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The Fort Lauderdale, FL, location of Chic Evolution in Art.

The supply shortages of goods have been in the news for
some time now as the world struggles to find some sense 
of normalcy, and those in the art and framing industry that rely
of various materials and products are feeling the crunch. 
A year and a half into the Covid-19 pandemic, we have a bet-
ter picture of what is causing the shortages and it appears to
be multifaceted. Economists say that global supply chains
could take another year to
right itself, taking us deep into
2022 and even into 2023. Part
of the problem has been the
shutdown caused by the pan-
demic resulting in factories
not running and shipping be-
coming backed up to unman-

ageable numbers. But also
adding to the problem is 
the increase in consumer de-
mand. Some analysts attrib-
ute that to overbuying by 
the public for fear of not
being able to get things in the

FRAMING DELAYS NOW PART
OF DOING BUSINESS

THE INDEPENDENT NEWS SOURCE

QUOTE OF THE MONTH:
“We are all experiencing the frustration
and I can’t think of a single customer
that has not been understanding and
willing to look for a substitution. The
supply chain bottleneck is going to 
take time to work itself out.”

Jennifer Williams, page 14

DATES FOR THE 2022
WEST COAST ART AND
FRAME EXPO NOT 
CONFIRMED

West Coast Art and Frame
Expo, the annual trade
show for the art and framing
industry sponsored by PFM
magazine, has not con-
firmed new dates for 2022
due obstacles caused by
the ongoing Covid-19 pan-
demic. Go to page 20.

ARTEXPO NEW YORK’S
2021 SHOW A MIXED BAG

Artexpo New York, held 
October 28 to 31, returned
to being a live in-person fair
after a two-year hiatus due
to the pandemic to some-
what mixed reviews as
Covid-19 continues to play
a role in attendance and the
choice to exhibit. Page 18.

CUSTOM FRAMING AS 
A UNIQUE HOLIDAY GIFT

In this month’s Framing
Techniques, the psychology
of gift giving during a pan-
demic is discussed, as is 
the opportunity to offer 
customers a unique way to
leave a last impression on
those that they are buying
for this holiday season. 
Go to page 24. 

CREATING AN ART
GALLERY BUYING 
EXPERIENCE

Industry expert Katherine
Hébert’s Marketing Ideas
column talks about the 
importance of creating a
buying experience for 
customers that helps to
make them feel a close 
connection to the art and 
the gallery. Page 27.

continued on page 10
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Shown is Anna 
Razumovskaya’s 

“ Dream Divine”  from 
Anna Art Publishing. 

Go to page 30 
for more details.

INSIDE THIS ISSUE

What’s Hot in
Open Editions

Framing diplomas may seem
like one of the easier items
brought in by customers to
frame, but they also offer an
opportunity to provide cre-
ative alternatives coupled
with UV protection.

Page 34

Artexpo New York 
A Mixed Bag

Artexpo New York, held Oc-
tober 28 to 31, returned to
being a live in-person fair
after a two-year hiatus due
to the pandemic to some-
what mixed reviews as
Covid-19 continues.

Page 18

Presenting 
New Art Releases

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

Page 30

Custom Framing 
As A Unique Gift

Introducing the custom framing
of items and images as a gift
option to customers allows
them to offer a personal con-
nection to the recipient and is a
great way to connect with oth-
ers during the holiday season.

Page 24

Gallery Lights:
Noteworthy Shows

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

Page 29

Framing Delays Part
of Doing Business

The effect of the delays and
shortages created by the on-
going pandemic has cause
those in the art and framing in-
dustry to get creative and ad-
just to the changes as they
come and have flexibility.

Page 1
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IN OUR OPINION

In a year where expectations
were all but removed from
business planning, art gal-

leries and frameshops can
look back at a surprisingly de-
cent year. With the pandemic
casting an “all bets are off”
mentality, each day, week, and
month was a blank canvas.
The first half of the year was 
a very pleasant surprise for
most of the industry’s retailers
with sales tallies exceeded
even those of recent “good
years” for many. The summer
held it’s own nicely with most
resort destinations catching a
little of their former glory. The
fall season has been decent
yet a little uneven for most
folks but YTD figures are no-
ticeably up for the year.

So now, with the last leg of
the retail season before us,
the industry needs to focus
and push forward. With the po-
tential Delta cloud floating into
the mix, art galleries and
frameshops need to re-employ
the tactics and tools that help

them build a strong first half 
of the year. Consumers again
are looking for experiences
inasmuch as the are seeking
to make purchases. Digital
marketing will be important 
yet most retail channels 
expect e-commerce sales to
be the weakest in the last
seven years.

Consumers are returning to
stores and some forecasts
predict and increase over 15
percent in retail foot traffic over
last year. Shoppers also have
a sense of urgency because 
of the distribution/shipping
channel delays. Consequently,
those with the means won’t
delay their purchase decisions.

The latest retail innovation
that seems to be gaining 
acceptance is the use of 
installment payments. Struc-
tured every conceivable way, it
has been working well among
luxury goods retailers the last
few months. The climate is
ripe and the opportunities plen-
tiful. The time is for execution
and success.
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Luis De Jesus Los Angeles,
a contemporary art gallery,
was the setting of a one-of-
a-kind event called the Barns-
dall Olive Wood Workshop
Exhibition and Online Auc-
tion. The group exhibition fea-
tured original “Barnsdall
Olive Wood” that was re-
cently pruned and saved
from the park’s trees as part
of Barnsdall Park’s ongoing
Olive Grove revitalization ef-
forts. Twenty-two renowned
LA artists, designers, archi-
tects, and landscape archi-
tects participated. Call the
gallery at (213) 395-0762 or
visit: www.luisdejesus.com.

Luis De Jesus’ Green Fundraiser

Nancy Monk’s wood sculpture 
is titled, “Lu Barely Barks.”

AddisonArt Gallery, Orleans, MA, recently held a fundrais-
ing open house celebrating Indigenous Peoples Day with a
benefit for the Native American Rights Fund. The event fea-
tured new artwork, demonstrations, and a chat with artists
Paul Batch, Jonathan Earle, David Kooharian, Amy Sanders,
Paul Schulenburg, and Cleber Stecei. The exhibition also un-
veiled a portrait study of Danielle Greendeer, a member of
the Mashpee Wampanoag Nation, by Paul Schulenburg and
other artists. Call (508) 255-6200 or: www.addisonart.com.

AddisonArt’s Benefit Event and Show

“Autumn Sundown” by Paul Batch is an oil on canvas 
measuring 8 by 6 inches and retailing for $750.

The Greenwich Workshop, Inc., Seymour, CT, in business
for 50 years, has launched its Vintage Collection, a selection
of more than 340 curated images ranging in price from 
$9.95 to $1,500. “The images are a collection of available
inventory from artists that we have published since 1972
and are a retrospective of all the great art we still have 
that collectors may have forgotten,” says president Vincent
Grabowski. For more information, call (800) 243-4246 or go
to the website at: www.greenwichworkshop.com.

Greenwich Workshop’s Vintage Art

“Rock Star” by Braldt Bralds was published in June 2000, and
is available in an edition of 950, measuring 23 by 12 5/8
inches and retails for $150.

STUDIO E/L in
Emeryville, CA,
presents a new
colorful series by
one of their exist-
ing artists, Nath-
aniel Mather. The
artist’s artwork in-
cludes interpreta-
tions of landscapes,
abstracts, and whi-
msical figurative
themes with birds
and animals. The
open edition im-
ages are available
in various image
sizes and mediums, such as a giclées on paper, canvas, clear
acrylic, brushed aluminum, Baltic birchwood, and glossy laminate
on acrylic. Phone (800) 228-0928 or visit: www.studioel.com.

