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THE INDEPENDENT NEWS SOURCE
CRESCENT ACQUIRES
NIELSEN BAINBRIDGE
Crescent Cardboard Company has acquired the U.S.
businesses of Nielsen Bainbridge from NBG Home and
will now have combined advanced scientific research
and innovative design to
create products used by
custom framers and museums worldwide. Page 16.

FOCUS ON TECHNOLOGY:
HOW TO UPGRADE
ONLINE SALES AND
MARKETING
Industry expert Katherine
Hébert discusses how art
galleries and custom
frameshops can refine and
enhance the digital experience for their customers to
discover and buy art and
framing services. Telling a
story about the brand’s
business is key. Page 26.

PENNY LANE EXPANDS
ARTIST ROSTER
Penny Lane Fine Art &
Licensing has signed three
new artists recently adding
diverse collections and
helping to keep them on the
cutting edges of the latest
trends. The three newest
additions are Angela Bawden, Kamdon, and Sophie
6. Go to page 18.

VICKY ANDRIOTIS’
EVER-EVOLVING ART
Gallery owner Ken Warren
introduces the multimedia
work of artist Vicky Andriotis featuring items such as
a myriad of musical instruments customized with her
different paint techniques.
Go to page 24.

Exclusive Collections Galleries is located in Solana Beach, CA.

CELEBRITY ARTISTS ATTRACT
SALES & GALLERY EXPOSURE
Fine art galleries are finding that representing the work of
celebrity artists offers a unique opportunity to bring in new
and loyal collectors, while also helping to boost a gallery’s
ability to attract more media coverage. The attention put on
these people is, oftentimes, a great way to expand the
gallery’s reach and bring in a whole new clientele. In 2021,
having a well-known name attached to products and/or companies still seems to hold a kitchenware collection by
lot of caché when it comes Chrissy Teigen, or a line of
to swaying consumers to CBD products by Martha
buy. Whether it’s a curated Stewart; a well-known name
collection of products or can go a long way and leave
services like Gwyneth Pal- an imprint on consumers’
trow’s Goop, a clothing line minds. Ruth-Ann Thorn, owner
continued on page 10
like Ivy Park by Beyoncé, a
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Web addresses
throughout the issue.

QUOTE OF THE MONTH:
“Our events are always
promoted well. And yes, it is
easier when the artist is
well-known and admired.”
Kim Miller, page 14
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Celebrity Artists
Attract More Sales

Crescent Acquires
Nielsen Bainbridge

Penny Lane Expands
Artist Roster

Fine art galleries are finding
that representing the work of
celebrity artists—musicians,
actors, Pop culture figures,
etc.—offers a unique opportunity to bring in new and loyal
collectors and exposure.

Crescent Cardboard Company has acquired the U.S.
businesses of Nielsen Bainbridge from NBG Home and
will now have combined scientific research and design
to create products.

Penny Lane Fine Art &
Licensing has signed three
new artists recently, adding
more diverse collections and
helping to keep them on the
cutting edge of the latest industry trends.
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Vicky Andriotis’
Ever-Evolving Art

How To Upgrade
Online Sales

What’s Hot in
Open Editions

Gallery owner Ken Warren
introduces the multimedia
work of artist Vicky Andriotis
featuring items such as a
myriad of musical instruments customized with her
different paint techniques.

Industry expert Katherine
Hébert discusses how art
galleries and frameshops
can refine and enhance the
digital experience for their
customers to discover and
buy art and framing services.

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 24

Page 26

Page 30

OPEN EDITION PRINTS
Page 32

CLASSIFIEDS
Page 33

AD INDEX
Page 34

Shown is “ Spring Thaw”
by Stacie Seuberling,
an oil and pencil
measuring 40 by 30 inches
and a winner from the
ACA Awards. Go to page
10 for more details.
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IN OUR OPINION
HOW TO HIT A
CURVE BALL
erhaps the only good
thing about the Biblically bad weather snaring most of the country was
it’s ability to provide a new
storyline for the mass media.
Eventhough it may have been
a bad reason for many, the
weather diverted our focus
from politics, Covid-19, and
such.

P

Now, as the sun is brightening and thoughts of Spring
dance in the minds of many
art gallery and frameshop
owners, we are greeted with
the prospect that Covid-19,
too, might be melting across
the country. Chalk it up to a
proactive roll out of vaccinations, herd immunity, or just
luck; the corresponding relaxation of standards and
overall improvement of
health is really good news.
But it poses the question of
how clients will react to this
liberation and how, more importantly, can galleries and
frameshops prosper from it.

More than likely, the use
of technology got you this far
through the weight of the
pandemic. So, the sense of
optimism should not yield a
reduction in its use. Rather,
recognize it as a tool that has
been working. The challenge
is to redeploy it in a way that
redirects the flow of consumers into the range of art
galleries and frameshops’'
greatest core competency,
—the in-shop experience.
Somewhat muted in the
fray of virtual this or that to
captivate clients attention
during the pandemic, frameshops and galleries have to
renew focus to sharing their
greatest strength—the creation of exceptional retail experiences. It’s a two part
process, first getting folks
through the door, then delighting them in a safe, surprising and lasting way. Each
client needs to be re-engaged. The approach should
reflect the unique style and
feel that helped clients love
you in the first place.

John Haffey
Publisher

A RT W ORLD N EWS
Editor in Chief
Editor Emeritus
Production Manager

Columnists

Koleen Kaffan
kkaffan@optonline.net
Sarah Seamark
Sue Bonaventura

Todd Bingham
mo@tbfa.com
Barney Davey
barney@barneydavey.com
Joshua Kaufman
jjkaufman@venable.com

Co ntributing Writers

Vanessa Arvid
Katherine Hébert
Richard Houser
Anita Petersen
Cristi Smith

Publisher

John Haffey
jwhaffey@aol.com

Information Technologist

Joe Gardella

Editorial Advisory Board
Phillip Gevik, Gallery Phillip, Toronto, Canada
Steven Hartman, The Contessa Gallery, Cleveland, OH
Jeff Jaffe, POP International Galleries, New York
Heidi Leigh, AFA, Belcastel, France
Ruth-Ann Thorn, Exclusive Collections,
Cedros Design Center, Solana Beach, CA

ADVERTISING SALES INFORMATION
U.S. & International
John Haffey, Publisher
Phone (203) 854-8566
Fax (203) 900-0225
jwhaffey@aol.com
Art World News (Volume XXVI, Number 2) ISSN 1525 1772 is published 10 times a year
by Wellspring Communications, Inc.: P.O. Box 129, Rowayton, CT 06853.
Phone (203) 854-8566 • Fax (203) 900-0225; To order additional copies or back issues
e-mail: jwhaffey@aol.com or fax to (203) 900-0225. Please indicate which month and year
you are requesting. Single copy price is $10.00.
All rights reserved. No part of this publication may be reproduced or transmitted in any form or
by any means, electronic or mechanical, including photography, recording, or any information
storage and retrieval system, without permission, in writing, from the publisher.

