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L&G Projects is located in La Jolla, CA.

Cultivating healthy, supportive, and lucrative artist/gallery owner
relationships can be a tricky and time-consuming world to navi-
gate. The art world itself is motivated by the personal and profes-
sional co-mingling. For the artist, finding the right gallery to
represent their work means maintaining a relationship with the
gallery staff, as well as the collectors, providing enough work to
keep sales healthy, and honoring contracts. For the gallery owner,
it means finding the right artists
to work with that will attract
their clientele, that is prolific in
work ethic, available to appear
at openings, and able to honor
contracts. The relationships
need to be two-way streets
with each party living up to

their expectations for the 
betterment of both. Long-term
partnerships are the end goal
as that allows galleries to work
with collectors keeping them
excited about new work and
coming back to see more art.

NAVIGATING ARTIST/GALLERY
RELATIONSHIPS

THE INDEPENDENT NEWS SOURCE

QUOTE OF THE MONTH:
“It is our preference to have a 
personal and long-term relationship
with a gallery, wherein we can 
attend exhibitions and receptions
in-person and visit on a regular
basis.”

Kirsten Held, page 22

LEVEL57 ART STUDIO 
IS LAUNCHED

Atlanta, GA-based LEVEL57
Art Studio was recently
launched to provide art that
meets the needs of the de-
sign and furnishings indus-
try. Getting its name from
the idea that artwork is best
hung at the eye level of 5’7”
on center, the new company
currently represents nearly
100 artists. Go to page 16.

GALLERY FUEL’S ONLINE
SALES CHECKLIST MADE
AVAILABLE

Gallery Fuel has launched a
new Online Sales Checklist
available as a downloadable
PDF for art galleries to help
them make the most of both
their brick-and-mortar loca-
tion, as well as their online
presence. Page 20.

GALLERY LIGHTS 
RETURNS AFTER MORE
THAN A YEAR HIATUS

Gallery Lights, a recurring
section that highlights
gallery events and the peo-
ple that make them special,
returns in this issue as 
receptions, openings, and
events resume after many
closed their doors to social
gatherings due to the
Covid-19 pandemic. Go 
to page 27 to see more. 

SEVEN EXPERT TIPS
FOR CREATING PHOTO
WALLS

A gallery photo wall is a
chance to define the cus-
tomer’s style while high-
lighting their most memorable
lived experiences or to tell
the story of their family 
history. Go to page 21.

continued on page 10
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Shown is William 
Arborgast’s “ Ready Set 
Go,”  an archival inkjet 
print on canvas with 

hand-embellished semi-
gloss finish, available 
in seven sizes. Phone 
LEVEL57, Atlanta, at 

(404) 400-3939 or go to:
www.level57art.com.

INSIDE THIS ISSUE

And Now For Something
Completely Different

In this month’s And Now For
Something Completely Differ-
ent, we highlight some of the
most creative framing jobs
from custom framers across
the country and describe the
products that they used.

Page 30

LEVEL57 Art Studio
Is Launched

LEVEL57 Art Studio was 
recently launched, under the
Deljou Art Group umbrella,
specializing in sourcing and 
developing art for residential,
hospitality, corporate, and
healthcare projects.

Page 16

The Esperanza 
Project is Introduced

Sydney Williams, artist and
high school student, has cre-
ated a series of digital e-Cards
for galleries and frameshops
to send to clients to thank
them for their business called
The Esperanza Project.

Page 18

Seven Expert Tips for
Creating Photo Walls

Custom framers can be a
valuable tool in educating
customers on how to display
their own family photographs
to memorialize special per-
sonalized moments and bring
a room to life.

Page 21

Gallery Lights:
Noteworthy Shows

This month marks the return 
of Gallery Lights after a pan-
demic-induced hiatus where
we highlight art galleries, their
owners, directors, custom
framers, clients, and collectors
celebrating show openings.

Page 27

Navigating Artist/
Gallery Relationships

Cultivating healthy, supportive,
and lucrative artist/gallery
owner relationships can be 
a tricky and time-consuming
world to navigate while each
party has their own individual
needs that must be met.

Page 1

AUG21-TOC copy_Layout 1  9/8/21  7:24 PM  Page 1



ART WORLD NEWSPAGE 6

IN OUR OPINION

Although the country
might not be over
Covid yet, Americans

are largely “over it” and it’s
wearing thin peoples’ stamina
and zeal. Frustration levels
are enormous. When all
hoped to be back to school,
back to work, and back to
normal; folks have been
handed another bitter pill to
swallow while being told, “we
aren’t there yet!” 

While the morass of sci-
ence and politics fumble,
most folks plot a prudent
course based on the spin of
their own world. It’s difficult to
be happy and content about
the present, as well as the fu-
ture. Consequently, how and
what people will buy will be-
come affected.

But the funny thing is,
there is still a significant num-
ber of people who view the
glass half full. According to 
an Axios-Ipsos poll, almost a
third of people say they are

“hopeful,” “motivated,” and
“inspired.” The dichotomy of
emotion is historic.

So, the $64 question 
is, how and what do you 
market? What kind of mes-
sage should there be that
could possibly resonate with
both camps? Thankfully, the
art and framing industry is
beautifully poised to soothe
all souls. To the first group 
of consumers, it’s the notion 
of domicile sets the table 
for success. Regardless of
the direction and strength of
the winds, the desire to cre-
ate a unique and innate sense
of home will carry the day 
for keen marketers. For the
achieving minority, art and
custom framing is the reward
for their successes—a bi-
product of actualizing their 
effort into attained goals.

Few retailers could morph
a solution to such a diverse
population. Therefore, the
glass is certainly half full for
the balance of the year.

MAKING IT 
ALL WORK

John Haffey
Publisher 

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.

ART WORLD NEWS

U.S. & International
John Haffey, Publisher
Phone (203) 854-8566
Fax (203) 900-0225
jwhaffey@aol.com

ADVERTISING SALES INFORMATION

Art World News (Volume XXVI, Number 7) 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.

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

Editor in Chief Koleen Kaffan
kkaffan@optonline.net

Editor Emeritus Sarah Seamark

Production Manager Sue Bonaventura

Columnists Todd Bingham
mo@tbfa.com

Barney Davey
barney@barneydavey.com

Joshua Kaufman
jjkaufman@venable.com

Contributing Writers Vanessa Arvid
Katherine Hébert
Richard Houser
Anita Petersen
Cristi Smith

Publisher John Haffey
jwhaffey@aol.com

Information Technologist Joe Gardella

“A New Day” 
by Danny Head 

from Danny Head 
Photography.

(888) 406-2858     www.podexchange.com 

AUG21-Opinion_Layout 1  9/8/21  4:59 PM  Page 1



FullPageAdTemplate_Layout 1  8/28/19  1:54 PM  Page 1



ARTISTS & PUBLISHERS

PAGE 8 ART WORLD NEWS

Chic Evolution in
Art, with three
locations; Ft.
Lauderdale, FL;
and Milton and
Alpharetta, GA;
has become the
sole U.S. repre-
sentative of Ger-
man artist and
sculptor, Wolf-
gang Stiller. Best
known for his
sculptural instal-
lations, Stiller
has exhibited ex-
tensively on a
global scale, with
his works displayed in museums and public collections all over
the world. His installation, Matchstick Men is on display at Chic’s
Fort Lauderdale location and features giant matchsticks with
ghostly, charred faces sculpted into the end of thick lumber
bases. Call (954) 765-6894 or: www.chicevolutioninart.com.

Chic Evolution in Art Signs Stiller

“Matchstick Men” by Wolfgang Stiller
range from life-size to monumental.

Roaring Brook Art, Elmsford, NY, has signed painter Susanne
Marie and presents her open edition work. With subjects 
ranging from beachy blues to urban chic to abstracts, 
Marie’s work is often inspired by the photographs that she 
has taken throughout her travels. Her original work are oils 
and acrylics, but she has recently begun using new mediums.
The open edition work retails from $5 to $50. For further 
information, call Roaring Brook Art at (888) 779-9055 or 
visit the website located at: www.roaringbrookart.com.

Roaring Brook Signs Susanne Marie

“Bridge View” by Susanne Marie.

