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Sorrel Sky Gallery, Santa Fe, NM.

As 2021 comes to a close, the effects of Covid-19 nearly two 
years on, are still being felt. This year has been difficult for 
many industries, but for the art and framing market, the main 
lesson learned has been that adapting and creating more per-
sonalized shopping experiences has helped to keep many 
afloat. The added value of running a gallery and/or frameshop 
is that the customer base is a niche audience and one that 
has a limited “shopping 
around” effect because the 
products and services of-
fered are not mass produced. 
This allows for more personal 
relationships to be cultivated 
and maintained and can lead 
to customer loyalty and con-

tinued sales. Not too many 
industries can say the same 
thing. An added benefit is 
that the majority of cus-
tomers feel connected to  
a gallery and/or frameshop 
and therefore are more un-

LESSONS LEARNED IN 2021 
DICTATE NEW STRATEGIES

THE INDEPENDENT NEWS SOURCE

QUOTE OF THE MONTH: 
“This past year has been an  
opportunity for people to  
reevaluate what is important  
to them, whether it’s their job, 
their location, their environment.” 
           Shanan Campbell, page 14

CONSERVATION  
PHOTOGRAPHER GETS 
THE WORD OUT 
 
At the Chicago-based Hilton 
Asmus Contemporary Gallery, 
conservation photographer 
Cristina Mittermeier’s new 
work was debuted alongside 
photographer Paul Nicklen at 
an exhibition titled, “Origins.” 
Mittermeier also appears with 
actor Will Smith in an episode 
of his new streaming Disney+ 
original series from National 
Geographic, Welcome to 
Earth. Page 17. 
 
 
IMAGE CONSCIOUS 
SIGNS NEW ARTIST 
 
San Francisco-based Image 
Conscious has signed artist 
Salaam Muhammad for 
print-on-demand art publish-
ing and licensing. Go to 
page 8 for more details.

SELECTING A GALLERY 
CRM TO BOOST SALES 
 
Industry expert Katherine 
Hébert of Gallery Fuel  
discusses the benefits an  
art gallery client relationship 
management (CRM) system 
could provide a business  
and gives some direction for 
selecting the perfect tool for  
a business’ needs. Go to 
page 21. 
 
 
CREATING A MEMORY 
WALL WITH CUSTOM 
FRAMING 
 
The guiding principle of  
helping customers that come 
into a custom frameshop 
looking to create a memory 
wall is not how to get it right, 
but why this collection of 
framed items is worthy of 
hanging together. Visit page 
24 to learn more.

continued on page 12
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Shown is JoEllen  
Murphy’s “Follow Me”  
from HorseSpirit Arts  
Gallery, Savage, MD.  

Visit their website  
located at: www.horse 
spiritartsgallery.com.

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 26

Getting the Word 
Out on Conservation 

Conservation photographer 
Cristina Mittermeier’s new 
work was debuted at 
Chicago’s Hilton Asmus Con-
temporary gallery and she 
also appears with actor Will 
Smith in Welcome to Earth.  
 

Page 17

Image Conscious 
Signs New Artist 

San Francisco-based Image 
Conscious has signed artist 
Salaam Muhammad for 
print-on-demand art publish-
ing and licensing and has of-
fers 16 images as part of the 
initial release.  
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Selecting A Gallery 
CRM to Boost Sales 

Industry expert Katherine 
Hébert discusses the bene-
fits an art gallery client rela-
tionship management (CRM) 
system and gives some di-
rection for selecting the per-
fect tool for a business’ needs.   
 

Page 21

Creating A Memory 
Wall With Framing 

The guiding principle of helping 
customers that come into a 
custom frameshop looking to 
create a memory wall is not 
how to get it right, but why this 
collection of framed items is 
worthy of hanging together. 
 

Page 24

Lessons Learned 
Dictate Strategy 

One benefit of running a 
gallery and/or frameshop is 
that the customer base is a 
niche audience and one that 
has a limited “shopping 
around” effect because of the 
products and services offered. 
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IN OUR OPINION

The end of 2021 was like 
coming out of a theatre on 
a sunny day after a movie 

captivated and shook your sen-
sibilities. Crawling out of the 
darkness into the sun that 
stuns, warms, and jars the 
senses. “That was great...but 
what just took place?” Some-
how, and by some measure, 
most galleries and frameshops 
had a decent year. Expecta-
tions were so limited to start 
2021 that concluding the year 
on a good note is really a pleas-
ant surprise for many. Most 
often, success built gradually 
through the leverage of hard 
work. Perseverance was 
largely rewarded.  
 
     Looking forward, the future 
seems as undefinable as it was 
last year at this time. Today, we 
seem to be pitted in a chasm, 
teetering between potential 
threats. Taunted on one side by 
the viral fear of a collapsing 
economy against the inflated 
concerns of physical health 
throughout the world. If 2021 is 

the guide, the reality of these 
two effects will be somewhat 
muted. We hope.   
 