PAGE 6

ART WORLD NEWS

FullPageAdTemplate_Layout 1 12/28/20 2:56 PM Page 1

FEB21-A_P_Layout 1 3/2/21 10:41 AM Page 1

ARTISTS & PUBLISHERS
Wild Apple Signs Pamela Munger

R. Michelson Celebrates Black Artists

Wild Apple, located
in Woodstock, VT,
has signed artist
Pamela Munger and
debuts her collection as print-on-demand open editions,
as well as licensed
products. “Adding
new artists to our
collections is always
a big thrill,” says coowner John Chester.
“Munger’s creativity, artistic talent,
and on-trend collections are already
catching the attention of our customers around the Pamela Munger’s “Iceland Poppies,”
world.” Retail prices available as print-on-demand.
range from $20 to
$78. Munger uses brushes and palette knives with acrylic
paint. Call (802) 457-3003 or visit: www.wildapple.com.

R. Michelson Galleries in
Northampton, MA, is celebrating Black History
Month by featuring The
Charleston Series by
watercolorist Earl Bradley
Lewis and, as part of
its Pioneering Heroes
program, the paintings
of Richard Yarde. Lewis
has become one of
the great contemporary
American watercolorists,
best known for his honest
and sensitive portraits of
African-Americans. Yarde
has spent his career documenting African American historical and cultural Earl Bradley Lewis’ “Broken
icons, such as Madam Flower” measures 28 by 40 inches.
C.J. Walker the entrepreneur and philanthropist. For further information, phone
(413) 586-3964 or visit: www.rmichelson.com.

DeJardin’s Work Explores Covid-19
Artist Devon
DeJardin, a
Los Angeles-based
multimedia
artist, explores the
global pandemic and
the “self” in
a new show
“Devon De- Artist Devon DeJardin is shown in his CaliforJ a r d i n : nia studio working on his new collection.
Umgestalter
(Shifter of Shapes)” held at DENK Gallery, Los Angeles.
His second solo exhibition features a new body of abstracted work reflecting the current era of pandemicrelated strife, and encapsulates the uncertainty faced by
all of us. For more details on DeJardins’ work, visit: www.
devondejardin.com. For more details from DENK Gallery,
call (213) 935-8331 or go to: www.denkgallery.com.
PAGE 8

Wyland Paints Olympic Surfboards
Artist Wyland and
The Wyland Foundation are supporting the USA Surfing
team at the Tokyo
Olympics to be held
this year through
fundraising
merchandise and surfboards painted by
the artist. Wyland
Foundation.org, a
501c3 non-profit organization,
was
started in 1993 to
garner the support Shown is artist Wyland, right, and
of mayors and cities Carissa Moore, a 4-time surfing world
nationwide to urge champion and member of the U.S.
its constituents to Team for the Tokyo Olympic games.
consider their environmental impact. Call Wyland Worldwide, Rancho Santa Margarita, CA, at (800) WYLAND-1 or visit: www.wyland.com.
ART WORLD NEWS
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ACA EXHIBITION AND
AWARDS CELEBRATES
THE INDUSTRIES BEST

CELEBRITY ARTISTS ATTRACT SALES
continued from page 1
of Exclusive Collections
Galleries in Solana Beach,
CA, says that one perk is
a broader access to the
celebrity’s well-established
and loyal fan base. “The more
famous a person is, the more
people will turn out at your
show,” she says. “The
big question is will it convert to sales?”

CINCINNATI—The 2020 Art
Comes Alive (ACA) awards
show and opening was a little
different than previous years
having taken place during the
coronavirus pandemic so organizers decided to present a
smaller and Covid-19 safe
award ceremony and a virtual
tour of all of the artwork. The
show is sponsored by ADC
Fine Art and is an international, juried fine-art competition and exhibit that awards
the best emerging and professional artists. “In the middle of
a global pandemic, we were
able to celebrate artists and
their love and passion for
their craft in ways that many
didn't think possible,” says
Litsa Spanos, owner and
president of ADC Fine Art.
“We've been doing this for 11
years, but somehow this year
we felt a bit more inspired,
emotional, and necessary.”
All of the ACA Award winners
and their work can be viewed
online by taking the Virtual
Tour at: www.adcfineart.com.
More than $350,000 in
awards will be given and the
virtual exhibition will run until
March 13, 2021. Shown is
Amber Favre‘s Art Design’s
Consultants Gallery Contact
Award-winning submission.
For more details, phone (513)
723-1222 or visit the website
at: www.adcfineart.com.
PAGE 10

“We made an exception
for Chad Smith because of
the impact that he’s had on
the world with his music and
activism. He has a passion for
the arts and it is seen through
his paintings.” Smith is the
drummer for the Red Hot Chili
Peppers, has sold more than

Take that name into a
fine art gallery setting
and you have an opportunity to attract a new
audience that is receptive to what your gallery
has to offer beyond that
celebrity’s work. These
days, there is no shortage of celebrity artists
making waves and getting attention, including
Lucy Liu, John Waters, Artist Chad Smith, left, and gallery
Miley Cyrus, Bob Dylan, owner Ruth-Ann Thorn are shown
Joni Mitchell, Jim Carrey, at Exclusive Collections Galleries.
Rosie O’Donnell, Jemima
Kirke, Swizz Beats, and Paul 80 million albums, and has
McCartney, just to name a been inducted into the Rock
few. With each name brings and Roll Hall of Fame. His
a unique, built-in audience that may have
been following their careers for many years.
Some of these fans are
people that may have
never stepped foot into
a gallery before but are
now inclined to do so
to experience and purchase artwork by their
favorite actress or musician.

Ms. Thorn has found that
her community also cares
and will come out to support
a good cause. “We were
amazed at the turnout at the
show that we had for Chad
Smith the first time that we
presented his work. We had
about 3,000 people attend in
two days,” she says. “What
was really impressive is the
reaction to the artwork.
Everyone wanted to meet
Chad Smith the musician but
they were equally as excited
to meet Chad Smith the fine
artist. It opened up a whole
new client base to us.”
And these new clients are
receptive to any news around
the celebrity which opens the
door for new conversations.
“Anytime you can reach out
to fans of someone famous
for something other than art,
the question arises if there
will be a crossover converting to sales. I think it depends
on how good the artist is. In
Smith’s case, he is really good
at both art and music so it was
very well received.”

The world of media
coverage for these artists
also expands as more
local, national, and even
international outlets want
to cover events held at
galleries. “We garnered
quite a bit of PR for the
Smith show,” Ms. Thorn
says. “That was a big
bonus! We felt that if
nothing else, we would
Ms. Thorn says that Artist Bernie Taupin, left, is shown with bring more exposure to
carrying the work of gallery owner Brian Liss at Liss Gallery. the gallery. Luckily for us
artists that also use
it also resulted in a proftheir platform for good, has artwork is represented by itable show. Anyone in the
been a contributing factor Road Show Company and entertainment business has
into why she chose to fea- recently, a part of the pro- to be good with the public. I
ture the work of musician ceeds of his work will be do- think it is to our advantage
Chad Smith. “We have re- nated to FeedingAmerica. to have someone who has
ally tried to steer clear of Org to help provide food for great showmanship whether
presenting celebrity artists’ those suffering food insecucontinue on page 12
work until now,” she says.
rity during the pandemic.
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JAMALI GALLERY HIRES
NEW GALLERY DIRECTOR
FOR WINTER PARK, FL

WINTER PARK, FL—Jamali
Gallery has named Loren
Berry as its gallery director
for its Winter Park location,
where the artist’s main studios are located. The artist
also has a gallery located in
SoHo, New York City (West
Broadway between Spring
and Prince Streets), where
the artist had worked for more
than 40 years, as well as a
Fort Lauderdale location. Jamali Gallery features original
paintings, limited editions,
and sculpture by Jamali and
Karen Salicath Jamali. Berry
attended Rollins College in
Winter Park and received her
BA in art history, as well as,
minors in Classical Studies
and Archaeology. She also
attended Cambridge University in England for an intensive summer program
studying Art Restoration, and
The American University in
Rome to study Archaeology.
Jamali’s artwork is creating
his unique techniques of
fresco tempera, pigmentation
on cork, and dispersions,
oil using processes of nature.
Shown above is “Cat. 18396”
measuring 48 by 48 inches.
For further information, call
the Winter Park location at
(407) 629-6308 or visit the
website at: www.jamali.com.
PAGE 12

CELEBRITY ARTISTS
continued from page 10

process of vetting prospective clients more carefully.

they’re famous or not. I also
believe the most important
aspect of this whole idea of
bringing in a celebrity artist
is whether or not their art is
any good. People might show
up but they only buy if they really like what they see.”