Studio E/L Debuts Colorful Mather Work

“Farm House” by Nathaniel Mather.
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the future, as well as people
having a little more money
due to stimulus funds. The
U.S. economy has seen a
32% jump in consumer
spending since April of 2020
and goods account for some
40% of consumer spending
now, which is up from 36%
before the start of the pan-
demic. Manufacturers are try-
ing to catch up though as the
Federal Reserve says that
production has risen 5% over 
the past year. For those
in the art and framing
industry, it has meant
adjusting to the
changes and having
flexibility. 

David Merzin, presi-
dent of Omega Mould-
ing Co. Ltd., Bellport,
NY, says that while his
company has benefit-
ted from the healthy
amount of inventory
that they already had
on hand, remaining
adaptable to the supply
chain changes has also
helped. “We have
worked tirelessly and spent a
ton of capital keeping our 
imported goods flowing into
our warehouses around the
U.S.,” he says. “I think we
have done a pretty good job
navigating the supply chain cri-
sis thus far and I am pleased
to say that in terms of our im-
ported goods, we are only
backordering less than 10%
of our moulding line. This num-
ber varies from time to time.”

Omega’s various ware-
houses have allowed them to
offer many options that their
retailers can then present to
their customers. “Having a six
to 12 month supply across six
warehouses in North America
has helped us significantly. If
we are out of an item in one

warehouse, we still have a
good chance of shipping from
another location.”

Mr. Merzin also notes that
price increases that they have
encountered in manufacturing
on their end has been an ob-
stacle. “One of the biggest
challenges is the drastic in-
crease in the cost of goods
due, not only to the increase
in ocean freight at about six
times its average, but also the
loss of any rhythm in every as-

pect of the supply chain. In
every industry, producers had
no idea when demand would
return after the various lock-
downs so they dragged their
feet ordering raw materials.
Then, demand was there but
raw materials were not. Shut-
downs caused by Covid at
random times in random
places created labor, material,
and transportation shortages.
All of that created scarcity and
therefore escalation of price
where the limited amount of
goods goes to the highest
bidder,” Mr. Merzin says. “I
think we are in pretty good
shape with our customers and
they are able to check stock
on our website so they can
avoid surprises. We are get-
ting lot of calls from framers

looking to substitute items
they were getting elsewhere
but are currently unavailable.”

Keeping customers up-to-
date on inventory changes
has been an important part of
the process. “Almost every-
one understands that things
are currently a mess and we
all have to work together until
things normalize. I don’t think
we have run into too many 
instances where our cus-
tomer—or their customer—

was unaware that there
is a crisis and that
everything is not perfect
at the moment. In terms
of timing, we believe
that this supply chain
and related inflation pe-
riod of disruption will be
with us well into the mid-
dle of 2022.”

Charles Galazzo, co-
owner with his brother
Denis Galazzo of
Michelangelo Moulding
in Montreal, Canada,
says that the shortages
go through every link in
the chain and for them,

it starts with the raw materials
themselves. “It has been very
difficult; we are now in our
busiest time of the year and
we have never had so many
backorders on several of our
most popular items,” he says.
“At first the biggest challenge
was the shortage of raw ma-
terials. Then came the short-
age of space on containers.
Due to this, the space that we 
had already pre-booked and
confirmed was being can-
celled. A premium service
charge was introduced to
guarantee space, which we
had no choice but to pay in
order to guarantee the mer-
chandise. In addition, the shut-
down in countries like Malaysia

STUDIO E/L INTRODUCES
LIGATURE RESISTANT ART

EMERYVILLE, CA—Studio
E/L has debuted its ligature
resistant art specifically de-
signed for behavioral health
facilities to be abuse and liga-
ture resistant. Studio E/L rep-
resents hundreds of emerging
and established artists and
works with the hospitality,
healthcare, corporate and
residential markets.

The art comes with concave
mounting holes for flush
tamper-proof Robertson
screws that are spaced per
each customer’s require-
ments to prevent abuse and
form a tight seal to the wall.
Printed on 1/8 of an inch 
aluminum composite panel
with radius corners, the art 
is extremely lightweight, rigid,
and stable.

For further information, call
(800) 228-0928 or go to the
company’s website located 
at: www.studioel.com.
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continued on page 12
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Walden Framer is located in Lexington, MA.
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and Indonesia due to Covid-
19, which lasted for a good
part of the summer, also im-
paired business.

For Mr. Galazzo, existing in-
ventory helped ease some of
the shortages but now that
too has depleted which brings
in a new facet of delays.
“Both of our warehouses
were pretty well-stocked prior
to these numerous circum-
stances. This helped a lot,
until recently. Now, for stock
which is not currently in transit
or coming soon,
we offer alterna-
tive options when
possible. It is very
hard to determine
which area has ex-
perienced the
most setbacks,
since there are
shortages on al-
most everything.”

Ultimately, it’s
the retailers that
have had to adjust
their offerings to
the consumer,
which has not been easy as it
changes daily adding a new
layer of frustration. “At first
our customers were more re-
luctant to accept these new
circumstances,” he says.
“However lately they have be-
come more open-minded, as
they begin to recognize their
options are limited. There has
been some improvement, es-
pecially concerning the lack 
of raw material. However,
ocean freight continues to be
a challenge and is extremely
hard to deal with.”

It is hard for those in the art
and framing industry to get
away unscathed by some 
aspect of the delays. Dot
Heckle, director of marketing
for Tru Vue, Inc. in McCook,
IL, says that is difficult to

avoid. “While Tru Vue has not
faced major issues with de-
lays as a domestic supplier,
we are impacted by rising
costs in freight, lumber, labor
and raw materials as every-
one in the industry is experi-
encing inflation,” she says.
“Shipping times and costs of
international containers have
created challenges. But our
customers continue to expect
and experience clear and ad-
vanced communication on
shipments.”

Tru Vue’s customers have
been understanding as they
are experiencing shortages

and delays with nearly all of
their suppliers as well. “When
a shortage has occurred, cus-
tomers have been very open
to different options and solu-
tions. Unfortunately, they are
facing issues with most mate-
rials and they appreciate that
Tru Vue is working hard to
solve any glazing issues.”

The company has been
able to handle the workload
during this time by adjusting
and accommodating. “Tru
Vue has a skilled team driving
production, planning, and cus-
tomer service and we have
been able to keep pace with
the market demand,” Ms.
Heckle says. “Despite U.S.
shipping issues and interna-
tional containers taking more
than two times longer than

normal, Tru Vue is getting
good reviews from customers
on our commitment to meet-
ing supply needs. Many peo-
ple are predicting inflation and
supply chain tightness to last
into 2022. But we will continue
to meet the challenges of the
market and our customers.”

Larry P. Neuberg, president
of Neuberg & Neuberg Im-
porters Group, Inc. in Los An-
geles, makers of Framing
Fabrics custom hand-wrapped
mats, and liners has been able
to stay ahead of the curve by
staying well-stocked leading
up the pandemic. “We have

been very fortunate
because we imme-
diately started in-
creasing our
inventory and when
necessary we re-
verted to air
freight,” he says.
“Our position was
the extra costs of
shipping goods by
air was better than
the alternative of
having shortages.
Our company pol-
icy is not to back-
order products and

always put the customer and
their needs before profits.”

The soaring costs have cre-
ated issues though. “The
biggest problem we have
faced is the rising price of raw
materials and the cost of
goods which we have had to
pass along to our customers
when there was no other
choice. The ‘just in time’ re-
quirement has been a big
issue for our customers and
we have extended our work
schedule when required to ac-
commodate those needs.”