     The art and frame industry is 
pretty well situated heading into 
the new year. We can effec-
tively sell in traditional settings 
using traditional tools. Also, we 
can successfully be “state of 
the art” in what we sell and 
how we sell it. Art and framing 
is in a “good space” in the minds 
of customers and prospects 
and, all things considered, 2022 
should start with a strong first 
step. So, before the race fully 
heats up again in the New Year, 
take a moment to dance.  
 
     Good art and framing has al-
ways been an oasis for the 
public during uncertain times. It 
communicates a sense of peace 
and warmth that is untouched 
by turbulence or can be a bold 
statement meant to illicit a re-
sponse. Either way, when a client 
walks through the front doors or 
materializes off your website, 
you have the opportunity to de-
light and satisfy, regardless for 
where the wind blows.

DANCING IN  
THE EYE OF  
A TEMPEST
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Image Con-
scious, San 
Francisco, 
has signed 
artist Salaam 
Muhammad 
for print-on-
demand art 
pub l i sh ing 
and licensing. 
A graduate of 
R u t g e r s 
Mason Art 
Institute in 
N e w 
Brunswick, 
NJ, Muham-
mad started 
p roduc i ng  
realistic oil 
paintings for student projects leading to commissions for local 
businesses and private clients as well as illustrations for children’s 
books, speaking engagements, and gallery exhibitions. His im-
ages can be printed on standard paper, canvas, cotton rag paper, 
acrylic, metal, and wood in multiple sizes and retail price ranges. 
Phone (800) 532-2333 or visit www.imageconscious.com.

Image Conscious Signs Muhammad

“Crown Me Lord–Woman” by Salaam 
Muhammad is available as POD.

The Living Gallery, Brooklyn, NY, helped celebrate the hard work 
of essential workers through the Covid-19 pandemic with a group 
show featuring the one-of-a-kind work of some 34 artists while 
also raising funds for The Breathing Project. The project honors 
healthcare and frontline workers who have risked their lives to 
help others by transforming their stories into beautiful and en-
gaging artwork. Along with an opening night event, the gallery 
hosted a Pandemic Prose poetry event. For further information, 
call (631) 377-1998 or visit: www.the-living-gallery.com.

Art Celebrating Essential Workers

“Corona Safety Tools” by Ragini Upadhyay is an acrylic  
on canvas measuring 40 by 30 inches ($10,000).

The Box Gallery in West Palm Beach, FL, is presenting a 
group show benefitting the children’s charities Forza Stefano 
Charitable Foundation and Art Synergy. The show features 
the work of gallery artists Juan Bernal, Giannina Dwin Ig-
natius, Mai Yap, Rafael Montilla, Mano Noriega, Oscar Rojas, 
and Dana Donaty, whose artwork is shown. For more infor-
mation, call (786) 521-1199 or go to: www.theboxgallery.info.

Box Gallery’s Group Show Fundraiser

“Saturday Night Live” by Dana Donaty is an acrylic on canvas.

Cavin-Morris Gallery, New 
York, NY, recently featured 
Primal artwork in an exhibit  
titled “Earth Is Touch: Paint-
ings from the Balgo Hills.” De-
scribed by the gallery as 
having a “sensual relationship 
to earth,” primal art is known 
for its tactile presentation and 
as having a physical connec-
tion to an integral animism. 
The group show features the 
work of 16 inter-generational 
Balgo artists, such as Chris-
tine Yukenbarri whose acrylic 
on linen piece titled “Winpur-
purla,” is shown. For more de-
tails, call (212) 226-3768 or  
visit: www.cavinmorris.com.

Cavin-Morris Gallery Presents Primal Art

Christine Yukenbarri’s “Win-
purpurla” is an acrylic on linen.
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Artist and gallery owner Christopher Martin has won the award 
of best race car for his painted Ferrari at the 2021 Houston Ferrari 
Festival. Martin created the artwork on the car using his signature 
technique of Verre Eglomisé, or reverse glass painting, that traces 
back to the 14th century with a modern twist. The artist owns 
Christopher Martin Gallery in Dallas, TX; and Aspen and Vail, CO. 
Phone (214) 760-1775, www.christophermartingallery.com.

Artist Christopher Martin Wins Award

Artist Christopher Martin’s award-winning Ferrari.

TAG Gallery, Los Angeles, featured some 350 pieces of small 
works as a collection of gift-sized artwork from member and local 
artists. The small works were presented during a holiday recep-
tion and retailed from $250 to $1,000 helping collectors give the 
gift of art during the holidays. Artists included Sarah Arnold, 
Lainey Atwood, Mariko Bird, Jessy Blume, Sharon Brooks, 
Donna Buch, Joanna Chrys, Gary Fisher, Leslie Goldenberg,  
S P Harper, Young Il C Kang, Louise Ivers, Laura Kowalski, Anne 
Schwartz, Karen Stein, Loraine Stern, Feiran Wang, and Roben 
Zaghian. Call (323) 297-3061 or visit: www.taggallery.net.