Mr. Liss’ gallery also features the paintings of Rolling
Stones guitarist Ronnie
Wood who he describes as,
“at heart is a very shy and
sweet man.” Another aspect appealing to fans is the
unique perspective the artist
can give using their art. A recent show of Woods’ rockthemed work was advertised
as a behind-the-scenes look
at the “brilliant and bruised

Brian Liss, owner of Liss
Gallery in Toronto, Ontario,
represents many famous
artists including Mick Fleetwood, Bob Dylan, Boy
George, Anthony Hopkins,
and Bernie Taupin. Each
artist has developed into a
successful fine artist with
extensive bodies of work.
Taupin is best known as the
songwriter for Elton John, a
famous musical collaboration that has spanned some
50 years and was depicted
in the 2019 film, Rocketman.
“Taupin is one of the most
committed fine artists that
I know,” Mr. Liss says. “He
is articulate, caring, and
thoughtful which is evident
in his artwork and makes
collectors gravitate towards
him.”
High profile artists attract
much attention, some good,
some bad. With the proliferation of Social Media and
up-to-the-minute updates,
sometimes people can step
over the line for more of a
connection with an artist.
Gallery owners need to be
careful with how they portray the artwork itself, artistin-attendance shows, and
general access to the
artists. New people coming
into the gallery are not always there to add to their art
collections. “A small percentage of a celebrity artist’s
fanbase purchase work
consistently, but most will
feel entitled to free access
to them.” This presents
an often time-consuming

Ocean Galleries co-owner
Kim Miller, left, is pictured
with artist Jane Seymour.

world of rock and roll.” Storied careers such as his can
also offer a gallery a nice
boast in sales for, not just
the celebrity’s work, but with
additional exposure and increased foot traffic.
“Revenue and reputation
are enhanced in these situations,” Mr. Liss says. “It has
provided success with collectors and artists alike as
excitement for the shows
bring people into the gallery
to celebrate the new work,
thus exposing them to the
other artists that we represent. But, one must be

prepared for the onslaught
of pitches and agendas
that will occur from fans,
media, etc.”
Kim Miller, co-owner with
her husband Josh of Ocean
Galleries with two locations
(Stone Harbor and Avalon)
in New Jersey and in business since 1986 has represented many artists’ work in
that time, some more famous than others, like Graham Nash, Chad Smith, and
Jane Seymour.
The latter, whose work
is represented by Coral
Canyon Publishing, Westlake Village, CA, has been a
favorite of Mrs. Miller’s collectors for years. “We usually do an event with Jane
Seymour every other year or
so,” she says. “Our clients
love her. She is very kind
and works very hard at her
craft and when she would
visit the gallery, it drew attention. I often hear people
coming by the store and saying ‘that’s the gallery that
had Jane Seymour appearing!’ We also did an event
with Graham Nash that was
his first gallery show with
his pastels and photography.
Again, an awesome hardworking guy who also drew
attention. He was stunned
and humbled by the amount
of people that loved and
bought his artwork.”
Mrs. Miller says that they
recently started representing Chad Smith’s work and
were set to feature him and
his work at an event when
Covid-19 and the business
closures began. She says
that once things re-open
fully and people are comfortable gathering again, they
plan to do a show with him.
She feels that, as a gallery,
it is part of their job to offer
continue on page 14
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FRANKLIN PARRASCH
GALLERY RELOCATES TO
EXPANDED SPACE IN HISTORIC TOWNHOUSE
NEW YORK, NY—Franklin
Parrasch Gallery, in business since 1986, has relocated to an expanded, new
space on the Upper East Side
of Manhattan. The recently
renovated building at 19 East
66th Street, between Fifth
and Madison Avenues, has a
long history as a gallery location, and currently includes
Rosenberg & Co. and Blum &
Poe. Franklin Parrasch
Gallery is now located on the
third, fourth, and fifth floors
and features multiple public
gallery spaces and private
viewing rooms. Also included
is an expansive terrace that
extends from the fourth floor
gallery, providing space for
outdoor sculpture and other
projects. Call (212) 246-5360
for details, or go to: www.
franklinparrasch.com.
DAVID BEAVIS FINE ART
RENOVATES
PARK CITY, UT—David
Beavis Fine Art recently
completed a gallery facelift
that includes additional display space, updated lighting,
and an improved layout to
house Beavis’ extensive body
of work that includes images
from his award-winning White
Horse Collection. Beavis received a Bronze award from
the One Eyeland photography
competition in 2019 and he
was also named one of the
top fine art photographers in
the U.S. the same year. The
artist has also helped support
the Image Reborn Foundation, an organization that provides healing retreats for
breast cancer survivors. For
further information, phone
David Beavis Fine Art at
(435) 602-1123 or visit: www.
davidbeavisfineart.com.
PAGE 14

CELEBRITY ARTISTS
continued from page 12

well-known and admired,”
she says. “We like to tie the
event and the artist to a local
charity or one that the artist
has chosen. That can bring
media attention as well.”

This name recognition and
sense of comfort experienced by fans of the late
artist along with the very
unique paintings, limited editions, and sculptures in the
collection have proven to be
very successful for Chase
Art. “Dr. Seuss is typically
the top selling artist (or top
three) in nearly every gallery
showing his work,” Mr.
Chase says. “We can attribute this to his multigenerational appeal. There are
three active generations
acquiring work either for
themselves or as heirloom
artworks
for
younger family
members.”