The changes, while not
ideal, have helped to keep
sales flowing. “Our success
rate has been excellent and it

SIGNS & SYMBOLS OPENS
NEW LOCATION IN NYC

NEW YORK, NY—signs 
and symbols recently held 
its inaugural exhibition titled
“That Was Then, This Is Now”
at its new permanent location
at 249 East Houston Street.
After operating out of its for-
mer space in the Lower East
Side for three years, the
gallery has expanded its
showroom space. The exhibit
presents a selection of new
works by gallery artists with
forthcoming solo exhibitions.
Each artist’s work and prac-
tice has been integral to the
gallery’s evolution and vision,
and together these artists
configure the living history of
signs and symbols. The title
of the exhibition is borrowed
from, and gifted by, artist
Annabel Daou, an emblem-
atic phrase that reflects on
our growth and development
over the past three years.
Daou’s painting, “That Was
Then” is shown above. Along
with Daou, participating
artists include Adam
Broomberg, Benoît Platéus,
Carol Szymanski, Jen
DeNike, Jonah Bokaer,
Michelle Handelman, Mischa
Leinkauf, Ornella Fieres, 
Paul Jacobsen, Pola Sieverd-
ing, Rachel Libeskind, Sarah
Entwistle, Sharon Louden,
Shaqayeq Arabi, Tony Orrico,
and Zander Blom. For more
information, telephone (310)
741-2202 or visit the website
at: www.signsandsymbols.art.
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The Frame Shop is located in Indianapolis, IN.
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seems as if there is always 
an alternative. Air freight has
solved many of the issues as
it relates to delays. I antici-
pate that 2022 will be better
for the industry at large.”

For Jennifer Williams, co-
owner of Wall Moulding, lo-
cated in Brownwood, TX,
knowing their customers has
helped them get the products
that they need to complete 
a framing project. “It boils
down to relationships; not 
just with the cus-
tomers but with the
vendor and the
freight forwarder,
too,” she says “The
order, production,
and shipment of
product is a daily
conversation with
multiple groups. For
us it started with
getting with cus-
tomers to find out
what they most
need and planning accord-
ingly. Communication is para-
mount.”

For Ms. Williams, the de-
lays at the ports are playing
the biggest role in their chal-
lenges. “By far our biggest
frustration is the shipping de-
lays. So far the production of
product has not been an
issue. The bottlenecks right
now are the ports.” 

In October, some 65 ships
were waiting off the coast of
California to be unloaded at
the Ports of Los Angeles and
Long Beach. These ships re-
quired about two weeks’
worth of work and the aver-
age wait was 12 days. As of
November, those numbers
have grown to 78 ships, with
an average wait of up to 17
days, even with port opera-
tions running 24 hours a day
beginning in October.

“Our customers are
great,” she says. “We are all
experiencing the frustration
and I can’t think of a single
customer that has not been
understanding and willing to
look for a substitution. The
supply chain bottleneck is
going to take time to work 
itself out. And the global
backup is also going to take a
while to start flowing smoothly
again. Hopefully we are
headed in the right direction.”

Patience is key but the an-
noyance is still an everyday
occurrence. Brittany Vibhakar,

president of Giò Designs,
LLC, Carrollton, GA, knows
this firsthand. “Our biggest
hurdle has been shipping de-
lays. It’s been frustrating to
know our photo and wall
frames are made and ready
on time only to have them ar-
rive late due to shipping
routes being cancelled at the
last minute or ocean freight
liners being stuck at sea due
to port congestion.”

But, she says, their cus-
tomers are well versed on the
reason for the delay. “We’ve
been very fortunate that our
customers have been under-
standing when there have
been out of stock items or 
uncontrollable delays in new
stock arriving. When possible,
we’ve tried to help find a dif-
ferent item that might work for
their client. The shortages and
shipping delays are not indus-
try specific. Go into any store

and consumers will see bare
spots on the shelves. I think
the fact that most people are
very aware of the shortages
and delays has made them
more patient and understand-
ing,” she says. “Of course,
there will always be some-
thing that’s needed or wanted
right away.”

Custom framers, on the
other hand, are in the middle
between suppliers and the
consumer and are trying to
navigate the supply chain 
waters while also satisfying
the needs of their customers

to keep them coming
back. 

Jeff Dyar, man-
ager of The Frame
Shop in Indianapolis,
IN, in business for
more than 50 years,
says that they have
experienced quite a
bit of losses starting
from the onset of 
the pandemic. “The
supply delays and

shortages have caused busi-
ness to be off as much as 40
percent. We have had trouble
getting frame moulding more
than any other item,” he says.
“Unfortunately, our suppliers
haven’t really offered any 
alternative products to help,
while waiting for restocking 
of products. Having some
moulding here in stock has
been beneficial to meet the
needs of some clients, al-
though that stock is limited to
black finish only. But, having
multiple suppliers allows us to
offer alternative products that
can be used that the client
may not have picked as their
first choice.” 

Mr. Dyar says that even the
frameshop’s staple products
are difficult to get. “I still have
some things that I want to
order every week that are out

ART WORLD NEWS
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LARSON-JUHL KEEPS
FRAMERS UP-TO-DATE,
ADDS TEXTING OPTIONS

NORCROSS, GA—In a 
recent Larson-Juhl newslet-
ter, the company provides 
inventory availability and 
pricing updates to help navi-
gate the current manufactur-
ing and supply delays being
felt around the world. By 
visiting the company’s web-
site at: www.shop.larsonjuhl
.com, framers can get the
most up-to-date list of prod-
ucts that are out of stock
through the end of the year.
The latest price list is also
available for easy reference
and framers can verify inven-
tory online or by text prior to
placing an order to confirm
product availability. The art
and framing industry, like
most other industries, has
been experiencing global 
delays in manufacturing and
shipping due to the Covid-19
pandemic. In an effort to 
ensure that there is a variety
of product available, Larson-
Juhl is pausing corner sample
production through the end 
of 2021. Framers opening 
a new location can contact 
their sales representative to
obtain some of the company’s
best-selling moulding sam-
ples until corner sample pro-
duction restarts in 2022.
Larson-Juhl has also added
more texting options to make
getting information about
products and services even
easier. In addition to checking
inventory and order status,
framers can now receive 
information related to discon-
tinued items, their pricing 
tier, and their account bal-
ance via text. Framers can
text (800) 787-2203 in the
U.S. or (800) 787-2176 in
Canada to try the new fea-
tures. For further information,
phone Larson-Juhl at (800)
438-5031 or go to the 
website located at: www.
shop.larsonjuhl.com.

PAGE 14

We knew when this mess 
all began that the only thing
that would save us would 
be the relationships that 

we had built with 
our customers.”

–Ed Pioli, Walden Framer
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Artexpo New York, held Octo-
ber 28 to 31, 2021, returned to
being a live in-person fair after
a two-year hiatus due to the
pandemic to somewhat mixed
reviews. As the world slowly
reopens, the show (produced
by Redwood Art
Group) was held in a
new location at Pier 36
and featured 60,000
square feet of floor
space with more than
150 exhibitors of inter-
national and national
galleries, art publish-
ers, and artists show-
casing the original work
of hundreds of artists,
including prints, paint-
ings, drawings, sculp-
tures, photography, cer-
amics, giclées, litho-
graphs, and glass
works. 

“As you can imagine there
were many emotions with this
year’s show but people were
thrilled to get back to work and
it showed. They sold,” says
Linda Mariano, manag-
ing director of market-
ing. “Those exhibitors
that expected to return
to pre-Covid levels
were not as happy as
they had high expecta-
tions. But according to
our association, we’re
not going to see pre-
Covid levels until the
4th quarter of 2022.”