Ford Smith Fine
Art, Roswell, GA,
presents a new
series of five
paintings inspired
by pirate ships.
“The first original
pirate painting was
posted as part of
the Small Won-
ders series on 
Social Media and
sold in six minutes
with more online
engagement than
almost any other
painting we’ve
shared,” says
Cristi Smith, company partner and president. As collector enthu-
siasm began to build, Ford decided to create the Pirate series. 
Giclées on canvas in edition sizes of 100 are also available.
Phone (678) 908-1989 or go to: www.fordsmithfineart.com.

Ford Smith’s Pirate Series Debuts

Ford Smith’s “Wait and Sea” is a giclée
on canvas measuring 30 by 30 inches.

Madelyn Jordon Fine Art, Scarsdale, NY, presented Summertime
Blues, a group exhibition of recent works by 11 diverse artists.
The show featured each artist’s interpretation of the season
through highly personal evocations in mediums including paint-
ings, photography, and prints. The artists participating were Marit
Geraldine Bostad, Derek Buckner, Purdy Eaton, Elissa Gore, Eu-
gene Healy, Catherine Howe, Akiko Ida & Pierre Javelle, Sandrine
Kern, DJ Leon, Yangyang Pan, Rebecca Stern, and Linda Touby.
Call (914) 723-8738 or visit: www.madelynjordonfineart.com.

Summertime Blues at Madelyn Jordon

Yangyang Pan’s “Ocean Love” is an oil on linen.
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This is how it becomes prof-
itable for both parties.

Ken Warren, owner of
Westport River Gallery, West-
port, CT, says that working
closely with his artists is the
best way to interpret the
needs and wants of his collec-
tor base. Needless to say, a
lot of research goes into the
process of finding the right
artist for the gallery. “The rela-
tionship should be beneficial
to all,” he says. 

“We, as gallery
owners, have a
better idea of what
people might buy,
and artists need 
to be open and 
understand. In a
new artist, we
look for honesty,
integrity, flexibility,
and how they
found us and why.
We also do an 
extensive internet
search to ascer-
tain who they are,
where they are,
and sometimes
we call another
non-competitive gallery and 
inquire about the working re-
lationship with the artist.” 

Meeting face-to-face can
also show whether the artist
will click with your collectors.
“An in-person interview is
vital, when possible. It’s like a
first date. You watch the nu-
ances, test each other, and
see if you can get along and
trust them,” Mr. Warren says.
“An artist should be flexible. If
they are good people, they
will be receptive. If I were an
artist, I would feel the same
way about galleries.”

Another aspect that own-
ers need to be upfront about

is whether or not one of their
artists sell directly to collec-
tors online. For the gallery
owner, putting part of their
business investment into an
artist means being serious
about sales. 

“We require statewide ex-
clusivity from our artists in
most cases and also require
that any direct inquiries from
collectors in our state be 
sent to us. We see no value
in competing with an artist 
on their website. If local
frameshops and galleries

have a certain work of art, 
we would avoid it. Many of
our artists are from Europe,
and in some cases we are 
the only gallery in the U.S. to
carry their work.” All of these
guidelines means trust is very
important. 

Gallery owners must know
their clientele, and that is not
easy since this is a process
that is always evolving. “Col-
lectors change, their interests
change, and they move in 
and out of the area,” he says.
“In the Northeast recently as
people escaped New York
City during the pandemic and
ran to the suburbs, they
needed art. But interestingly

their interests have been 
different than existing area
residents. That in part is a 
lesson for us. People are 
not buying at the level they
used to, or the frequency.
Every encounter is more 
vital today. The art attracts,
the owner and staff can 
entice but also repel. Staff 
is overhead and clients repre-
sent profit. People buy from
people.”

As a gallerist, so much
goes into cultivating your local
collector base. “It is all about

relationships. A
gallery owner must
stay in touch with
their clients, ask
them questions,
and keep them in
mind while choos-
ing work to repre-
sent. If new work
comes in from a
French artist, for
example, we con-
tact clients who
have bought their
art and send a few
images of the new
pieces. Also, since
we are in a heavily
trafficked area of

Westport, CT, we get many
walk-ins. We engage them 
in conversation and try to 
create a relationship. The
most important thing is to 
listen, not talk. 

“A recent NYC client who
has bought several medium-
level paintings, visited in 
August to inquire about 
available artwork by Edgar
Degas, Mary Cassatt, and
Berthe Morisot. So, you
never know when a relation-
ship will blossom and grow.”
Doing all of this footwork is 
a benefit to the artists repre-
sented in the gallery.

L&G PROJECTS MOVES 
TO LARGER LOCATION 

LA JOLLA, CA—L&G 
Projects, a contemporary
gallery located in La Jolla,
has moved to a larger loca-
tion nearby, chosen by owner
George Theodorakos to allow
for more space to expand the
gallery’s roster of artists. 
“The reason why I moved the
gallery was because I felt that
I was doing a disservice to 
my artists by not having the
proper wallspace to curate
their lovely art,” Mr. Theodor-
akos says. “I had to do it for
them. I went from 600 square
feet to 1,700 square feet. The
move was easy because it
was just right around the cor-
ner and is in a beautiful loca-
tion just right up the street
from a very historic hotel
named La Valencia, located in
the village of La Jolla.” Also
part of this expansion in-
cludes adding the work of
South African artist Neill
Wright. “We are so excited to
welcome South Africa's fore-
most emerging artist, Neill
Wright, to L&G Projects this
month. He is a multidiscipli-
nary artist, known for his
satirical work braving the
world of social commentary in
a bold, colorful, and humor-
ous manner,” he says. Shown
is “Untitled 1” by Neill Wright,
an acrylic on canvas measur-
ing 60 by 72 inches. For more
details, call (858) 263-4157 or
visit: www.landgprojects.com.

ART WORLD NEWSPAGE 10

ARTIST/GALLERY OWNER RELATIONSHIPS

continued on page 12

continued from page 1

Westport River Gallery, located in Westport, CT, 
along the Saugatuck River, offers original fine art from
European, American, and Asian artists.
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“There is no friend as loyal as a book.” 
–Ernest Hemingway

oil on panel 
Originals

Signed and 
Numbered Limited 
Edition giclees on
canvas with Hand 

Embellished Artist's
Proofs available.

We now offer select images as limited edition sublimations on metal.
Accepting commissions

(540) 416-4529    www.johnmarkgleadow.com
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Andy McAfee, owner of
The Art Shop, Greensboro,
NC, has an extensive history
in working with artists and
says that being able to work
with them on a personal level
helps to get the most out of
the partnership. “I have spent
more than 24 years adding
artists to The Art Shop,” he
says. “We have done over 30
one-artist shows working di-
rectly with both artists and
publishers. My relationships
with them are very important
and I always try and treat
them well. We also pay
promptly so they
trust us with con-
signments. We
track our inven-
tory and consign-
ments very
closely so there 
is never a misun-
derstanding.”

Artists that
work on building
their own per-
sona outside of
their gallery net-
works are also
great to work
with because they bring with
them some added exposure.
“As an international gallery
selling work all over the world,
we are looking for artists 
that are sought-after online
and in major galleries,” Mr.
McAfee says. “But when it
comes to exclusivity in our
contracts, Greensboro is a
small territory so most of my
publishers know I would 
expect at least a 60-mile 
radius around our gallery.”

Collectors in his area also
seek out unique work that 
has a personal connection to
them, but by their favorite
artists. “We do a lot of com-
missions and I like to work
with publishers and artists 
that are going to be flexible

and work on the piece until
the client is happy.”

The risk of doing business
lies on both sides. For the
artist, they need to trust that
they will be paid on time and
that time will be devoted to
representing the artwork. For
the gallery, their artists must
provide a steady stream of
sellable work, as well as 
having a stable of artists 
that are open to meeting with
collectors. 

Finding a unique mix of
artists is a continuous chal-
lenge for Todd Gresley, gallery
director of the Austin, TX-

based Ao5 Gallery, in busi-
ness since 1998. “I try my
best to carry artists that no
one else in town carries and I
look for something new and
inventive that one won’t find
anywhere else. That’s a tall
order in Austin and the art
world today,” he says.