collectors a unique experience around purchasing
—especially these days.
People will be craving
that face-to-face interaction.
Sometimes, the well“Celebrities, musicians, and known artist is someone
actors are all creative peo- with a larger-than-life name
ple,” she says. “They attract that invokes nostalgia on a
a crowd because of their group of collectors and apcraft. Art is another creative peals to many different genoutlet for them. I feel this is erations. Robert Chase, Jr.
another reason for people to founder and owner of Chase
admire them because of Art Companies, Northbrook,
their courage to share the IL, has represented the
art that they have created. whimsical artwork of legBringing art to
people’s lives is
what we do and
giving them an
experience to reWhile people
member every
are often swayed
time they look at
by the new and
the art they purnow celebrity culchased is an
ture that we have
added
bonus.
today, there are
Meeting the permany still that are
son they admire
drawn to things
is a very cool
that invoke mempart of that expeories of their
rience. It is also
childhood, broamazing what that
ught into their
experience does Chase Art Company’s Dr. Seuss collection is shown adult
lives.
for the artist/ here at LaMantia Gallery in Raleigh, N.C.
“There is a powcelebrity also.”
erful and unique
endary children’s book au- force at play with Dr.
This effect on the artist thor and illustrator Theodor Seuss’s work: Nearly every
may stem from the artwork Seuss Geisel, a.k.a. Dr. person who grew up in this
being of their own creation Seuss, with artwork span- country owns or has read
without that of a script or ning over 70 years. Chase a Dr. Seuss book. That
input from other band mem- Art distributes the work to means almost every gallery
bers or the influence of oth- galleries and supports their customer (existing or poteners. And for the gallery, marketing and collector out- tial) has had an experience
leaving a memorable and reach, as well as co-pro- with this artist. These experipositive imprint on a collec- duces exhibitions for them. ences typically go far betor’s mind and heart can help “The galleries we work with yond familiarity and manifest
guide them to explore more have all experienced a themselves as deep nostalof the artwork that the other tremendous increase in their gic connections to the imgallery artists have to offer.
collector base and in their agery and the artist.
sales, not only as a result of
Marketing and promo- Dr. Seuss’s work selling
“Therefore, when sometions are a mainstay for Mrs. well, but also as a result of one encounters Seuss’ artMiller and her staff, as they him attracting collectors for work in a gallery, they are
get a good mix of locals and other artists in the gallery,” instantly connected and pretourists into their gallery. Mr. Chase says. “He at- disposed to learning more,”
“Our events are always pro- tracts new buyers as well he says. “That is a powerful
moted well. And yes, it is because of his incredibly
continue on page 22
easier when the artist is broad reach.”
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FRAMERICA’S UPDATES
SADDLE LEATHER FINISH

YAPHANK, NY—Framerica’s
Saddle Leather, a rich brown
textured finish meant to
evoke a timeworn saddle,
has been updated and rereleased by the company.
“We have seen an uptick in
demand for Saddle coinciding
with the reimagining of the
home office,” says Josh
Eichner, Framerica’s executive vice president. “It’s always been a beautiful finish.”
Saddle Leather is available
in profiles ranging to 4 inches.
For further information, call
(800) 372-6422 or visit:
www.framerica.com.
WORLD ART GROUP
WEBSITE MAKES FINDING
ART EASIER WITH COLOR
TREND SEARCHING AND
COLOR BOARDS
RICHMOND, VA—World Art
Group has made searching
for artwork easier with its expanded curated color boards
featuring all new images and
color collections to view and
download jpegs of featured
trends such as teal, spice,
neutrals, pastels, and more.
Some curated collections
include Sunbaked, Classic
Blue, Verdant Sienna, and
New Reds. Also included on
the website are Artist Features giving background
information and showing the
artist’s newest work. For more
details, call (804) 213-0600,
www.theworldartgroup.com.
PAGE 16

CRESCENT ACQUIRES NIELSEN BAINBRIDGE
Crescent Cardboard Company, Wheeling, IL, has acquired the U.S. businesses
of Nielsen Bainbridge from
NBG Home. Both Crescent
and Nielsen Bainbridge, are
providers of high-quality
products for framing professionals and conservators including high-quality paper
and board products, and
have now combined advanced scientific research
and innovative design to create products used by
custom framers and
museums worldwide.
Through this acquisition, Crescent will
add Nielsen aluminum
moulding; Bainbridge
artboard, matboard,
foamboard, and mounting board; and Nurre
Caxton wood moulding. “Having all the
brands and lines all
together under one
house will give us the
opportunity to expand
offerings,” says Matt
Ozmun, president of
Crescent
Brands.
“There is no need to
be afraid your favorite
products will go away.
This will allow us to bring
more to the table, not less.”
By combining the brands,
Crescent hopes to offer its
customers an even more
vast array of options. “We
believe this is good for
framers as these brands are
now in the hands of a company that lives and breathes
custom picture framing,”
says Tom Fuller, vice president of sales and marketing.
“We know what it takes to
successfully sell raw materials through picture framing
distributors. This acquisition
will only strengthen the picture framing supply chain.”

The company has now rebranded itself as Crescent
Brands and will operate as a
portfolio company utilizing
its resources to manufacture, supply, promote, and
support brands such as Crescent, Bainbridge, Nielsen,
Nurre Caxton, and more.
Crescent will be making this
change out of respect for
the Nielsen, Bainbridge, and
Nurre Caxton brands which
they intend to operate inde-

duction and distribution of
Nielsen Bainbridge products. “We have every
intention of keeping the
distribution channel consistent,” he says. “We’ve been
in conversations with all the
distributers and they’re all
very excited for what the
future holds. So, at this
point we don’t expect any
changes. If anything, we’ll
look at enhancing it.”
Mr. Ozmun says that
this acquisition will
strengthen the company. “This is an exciting opportunity for
Crescent Brands to
strengthen and expand
the products of both
Crescent and Nielsen
Bainbridge,” he says.
“Both companies have
always maintained the
same core principles of
manufacturing the highest quality products in
our industry, and that
will always continue.”

pendently to keep continuity
in the products.
“Crescent
Cardboard
Company chose to rebrand
to Crescent Brands out of
respect for the new brands
we have acquired,” Mr.
Fuller says. “We will structure ourselves as a portfolio
company that will use its
resources to manufacture,
supply, promote, and support brands such as Crescent, Nielsen, Bainbridge,
Nurre Caxton, and more.”
Crescent Brands plans to
maintain as much consistency as possible in the pro-

Mr. Fuller concludes,
“We hope to inspire
generations to capture,
preserve, and share
beauty, creativity, memories, and experiences as
art. Crescent has been family owned and operated for
almost 120 years. We felt
that Nielsen Bainbridge fit
in well with our principles
of manufacturing the highest
quality products for the
custom picture framing and
fine art material industries.
The combined organization
will allow all of the brands
to flourish for the next
120 years.”
For further information,
telephone (847) 537-3400
or visit the company’s
website located at: www.
crescentcardboard.com.
ART WORLD NEWS

MartaGWileyStudios-DEC20_Layout 1 12/26/20 2:01 PM Page 1

Blue Lepa Zena – New Color Series

Pop Renaissance

Happy – Colorful Dog Style

Abstract Sunset – New Abstract Style

Marta G. Wiley Studios
In conjunction with POD Exchange’s Permission To Print (PTP) program
www.PODExchange.com