The resilience of the
art industry was evi-
dent as some ex-
hibitors and attendees
were eager to return to some
normalcy. “With continued
pandemic challenges, ex-
hibitors and attendees alike
were excited to be back to a
live in-person fair. According to
major event research on atten-
dance as the country begins 
to open up after the pandemic

shutdown, attendance was pre-
dicted to be 30-40% of what it
had been in the past. Artexpo
New York was right on track
with 8,170 tickets registered
and an actual attendance of
just over 6,500 during the 4-

day fair,” Mrs. Mariano says. 

As some are slow to start,
it is thought that as the coun-
try adjusts to the new Covid
guidelines, shows and events

will grow. “According to all of
the research that the Society
of Independent Show Organiz-
ers has conducted over the
past 18 months the majority of
shows are expecting 50% of
attendees to return in the 4th
quarter of 2021 and 75 to 80%
by the first quarter of 2022.”  

Since New York City was
one of the worst hit areas of
the country during the pan-
demic, the city now has spe-
cific Covid-19 safety guidelines
for events, which were strictly
enforced for Artexpo. In an ef-

fort to create a safe en-
vironment there was
ticketing pre-registra-
tion, timed entry tick-
ets, contactless and
queued check-in, peo-
ple were required to
show proof of vaccina-
tion and/or health
checks prior to entry,
and all staff, exhibitors,
and attendees wore
masks at all times.

“Our Operations
team did an outstand-
ing job setting up a 
vaccination checkpoint

prior to allowing attendees 
and exhibitors into the facility,”
Mrs. Mariano says. “During
our Covid-19 downtime we
continued to educate our-
selves with policies and proce-

dures of the cities and
states that we do busi-
ness in and we were
fully prepared.” 

This year’s special
show programs ranged
from immersive artist-
led experiences to
compelling seminars on
the most pressing in-
dustry challenges and
trends. The Education
Program included an
extensive series of Top-
ics & Trends seminars,
moderated panel dis-

cussions and Art Talks. Some
of the most popular subjects
were Secrets of the Art 
World for Artists, 10 Tips for
Sales Success, Art Talk: Two
Dynamic Women Artists, Art
Licensing: Opportunities, Chal-

RED DOT MIAMI SET FOR
DECEMBER, SPECTRUM
WYNWOOD UPDATE

MIAMI—Redwood Art
Group’s Red Dot Miami, a
curated gallery-only contem-
porary art fair held during
Miami Art Week will run from
December 1 to 5, 2021. The
fair features 75 of the top 
galleries from around the
world, as well as a show
agenda that includes site-
specific installations, ongoing
collaborations with the show’s
partners, and specially com-
missioned events that take
place during the fair. Red 
Dot Miami features an array
of specially curated programs
showcasing exhibitors, art 
industry professionals, and
select nonprofits and institu-
tions. Featured programs 
will include Art Labs, Spotlight
Galleries, Directors’ Picks,
and the Discoveries Collec-
tion. Art Labs is a group of
specially curated projects by
leading galleries, art institu-
tions, and art collectives
within the fair. Spotlight 
Galleries provides collectors
a focused look at several 
cutting-edge galleries and
their artists, who are recog-
nized for their skill and
achievement in the visual
arts. The Discoveries Collec-
tion showcases affordable
pieces of $5,000 or less. 

Spectrum Wynwood, a new
contemporary art show from
Redwood Art Group that was
set to debut in Spring of 
2022 in Miami, has been 
cancelled due to a fire at the
planned venue. For further 
information, telephone Red-
wood Art Group in Hinckley,
OH, at (216) 225-0962 or visit 
the company’s website at:
www.redwoodartgroup.com.
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ARTEXPO NY’S 2021 SHOW A MIXED BAG

Litsa Spanos, left, president of Art Design
Consultants (ADC), is pictured with artist
Mary Johnston of Mary Johnston Studio 
at her booth.

At the Sammoun Fine Art booth, artist Samir
Sammoun, center, is shown with, from left,
art consultant Caroline Ciot, and art advisor
Jillian Leigh, during the show.

continued on page 20
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lenges and Legal Issues, and
10 Tips on Building a Beautiful
Art Collection.

Exhibitor Samir Sam-
moun of Sammoun Fine
Art has been participating
in the show for 25 years
and says that he comes
back each year because
he has success in selling
his work, as well as meet-
ing new galleries including
one this year that will begin
selling his work. “Since
1996 Artexpo has been 
an important place for us
to meet galleries and col-
lectors,” Sammoun says.
“The show has been a
tremendous platform for
emerging and established
artists to help maintain the
market and to open new op-
portunities.”

Sammoun sold 17 original
oils out of the 48 that he brought
to the show. Prices ranged from
$10,950 to $47,000. He was
also given the Award of Excel-
lence by the show promoters.
“This year I saw that people
were happy to walk the show
again but, at the same time, a
number of galleries and collec-
tors did not show up for health
security reasons and due to
the new location.” But the
artist values the one-on-one
time with collectors and gallery
owners that attending the
show affords him. Late one
day of the show, he was able
to sell seven pieces of art to
one collector that stopped by
his booth. One painting was
the 60- by 48-inch painting ti-
tled “Le Saule du sixième,
Country Club de Montréal.”
This painting depicts the fa-
mous hole #6 at Country Club
of Montreal where Sammoun
is member. 

Litsa Spanos, owner, presi-
dent and consultant of the

Cincinnati-based Art Design
Consultants (ADC) also had 
a good show having made
some 50 sales over the four
days. “We returned to Artexpo

for the first time in several
years and took home robust
sales for artist Ken Rausch 
and others in our busy booth,”
she says. 

Meeting new customers
also proved to be successful
for her. “We took a few com-
missions and met with existing
customers at the show. But
this year we did notice fewer
people from outside of the
local area, where in the past
the show would attract those

from all over the world.” 

Artist Shima Shanti returned
to exhibit her encaustic paint-
ings at the show. “The new
venue, Pier 36, was really nice,
open, and had good lighting,”
she says. “It is located in an up
and coming area. There was
good attendance and it seemed
like lots of visitors who were
out for something to do, but
light on trade people. There
was excitement that art fairs
are back and it was a good
solid start. In time, fairs will be
back to pre-Covid exhibitor and
attendance numbers. There is
still limited international travel
and while I heard many lan-
guages being spoken they ap-
peared to live in New York.”

Artist Alexei Butirskiy of
Alexei Butirskiy Fine Art 
LLC brought 33 new original
pieces, four new medium
pieces, and over 20 limited edi-
tion giclées to this year’s show.
His hope was that bringing a
wide range of work would ap-
peal to each buyer’s price-
points but what he found
was that many attending
were not there to buy.
“The show was very dis-
appointing considering we
had new and masterful
pieces on display ranging
from $2,100 to $71,000,”
Butirskiy says. “The buy-
ers that we met were
mostly looking, and those
ready to buy were looking
for significant discounts.
People did tell us that 
they loved our artwork 
and the subject matter,
and our new medium
piece, ‘LUCHAE’ was well
received.”  

Redwood Art Group plans
to hold the 2022 Artexpo New
York at Pier 36 again, this time
during the spring on April 7 to
10, so it does not coincide 
with any religious holidays. For 
details call (216) 225-0962 or:
www.artexponewyork.com.