From his roster of artists, 
a requirement of exclusivity
within a 50-mile radius is 
upheld. Being a destination,
Austin attracts collectors
looking for unique pieces of
art. “Many artists that we rep-
resent create work that ap-
peals to the Austin art
collector or visitor,” Mr. Gres-
ley says. “I usually go for a
universal appeal and allow the
artist to do their magic.” 

Finding that connection be-
tween the desires of your
clientele and that of the 
right group of artists can be
tricky. “It’s too hard to put
your finger on Austin collec-
tors. We’ve become a melting
pot of people that aren’t al-
ways from here,” he says.
“Therefore, I have a collection
that appeals to all types. 
That being said, I’m an open
book to other galleries that
are looking for information 
and I constantly send tourists
to other local galleries. I’m 
not concerned with competi-
tion. A rising tide lifts all
boats.” For an artist, a gallery
owner like Mr. Gresley is a

valuable tool to 
understanding,
and staying on top
of, this local art
community.

Robin Holliday,
artist and owner of
HorseSpirit Arts
Gallery, located in
Savage, MD, has
a distinct viewpoint
having been on
both sides of the
spectrum. “Being
an artist that has
decided to open

my own gallery has given 
me a unique perspective on
the artist/gallery relationship,”
she says. “When I first
opened the gallery eight years
ago, we had nine artists, all
local. We had survived a 
couple of floods and all of 
our artists came out and
helped because we had al-
ready become a closeknit
community. We moved into 
a bigger space over the 
years, and were able to go
from giving the artists 40% 
of a sale to 60% and 70% 
for commissions. We also
only require a five-mile radius
of exclusivity. We know this 
is generous but our artists 
are very much a part of the

JOSELOFF GALLERY
HIGHLIGHTS SOCIAL AND
ENVIRONMENTAL ISSUES
WITH NEW EXHIBIT

WEST HARTFORD, CT—
Joseloff Gallery at the 
University of Hartford is set 
to hold the 8th International
Distinguished Artists Sympo-
sium and Exhibition from 
October 25 to December 5,
2021, with this year’s theme
being Fiction, Fabulation, 
Futurity that deals with envi-
ronmental degradation, racial
injustice, and pandemics.
Featuring artists and authors,
the exhibit will address envi-
ronmental concerns, racial 
issues, and the pandemic 
with free interactive activities.
Highlights of the 6-week
event include visual art dis-
plays, narrative works from
award-winning authors, 
dynamic panel discussions,
and workshops. “The fine arts
sector has been one of the
hardest hit by the pandemic,”
says Rico Reyes, curator and
director of the Hartford Art
School Galleries at the 
University of Hartford. “After
being deprived of traditional
artistic venues for the past
year and a half, combined 
with stressful social circum-
stances, we knew that we
needed to create an exciting
and powerful program that
was accessible to everyone.”
Artists participating are Lynda
Barry, Amy Franceschini, 
Chitra Ganesh, Dr. GoraPara-
sit, Gabriel Rico, and
Nicholas Galanin whose
“Never Forget” is shown. For
details: www.hartford.edu/
academics/schools-colleges/
art/galleries/default.aspx.

ART WORLD NEWSPAGE 12

GALLERY/ARTIST BOND
continued from page 10

continued on page 14

The Art Shop–Fine Art & Custom Framing was founded in
1899 and is Greensboro, NC’s second oldest business.
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Bittan Fine Art is proud to feature the work of 
Pop artist E. M. Zax 

Polymorphs and Cultural Objects

www.bittanfineart.com      866-219-9161

Facebook: facebook.com/bittanfineart
Instagram: bittan_fine_art
Instagram: zax_artist
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gallery’s family,” she says.
“We all show up for each
other and the loyalty goes
both ways. Today, we have 
45 artists in our gallery and
each one I consider a friend.” 

Creating a space for artists
to thrive, is part of Mrs. Holli-
day’s goal. “This is my second
career and I wanted to make
sure that we had created a
place where talent
was on display but
also featured the
work of artists that
were kind and that
created uplifting
work,” she says.
“Our artists know
one another, and
more importantly,
support one an-
other. Being on both
sides of the relation-
ship has helped me
to understand how
hard it can be for
both parties. But
what I have learned
is that when things
are done with kind-
ness and fairness,
the benefits are 
returned ten-fold.
And, collectors see
the community that
we have created. Since we’re
all local, other gallery artists
will attend receptions for 
each other, just to show sup-
port. Collectors love to see
—and be a part of—that 
mutual admiration.”

The sign of a good relation-
ship is that it extends over
years. “Our business model 
is to work long-term with our
artists,” Mrs. Holliday says.
“Of the first nine artists that
we started the gallery with,
five of them are still with us
today in our current stable 
of some 45 artists. I try to 
vet people before meeting
and then sit down with them

and see if we click. It is impor-
tant to see if they are going 
to share the same vision we
at the gallery have and if 
we are a good match, person-
ality-wise. As a gallery, we
spend a lot of time devoting
energy to our artists and 
from a quality of life point-of-
view, it’s important to work
with those that you enjoy as 
a person,” she says. 

“We are lucky here in
Maryland to have a lot of tal-

ent. Our gallery alone has six
local artists that also very 
well-known nationally. But,
they are also humble and kind
and fit right into our commu-
nity. I have always encouraged 
our artists to promote them-
selves outside of the gallery. 

“Since I only carry original
work, I know that I will not
miss out on a sale elsewhere.
I only ask that artists not un-
dersell their work and maintain
consistency with our prices,”
she says. “It ends up working
in our favor because the
artists bring their own cus-
tomers to us. When an artist
believes that you have their

backs, they, in turn, have
yours.”

From the artist’s perspec-
tive, having a symbiotic rela-
tionship with their galleries
leads to a lucrative partner-
ship. But, to get there takes 
a lot of research, communica-
tion, and honesty. 

Kirsten Held, promotion di-
rector at Artwork of John
Davis Held in Baltimore, MD;
representing the work of her

husband John Davis
Held, knows first-
hand, the extensive
research that goes
into looking for the
right fit for her 
husband’s art. And 
it extends beyond
just what type of
work the gallery 
represents, but also
location, pricepoints,
experience, and its
standing within their
community. 

“We have found
that the most impor-
tant thing is to main-
tain a reputation for
quality work regard-
less of the medium,”
Mrs. Held says.
“Some galleries
want only our pastels

as they already have enough
oil painters, while other gal-
leries may want our still-lifes
and oil landscapes as well. An
artist needs to stay fresh and
inspired by whatever medium
he or she is using, so trying
different mediums is often an
avenue to achieving this. If a
gallery owner sees that you
can pivot with the changing
needs of the gallery, this
brings value to the relationship
that may not be available with
other artists.”

The process of finding the
right fit means a lot of work

ART WORLD NEWS

GALLERY/ARTIST BOND
continued from page 12

continued on page 22

A05 Gallery, in business for 23 years, is one of
Austin, TX’s largest contemporary art galleries.

SNAPCHAT CHARTS 
SHOPPING TRENDS AND
HELPS RETAILERS GEAR
UP FOR THE 2021 HOLIDAY
SEASON

SANTA MONICA, CA—
Social Media platform,
Snapchat, has launched its
new downloadable holiday 
resource hub for retailers and
marketers, giving insight into
key trends and behaviors
meant to help businesses 
get the most out of the 2021
shopping season. The plat-
form closely monitors the
trends of its users and has
found that there are three
major shopping trends and
behaviors: increased opti-
mism, mobile commerce, 
and immersive experiences.
Through 2020, even those
consumers that may not have
used the internet and/or So-
cial Media as a tool for shop-
ping, began using it more and
more as social distancing and
the pandemic took hold of the
world. Sales from mobile de-
vices spiked during the Covid-
19 pandemic at record-breaking
speed. As people become
more tech savvy in their shop-
ping, Snapchat finds that they
are craving more immersive,
contextual, and advanced
shopping experiences with
augmented reality (AR) and
video. Snapchat has created
an 8-page PDF how-to guide
to help retailers get the most
out of the 2021 shopping sea-
son that can be downloaded
at: www.forbusiness.snapchat
.com/festive-shopping-season
-north-american-resource-center.