www.MartaWiley.com

FEB21-News-PennyLane-pg1_Layout 1 3/2/21 11:40 AM Page 1

TRU VUE PARTNERS
WITH FAIC, INTRODUCES
NEW APAC REPS, & NEW
ULTRAVUE DISTRIBUTOR
AND FABRICATOR
MCCOOK, IL—Tru Vue
Inc. has partnered with the
Foundation for Advancement
of Conservation (FAIC) to
offer galleries and frameshop
grants to support the preservation and display of collections so objects can be
presented to visitors in a
safe way in today's challenging environment. Each award
includes a cash amount of
up to $3,000, and a donation
of Optium Museum Acrylic
or UltraVue Laminated Glass
for use directly related to the
conservation and display
project. Applications are
due May 15.
The company has also
added two new International
Museum and Conservation
Liaisons to cover our AsiaPacific market, Sharon Tan
and Zulfadhli Hilmi, both
based in Singapore. Tan and
Hilmi will help support Tru
Vue’s channel partners and
serve as consultants and
technical point of contacts
for the company’s end users
in the APAC region. Tan will
focus on East Asia including
China, Hong Kong, Taiwan,
Japan, and South Korea.
Hilmi will focus on South East
Asia and Oceania including
Singapore, Malaysia, Indonesia, Thailand, Australia, and
New Zealand.
Tru Vue has appointed
distributor Advance Glass
in Williamsville, NY, for its
UltraVue Laminated Glass
product line. Their museum
vitrines are featured at the
World Trade Center Museum,
the Smithsonian, and more.
For further information,
call (800) 621-8339 or go
to the company’s website:
www.tru-vue.com.
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PENNY LANE EXPANDS ARTIST ROSTER
Penny Lane Fine Art & Licensing, New Carlisle, OH,
has signed three new artists,
adding more diverse collections to their roster to help
keep them on the cutting
edge of trends. The three
new artists are Angela Bawden, Kamdon Kreations, and
Sophie 6. “Penny Lane added
on a number of new artist in
2020 and early 2021,” says
company owner Zach Jones.
“As we study the market
and continue to sell more art
year after year, we know
that it is our job to have
enough within the trends to
be able to serve all our customers efficiently. We feel
very blessed to have the caliber of artwork we represent
and owe it all to our amazing
artists.”

father was a full-time professional sculptor. Throughout
her childhood, her father always had a home art studio
where she would spend

helped her father and siblings sculpt many life-sized
and larger statues and monuments. In 2005, she started
a mural painting business
and created
dozens
of
commissioned murals
and
custom wall
art.

In 2014,
B a w d e n
started painting her own
inspired fine
art creations
on canvas
and panel.
Since then,
she has deAngela Bawden’s “AB122” measures 12
veloped
a
by 12 inches on paper retailing for $12 and
unique and
also measures 36 by 36 inches on canvas
distinctive
retailing for $168.
large body of
work from
much of her time playing countless hours of creating
with clay and drawing. She and experimenting in her art
learned many techniques studio.

Angela Bawden is a Utahbased artist that paints contemporary wall art of
animals, nature, and botanicals. Her original work features a wide range of media,
including
oils,
acrylics, inks,
plasters,
polymers,
and
gold
leafing. She
enjoys the
free-flowing
artistic expression of
playing with
different
mediums
and incorporating various
distinctive
techniques Sophie 6’s “Purplette” measures 12 by 12
into
her inches on paper retailing for $12 and also
work.
measures 36 by 36 inches on canvas retailing for $168.
Bawden
grew up in a large artistic and concepts from him.
family and began showing in- During her childhood and
terest at an early age. Her young adult years, she

Artist Kamdon has a
wide-ranging portfolio in her
Kamdon Kreations collection
of art and design projects
from whimsical to abstract
to classic. After graduating
with a BFA in graphic design
and painting, she went on to
flip houses and work with interior designers. It was in
that work that she realized
that creating art, especially
for the heart of the home
and family, was her greatest
passion.
Today, she lives in Bend,
OR, with her two children,
four dogs, and five chickens.
Creating art is what she
loves and strives to always
look for new inspiration.
This quest has lead to her discontinue on page 22
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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 showcased 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 featured 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
and started 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 opened 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.
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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.
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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 ROMERO BRITTO
COLLABORATES WITH
SAN DIEGO ZOO ON
CONSERVATION MURAL

MIAMI BEACH, FL—On
World Wildlife Day (March
3rd), Pop artist Romero
Britto will be on-site at the
San Diego Zoo Safari Park
to unveil his latest collaboration, a one-of-a-kind (6 by 8
foot) mural created to help
convey the challenge that
wildlife face, the importance
of conservation, and the urgency of the San Diego Zoo
Global’s mission with a renewed hope and awareness
of the importance of saving
wildlife worldwide. Britto’s
art defines transformation
and shares a mutual view of
the world with a lens filled
with hope, which makes him
the perfect partner to help reveal San Diego Zoo Global’s
major global announcement
in the world of conservation
as they officially evolve to
express the global impact
the organization is striving
for in support of conservation.
Shown is “Mother in Pink
Gold,” a digital print on canvas in an edition of 180
measuring 30 by 40 inches.
The retail price is $1,430.
For further information, call
(305) 531-8821 or go to the
artist’s website located at:
www.britto.com.
PAGE 22

PENNY LANE FINE ART
continued from page 18

cover a hidden talent. Kamdon can paint upside down.
Not many
can say that!

Artwork from Penny Lane
Fine Art for all three of the
new artists are available in various sizes on paper or canvas
and retail from $10 to $200.

and mediums to offer.
“Being looked at for a specific type of artwork for
many years we feel that we
have made major strides in
recent years
to diversify
our offerings
and give customers the
confidence
to come to
us with any
trend or category and we
can deliver,”
Mr.
Jones
says.

The Sophie 6 brand
features a
variety
of
licensed
work, from
wall décor to
tabletop to
home décor
to gifts. Her
designs can “Lake Billy Chinook” by Kamdon measures 18 by 9 inches on
be found in paper, retailing for $15 and measures 36 by 18 inches on canvas,
For further
major retail- retailing for $110.
information,
ers both in
phone Penny
the U.S. and worldwide and
Penny Lane Fine Art is Lane Fine Art & Licensing at
her diversified portfolio cov- always looking to the (800) 273-5263 or go to the
ers a wide array of art and future for on-trend art, sub- website located at: www.
decorating genres.
jects styles, color palettes, pennylanepublishing.com.
CELEBRITY ARTISTS
continued from page 14

place to start your client engagement.”
Offering a one-of-a-kind,
fun gallery experience centered around Dr. Seuss’
work—one that reflects the
whimsical nature of the art itself—garners much attention
as well. “Almost every
gallery that has staged an
event or announced that they
represent the work in their
city has received media coverage,” Mr. Chase says. “I
am always amazed that for
20 years we continue to get
feature stories placed in
major local media outlets
(print, television and online)
as well as national publications, such as The New York
Times.
As the artwork is produced posthumously for
Seuss, Chase Art and the
galleries try to create an experience for collectors that

make them memorable in
other ways. “We engage the
audience with a behind-thescenes look at this American
icon, a discovery into his impact on 20th century art, and
popular culture, and most importantly, how the collector
can see themselves in the
work. Seuss believed this
was one of the most critical
aspects of his career stating,
‘None of my animals have
joints and none of them balance. And when it comes to
that, none of them are animals. They’re all people.’”
Representing a celebrity
artist also has benefits from
the release of new material
on the other side of their careers—whether its a new
movie, album, concert tour,
award they have won, charitable work, etc. Dr. Seuss is
no different. “There have
been five major movie releases over the years, with
each one contributing millions of marketing dollars toward the overall Seuss

market. Galleries have benefited from this greatly and will
continue to do so via several
new movies currently in development.”
As the pandemic continues, Mr. Chase has had to
switch how some aspects of
his business have been run.
“We have begun utilizing
electronic communication
tools, such as Zoom meetings and webinars, to connect more directly and
intimately with gallery’s collectors,” he says. “We have
created close partnerships
with our galleries and their
consultants, and together we
meet virtually with their collectors to help assemble
meaningful collections for
these folks in a way we could
never have done before. As
a result, we are actually seeing tremendous growth during Covid-19.”