WEST COAST ART AND
FRAME EXPO DATES NOT
CONFIRMED FOR 2022

LAS VEGAS—The West
Coast Art and Frame Expo,
the annual trade show for 
the art and framing industry
sponsored by PFM magazine,
has not confirmed new dates
for 2022 due to the pandemic-
related uncertainty. Histori-
cally held every January in
Las Vegas, WCAF Expo at-
tracts thousands of retailers
both domestically and interna-
tionally. The conference com-
ponent features over 100
educational sessions includ-
ing keynote speakers, hands-
on workshops, product
demonstrations, and network-
ing opportunities. The show
hosts the PPFA annual con-
vention with its many member
offerings including certifica-
tion programs and the PPFA
International Framing Compe-
tition. The size and complex-
ity of this event creates new
concerns during this pan-
demic. Many international
travel restrictions that have
been in place are scheduled
to release this month. Vaccine
requirements and mandatory
proof for attendance at large
events are being discussed
and vary from event to event.
Mask mandates, lowered 
capacity limits, and social 
distancing requirements are
important issues affecting
everyone in the meeting 
and convention industry. The
exhibitors are also facing 
extended shipping delays that
would make planning for an
annual industry event much
more difficult. With the size 
of the WCAF Expo and high
percentage of international 
attendance, show organizers
decided to postpone until a 
time when travel is comfort-
ably possible. At this time, 
the earliest date range would
be during the third quarter 
of 2022. For more details,
visit: www.wcafexpo.com.
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Artist Shima Shanti is shown, left,
at her booth with Redwood Media
Group’s president Eric Smith.

Painter Alexei Butirskiy of Alexei
Butirskiy Fine Art debuted many
new works during the show. 

ARTEXPO NEW YORK
continued from page 18
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of stock, with still no real so-
lutions being offered. We get
the same comment every
time, ‘We’re waiting on a
shipment.’ To help fix this
somewhat, we have added
three new suppliers to our
frame moulding selection.
When we receive poor sup-
port from a supplier we then
steer sales away from them.”

Ed Pioli, owner of Walden
Framer in Lexington, MA,
says that customer relation-
ships built over time have
made things a little easier 
on the business. “Walden
Framer is a tiny neighborhood
frameshop. We view our cus-
tomers as our partners. We
knew when this mess all
began that the only thing that
would save us would be the
relationships that we had built
with our customers. They re-
sponded with such grace and
generosity when our back
was against the wall, that 
we were determined not to
pivot or change the way we
did business. We haven’t
changed our stripes. One
customer at a time. One
frame at a time.”

Another aspect of Mr.
Pioli’s business is to use
many suppliers to offer a vari-
ety of options. This has
helped him in finding product
at this time. “Our shop has al-
ways emphasized creativity
and choice,” he says. “We
use many suppliers which is
not always the most efficient
or profitable way of doing
business, but it separates us
from others and allows the
customer a broader space for
creative possibilities. In these
times of backorders/out of
stock/shipping delays, it has
proven to be a blessing not to
be tied to one supplier. Yes,

we still have to deal with 
supply chain issues, but we
have more options to offer for
a ‘Plan B.’ And because our
customers were used to us
not being a high volume pro-
duction business, they are
more patient and understand-
ing about the issues we are 
all facing.”

Having a good understand-
ing where and how a framer’s
materials and products are
manufactured is part of the
job, and even more important
today. “The biggest impact
we’ve seen is moulding ship-
ping delays,” Mr. Pioli says.
“This is understandable be-
cause so much of it is
sourced globally. In anticipa-
tion of supply issues, we have
beefed up our in-stock mould-
ing inventory which puts pres-
sure on storage and cash
flow. This is only a short term
solution. We still need our
suppliers to be suppliers.”

Keeping business flowing
takes a lot of juggling, but at
the end of the day, Mr. Pioli
says that understanding on all
fronts will be the best way to
weather this storm. “The fu-
ture is hard to predict but I
don’t know how or when
we’re going to come out of
this. And I don’t believe any-
one who says they do,” he
says. “But our needs are im-
mediate and obvious. This
isn’t a time for waiting it out. I
think this is a time for a small
industry to act like a small
business. Reset expecta-
tions, be flexible, be creative,
and get closer to your cus-
tomers. If we are truly ‘all in
this together,’ it’s a time to roll
up our sleeves, put on an
apron and work together. If
not now, when?”

Koleen Kaffan is Editor in
Chief of Art World News.

DEALING WITH DELAYS
continued from page 14
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FRAMING TECHNIQUES

Holiday gifting season is fast
approaching and custom
framers have the opportunity
to offer one-of-a-kind and per-
sonal gift options to cus-
tomers. As in years past,
people face shopping for gifts
with equal measures of ex-
citement and dread. It’s excit-
ing to anticipate the fun of
sharing time and gifts with
loved ones and friends in
happy celebration. Dread
comes with fearing the gifts
chosen might disappoint or
not live up to those height-
ened expectations. But this
holiday season, shoppers may
confront even more dread,
since retailers are warning of
widespread supply shortages
and the threat of the Delta
variant is discouraging shop-
pers from venturing out.

While industry analysts are
predicting a surprisingly str-
ong holiday season—Deloitte
is out early with a forecast
that retail sales will rise 
between 7-to-9 percent in 
November and December—
other studies indicate people
will show restraint as they ap-
proach this most festive time
of year. Fewer plan to gather
with friends and family, down
from 86 percent in a normal
year to 72 percent this year,
according to a Numerator
survey. And gift-giving will dip
as well, from 75 percent to 67
percent. With the potential of
fewer gifts purchased this
year and holiday celebrations
on hold, the gifts people
choose this year must have

special meaning. The gifts we
give will have to do the heavy-
lifting when it comes to ex-
pressing emotions and
feelings since many will not
be able to spend time to-
gether. This puts extra pres-
sure on the gift-giver to make
their selections extra special.

So the question becomes

what makes for the best,
most meaningful, emotionally-
expressive gift? Here are
three rules for selecting the
best gift based on psychol-
ogy, followed by one gift idea
at everyone’s fingertips that
perfectly satisfies each rule: a
custom-framed photograph.

Rule Number 1: Give
A Shared Memory

Psychological studies
show that gifting’s aim is to
strengthen the emotional
bond between the gift-giver
and the gift-recipient. As your

mother said, “It’s the thought
that counts,” and a gift that
has special meaning to both
the gifter and the giftee
means the most to both.

“If you have something in
common with somebody, get
something that shares the
same affinity,” advises Uni-
versity of British Columbia

psychology professor Eliza-
beth Dunn and co-author of
Happy Money: The Science of
Happier Spending.

Rule Number 2: Give
Something That Lasts

Researchers also find that
the gift recipients most value
a gift they can enjoy over
time. While gift-givers want
the moment of opening a
present to be memorable, a
gift that lasts and the 
recipient can enjoy over and
over again is most meaning-
ful. “When givers give gifts,

they’re trying to optimize the
moment they give the gift and
see the smile on the recipi-
ent’s face right in that mo-
ment,” says Jeff Galak, an
associate professor of mar-
keting at the Carnegie Mellon
Tepper School of Business
“But what recipients care
about is how much value
they’re going to derive from
that over a longer time period.”

A custom-framed photo-
graph on display lets the re-
cipient enjoy your holiday gift
every day for years to come.
It lasts.

Rule Number 3: Give
A Memory

In a study entitled “Experi-
ential Gifts Foster Stronger
Social Relationships Than
Material Gifts,” led by Cindy
Chan, assistant professor of
marketing at University of
Toronto, the researchers in-
vestigated the relationship
strengthening effects of dif-
ferent types of gifts: material
objects or experiences. Expe-
riential gifts won.

The researchers conclude:
“The relationship improve-
ments that recipients derive
from experiential gifts stem
from the intensity of emotion
that is evoked when they con-
sume the gifts, rather than
when the gifts are received.”

