Tree Toppers IV
“Tree Toppers IV” by Grace Popp
is a giclée measuring 16 by 20 inches
and retailing for $40. The image is
one of a set of four. Call World
Art Group in Richmond, VA, at (804)
213-0600 for more information, or
visit: www.theworldartgroup.com.

Here are the
best selling prints
from some of the
leading open edition
publishers.
Blue Buzz II
“Blue Buzz II”
by
Natasha
Barnes is a
c a n v a s ,
stretched and
framed, open
edition measuring 24 by 36
inches. The
retail price is
$291.20. Call
Canadian Art
Prints
and
Winn Devon
Art
Group
Inc., Richmond, BC, Canada, at (800) 6631166, or visit: www.capandwinndevon.com.

No Alcohol Beyond This Point II

Lush
“Lush” by Liz Jardine is an open edition on semi-matte paper, measuring
36 by 36 inches and retailing for $60.
For further information, call Third &
Wall Art Group, located in Seattle, at
(877) 326-3925 or visit the company’s
website at: www.thirdandwall.com.
PAGE 30

“No Alcohol Beyond This Point II” by
Ronald West measures 36 by 24 inches
and retails for $52 as a giclée on standard
paper. Available to resize and print on standard paper, cotton rag paper, canvas,
acrylic, metal, and wood. Call Image Conscious, San Francisco, at (800) 532-2333,
or go to: www.imageconscious.com.
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Cottage Grown
“Cottage Grown” by Sally Swatland measures 36 by 24 inches
and retails for $35. For further
information, telephone Galaxy of
Graphics in East Rutherford, NJ,
at (888) 464-7500 or go to
the website located at: www.
galaxyofgraphics.com.

Serenity Palms

Garden Blooms I
Blue Crop
“Garden Blooms I Blue Crop” by
Danhui Nai is available as print-ondemand on canvas, fine art paper,
and poster paper. Retail prices range
from $20 to $75. Call Wild Apple in
Woodstock, VT, at (800) 756-8359,
or go to: www.wildapple.com.

Vivid Moment II
“Vivid Moment II” by PI Gallerie is available
in any size and printed on paper and canvas.
A 24 by 30-inch image retails for $60 on paper.
For further information, telephone PI Creative Art,
Toronto, at (800) 363-2787 or go to the company’s website located at: www.picreativeart.com.

2020 College Football National Champions
–Alabama Crimson Tide
“2020 College
Football
National Champions–Alabama
Crimson Tide”
by Christopher
Gjevre has an
image that measures 40 by 13 1/2 inches ($40). Call Blakeway Worldwide
Panoramas Inc., Minnetonka, MN, for further information at (800) 334-7266
or visit the company’s website located at: www.panoramas.com.
ART WORLD NEWS

Here are the
best selling prints
from some of the
leading open edition
publishers.

“Serenity
Palms” by
Shelby Dillon measures 24 by
36 inches
and retails
for
$30.
Phone SunD a n c e
Graphics,
located in
Orlando,
FL, at (800)
617-5532 for further information, or visit
the company’s website located at: www.
sdgraphics.com.

Farmhouse Blue Blush II
“Farmhouse
Blue Blush II”
by
Marcy
Chapman
measures 22
by 28 inches
and retails for
$25. Phone
Roaring
Brook Art,
Elmsford, NY,
at (888) 7799055 for further information, or visit the company’s
website located at: www.roaringbrookart.com.
PAGE 31

JAN21-OE_Layout 1 1/27/21 1:10 PM Page 1

OPEN EDITION PRINTS
SunDance
Graphics
“Be Strong”
by Krinlox
Image Size:
24” x 24”
$25

800.617.5532

9564 Delegates Dr., Building B, Orlando, FL 32837

www.sdgraphics.com

www.sundancegraphics.com

Editions
Limited

“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.

800.228.0928

www.editionslimited.com
E-MAIL: customerservice@editionslimited.com

4090 Halleck Street, Emeryville, CA 94608

Sagebrush
Fine Art Inc.

“Trust the Journey”
by
Katie Doucette
Image Size:
16” x 20”
$22

800.643.7243
PAGE 32

5165 South 900 East,
Murray, UT 84117

www.sagebrushfineart.com

Image
Conscious
“Golden”
by
Marta Wiley

Image Size: 35” x 45”
$92 giclée on paper

Image is available to resize
and print on standard paper,
cotton rag paper, canvas,
acrylic, metal, and wood.

800.532.2333

www.imageconscious.com

Image
Conscious

“Farmland”
by Suzanne Nicoll
Image Size: 24 ” x 36”
$52 giclée on paper

Image is available to resize
and print on standard paper,
cotton rag paper, canvas, acrylic,
metal, and wood.

800.532.2333

www.imageconscious.com

Haddad’s
Fine Arts Inc.

“Repose”
by E. Jarvis
Image Size: 26” x 26”
Also available as
a custom size giclée.
800.942.3323
Fax: 714.996.4153

www.haddadsfinearts.com

E-MAIL: cfskeen@haddadsfinearts.com
3855 E. Mira Loma Ave., Anaheim, CA 92806
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CLASSIFIEDS

To learn more about affordable
advertising rates in Art World News
call John Haffey at 203.854.8566
or e-mail: jwhaffey@aol.com.

Classified
Advertising
Works
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PHONE
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PHONE
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888 Manufacturing Corporation ..........................................23

MAC Art ........................................................................2, 3

www.888mfgcorp.com

www.macfineart.com

888.338.3318

American Fine Art Inc. ............................................19, 20, 21
www.warhol.me

480.990.1200

Bittan Fine Art Inc. ..............................................................4
www.bittanfineart.com

866.219.9161

David Beavis Fine Art ..........................................................7
www.davidbeavisfineart.com

954.990.5420

Mark Shapiro Fine Art ........................................................11
www.markshapirofineart.com

203.257.5881

Marta G. Wiley Studios......................................................17
www.martawiley.com

480.861.4709

Max Art Productions LLC ....................................................33
www.maxartpro.com

702.478.3305

435.602.1123

Park West Gallery ..............................................................24
Editions Limited..................................................................32
www.editionslimited.com

www.parkwestgallery.com

800.521.9654

800.228.0928

Pease Pedestals ................................................................29
Frame Destination ..............................................................33
www.framedestination.com/gp

972.479.1188

www.peasepedestals.com

847.901.4440

POD Exchange ....................................................................6

Framerica ....................................................................1, 36

www.podexchange.com

www.framerica.com

Sagebrush Fine Art ............................................................32

800.372.6422

Framers Only ....................................................................25

www.sagebrushfineart.com

888.406.2858

800.643.7243

SunDance Graphics ..........................................................32

www.websites4framers.com

www.sundancegraphics.com

800.617.5532

FramingEngine.com............................................................25
www.framingengine.com

877.932.2329

Ten Plus Inc. ......................................................................13
www.tenplusframes.com

888.944.8899

Gallery Fuel ......................................................................25
Tru Vue Inc. ......................................................................18

www.galleryfuel.com

www.tru-vue.com

Haddad’s Fine Arts Inc. ......................................................32
www.haddadsfinearts.com

800.942.3323

Image Conscious ..............................................................32
www.imageconscious.com

800.532.2333

800.621.8339

Wall Moulding ....................................................................9
www.wallmoulding.com

800.880.9315

Westport River Gallery ......................................................15
www.westportrivergallery.com

203.226.6934

Lifesaver Software ..............................................................25

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

www.lsscloud.com

www.wildapple.com

800.381.0600

800.756.8359
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