PAGE 14
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Atlanta, GA-based LEVEL57
Art Studio was recently
launched to provide art that
meets the needs of the design
and furnishings industry. Under
the Deljou Art Group umbrella,
the new company specializes
in sourcing and de-
veloping art for
residential, hospi-
tality, corporate,
and healthcare
projects. Getting
its name from 
the idea that art-
work is best hung at the 
eye level of 5’7” on center,
LEVEL57 currently represents
nearly 100 artists. Artwork 
offered are fine art quality 
open edition prints and origi-
nals, available in a variety of
substrates and framing op-
tions, hand-applied embellish-
ing, and in multiple sizes. 

“With over 40 years
combined experience in
the fine art, design and
home furnishings indus-
tries, we wanted to bring
new perspective, talent,
and products to market
at a competitive price,”
says Karen Schweitzer,
vice president, creative
and operations. “We
want to inspire to live a
more engaging, stylish,
and authentic life by bring-
ing a curated, unique, and
leading collection of art
from artists around the
world into homes and
public spaces. We know
art matters.”

The company was
launched late last year
during the pandemic.
“Covid-19 definitely al-
tered the launch plans,
but LEVEL57 debuted 
at the Fall 2020 High Point
Market in our two new 
showrooms located at Interna-
tional Home Furnishings Cen-

ter (IHFC), at Hamilton on 
the 4th floor.” Created to offer
an affordable body of work, 
the company is geared to-
wards the design and furnish-
ings industry. “We partner with
designers, retailers, and art

consultants to find and create
an array of art that will fit 
the scope of their designs. 
We specialize in sourcing 
and developing art for residen-
tial, hospitality, corporate, and
healthcare projects.”

With art available in a 
variety of sizes and framing 
options, retail price points

range from approximately 
$99 to $4,999. “Many of our
artists sell their originals in 
fine art galleries around the

world at prices in the tens of
thousands,” Ms. Schweitzer
says. “Artists are excited to
work with us as they see 
the quality of our art and want
their name and work to be 
in the company of other high-

caliber artists. All 
of the images that
LEVEL57 offers
are exclusive to
us.”

A variety of sub-
strates and subject

matters help the company’s
artwork appeal to many 
different tastes. “We offer a
large variety of subjects from
transitional through contempo-
rary styles. Our Signature 
Collection offers art with 
elevated substrates, framing, 
and embellishing techniques
offering more unique options.
We push the boundaries of 

the expected genres of
this industry by including
distinctive, edgy, and
t hough t - p r o vok i n g  
images that stimulate
conversation.”

Artwork is available as
both canvas and paper
and framed art prints are
all available “Framed As
Shown” with a framing
design that complements
the art and in a style that
works in many interiors. 

“All of our art can be
customized by selecting
options for substrates,
embellishing, matboard,
and frames through our
website. Art can be pur-
chased unframed or
stretched with gallery
wrap. Our prints emulate
the nuance of detail,
spectrum of color, and

overall look and feel of an orig-
inal,” she says. “We go be-

MIRADA FINE ART 
MOVES TO NEW 
LOCATION, HAS GRAND
RE-OPENING EVENTS

DENVER, CO—Mirada Fine
Art, in business since 2009,
has moved to a larger loca-
tion, doubling their showroom
space. Previously located in
the historic Indian Hills Trad-
ing Post, the gallery is now,
just a block away, but further
into the downtown area. 
“After 12 years in our wonder-
ful Indian Hills location, we
felt it was time for a change,”
says owner Steve Sonnen.
“Following a lengthy search,
we've landed in the historic
LoDo neighborhood close 
to the remarkable shops 
and restaurants of Larimer
Square. Our new home was
originally the Neef Brother’s
Saloon and Dance Hall built
in 1878.” The larger location
allows Mr. Sonnen to offer
more art, as well as feature
an Art Grotto. The grand 
re-opening celebration 
featured a weekend of events
with artwork created specifi-
cally for it by its gallery artists.
Three new artists were also
presented during the event:
Laurence Young, Tom
Matucci, and Christian 
Dore. Painting live at the
gallery were artists Janice
Sugg, Steve Griggs, and 
Rick Young, whose “Clouds
Above the Gorge” is shown.
The new address is: 1331
15th Street, Denver, CO,
80202. For more information,
call (303) 697-9006 or visit:
www.miradafineart.com.
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LEVEL57 ART STUDIO IS LAUNCHED

“Effervescent Assembly” by Studio L57
Affinity, LVLVII Signature Collection is
an archival inkjet print on canvas with a
hand-embellished semi-gloss finish, 
available in four sizes from 18 by 22
inches ($119) to 45 by 55 inches ($459).

continued on page 18
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Sydney Williams, artist and
New York City high school stu-
dent, has created a series of
digital e-Cards for art galleries
and frameshops to send to
clients to thank them for their
business called The Esperanza
Project. But Ms.
Williams decided that
these ‘thank you’ e-
Cards could go one
step further and also
raise money for good
causes. The Project’s
mission is to raise funds
for Hunger Free Amer-
ica and The International
Rescue Committee
(IRC). “It is always nice
to receive a ‘thank you’
card, but one that is de-
signed to help others is even
better,” Ms. Williams says.
How it works is that retailers
will pay for access to send 
digital ‘Thank You’ e-Cards
through the website: www.
caringcards.net/art/. They then

choose from six designs, type
in the names and e-mails of up
to three clients, and write a
personalized message. The
sender can then choose an
amount to pay with a minimum
cost of $5 a card. All proceeds

will go to the IRC and Hunger
Free America as a charitable
contribution. Clients will appre-
ciate the kind note, as well 
as the donation to a worthy
cause. “My goal is to be able
to raise funds for charity

through my passion for creat-
ing artwork,” Ms. Williams
says. “Digital e-Cards for 
the art and framing industry
seemed to be a natural place
where my artwork could be
used for commercial purposes

and at the same time be
used to raise money in
order to support families
and children at a time of
great need.” Her philan-
thropic nature is a family
trait as both parents
served in the Obama and
Clinton Administrations
and are still involved in
public service today. “I 
do think it’s probably why
I have a desire to help 
others—but I also wanted

to do so in my own way. The
Esperanza Project allows gal-
leries and frameshops to 
thank their clients in a more
personal way, and one that is
also meaningful.” Visit the web-
site: www.caringcards.net/art/.

yond décor printing and 
maintain fine art reproduction
standards using premium fine
art grade materials, including
UV curable aqueous pig-
mented inks for a maximum
tonal range. We select pre-
mium archival fine art papers
and canvas for your art 
reproduction,” Ms. Schweitzer
says. “These surfaces are
specifically designed for pre-
mium printing purposes, yet
still maintain the special touch
and feel of genuine fine 
art media.”

Taking the artwork to the 
next level, the company’s 
design teams apply personal
touches to help set them 
apart. “To give our prints 
dimension and life, we add
hand-finished elements and

surface texture including 
hand-embellishing, a variety 

of top coat sheens, resin, 
leafing, and more. All of our

embellishing is done by hand 
in our art studio. All of our

products are produced in 
Atlanta and are made 
to order.”

LEVEL57’s sister com-
pany, Deljou Art Group, 
is an established leader 
in fine art and creative 
art services for galleries
and interior designers
with a focus on originals,
commissions, printing,
and framing services.
They offer highly cus-
tomizable art options 
with expert art consult-
ants to guide clients
through every step of the
design process. 

For further information
on LEVEL57, telephone
(404) 400-3939 or go to

the company’s website located
at: www.level57art.com.

FRAMERICA EXPANDS 
ORGANIC MAPLE LINE,
COMPANY NEWS

YAPHANK, NY—Framerica’s
Organic Maple line, part of
the Woods Collection, is 
now available in the Illusions
profile. Designed to appear
stacked, Illusions is a more
economical option to using
multiple mouldings to create
the same effect. 

In related news, Chris
Monaco, celebrates 35 
years working in Framerica’s
shipping and receiving 
department. “Suffice to say
that there are few people in
our industry as dedicated, 
focused, and integral to their
team as Chris,” says Jay 
Van Vechten, executive vice
president. “We are proud 
to have him within our
Framerica family and are 
hoping that he’s willing to stay
for three more decades.” 

Human resources director,
Brenda LaTorre celebrates
five years with the company.
“Brenda has been a star
throughout her tenure,” says
Gene Eichner, co-founder.
“But never more so than 
during the height of the global
pandemic. She stood tall 
as a friend, caretaker, and
trusted adviser for all 
Framerica associates. Our
company leaned on Brenda
and she delivered.” 