TAG Gallery Features Small Works

TAG Gallery is located on Wilshire Boulevard in Los Angeles.

At HorseSpirit Arts 
Gallery, Savage, MD, 
creating a sense of com-
munity with collectors is 
fostered with holiday eve-
nts, such as an ugly 
sweater contest, partici-
pating in a Giving Tree, 
and getting the word out 
on Social Media about 
new art. This sense of 
community also extends 
to the gallery’s artists. 
Owner Robin Holliday first 
created the gallery eight 
years ago and for the first 
two years, artists received 
70% of their sales and 
80% for commissions. When she moved to Ellicott City, her rent 
increased, and she gave artists 65% of their sales and 75% for 
commissions. After two devastating floods, she moved the gallery 
to Historic Savage Mill in 2018. There her rent tripled but she was 
still able to give her artists 60% of their sales and 70% of commis-
sions. Call (301) 490-2001, www.horsespiritartsgallery.com.

HorseSpirit Arts Creates Community

“Butterflies Of Flora” by Eileen 
Williams is a fabric wall sculpture.

Dzian Gallery has opened 
a second Massachusetts 
location recently in Wren-
tham and celebrated the 
new location with a suc-
cessful show featuring 
the work of Fabio 
Napoleoni. The original lo-
cation is in Natick. “Our 
first location is in an in-
door mall and over the 
last six to eight years we 
have seen a gradual de-
crease in foot traffic and 
Covid has compounded 
that trend,” says gallery 
owner David Papazian. 
“Our new 2,000-square-
foot outlet location at the Wrentham Premium Outlets has  
seen a 50% increase to traffic from our indoor location.”  
For more details, call (774) 847-5596 or visit: www.dzian.net.

Dzian Gallery Opens Second Location

“Love Bomb” by Fabio Napoleoni.
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derstanding and flexible of the 
times that we live in. They 
know that there are supply 
delays and see the value in 
supporting their local busi-
nesses. All of this together 
has lead to gallery and 
frameshop owners changing 
how business is done to meet 
their customers’ needs.  

 
Kellie Alpert, principal of 

Key West Gallery, which first 
opened its doors in 2006 on 
the heavily foot-traf-
ficked Duval Street in 
Old Town Key West, 
FL, says that staying 
on top of trends and 
the changing needs of 
customers has helped 
her business gain 
sales. “As 2021 
comes to a close, as a 
gallerist, I reflect back 
over the past two 
years and I am quite 
pleased,” she says. 
“Not only was 2021 a 
record year for Key 
West Gallery in terms 
of sales of fine art, but 
we were also so very 
fortunate to bring back our 
live artist appearances to re-
sounding success and strong 
attendance at each and every 
one of our events. We realize 
how important it is to create 
immersive and exciting in-
gallery experiences for pa-
trons: and ones in which our 
guests are so pleased to in-
teract with our artists.”   

 
Ms. Alpert and her staff 

identified that people were 
eager to gain a sense of nor-
malcy after a tough 2020, and 
that staying proactive was 
motivating for their cus-
tomers. “We developed art 
experiences that transcended 
a traditional gallery model: 
pairing on-the-water events, 
VIP studio visits with our co-

terie of renowned and 
celebrity artists such as Bill 
Mack, and wine dinners fea-
turing the extraordinary 
Thomas Arvid. These types of 
VIP and Collector events not 
only engaged our loyal cus-
tomers, but also served to 
procure and build new collec-
tors. Our 2020 pivot to a 
global digital model: digital 
events and digital sales 
served my art business well: 
and revenue was quite strong 
throughout the pandemic.”   

Combining the business 
trends learned in 2020 with 
this year, Ms. Alpert says that 
technology allowed them to 
maintain relationships with 
collectors. “We were fortu-
nate that Florida did not liter-
ally shut down and we both 
maintained and strengthened 
our reputation for offering the 
very finest in artwork via in-
home private showings, as 
well as offering virtual tours of 
exhibits. I am delighted to re-
port that my gallery now sells 
globally—the emerging trend 
for a successful business 
model from 2020 and be-
yond.” 

 
Staying on top of market-

ing has also allowed the 
gallery to keep moving for-

ward. “We have partnered 
with the Florida Keys Council 
of the Arts as we believe that 
Key West Gallery has a re-
sponsibility to enhance the 
artistic and cultural capital of 
the city, both for the residents 
of Key West and its thou-
sands of daily visitors,” she 
says. “I employ a comprehen-
sive strategic marketing, ad-
vertising, and public relations 
strategy, as is crucial to  
defining a top-notch gallery.  
I also employ a full-time mar-

keting strategist, as well 
as a leading art-centric 
PR firm.” 