The consumption of expe-
riential gifts they refer to in-

CUSTOM FRAMING AS A UNIQUE HOLIDAY GIFT

Custom framed photographs protected by using Tru Vue’s
various collections of glass are a great way for people to
give unique and personal holiday gifts that last for years.

continued on page 26
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cludes not just participating 
in the experience while it is
happening, but the greater
emotional effects when the
memories of the experience
are recalled. If doing the ex-
perience is good, then re-
membering the experience is
better. That is because mem-
ory is selective. People tend
to embellish remembered
good times to make them
even better and cancel out
any negatives associated
with the experience.

Need proof? Think about
any accomplishment you
made after working hard for it,
like climbing a mountain, run-
ning a 10K race or getting a
new job. What stays in your
memory is the thrill of
achievement, like the view
from the mountain top, the
exhilaration at the end of the

race or the excitement of
walking into your new work-
place. All the work and effort
is quickly forgotten, but 
the happy memories remain.
With so many uncertainties
looming this year, it may not
be the time to give an experi-
ential gift. But you can do 
one better and give a gift of 
a memory: a picture of a 
time and place with special
meaning.

Most everyone carries an
entire photographic library
right in their pocket: on their
smartphone. Every picture 
is a memory of people, places
and experiences shared. Tak-
ing a photograph out of 
your phone and turning it 
into a custom-framed print
makes a perfect gift that will
strengthen your connection
with the gift recipient.

Every time they look at that
framed picture, they will be

reminded of you and your 
relationship. By presenting it
custom framed, not just as 
a digital photo shared on a
device, the memory and its
meaning will last a lifetime. It
becomes real.

Custom-framing a picture
makes any picture extra spe-
cial because the frame and
presentation is personalized
by you for the gift recipient.
And even the picture itself
can be customized through
cropping or other digital en-
hancement. It can be printed
on canvas to look more like a
piece of art than a photo-
graph. And one photograph
can be combined with others
to create a collage of memo-
ries in a single frame.

Perhaps the best part of
choosing a custom-framed
photograph as a gift is how
easily it can be done. You can
upload your photograph or

photographs right from your
smartphone to an online 
custom-framing service that
allow you to design your
frame package right on the
screen. And some local fram-
ing shops have high-quality
printers so they can accept
uploads of digital pictures for
a one-stop shop.

Every holiday season find-
ing the right gift for everyone
on your gift list is a challenge.
This year it may be even more
challenging since life has yet
to return to normal. And with
many holiday celebrations
curtailed, the gifts you give
must carry the message of
your love and caring

For further information about
True Vue’s glass and acrylic
options, call Tru Vue, located
in McCook, IL, at (800) 621-
8339 or go to the website at:
www.tru-vue.com.

FRAMING TECHNIQUES
continued from page 24
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MARKETING IDEAS

by Katherine Hébert
Competitive advantage in
today’s art world will come
from sellers who provide the
best buying experience. In
this article, I want to fuel the
ways you increase traffic to
your gallery and online by up-
ping your game providing a
gallery art buying experience.

The experience of buying
art is as much about passion
and lifestyle as functionality in
decor. That element of pas-
sion and lifestyle is where
you can connect with art col-
lectors emotionally. The buy-
ing experiences art collectors
receive can’t be an after-
thought in today’s highly
competitive art market.

Many galleries have a
buying experience that still
feels transactional rather
than emphasizing emotions
—close a sale and move on
to the next opportunity. This
approach to sales should be
dead and buried, but sadly it
is not. I have experienced it
myself after buying two
pieces from a gallery in a sin-
gle transaction. Never heard
from them again.

If your gallery still oper-
ates this way (and you may
not even realize it), the fu-
ture consequences could
mean going out of business.
Even going to an online-only
model will not be enough to
turn business around. Op-
portunities to purchase art
have increased through new

auctions, online sellers, and
buying from marketing savvy
artists directly. Now collec-
tors can pick and choose
how they acquire art and 
the buying experience they
prefer. Their choice will 
increasingly be driven by
which sales channel or seller

offers the best buying expe-
rience.

Galleries can compete in
this arena by putting the 
experience on equal stand-
ing with the art (the product)
in the gallery’s business
model. Part of the buying 
experience includes incorpo-
rating the elements of your
art gallery’s brand context.
These brand elements con-
tribute to the emotions and
cognitions you want your
clients to connect to in a

memorable way. It does 
not mean the experience a 
collector has at a lavish and
expensive party or some
gimmicky marketing.

It’s the atmosphere in the
gallery, the personalization
of digital marketing, and the

quality of interactions with
gallery staff. These have 
a tremendous influence on
providing a gallery art buying
experience. I’m sure that 
is not news to you, but they
can often be done inconsis-
tently.

And, there are specific
channels for acquiring art
based on the experience it
offers.

Art Fairs: Art collectors
have found that art fairs

offer a pleasing buying expe-
rience because they can see
a lot of art under one roof.
There are also several edu-
cational and social elements
as part of the experience.

Art Consultants: A grow-
ing number of collectors
choose to work with an art
consultant because they 
feel they are getting good,
independent advice over a
sales pitch.

Artist directly: Some buy-
ers prefer to buy from the
artist directly because they
believe the experience is
more honest and supportive
of the artist. Some may think
there is more negotiating
power on price or that prices
are lower than in a gallery.

Buying online: The con-
venience of online shopping
offers collectors the ability
to do research which might
be perceived as more trust-
worthy. Buying online also
eliminates some of the intim-
idation factor of going into
an art gallery.

These days, there have
been some shifts in art col-
lectors’ buying behaviors.
Since the pandemic, change
is happening exponentially in
the art world and e-com-
merce has accelerated as a
result of buyer’s demands. It
is not just being forced to
stay socially distant.

CREATING AN ART GALLERY BUYING EXPERIENCE

continued on page 28
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These shifts in collectors’
buying behaviors that drive
online art platforms will af-
fect physical galleries as
well. By focusing more on
developing inspiring, memo-
rable, and emotional ways to
interact with art and each
other, many of these shifts
can be overcome.

Gallery owners should re-
visit their mission and brand
purpose, as well as the driv-
ing force behind the artists’
creative output and motiva-
tions. Evaluating what can
be used to design a buying
experience that connects
with a collector’s emotional
values can become an im-
portant sales tool. If you can
do this, you will be able to
win the hearts, minds, and
wallets of art lovers now and
in the future. They will want
what you are offering to be
part of their lifestyle.

In the real world, no
gallery can do everything
needed to elevate the buy-
ing experience in a gallery.
But by implementing even 
a few ideas can become 
fuel for creative thought 
to expand one’s market 
opportunities.

As the world adjusts to
Covid-19 and the changes in
the economy, time will tell if
people will remain willing to
travel to art fairs as before.
A dealer might collaborate
with other galleries in their
area to create a fair-like art
event where local art lovers
can see lots of work under
one roof. This can provide a
local art community the ex-
perience, benefits, and con-
venience of an art fair. This
smaller, more intimate fair
experience could become an

anticipated annual event.

Another idea is to give 
a more experience-focused
structure to the “gallery 
appointment.” Promote the
benefits of making a one-
on-one appointment in the
gallery and delight with an
exclusive, personalized ex-
perience.

Reviewing a gallery’s
overall marketing and sales
messaging online can show
if one is providing enough
educational and entertaining
information for collectors 
to want to hang around and
consume one’s content.

Make sure the Social Media
content offers visuals, text,
and video to have the widest
appeal.