Koleen Kaffan is Editor in
Chief of Art World News.
ART WORLD NEWS

BittanFA-JAN21-FullPage_Layout 1 1/22/21 4:33 PM Page 1

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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ARTIST INSPIRATION
VICKY ANDRIOTIS’ EVER-EVOLVING ART
By Ken Warren
Artistic creations are an extension of the creative endeavors of Connecticut’s
Vicky Andriotis. She can
artfully execute Beatles
songs, and just as professionally create a Yellow
Submarine-themed classical
guitar.
But it’s not just about the
Beatles. Andriotis is just
as likely to create a Rolling
Stones- or comic bookthemed guitar, a Jackson
Pollock-style violin, a classic
zither, a van Gogh-style VW
hubcap, or even approach a
1920s typewriter with psychedelic day-glo colors. She
also accepts commissions.
Most recently, one of her
guitar creations—a Jimi
Hendrix-themed
Fender
Stratocaster—was used in
the studio for Walmart’s
Christmas TV commercial
featuring Aretha Franklin’s
voice.
When asked what the
connection is between her
art and music, Andriotis
says, “Simply put, music inspires my art. Instruments
are my version of the
Muses (in Greek Mythology, the nine Goddesses of
the arts who inspired artists,
musicians, poets). Every experience, every piece of
art—and my life in general—
all have a soundtrack attached to them. My studio
is full of instruments—currently there are 17 guitars, a
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piano, a drum set, violins,
microphones, etc. When I
need to focus or have a creative block, I pick one up
and play it, or grab a microphone and sing a tune. Of-

braces and favors Fauvism,
Expressionism, often Impressionism, and occasionally Abstract art.
Her work is often bold
and dramatic,
and intensely
colorful. Born
from passion,
emotion, and
necessity, the
art is meant to
bring the observer to their
emotional
edge, but without fear of
falling over, as
they safely return to their
own world after
peeking inside
of hers.

“My art is
emotion
in
motion,” she
Vicky Andriotis is pictured at Westport River says. “When I
Gallery in Westport, CT, with her Beatles
have no words,
“Yellow Submarine” inspired guitar.
I let the colors
fall to the cantentimes, I upload it to my vas and speak for me.
Instagram (@vandriotis) or Sometimes, they express
YouTube channel. Then, I things I didn’t know I had
paint.”
to say. Art is not really a
choice for me. It feels necWhen not creating art out essary to my existence and
of (or on) instruments, she my serenity.”
prefers to work primarily in
acrylic on canvas. OccaAndriotis is not just an
sionally, she will use spray artist but a photo contribupaint or latex and even ex- tor for Getty Images and
periment with creating im- Adobe, and an occasional
ages by dripping wax on singer/songwriter (especanvas. Andriotis’ work cially in her past life). Author
varies in style, but em- of the Prayer in Poetry book

series, she is a painter of
moods, habitual observer,
and autodidact. She is not
afraid of color and drama,
and adventures in expressive art. She welcomes the
challenges that expression
presents as the canvas creation unfolds.
When she is not working
on her art, she is studying
Modern Art and the Impressionists at the University of
Oxford in Oxfordshire, England. When asked about
why she chose to continue
her education, she responds, “You spend your
life looking at the art of the
Masters on television or in
books, in magazines and
in movies...flat, sometimes
unimpressive, sometimes
through the eyes of the photographer who captured the
piece and who relays their
own opinion ,impression, or
perspective, rather than that
of the artist.
“Then, one day you
come nose-to-nose with a
Cézanne—literally, inches
away—and you find yourself
weeping. You weep because you feel his intention.
You weep because now you
see how each brushstroke
carries meaning and emotion,” she continues. “Then,
your eye catches the van
Goghs, and you feel the
same. Suddenly, you are
face-to-face with a Picasso,
continue on page 25
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ARTIST INSPIRATION
continued from page 24

with whom you previously
had no connection, but
now you are ELECTRIFIED.
There is an invisible string,
an energy that reaches out
from the canvas and connects you...a rope that
reaches out from the canvas and lassos you in. You
decide, in that moment, that
it is absolutely imperative
for you to know the ‘hows’
and the ‘whys’ of their art.”
Andriotis becomes so
moved by the experience
that firsthand experience
becomes a necessity. “You
don’t want to Google it. You
don’t want to YouTube it.
You want to be lead through
it and talk about it and
maybe even listen to how
other people see it,” she

ART WORLD NEWS

says. “That’s what led me to
take classes on the Impressionists and Modern artists.
It was my first step in accomplishing that.”
Textile design is also a
passion of hers, most likely
born from her late father’s
career in the clothing industry as first a tailor, and then
a designer of coats and
jeans. She has begun to
quench that thirst for
knowledge in that field
with courses from Parsons
School of Design in New
York City and is using that
knowledge to create her art
for fabric.
Andriotis’s latest works
are currently on exhibit and
can be purchased through
the Westport River Gallery
in Westport, CT. She is
also an official artist of the

Brooklyn Art Library’s The
Sketchbook Project, where
her sketchbooks can be
viewed and are part of their
permanent collection. Additionally, her sketchbooks
have been included in a
show at The Institute of
Contemporary Art in Boston
and at the Vans retail store
in Brooklyn. Her work was
also featured in Westport
Lifestyle Magazine and Art
& Music Magazine online
(the Saatchi Gallery of
London’s official magazine)
several times. She has
also been profiled by the
Boston Voyager and featured in its “Thought-Provokers” feature.
Born in Athens, Greece,
sometime in the 60s, Andriotis is now living, breathing,
and creating adventuresome, dramatic expressive

art somewhere in New
England and often by the
beach. Retail prices for her
work ranges from $1,750 to
$3,500.
To view her artwork
online, please, visit: www.
vickyandriotis.com. For further information, daily posts,
and works-in-progress, visit:
@vandriotis on Instagram or
at: Facebook.com/artofvicky
andriotis on Facebook.

Ken Warren is co-owner
with his wife Pat of Westport River Gallery, located
in Westport, CT. He is
also a professor, instructor,
and guest lecturer of communications, advertising,
and public relations. For
more details on Westport
River Gallery, call (203)
226-6934 or go to: www.
westportrivergallery.com.
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FOCUS ON TECHNOLOGY
HOW TO UPGRADE ONLINE SALES & MARKETING
by Katherine Hébert
With more people shopping
online in 2021, the investment in your gallery business this year is likely best
placed on enhancing your art
gallery’s online sales and
marketing capabilities. It
would help if you had the
right tools and skills to optimize your art gallery’s online
presence to attract new art
buyers and close more sales.
This year refine and enhance the digital experience
your gallery provides to both
discover and buy art. In this
article, we will look at strategies for your art gallery and
frameshop to differentiate
your business in the market.
We will also explore areas
where you might want to
focus on online sales and
marketing strategies for your
gallery business this year.

Differentiating
Your Business
A key to online success is
building into your strategy
and communication plan a
way to differentiate your
gallery business from other
art market players. That can
be done through:
• Your artist roster
• Your gallery’s company
culture
• A unique online art-viewing experience
• Gallery services you
provide
• Your gallery’s brand story
PAGE 26

As you plan how you can
differentiate your gallery
from other online art sales
channels, ask yourself these
questions to guide your
strategy.
• What value can your
gallery add that others can
not?
• What additional content
can you promote online about
your artists and gallery services to support an online
sale?
• How can
you weave
storytelling
into your art
gallery online
sales
and
marketing
experience?
•
What
unique client
insight can
you leverage based on what
you know about their art interests and past collecting
habits?