For more details, call (800)
372-6422 or go to the website
at: www.framerica.com.
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THE ESPERANZA PROJECT IS INTRODUCED

One of six designs created by artist Sydney
Williams available in The Esperanza Project.

“Winsome Problems” by Darrell 
Kincer is an archival inkjet print on
canvas with a hand-embellished
semi-gloss finish available in five sizes
and customizable framing options.

LEVEL57
continued from page 16
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Gallery Fuel, a subscription-
based service that helps 
fine art galleries be more 
competitive in today’s art 
market, has launched a new
Online Sales Checklist for 
art galleries to help them
make the most of both their
brick-and-mortar location, as
well as their online presence
and all the possibilities that 
includes. The checklist is a
downloadable PDF available at:
https://galleryfuel.ac-page
.com/online-sales-checklist.

Katherine Hébert,
founder of Gallery Fuel
and industry expert
that specializes in art
gallery business sales
and marketing strate-
gies, created the list
and says that Covid-
19 has made the need
for effective online
sales tools necessary
to keep sales flowing.
“I put the checklist to-
gether because art gal-
leries are building true
hybrid online/offline
business models,” she
says. 

“Covid accelerated that
need. Many galleries with small
teams feel overwhelmed with
adding new digital capabilities
and maintaining ‘normal’ busi-
ness operations elements.”

Ecommerce has made all
the difference for many retail-
ers that have been able to
maintain sales, even when 
foot traffic was nearly non-exis-
tent. This has been the trend
even before the pandemic
took hold. Recent studies
show that sales from U.S. 
consumers online contributed
an additional $105 billion in
U.S. online revenue in 2020.
Online retail sales rose 32.4%
year over year in 2020 and 
are already up 39% in this

year’s first quarter. 

Gallery Fuel’s checklist in-
cludes strategy preparation,
setting sales goals, developing
online sales channels, optimiz-
ing the gallery website, creat-
ing a strategy for online art
marketplaces, Social Media,
and post-sale strategies. 

Ms. Hébert has also cre-
ated a series of videos that 
detail some of the marketing
basics and is designed to 
help support galleries as 

they work their way through
the checklist. 

“The art market is changing
so fast now, whether a gallery
is operating internationally, or
even regionally,” she says.
“The buyers’ needs and 
expectations are evolving 
as other more nimble indus-
tries set the bar higher for
commerce. Digital marketing 
capabilities are also growing,
by the minute it seems. A
gallery business should look
strategically at their business
annually to ensure they move
towards their long-term vision
of success.”

Covid-19 has put the spot-
light on online marketing and

sales and has shown many 
exactly how important its role
can be to an art gallery. And
with tools like the Online Sales
Checklist, gallery owners can
customize the list to fit their
business. 

“Not everything on the
checklist will apply to all art 
galleries,” she says. “It is not 
a one-size-fits-all resource, 
but my goal was to provide a
comprehensive action list and
strategies for gallery leadership
to move towards a more hy-

brid online/offline busi-
ness model. They can
then be better empow-
ered to create an on-
line sales strategy that
makes the most sense
for their business,
artists, and buyers. 

“So many art gal-
leries quickly adopted
online sales and mar-
keting tools when 
they were forced to
close. Many of these
efforts were put into
place without really
considering a strategy

around them. Some initiatives
were very successful. Unfortu-
nately, some tools fell flat for
many galleries.” 

Katherine Hébert specializes
in art gallery business sales
and marketing strategies, as
well as 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 dedi-
cated to helping fine art 
dealers and galleries in small-
to mid-sized markets grow 
and improve their businesses.
For more information and to
download the checklist, visit
the Gallery Fuel website at:
www.galleryfuel.com.

BELLA MOULDING 
DEBUTS COLLECTIONS,
DIANA AND LILIAN

CHICAGO—Bella Moulding
/PRISMA Frames has intro-
duced two new feminine-in-
spired moulding collections,
Diana and Lilian. Named
after Lady Diana, the people’s
princess and style icon, Diana
is a range of seven colors in
two profiles featuring faux
marble in black and white and
two cap profiles with thin gold
accents. The profiles have a
taller angled cap with a dis-
tinctive gold line at the ridge
and a petite cap with a deli-
cate gold egg and dart detail.
With its gloss lacquer finish
and gold detail, Diana is per-
fect for the modern ‘80s home
decor design trend. 

Lilian is a hand-finished line
of moulding featuring a classi-
cally ornate floral design in
gold or silver leaf with a touch
of antiquing. The name Lilian
was popular in the 1700s and
was a subtle nod to nature,
along with the names Violet,
Rose, and Daisy. The art nou-
veau movement is seen in the
design of Lilian, which is
available in bright gold lilies,
cold silver lilies, pewter lilies,
and copper penny lilies. The
line pairs well with vintage
and modern prints, photo-
graph and fine art portraits,
wedding invitations, and tex-
tiles. Call (888) 248-6545 or:
www.bellamoulding.com.
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FRAMING TECHNIQUES

Your customer’s most pre-
cious moments in life de-
serve to be prominently
displayed and protected for
years to come. Creating a
gallery wall in their home or
office can be an excellent
way to memorialize special
family moments and bring 
a room to life. Custom
framers are a valuable tool in
educating customers on
how to display their family
photos like a pro. 

Determine a
Theme 

Conceptualizing and ar-
ranging the perfect gallery
wall takes time. While not
necessarily a permanent fix-
ture, this is a project worth
getting right the first time—
think “measure twice, cut
once.’’ A gallery photo wall 
is a chance to define the
customer’s style while high-
lighting their most memo-
rable lived experiences or to
tell the story of their family
history.

Some potential ways to
group photos thematically
on a gallery wall design:
• Children
• Travel destinations
• Family pets
• Hobbies or activities
• Family traditions
• Major milestones or rights

of passage

The planning phase is an
iterative process and likely

will involve going back 
and forth between looking
through the photos and con-
ceptualizing theme grouping
possibilities. Take your time
and weigh the options. Ex-
amine colors and how the
photos will look side-by-side
as well. The theme selection

will ensure a cohesive look
picture to picture, frame to
frame.

Photo Selection
Photo selection is every-

thing! Encourage customers
to take ample time browsing
through those old family
photos in that hat box on the
top shelf of their closet or
more recent pictures stored
on their computer. If they
feel that they don’t have
enough material to fill a wall,
consider having them reach
out to close family or friends

who may have photos to 
add to the collection.

The best family photos
hold special significance and
can call-up warm feelings 
of love, happiness, and ad-
miration. Have customers
explore grouping their pho-

tos in creative and unex-
pected ways. For example,
arranging two family photos
taken two decades apart
next to each other for juxta-
position. 

Portrait or 
Landscape?

It goes without saying 
that the customer’s photos
should already be framed
when designing a gallery 
wall in their home or office.
When it comes to framing, it
is equally as important to

pair the right photo with the
right frame—portrait or land-
scape. Consider mixing up
both portrait and landscape
options for a more stylish
gallery wall experience that
provides both depth and
whimsey. In the age of the
smartphone, portrait photos
are more common due to
the way the phone is typi-
cally held; however, land-
scape photography offers
the chance to capture more
of the background behind
the subject. A healthy mix-
ture of both styles can cre-
ate the perfect effect for a
family gallery wall.

Select a Layout
Once the theme has been

chosen, work with your 
customer to determine how
they would like the photos
arranged on their wall. A grid
arrangement tends to be
more linear while salon
arrangements feature multi-
ple pieces hung at different
heights and formations. A
great way to select a layout
is by mapping out the design
directly on the wall or on the
floor with painters tape. 

The ‘floor method’ is best
for visualizing the concept
and involves the following
steps: 
1. Measure the entire 

dimensions of the wall
2. Locate a place on the

floor big enough to replicate

SEVEN EXPERT TIPS FOR PHOTO WALLS

Creating the perfect gallery wall in a customer’s home or 
office must reflect their personal style, protect their photo-
graphs, and tell a story of their lives and experiences.

continued on page 23
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before even meeting with a
new gallery. “First and fore-
most, we look at their web-
site to see if they have a
preferred way of submitting
artwork for consideration,”
she says. 