Technology can offer a
more personalized service
and a fresh way to experi-
ence art in the digital world.
Some powerful software
and widgets can also en-
hance what a gallery owner
currently has in place. In-
vesting in technology is a
great way to stay up-to-date.

Artist talks, whether
they’re in person or via
video, are very popular in
conjunction with a show, but
they are no longer a new ex-
perience. Getting creative
with exhibition supporting

events can enable buyers to
connect with the artist in
new ways.

Buying luxury items, such
as art, that also support so-
cial conscientiousness is an-
other trend used by retailers
to improve the buying expe-
rience. Tying a gallery event
or exhibition with a social
cause can add that emo-
tional element to the buying
experience and help the
gallery connect with the
buyer’s values.

Building a community
within your network of
gallery clients can also help

to develop a sense of be-
longing. People enjoy mixing
in exclusive groups of like-
minded people with similar
values and goals. And build-
ing a community around art
connoisseurship can be a
powerful sales and market-
ing tool.

Find innovative, experien-
tial ways to enhance the 
environment where the pur-
chase is made in the gallery.
One idea is to design a pri-
vate and comfortable living
room environment within the
gallery where buyers can sit
with a piece, review paper-
work, and pay. Create an 
environment where the col-
lector is made to feel very
special.

Craft the buying experi-
ence as if the gallery is 
selling a lifestyle rather than
a product. Many galleries
struggle to remove the retail
quality from the gallery expe-
rience. Art can be show-
cased and experienced
outside the gallery space in
unique venues, such as pri-
vate homes or boutique 
hotels, resorts, and social
clubs—it can become like 
a pop-up with a lifestyle
focus. Enjoying art like this
echoes a way of life that
your buyers are trying to at-
tain or already live to some
extent. Gallery owners show
how art can enhance that
lifestyle. Fashion houses do
this strategy well.

The “experience” of buy-
ing art can be elevated in
many ways based on a
gallery’s capabilities and the
collector’s needs and de-
sires, and if done correctly,
the result can drive more
traffic to the business. To
stand out amongst the com-
petition, art dealers can ac-
centuate the passion and
lifestyle elements to connect
with collectors emotionally.
By making the experience as
essential as the art a gallery
can get that competitive ad-
vantage.

Katherine Hébert specializes
in art gallery business sales
and marketing strategies, and
is 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 further 
information, visit the Gallery
Fuel website located at: www.
galleryfuel.com.

MARKETING IDEAS
continued from page 27

A dealer might collaborate 
with other galleries in their area 

to create a fair-like art event where
local art lovers can see lots of 
work under one roof. This can 
provide a local art community 
the experience, benefits, and 
convenience of an art fair. 
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GALLERY LIGHTS

Celebrating during the opening reception of an exhibit titled
“Colorjoy,” held at The New Canaan Gallery, located in New
Canaan, CT, is, from left, gallery owner Marc Fattahi and artist
Katie Southworth.

Pictured celebrating the opening reception for an exhibition of
new oil paintings by California artist B. Nicole Klassen held at
Eisele Gallery of Fine Art in Cincinnati, OH, are, from left, col-
lectors Dr. Marc Pliskin, Dr. Robert C. Smith, and Bob Harlow.

During the opening reception for their group exhibition titled
“Wings,” artists Cynthia Arieta, left, and Marcia Blakeman 
celebrate at the Bedford, NH-based gallery, Sullivan Framing
and Fine Art Gallery.

Pictured at Galatea Fine Art, Boston, is, from left, gallery director
and artist Marjorie Kaye, artist Robin MacDonald-Foley, artist
Haleh Fotowat, artist Jane Paradise, and artist Helen Canetta
during the opening of “American Landscape: Two Views.”

Photo by Bob Bond of 40 Federal Studio
Shown at Maine Art Gallery, Wiscasset, ME, are, from left,
artist Jennifer Lee Morrow, artist Buzz Masters, show curator
Elaine Pew, and artist Katy Helman.

At Sherry Leedy Contemporary Art, located in Kansas City,
MO, are, from left, the director of the Wichita Art Museum 
Patricia McDonnell, artists Judy Onofrio and Larry Schwarm,
and gallery owner and director Sherry Leedy.
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NEW ART

Dream Divine

Anna Art Publishing Inc., Concord, Ontario, debuts “Dream 
Divine” by Anna Razumovskaya as an oil on canvas measuring
40 by 30 inches. Price available upon request. For further infor-
mation, phone (905) 660-2218 or go to the website located at:
www.anna-art.com.

The Hunter
Acme Archives
Gallery, located
in Burbank,
CA, presents
“The Hunter”
by artist Brent
Woodside as
a lithograph in
an edition of
295, measur-
ing 16 by 20
inches. The re-
tail price is
$50. For fur-
ther informa-
tion, call (818)
252-1500 or
go to the com-
pany’s website
located at:
www.acmearchivesgallery.com.

Maternal Bond
Greenwich Work-
shop Gallery in
Seymour, CT,
presents “Mater-
nal Bond” by
Daniel Smith as a
giclée on canvas
in an edition of
50. The image
size is 16 by 22
inches and the re-
tail price is $350.
For more details,
call (203) 881-
7724 or go to:
www.greenwich
workshop.com.

Sail at Dawn
Ford Smith Fine
Art, Roswell, GA,
introduces “Sail
at Dawn” by Ford
Smith as a hand-
embellished gi-
clée on canvas. In
an edition of 100,
the image size is
30 by 40 inches
and retails for
$1,500. For fur-
ther information,
call (678) 908-
1989 or go to 
the website at:
www.fordsmith
fineart.com.
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NEW FRAMING PRODUCTS

Tru Vue’s New POP Display Debuts

Tru Vue, McCook, IL, debuted it new Museum Glass point-
of-purchase display designs created to showcase how Mu-
seum Glass offers unrivaled clarity and protection for
treasured keepsakes. For further information, telephone
(800) 621-8339, or visit the company’s website located at:
www.tru-vue.com.

Framerica Adds Black Terracotta

Framerica, Yaphank, NY, presents Black Terracotta, a visually
textured “baked earth” finish with traditional pottery shading
and a black wash overlay. Black Terracotta is added to the
company’s collection of naturally colored terracotta and is
available in profiles ranging to 3 inches. Phone (800) 372-6422
for further information, or go to: www.framerica.com.

Michelangelo Moulding’s 331 Series

Michelangelo Moulding, Champlain, NY, has expanded their
shadowbox assortment, adding the 331 Series. Comprised of
seven finishes—gold leaf, silver leaf, black, white, bronze,
grey/brown, and charcoal—this wood set measures 7/8 of an
inch by a full 2 3/4 inches. Call (877) 422-8812 for more infor-
mation, or go to: www.michelangelomoulding.com.

Ten Plus Introduces New Wood Line
Ten Plus Inc., located
in Santa Fe Springs,
CA, introduces a
new line of wood
moulding that meas-
ures 3/4 of an inch
by 3/4 of an inch 
and features a variety
of colors: black,
espresso, white
cherry, natural, blue
and green. Photo
frames are also avail-
able. For further infor-
mation, phone (562)
404-0088 or visit the
company’s website
located at: www.ten
plusframes.com.
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NEW FRAMING PRODUCTS

Bella Moulding Introduces Diana

Bella Moulding, Chicago, introduces Diana, a collection inspired
by the people’s princess and modern style icon, Lady Di. The
gloss lacquer finish with precise gold accent in seven stately
colors and two profiles will add a touch of grace and nobility to
any project. For more details, call (888) 248-6545 or go to the
company’s website located at: www.bellamoulding.com.