Using the Brand
Story Online
To help make your art
gallery distinctive from
competitors, use a compelling gallery brand story
that you continuously communicate over the long-term.
Highlight the people, staff,
and artists within your story
to elevate the emotional
connection art buyers form
with your art gallery business.

Being clear about your
gallery’s mission, values,
and point-of-difference is essential to attracting new art
collectors. You also want to
regularly remind existing
clients why they already love
your gallery and artists.
A way to do this is to
create 12 Social Media captions/posts that are purely a

brand story message. Do
this in a single setting for
batch efficiency. Then, schedule them for each month
throughout the year. This
way, you can set it and forget it. You could also reinforce the message by using
these texts you created for
Social Media content and
regularly incorporate them
into your gallery newsletter.

Digital Sales &
Marketing
According to recent retail
studies, as your gallery
seeks to elevate the experience you offer, consider three

core elements of a positive
online shopping experience.
• Joy of discovery
• Buying experience is easy
and convenient
• Great customer service
These three elements remain constant and help ensure your art gallery’s online
sales strategy is evolving
with your collectors’ digital
habits.
Your target art collector
expects a baseline level of
capabilities for buying art online. If you can get these basics of digital sales and
marketing capabilities incorporated into your gallery’s
strategy, you will have a
solid foundation to build
upon in the future. That
baseline includes:
• Transparent pricing
• Flexible return and payment options
• In-depth information
about an artwork, including
story, technique, and multiple visuals of a piece
• Convenient delivery and
installation services
• An integrated and distinctive shopping experience
online and off
As your gallery looks to
upgrade its online sales and
marketing capabilities, these
are the areas you should examine first. If any are not as
strong as they should be for
today’s online shopper’s excontinue on page 27
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FOCUS ON TECHNOLOGY
continued from page 26

pectations, there is where
you should prioritize your
efforts.

Create 1:1
Connections
Find ways to design oneto-one connections using
personalized, digital communication tools. You probably
already use techs like FaceTime, video conferencing,
and messaging apps. Now,
let’s look at a few others you
may not have considered yet.
• Video Ask is a fantastic
tool that allows you practically to get face-to-face with
visitors on your website. It
uses conditional logic to
guide them through a series
of questions so you can
make their experience more
personalized and meaning-

ART WORLD NEWS

ful. Viewers see your face
and your personality.
• Viewing rooms are used
to showcase an exhibition,
but they could also serve as
a custom virtual presentation room for a hot lead.
Some art gallery management software includes this
capability and makes it so
easy. But are you taking advantage of this feature?
• You could create a series of virtual experiences,
similar to how Airbnb began
doing when social distancing
went into effect? I have participated in cocktail and art
pairings done by museums
that were fun and insightful.
In Boston, galleries collaborated on an online Art Relay
to compliment their First
Friday event while social
distancing is in place. This
gallery collaboration involved
five SoWa art galleries and
an iPad. Someone from
each gallery gave a tour of

the show before passing the
baton (iPad) along to the
next gallery. Check it out on
Instagram
• Try responding to an inquiry about a work of art
with a short 40 to 60 second
video instead of the typical
e-mail with jpg attached.
Check out these tools that are
designed to make this type of
personalized communication
easy. They also integrate with
many e-mail marketing systems, such as Mailchimp, to
give you tracking capabilities.
Bombbomb and Bonjoro
• Even using LinkedIn’s
voice messaging adds a simple, yet unexpected personal feel.
Art galleries in 2021
should focus on providing an
online sales and marketing
experience that excels at the
basic capabilities. Strive to
tell a meaningful brand story
consistently throughout the

year. There are so many excellent tools to help enhance
the level of personalization
you provide while communicating with prospective art
buyers online. Experiment
with a few this year. Art sales
is all about relationships,
right? These tools are made
for that. Always put the voice
of your ideal collector for
your artists’ work into everything you do online.

Katherine Hébert specializes
in art gallery business sales
and marketing strategies, and
is also the founder of Gallery
Fuel, a subscription-based
service that helps fine art galleries be more competitive in
today’s art market. Gallery
Fuel is dedicated to helping
fine art dealers and galleries in
small- to mid-sized markets
grow and improve their businesses. For more details, visit
the Gallery Fuel website at:
www.galleryfuel.com.
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CONSERVATION STORY
A CASE OF THE WEEPING BUDDHA
By Elizabeth Brown
and Geneva Griswold
Upon reopening February 8,
2020, the Seattle Asian Art
Museum was displaying the
seated Buddha Shakyamuni
for the first time in over a
decade. Cast in the late 8th
to early 9th century in Kashmir, Buddha Shakyamuni is
seated in the dharmachakra
mudra, a gesture that signifies the sharing of spiritual
teachings. The sculpture is
one of only a few examples
known in Western collections.
It is featured in the inaugural exhibition Boundless:
Stories of Asian Art—a
thematic, rather than geographic or chronological
exploration of art from the
Asian continent—celebrating the historic renovation
of the museum’s 1933 Art
Deco building located in
Seattle’s Olmsted-designed
Volunteer Park.
In 2009, during a condition assessment for a multivenue international traveling
exhibition, it was discovered
that large white drips of
zinc hydroxychloride corrosion product were seeping
down the sculpture’s back.
Independent conservation
scientist John Twilley had
identified the corrosion product in 1988 and the object
was then treated for chlorides, however corrosion
had reactivated in the intervening years.
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Due to the severity of the
problem and the importance
of the sculpture, Twilley

28% zinc… is believed to be
the highest value normally
achievable by cementation
methods”
(Twilley 2003:
144), in which
vaporized zinc
is directly absorbed by copper metal to
form the alloy.
This
finding
has great technological implications:
it
identified the
Shakyamuni as
a rare, surviving
example
of
brass produced
from the earliest actual smePhoto credit: Susan A. Cole lting of zinc,
Buddha Shakyamuni, Kashmir, is made of
achieved
by
copper alloy with silver and copper.
Kashmiris
approximately
was engaged in 2009 to 1,000 years before Western
perform a technical study Europe.
that included,
among other
techniques, xradiography
and metallographic study,
including
electron microscopy. Twilley determined
that the metal
contains 34 to
39% zinc, which
is an extraordi- Shown is the sculpture in its custom case.
narily high percentage of zinc to copper
However, the sculpture’s
even for Kashmiri produc- stability is inherently comtion. Twilley states that “a promised as a result: the
critical technological value of presence of two phases (or

different crystal microstructures of copper and zinc) in
the alloy creates the potential for galvanic corrosion
in the presence of chloride
contamination and moisture.
Above 5% relative humidity,
moisture penetrates the
alloy’s higher zinc component causing dissolved
corrosion products to migrate through the sculpture’s
porous casting network.
Conservation treatment
options are limited. Chemical treatments can control
chloride corrosion in copper
alloys, and were tested
for this sculpture and previously performed locally,
but the high zinc level of
Buddha Shakyamuni renders the figure particularly
susceptible. Immersion of
the sculpture is impractical
due to the surface ornamentation and extant casting
core. Therefore, controlling
the
environment
in which the
sculpture is
stored
and
displayed
remains the
preferred
preservation
approach.
For the last
decade, the
sculpture has been successfully stabilized by storage at
continue on page 29
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CONSERVATION STORY
continued from page 28