“If so, we follow their re-
quirements or requests to 
the letter and follow up if
there is no response within a
timely manner based on what,
if any, timeline they set for 
expecting a decision. We
usually begin by mailing out
hand-written postcards with
an image of our work to
prospective galleries for sev-
eral months on which we set
forth in a sentence or two
something we have noticed
about their gallery that is of 
interest to us or that we can
connect with. If, and when, a
dialogue begins, we arrange
for a telephone conversation
followed by an in-person 
visit to the gallery. Meeting in-
person allows us to get a
sense of whether we like (and
feel comfortable with) the
owner and/or manager. In the
alternative, we might request
a Zoom meeting.”

After all of that work, now
they must research. “Once
we have identified a gallery
that we might want to repre-
sent us, we usually begin 
by signing up for their
newsletter, if they have one,
and following them over a 
period of time,” she says.
“We closely study their web-
site and sometimes reach out
to other artists currently ex-
hibiting in the gallery to deter-
mine what their experience
has been. We use publica-
tions like Fine Art Connois-
seur, Art World News, and
American Art Collector where
we have advertised ourselves

or plan to advertise in the 
future to see what galleries
are advertising, and/or are
represented, in those 
publications.”

Studying the work already
represented by the gallery 
is also important. “We do in-
deed pay attention to what
kind of art a gallery already
has and come up with a pro-
posal to fill a niche that might
exist within their current body
of work. Since they will pre-
sumably be looking at our

website prior to contacting us
or as part of the evaluation,
they will see the totality of 
our work and what we are 
capable of providing in addi-
tion to, or instead of, our initial
proposal. The idea is to
demonstrate that we have
given careful thought and 
attention to how we can bring
value to their existing collec-
tion in a way that is beneficial
to all concerned.” 

As Mrs. Held says that
they are always looking to 
expand their gallery network,
recent searches have con-
sisted of mostly those lo-
cated closer to home, within
driving distance of the 
Mid-Atlantic region. “It is our
preference to have a personal

and long-term relationship
with a gallery, wherein we can
attend exhibitions and recep-
tions in-person and visit on a
regular basis,” she says.
“Whenever possible this 
includes delivering new art-
work in-person in order to
strengthen the business rela-
tionship.” 

Doing the research can
lead to a successful artist/
gallery partnership. “Most
galleries that we have ap-
proached carry art within a

certain price range and only
carry work that meets a cer-
tain quality standard that their
collectors and patrons have
come to expect. This is why 
it is so important for 
an artist to familiarize them-
selves with a prospective
gallery before submitting 
their artwork for representa-
tion. There doesn’t seem 
to be a standard in terms of
how galleries find new artists.
Some appear to always be on
the lookout for new work,
while others have specific
times of the year when they
address themselves to the
task of taking on new artists.
The more specific they are on
their website about how they
will accept submissions, the
more stringent one can ex-

pect them to be on any devi-
ation from those rules as
they’ve been laid out.” 

Mrs. Held says that years
of going through this process
has taught her some of the
basic rules, shared by most
galleries. “The most common
rules seem to be concerned
with the quantity, size, and
type of images they wish to
see. In a few cases, they may
state that they do not accept
in-person submissions, how-
ever that is usually implied in
the directions they set forth
as to how to submit images
electronically for considera-
tion,” she says. “One thing
that is frustrating about this
type of submission process is
that there is often no way to
include a written proposal.
Rather, they appear to be
making the decision based
solely on the images you
send and possibly the quality
of your website.” 

But what becomes difficult
during the process is learning
that each gallery works by
their own rules and the artists
must be open to how differ-
ent the business may be.
“We have found that there is
no ‘best practices’ standard
when it comes to gallery op-
erations. A gallery with a
brick-and-mortar location in a
vacation hot spot such as
Cape Cod that gets a 
lot of walk-in business from
passing tourists and year-
round locals will need to 
implement a much different
business strategy than a
gallery located in a small town
without much walk-in traffic,”
she says. “An online-only
gallery that has no brick-and-
mortar presence is another
proposition entirely. Gallery
owners can be as different 
as night and day in terms of

GALLERY/ARTIST BOND
continued from page 14

continued on page 24

HorseSpirit Arts Gallery was founded in 2013 and is located in
the Historic Savage Mill building in Savage, MD.
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the dimensions
3. Use painters tape to

create an exact size ‘replica’
of the wall
4. Lay the photos down

within the parameters
5. Move things around

and tweak the arrangement
until it fits perfectly
6. Don’t forget to take a

photo of the concept so that
it can be replicated on the
desired wall

Frame Styles 
And Mats

Avoid using the same
frame for every piece. Think
about using some vintage
frames and mixing them 
with new quality custom or
semi-custom frames for 
a more lively or untraditional
look. Choose a frame
palette that will compliment
the photos and match the
customer’s personal style.
Be sure to look at the hard-
ware attached to the back
(D rings v. wire) and if they
have the ability to swap out
photos over time.

Make mat selections
wisely and try not to over
complicate the decision.
Two or three mat options is
all you need. When used
properly, it can really elevate
the look of each photograph.
The thicker or deeper the
mat, the more a photo will
appear to be floating.

Glass Options
It’s important to consider

the lighting of the room
when planning a gallery 
wall. How much natural 
light fills the room during 
the day? Are there harsh
overhead lights installed at

night? Glare can be an 
often overlooked compo-
nent when it comes to creat-
ing the perfect family photo

wall. Consider upgrading to
museum-quality glass when
considering custom framing

options. Tru Vue’s Museum
glass is unmatched with its
amazing clarity and uncom-
promised protection. Some
of the benefits of museum

glass include:
• Virtually eliminates re-

flections and glare
• Blocks up to 99% of UV

rays
• Optimal light

t r a n sm i s s i o n
brighten colors
• Enhanced

surface for better
durability and
easy cleaning
• Premium

2.5mm thickness
provides better
strength and
rigidity

Museum glass
not only en-
hances a gallery
wall by eliminating
reflections, but
also helps to pro-
tect memories for
generations to
come. Light dam-
age is one of the
most common

forms of damage to photos
and art over time and Mu-
seum glass blocks 99% of

damaging UV rays.

Use Technology
Advancements in technol-

ogy have made many areas
of our lives more accessible
and easier—even with the
process of creating the 
perfect gallery wall. Be 
sure to use technology to
your advantage to help 
bring your vision to life. 

Here are a few resources
to get you started:
• The ‘Measure’ app on

newer iPhones is handy for
taking accurate measure-
ments. As a bonus, it also
has a built in leveler that is
actually more accurate than
analog levelers (with the
green bubbles).
• ArtPlacer is an app 

that can allow users to 
portray works of art at 
real scale, in a home or 
any space. Consider down-
loading it and giving it a 
try.

If These Old
Walls Could Talk

The saying, ‘If these old
walls could talk’ is some-
what misleading. Walls 
can, in fact, talk—well 
sort of. A gallery wall tells 
a story: weddings, birthdays,
numerous family vacations,
graduations, and more. 
Each photo is a glimpse 
into the lives of the people
who reside there and the
many adventures only 
time and good company 
can provide. Every photo
hung is a treasured reminder
of how far a person has
come and the legacy they
leave behind. 

For further information 
about Museum glass, tele-
phone Tru Vue, located in 
McCook, IL, at (800) 621-
8339 or go to the company’s
website located at: www.
tru-vue.com.

Creativity counts and mixing antique
frames with new frames can add an ele-
ment of design to a gallery wall space.

Using Tru Vue’s Museum glass helps to protect a person’s
photographs while also cutting down on glare.

FRAMING TECHNIQUES
continued from page 21
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whether they think that lifting
all boats is best or competing
for each sale. What this 
often translates to, is that 
galleries will have very differ-
ent expectations of their
artists in terms of what they
do and do not want them to
communicate to customers
or other galleries that the
artist may be in.” 

Artists need to also re-
spect the wishes of the
gallery owner that they
agreed to at the beginning of
the contract. “One gallery
owner may not object to an
artist communicating directly
with a prospective collector
outside of the gallery setting,
while another feels that all
communication should go
through the gallery. This is an
inherent issue of trust that the
artist will not undercut the
gallery in price or future sales
and will be influenced by an
owner’s previous experience
or approach to the business
side of art gallery sales.”  