Larson-Juhl Extends
Petite III Line
Larson-Juhl, Norcross, GA, has ex-
tended its Petite III Collection. Made
in Italy, the collection is a mixture 
of transitional petite moulding with
timeless foil finishes derived from
Larson-Juhl’s best-selling Italian
moulding collections Spoleto,
Foundry, Lille, and Eiffel. A collection
suited for everyday use, petite 
drawing profiles are becoming in-
creasingly popular among both 
independent and commercial con-
sumers. The patterning of Petite
ranges from the classic to the con-
temporary, ideal for a multitude of
projects when a well-designed, deli-
cate moulding is needed, in just the
right finish. For details, call (800)
438-5031 or: www.larsonjuhl.com.

Giò Designs Introduces New Size

Giò Designs, Carrollton, GA, introduces a new 8 1/2- by 
11- inch size to their collection of premade photo and wall
frames. The new size is available as a wall frame in their 
matte black (N091-1078-085) and brushed silver (N091-1527-
085) finishes. These frames are the perfect addition for 
framing documents and certificates. Call (800) 674-3344 for
more details, or visit: www.giodesigns.com.

Gemini’s Stylish Magnet Frames

Gemini Builds It!, Elgin, IL, offers stylish and chic magnet
frames made of 1-inch pieces of clear acrylic creating a 
2-inch total depth. With four Earth magnets, the magnet
frames help to elevate the artwork. Custom sizes are avail-
able with no minimum purchase. For more information, call
(800) 323-3575 or visit: www.geminibuildsit.com.
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Framing Fabrics’ New Sample Book

Framing Fabrics from Neuberg & Neuberg Importers Group
Inc., Los Angeles, offers the 2021 Designer Edition Fabric
Sample Book. Containing more than 300 swatches of spe-
cially selected fabrics, to include silk, linen, suedes, and more,
the book costs $50. Everything is in stock and available with
a no minimum order quantity. In addition Fabric Corner Sam-
ples can be purchase individually or in sets. For more details,
call (800) 832-2742 or go to: www.framingfabrics.com.

Studio Moulding Introduces Sierra II
Studio Moulding,
Carson, CA, de-
buts the Sierra II
collection, avail-
able in two
scooped profiles
and five finishes.
The oak veneer
finishes are
hand-selected to
create visual im-
pact and add el-
egance to any
room. The warm
wood tones are
perfect comple-
ments to a wide
variety of art. For
more details, call
(800) 262-4174
or go to the website located at: www.studiomoulding.com.

Nurre Caxton’s Heritage Collection

Crescent Brands, Wheeling, IL, debuts the Heritage Collection
from Nurre Caxton, a line of elegant mouldings with rustic pati-
nas. Created with genuine gold-leafing and a hand-rubbed
waxed finish, Heritage features two rich quality finishes in six
versatile profiles, including three sloped faces and three sleek
flat tops. Call (888) 293-3956, www.crescentbrands.com.

Omega Moulding Introduces Oslo

Omega Moulding, Bellport, NY, presents Oslo, a collection of
10 classically modern maple veneer mouldings with two pro-
files stained in five wood tones. With maple veneer that is 
laid over pine, these mouldings give the fine grain of hard-
wood maple without the difficulty in cutting and joining a hard-
wood moulding. Phone (800) 289-6634 for more details, or go
to the website at: www.omegamoulding.com.
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WHAT’S HOT IN OPEN EDITIONS

Closer Than 6 Feet

“Closer Than 6 Feet” by
Ruth Fromstein measures
32 by 16 inches and retails
for $30. For more informa-
tion, call Third & Wall Art
Group, located in Seattle,
at (877) 326-3925 or visit
the company’s website at:
www.thirdandwall.com.

Here are the 
best selling prints 
from some of the 

leading open edition
publishers.

Seeded Eucalyptus I

“Seeded
Eucalyptus
I” by
M e l i s s a
Wang is an
open edi-
tion giclée
in various
sizes  and
mediums.
A16- by
2 0 - i n c h
image on
m a t t e

paper retails for $50. Phone World Art
Group, located in Richmond, VA, at (804)
213-0600 or: www.theworldartgroup.com.

Bohemian Blue
“Bohemian Blue” by Lisa Audit
measures 12 by 12 inches and re-
tails for $10. Call Roaring Brook
Art, located in Elmsford, NY, at
(888) 779-9055 for further informa-
tion, or go to the company’s website
at: www.roaringbrookart.com.

Highland Cow

“Highland Cow” by Sarah Butcher is
a large format custom giclée on matte
paper measuring 30 by 30 inches
($108). Call A.D. Lines in Monroe,
CT, for more details at (800) 836-
0994 or visit: www.ad-lines.com.

Gemini Girls

“Gemini Girls” by Jenn Ski is available in two
sizes, 30 by 24 inches and 45 by 30 inches.
Price available upon request. For further infor-
mation, telephone Studio E/L in Emeryville,
CA, at (800) 228-0928 or go to the company’s
website located at: www.studioel.com.

Blue Leaf Branch

“Blue Leaf Branch” by Janice Gaynor
measures 16 by 20 inches and retails
for $18. Phone SunDance Graphics, lo-
cated in Orlando, FL, at (800) 617-5532,
www.sdgraphics.com.
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Caballo de Andaluz

“Caballo de Andaluz” by Lisa Dearing
measures 25 by 30 inches and retails for
$46 on standard paper. The image is also
available on multiple substrates and mul-
tiple sizes. Call Image Conscious, San
Francisco, at (800) 532-2333 for details,
or visit: www.imageconscious.com.

Sweet Mornings II

“ S w e e t
Mornings II”
by PI Studio
is available
in any size
and printed
on paper,
c a n v a s ,
metal, wood,
and acrylic.
A 24 by 30-
inch image
retails for
$108 on

paper. For further information, telephone PI
Creative Art, Toronto, at (800) 363-2787 or go
to the website at: www.picreativeart.com.

The Greatest Gift of All

“The Greatest Gift of All”
by Bonnie Mohr measures
18 by 12 inches and retails
for $16. Call Penny Lane
Publishing, located in New
Carlisle, Ohio, at (800) 273-
5263 or go to the company’s
website located at: www.
pennylanefineart.com.

Daybreak Bloom

“Daybreak
Bloom” by
K r i s t e n
Brockman
measu r es
30 by 40
inches and
retails for
$40. For fur-
ther infor-
m a t i o n ,
p h o n e
Galaxy of
Graphics in

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

Dandelion Seedhead

“Dandelion Seedhead” by Alan
Majchrowicz is available on paper
and canvas in various sizes retail-
ing from $30 to $800. Phone Wild
Apple in Woodstock, VT, at (800)
756-8359 or go to the website at:
www.wildapple.com.

Penn State White Out

“Penn State
White Out”
by Christo-
pher Gjevre
has an image
that meas-
ures 40 by 13
1/2 inches ($35). Call Blakeway Worldwide Panoramas Inc., Minneapolis, MN,
for details at (800) 334-7266 or visit: www.panoramas.com.

Here are the 
best selling prints 
from some of the 

leading open edition
publishers.
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“Peaceful 
Expression I” 

by 
Tiffany Hakimipour

Image Size: 
24” x 36”           
$30

OPEN EDITION PRINTS
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SunDance
Graphics

E-MAIL: customerservice@studioel.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. 

Studio 
EL

“Trust the Journey” 
by 

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

Sagebrush 
Fine Art Inc.

“Reflections” 
by 

Pamela Beer
Image Size: 
24” x 24”   

$36 on paper

Image 
Conscious

800.532.2333  
www.imageconscious.com

“Williams” 
by 

Patrick Dennis
Image Size: 
24” x 24”

$36 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.studioel.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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