<5% relative humidity; a
micro environment was fashioned from a glass bell jar
packed with oxygen scavenger and silica gel, sealed
to a plywood board (covered
with aluminized polyethylene
and nylon barrier film) on
which the sculpture is
mounted.
Construction of a lowoxygen, low-humidity case
was required to enable display and to ensure its survival in long-term storage, as
even a controlled museum
environment provides ample
moisture for the corrosion
process to occur.
The newly fabricated case
was expertly designed and
built by SmallCorp to accommodate a new Tru Vue
product: 8.8mm UltraVue

ART WORLD NEWS

laminated glass. A glass vitrine, rather than acrylic, was

sealed display enclosure is
composed of inert materials
including the 5sided 8.8mm
UltraVue laminated
glass
vitrine, powdercoated
aluminum deck,
and ample conditioning chamber
located
below. The case
is intended to
passively maintain a relative
humidity below
5%, however
two ports in the
sub-deck are
designed for
dry
nitrogen
flushing if necessary. A glass
A custom made fabricated case was
and gasket accreated using Tru Vue laminated glass to
cess door in
protect the copper sculpture.
the sub-deck
necessary to minimize the enables live-view of the temrate of air exchange. The perature and humidity log-

gers inside the display area,
and enables periodic replacement of the silica gel,
oxygen scavenger, and temperature/relative humidity
sensors.
The Seattle Asian Art Museum is thrilled for the opportunity to display the
Buddha Shakyamuni, and to
share both its innovative creation story and present-day
preservation plan with the
public.

Elizabeth Brown is a senior
objects conservator and
Geneva Griswold is an associate objects conservator for
the Seattle Art Museum,
Seattle. For more details,
visit: www.seattleartmuseum
.org. For further information
about 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
Susie
“Susie” by Michele Norman
measures 16 by 12 inches
and retails for $15. For more
details, call Penny Lane Publishing, New Carlisle, Ohio,
at (800) 273-5263 or visit
the website located at: www.
pennylanepublishing.com.

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

Sunburst Neutral
“Sunburst Neutral” by Danhui Nai
is available as print-on-demand on
canvas, fine art paper, and poster
paper. Retail prices range from $20
to $78. Call Wild Apple in Woodstock, VT, at (800) 756-8359, or go
to: www.wildapple.com.

Friendly Fern II

“Vivid Moment
II” by PI Gallerie is a printon-demand
image.
The
24- by 30-inch
image retails
for $60. For
further information, telephone
PI Creative Art,
located
in
Toronto,
at
(800)
3632787 or go to
the website at: www.picreativeart.com.

No Alcohol Beyond This Point II

“Friendly Fern II” by Elizabeth Medley
measures 24 by 36 inches and retails
for $30. Phone SunDance Graphics,
located in Orlando, FL, at (800) 6175532 for further information, or visit:
www.sdgraphics.com.

Vintage Lotus Cream I
“Vintage Lotus Cream I” by Marie
Elaine Cusson measures 24 by 24
inches and retails for $25. Call Roaring
Brook Art, Elmsford, NY, at (888) 7799055 for further information, or visit
the company’s website located at:
www.roaringbrookart.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.
ART WORLD NEWS
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Canyon Vista
“Canyon Vista” by
Scott Brems measures
60 by 33 inches and retails for $80. For moe
details, call Third & Wall
Art Group, Seattle, at
(877) 326-3925 or:
www.thirdandwall.com.

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

Ring I
“Ring I” by Tava Studios measures
30 by 30 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.

Floral Skull
“Floral Skull” by Daniela Santiago is an
open edition gallery wrapped giclée on
canvas measuring 40 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 located at: www.classyart.net.

“Coastal Mandala I” by Yvette St. Amant is
a canvas stretched open edition measuring
24 by 24 inches. The retail price is $156.80.
Call Canadian Art Prints and Winn Devon Art
Group Inc., Richmond, BC, Canada, at (800)
663-1166, www.capandwinndevon.com.

Pastel Coastline I

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 ($35). 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

“Pastel Coastline I” by Annie Warren measures 24 by 16 inches and the retail price is
$50. Phone World Art Group in Richmond,
VA, at (804) 213-0600 or go to the website
located at: www.theworldartgroup.com.
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OPEN EDITION PRINTS
SunDance
Graphics

“Soul Queen”
by Ani Del Sol
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
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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

“Rocks Duo 2”
by Banerjee
Image Size: 27” x 36”
$58 giclée on paper

Image is available to resize
and print on 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
SERVICES

Not Technically Inclined or
Just Don’t Have the Time?

Industry veteran with over 40 years experience will help you build
a simple magnetic website, develop an effective marketing strategy,
and PRODUCE SALES for art galleries and frame shops
• Low cost and effective website
• Individual consulting and
• Clear instructions to get started
guidance
• Get free local promotion with
• Combined brick-and-mortar
Google
and digital marketing strategies
• Simple Facebook page
(brick-and-click)

Call Richard for a free 1-hour consultation at (805) 701-0397.

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

Professional
COST
EFFECTIVE CREATIVE
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 hardand soft-bound catalogues and books.

ArtCustom
World
News
Book Publishing
PHONE: 203.854.8566
e-mail: jwhaffey@aol.com
www.artworldnews.com
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888 Manufacturing Corporation ..........................................29

Marta G. Wiley Studios......................................................17

www.888mfgcorp.com

www.martawiley.com

888.338.3318

480.861.4709

Bittan Fine Art Inc...............................................................23

Max Art Productions LLC ....................................................33

www.bittanfineart.com

www.maxartpro.com

866.219.9161

702.478.3305

David Beavis Fine Art ..........................................................7

Park West Gallery ..............................................................25

www.davidbeavisfineart.com

www.parkwestgallery.com

435.602.1123

800.521.9654

Editions Limited..................................................................32

Pease Pedestals ................................................................27

www.editionslimited.com

www.peasepedestals.com

800.228.0928

847.901.4440

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

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

www.framerica.com

www.podexchange.com

800.372.6422

888.406.2858

Framers Only ....................................................................11

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

www.websites4framers.com

www.sagebrushfineart.com

FramingEngine.com............................................................11

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

www.framingengine.com

www.sundancegraphics.com

877.932.2329

800.643.7243

800.617.5532

Gallery Fuel ......................................................................11

Ten Plus Inc. ......................................................................13

www.galleryfuel.com

www.tenplusframes.com

Haddad’s Fine Arts Inc. ......................................................32

Tru Vue Inc. ......................................................................15

www.haddadsfinearts.com

www.tru-vue.com

800.942.3323

888.944.8899

800.621.8339

Image Conscious ..............................................................32

Wall Moulding ....................................................................9

www.imageconscious.com

www.wallmoulding.com

800.532.2333

800.880.9315

Lifesaver Software ..............................................................11

Westport River Gallery ........................................................4

www.lsscloud.com

www.westportrivergallery.com

800.381.0600

203.226.6934

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

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

www.macfineart.com

www.wildapple.com

954.990.5420

800.756.8359
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