Kaveh Abrishami, presi-
dent of Studio Fine Art, 
North Miami Beach, FL, has
worked closely with many 
galleries over the years that
represent his company’s
artists and has learned 
that many have their own
business strategies. He is
also the owner of ABRA
Gallery in Fort Lauderdale,
FL. “First off, an artist must
make sure that their pieces
would mesh well within said
gallery,” he says. “It needs 
to be of the same caliber,
quality, and somewhat price
range. Some basic rules 
are to know who they are 
before approaching them.
Don’t pitch photography to 
an art gallery that only repre-
sents canvas art.”

“It is important to curate
your art to each gallery 
that you are pitching. For ex-
ample, with artist Hessam
Abrishami’s work, we might
just pitch his abstracts to

some galleries and his differ-
ent more popular types of
work to others,” he says.
“It’s like applying for a job—
you customize your resume
to be relevant to the job that
you are seeking. You don’t in-

clude bartending when apply-
ing to an office job.”

Mr. Abrishami says that,
for him, it is more important
to find a gallery that works
with the artist’s body of work,

rather than having them 
tailor work towards the
gallery. “An artist needs to
hone their style in one genre.
I feel that showing different
styles and mediums means

the artist still does not know
who they are or will be. 
The exception with this 
rule is for more established 
and higher caliber artists 
who already have a loyal 
following.”

Other aspects to consider
is location and to make sure
that artwork can be shipped
to the gallery safely and 
consistently. He says that
gallery rules need to be 
adhered to and to respect 

the role of the gallery. “Each
of their display walls has 
an opportunity cost, therefore
it is important that what 
an artist pitches is the right
work for them. The gallery will
look at it financially. Will they
take down a piece that is 
already making money to try
your art? This is where the
artist needs to show value 
in their work. Show the po-
tential sales that can be
made. Show the following
they already have. Show 
the marketing that has been
done to this point. It is the
artist’s job to put the gallery
at ease in the risk in taking on
their art.”

While gallery owners are
not all the same, Mr. Abr-
ishami says that it is advanta-
geous for them to have
relationships with other local
art business owners to help
build the community. “As an
owner myself of a fine art
gallery and an artist represen-
tation company, it is important
for galleries to be in cahoots
with each other. They piggy-
back their shows with one 
another. They open their loca-
tions next to each other and
even stay open the same
hours. This is the best for-
mula for a successful gallery.”

An artist being able to click
with a gallery and its collec-
tors is very important. Art, by
its very nature, is personal 
to the artist and for them to
feel confident with a gallery
means a different level of
trust and support—one that
other industries don’t have 
to experience. The art world
itself is a social environ-
ment—buying art is based 
on personal connections and
taste and meeting the artist
can turn a one-time art buyer
into a longtime collector—

GALLERY/ARTIST BOND
continued from page 22

continued on page 26

Hessam Abrishami’s “Early Summer” is an archival on 
canvas in an edition of 95, measuring 69 by 46 inches
($5,200) from Studio Fine Art. Go to: www.studiofineart.com.

John-Mark Gleadow’s “King of Horror” is an oil on panel,
measuring 48 by 24 inches, retailing for $26,000. It is also
available as a giclée on canvas in two sizes: 24 by 12 inches in
an edition of 150 and 48 by 24 inches in an edition of 95. For
more details, visit: www.johnmarkgleadow.com.
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therefore the lines between
business and pleasure can
become one. 

In order for an artist to 
create, they must feel 
appreciated and valued, 
and for gallery owners, 
having a strong connection 
to the work is important 
to properly present it to 
their customer base. Susan
Gleadow, publisher of John-
Mark Fine Art, Staunton, 
VA, representing the paint-
ings of John-Mark Gleadow
says that when she looks 
for new galleries to represent
her husband’s work, a lot 
can be found out by who 
they currently work with. 
“We start by seeing if a
gallery carries other artists
that we share galleries with,”
she says. “Then, we look 
at the overall feeling of the

gallery to see if our work
would fit in. We then visit 
the gallery to
talk with the 
director and/or
owner. 

Finding the
right fit for
Gleadow’s hy-
perrealistic oil
paintings (and
limited edi-
tions) of books
also takes
some res-
earch. “We
have one body
of work, his
Bibl iotheque
Series that 
he started in
2006, that we
present to all
potential gal-
leries but may
consider which
pieces that would do well in
that particular location,” Mrs.

Gleadow says. “It is impor-
tant for the limited edition 

reproductions to be available
in different mediums and

sizes to appeal to a wider 
audience of art buyers. It 
is also important to present 
a variety of subject matters to
catch peoples’ eyes.” 

As the art market changes,
sometimes, being persistant
with a gallery that you’d like
to work with may pay off. “It
is important that you ask 
to present your work to a
gallery more than once,” she
says. “Things can change
very quickly and so can 
opportunities. The best 
type of artist/gallery relation-
ship is when they really 
like your body of work and 
a great partnership is estab-
lished once they add you 
to list of gallery artists.” In 
the end, it oftentimes comes
down to chemistry, shared
values, and an open dialogue.

Koleen Kaffan is Editor in
Chief of Art World News.

GALLERY/ARTIST BOND
continued from page 24

“The Midst Of Torrents” is an oil on canvas
by John Davis Held measuring 20 by 24
inches. Go to: www.johndavisheld.com.
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GALLERY LIGHTS

Ocean Galleries’ owner Kim Miller, left, is pictured with 
modern impressionist painter Josef Kote during his 
limited engagement fine art exhibition titled, “HEALING” 
at the Stone Harbor, NJ, location of the gallery.

Artist Amber Maida is shown at the opening reception 
for her solo exhibition titled “Oubliette” featuring her
newest collection of mixed media paintings and sculptural
work at Souterrain Gallery located in West Cornwall, CT.

From left to right, are artists Maryalice Eizenberg, Paul
Schulenburg, Andrea Petitto, and Amy Sanders at the
opening reception for the “Reflections of Land and Sea”
exhibit held at AddisonArtGallery in Orleans, MA.

At Galerie D’Orsay, Boston, artist Ken Salaz, second from the
left, is pictured with, from left, gallery co-director Kristine
Feeks Hammond, the artist’s wife Camie Isabella Salaz,
and gallery co-director Martha S. Folsom.

Pictured at the Washington, DC-based Zenith Gallery, are
sculptor Kristine Mays, center, with collectors, from left, Dr.
Teddy Reeves and Briana Gibson Reeves during opening 
reception for the artist’s “Weight of the World” exhibition.

At the opening reception for the 2021 Indian Market held at 
Sorrel Sky Gallery in Santa Fe, NM, is, from left, artist Mateo
Romero and owner Shanan Campbell. The weekend-long event
featured artist demonstrations, presentations, and art talks.
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NEW ART

Bande Dessinée

Artist John-Mark Gleadow, Staunton, VA, debuts “Bande
Dessinée” as a giclée on canvas available in two sizes: 24
by 12 inches in an edition of 35 retailing for $695 and 48 by
24 inches in an edition of 35 retailing for $1,550. For more
details, call (540) 416-4529 or visit the artist’s website lo-
cated at: www.johnmarkgleadow.com.

Bow Bridge Blossoms

Robert Finale Editions Inc., Canton, GA, presents “Bow Bridge
Blossoms” by Robert Finale as an oil on canvas measuring 30
by 24 inches. Price available upon request. The image is also
available as a limited edition giclée on canvas in four sizes with
an edition size of 82, total. For more information, phone (770)
345-8691 or visit: www.robertfinaleeditions.com.

Sunrise Surf

Brian O’Neill Fine Art, Rochester, NY, introduces “Sunrise
Surf” by Brian O’Neill as an oil on canvas measuring 50 by
30 inches. The retail price is $6,000. For further informa-
tion, phone (585) 957-4206 or go to the artist’s website lo-
cated at: www.brianoneillstudio.com.

Marilyn
Deljou Art
Group in 
A t l a n t a ,  
d e b u t s
“Mari lyn”
by Srinjoy
as part of
the artist’s
Icon Glam-
our collec-
tion. The
image is a
m i x e d
media on
board with
resin, meas-
uring 48 by
48 inches
and retailing for $7,900. For more details, call (800) 237-4638
or go to: www.deljouartgroup.com.
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AND NOW FOR SOMETHING 
COMPLETELY DIFFERENT

Wade Maxx Art & Framing, 
Upper Montclair, NJ and NYC
Wade Maxx Art
& Framing, with
locations in
Upper Mont-
clair, NJ, and
New York, NY,
framed “Panda,
Panda Cubs
and Flower Ball
Gold” by
Ta k a s h i
Murakami
with a clear
r o u n d
PR ISMA
Frame from
B e l l a
Moulding. For further information, call (973) 337-5686 or go to the 
website located at: www.wademaxx.com.

Mantra Framing, Williston Park, NY
Custom framer
Jennifer Makaw
at Mantra Fram-
ing in Williston
Park, NY, de-
signed the fram-
ing for this
Grateful Dead
50th Anniver-
sary limited 
edition print,
purchased at
the band’s show
in 2015 in
Chicago. The
project features
s t a c k e d  
moulding from 
Fotiou’s Flare
series 9130RD
and 9130BU and matboard by Specialty Matboard’s Gallery line,
Carbon Glitz W58959, that was cut with a Wizard 9000 machine.
Also featured is an acid-free foamboard by the Gilman Brothers
and Museum Glass from Tru Vue. For further information, call
(516) 747-9110 or visit: www.mantraframing.com.

FRAME, San Francisco
At FRAME, San Fran-
cisco, a unique shad-
owbox was created
for artist Kévin
D’Alenti’s three di-
mensional sculpture
made with matboard
and paint, depicting
Pearl Paint, the
beloved downtown art
supply store located
on Canal Street in
NYC that closed its
doors in 2014. Using
Larson Juhl’s Aged
Steel moulding, Bain-
bridge’s 4-ply 100%
cotton rag matboard,
and Tru-Vue’s Optium
Acrylic, the artwork comes to life. Call FRAME at (415) 563-
1700 or visit the website at: www.frame-sanfrancisco.com.

Custom Picture Framer LLC, 
Glenside, PA
Custom Picture
Framer, located
in Glenside, PA,
created the frame
for “Mishra’s
Factory,” an orig-
inal work on
panel by Mark
Poole, commis-
sioned for the
2021 edition of
“Magic: The
Gathering.” The
bronze mould-
ing is from Lar-
s o n - J u h l ’ s
Ferrosa collec-
tion with a Bella
tangerine bird’s
eye maple liner.
A Lineco rabbet liner is used so that the edge of the paint-
ing doesn’t come in contact with the wood frame. For more
details, call (215) 572-0679 or: www.custompictureframer.com.
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WHAT’S HOT IN OPEN EDITIONS

Lakeview Sunset II

“Lakeview Sunset II” by Jennifer Gold-
berger measures 18 by 24 inches and re-
tails for $80. For further information,
telephone World Art Group located in Rich-
mond, VA, at (804) 213-0600 or go to:
www.theworldartgroup.com.

Black and White
Branches
“Black and White Branches” by
Krinlox measures 24 by 24 inches
and retails for $25. Phone Sun-
Dance Graphics, located in Orlando,
FL, at (800) 617-5532 or visit the
website at: www.sdgraphics.com.

Here are the Here are the 
best selling prints best selling prints 
from some of the from some of the 

leading open editionleading open edition
publishers.publishers.

Three Sisters

“ T h r e e  
Sisters” by
Betty Albert
is an open
edition on
canvas meas-
uring 24 by
36 inches.
The retail
price is $180.
Call Canadian
Art Prints and
Winn Devon
Art Group
Inc. in Rich-
mond, BC,

Canada, at (800) 663-1166, or visit the web-
site at: www.capandwinndevon.com.

Note To Self
“Note To Self” by Urban Epiphany is a large
format custom giclée on matte paper meas-
uring 36 by 48 inches ($206). Phone A.D.
Lines, located in Monroe, CT, for more infor-
mation at (800) 836-0994 or visit the com-
pany’s website at: www.ad-lines.com.

Valleyscape IV

“Valleyscape IV” by Chris Paschke
measures 30 by 30 inches and is
available on paper and canvas retail-
ing from $69 to $125. Call Wild
Apple in Woodstock, VT, at (800)
756-8359 or: www.wildapple.com.

Solace Beach

“Solace Beach” by Nan measures 40 by 32
inches and retails for $40. For further infor-
mation, telephone Galaxy of Graphics in
East Rutherford, NJ, at (888) 464-7500 or
go to: www.galaxyofgraphics.com.
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Ray of Burst I

“Ray of Burst I” by Eva Watts is available 
in any size and printed on paper, canvas,
acrylic, and Dibond metal. A 24 by 24-inch
image retails for $48.50 on paper. For further
information, call PI Creative Art, Toronto, at
(800) 363-2787 or: www.picreativeart.com.

Rustic 
Country Life
“Rustic Country Life” by
Lori Deiter measures 18 by
12 inches and retails for
$16. Also available on can-
vas and wood products.
Call Penny Lane Publishing,
located in New Carlisle,
Ohio, at (800) 273-5263 or

go to the website located at: www.pennylanepublishing.com.

Vague Impression

“Vague Impression” by Jan Weiss measures
24 by 24 inches and retails for $36 on paper.
Available on multiple substrates and multiple
sizes. Call Image Conscious, San Francisco, at
(800) 532-2333, www.imageconscious.com.

Natural Inspiration Blue
Eucalyptus on White II
“Natural Inspiration Blue Eucalyptus
on White II” by Tara Reed meas-
ures 24 by 24 inches and retails for
$25. Call Roaring Brook Art, Elms-
ford, NY, at (888) 779-9055 or visit:
www.roaringbrookart.com.

Edmonds Marina

“Edmonds Marina” by Brooke Borcherd-
ing measures 24 by 30 inches and retails
for $40. For more information, call Third
& Wall Art Group, located in Seattle, at
(877) 326-3925 or visit the company’s
website at: www.thirdandwall.com.

2021 NCAA Baseball National Champions

“2021 NCAA
Baseball Na-
tional Cham-
pions” by
Christopher
Gjevre has 
an image that
measures 40 by 13 1/2 inches ($40). Call Blakeway Worldwide Panoramas Inc.,
Minneapolis, MN, for details at (800) 334-7266 or visit: www.panoramas.com.

Here are the Here are the 
best selling prints best selling prints 
from some of the from some of the 

leading open editionleading open edition
publishers.publishers.
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“Lazy Sunset Afternoon” by Bill Carson Photography
Image Size: 36” x 18”           $28

OPEN EDITION PRINTS
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SunDance Graphics

E-MAIL: customerservice@editionslimited.com
4090 Halleck Street, Emeryville, CA 94608

“Technicolor Trees 1”
(One of a set of three) 
by E. Loren Soderberg
Image size: 24” x 24” 

$35 
Available as POD on
paper and canvas. 

Editions 
Limited

“Trust the Journey” 
by 

Katie Doucette
Image Size: 
16” x 20” 
$22

Sagebrush 
Fine Art Inc.

“Atomic Ranch No. 3” 
by Jan Weiss
Image Size: 
24” x 32”   

$48 giclée on paper

Image 
Conscious

800.532.2333  www.imageconscious.com

“Candy Coast” by Patrick Zephyr
Image Size: 35” x 25”
$54 giclée on paper

Image
Conscious

www.haddadsfinearts.com
E-MAIL: cfskeen@haddadsfinearts.com

3855 E. Mira Loma Ave., Anaheim, CA 92806

“Repose”
by E. Jarvis

Image Size: 26” x 26”
Also available as 

a custom size giclée.

800.942.3323
Fax: 714.996.4153

Haddad’s 
Fine Arts Inc.

800.532.2333    www.imageconscious.comwww.sdgraphics.com    www.sundancegraphics.com

800.228.0928
www.editionslimited.com

5165 South 900 East,
Murray, UT 84117

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

and wood.

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

and wood.

800.643.7243     www.sagebrushfineart.com

800.617.5532
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Classified
Advertising

Works

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

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
• Clear instructions to get started
• Get free local promotion with 
Google
• Simple Facebook page
Call Richard for a free 1-hour consultation at (805) 701-0397.

• Individual consulting and 
guidance
• Combined brick-and-mortar 
and digital marketing strategies 
(brick-and-click)
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