  
For Shanan Camp-

bell, owner of Sorrel 
Sky Gallery, Durango, 
CO, and Santa Fe, NM, 
expanding the gallery’s 
roster of artists helped 
to keep collectors  
engaged. “Overall , this 
was a great year for 
us,” she says. “Were 
there some challenges? 
Yes. But both of my gal-
leries and our website 
did well. We brought in 
several new artists and 

established exclusive repre-
sentation with many of them. 
Some of my team had their 
best year ever by maintaining 
flexibility and staying adapt-
able. This was essential, but 
also demanding. We had to 
keep our minds open to the 
fact that at any moment we 
might need to change plans 
and directions. We knew it 
was extremely important, but 
it was also a challenge.” 

 
Strong customer relation-

ships were key. “We’ve al-
ways had a very high-touch 
approach with our clients,” 
Ms. Campbell says. “We be-
lieve that creating lasting con-
nections with them benefits

LARGEST EXHIBIT OF  
BOB DYLAN’S VISUAL  
ART ON DISPLAY IN MIAMI 

MIAMI—Artist, writer, musi-
cian, songwriter, and Nobel 
Prize-winner Bob Dylan’s  
visual art is currently on  
display at Florida International 
University’s Frost Art Museum 
in Miami. “Retrospectrum: 
Bob Dylan” is the largest  
survey to date of Dylan’s 
artistic work from the late 
1960s through 2021. The  
exhibit features more than 
180 paintings, drawings,  
and sculptures—much of 
which have never been seen 
by the public before.  
 
“Retrospectrum” marks the 
first time the artworks have 
been shown together in the 
U.S. In 2019, a version of  
the show was first held at  
the Modern Art Museum in 
Shanghai. Also on display  
is Dylan’s newest body of 
work featuring a series of 
paintings inspired by famous 
movie scenes called “Deep 
Focus.” Shown is the artist’s 
painting titled “Abandoned 
Motel, Eureka” from 2015 to 
2016. “Retrospectrum: Bob 
Dylan” is on view through 
April 22, 2022. For further  
information, telephone  
(305) 348-2890 or visit the 
Frost Art Museum’s website 
located at: www.frost.fiu.edu.
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Sorrel Sky Gallery’s Durango, CO, location.
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everyone—the artists, the 
client, and the gallery. So 
when things got rocky for 
other businesses, we had the 
edge in those relationships 
that were already established 
and continued to grow. Peo-
ple still turn to us for their art 
needs.” 

 
As the world continues to 

shift, so do the customer de-
mands. “This past year has 
been an opportunity for peo-
ple to reevaluate what is im-
portant to them, 
whether it’s their 
job, their location, 
their environment. I 
think they’ve re-
captured a sense 
of self and will  
continue to en-
hance their per-
sonal spaces, 
making choices 
that improve their  
daily life right 
now.” 

 
This year’s chal-

lenges have also 
added to gallery 
staffs’ workload as new ap-
proaches were implemented 
—but having a strong cus-
tomer base has helped. 
“Client outreach is something 
we’ve always done, but we 
took it to another level this 
past year,” Ms. Campbell 
says. “Each member of the 
gallery team worked hard to 
show personal interest in 
their clients, staying con-
nected, checking in when ap-
propriate, sharing ideas, new 
works, and new artists. The 
results were amazing. We’ve 
always had a broad marketing 
plan but knowing that the 
more personal it is, the better 
the results are; we stream-
lined. We found that giving 
more attention to our individ-
ual client outreach, designing 
specific e-mail campaigns, 

and increasing the educa-
tional content in our blog 
were all very effective.” 

 
Marketing itself for Sorrel 

Sky also took a much more 
customized approach. “There 
were instances when those 
who were accustomed to ac-
tually being in our galleries 
simply couldn’t be with us. 
Keeping that in mind, we 
would share images of new 
artwork with them—even 
when, at times pieces hadn’t 
even arrived at the gallery 
yet—and they’d jump on the 
opportunity. It helped in keep-

ing them engaged. It goes 
back to having those estab-
lished relationships, staying 
tuned into their needs, and 
their current situation.” 

 
Also noting that sales were 

good is Shoshana Blank, 
owner of Shoshana Wayne 
Gallery, located in Los Ange-
les and in business since 
1986. “Our collectors were 
very happy to hear from us 
throughout 2021 and most of 
our FaceTime tours with them 
ended with a sale,” she says. 
“It was not ‘business as 
usual’ this year and since we 
could not socialize face-to-
face, the contact was very 
much welcomed.” 

 
Pandemic aside, Ms. Blank 

had the added challenge of 

running the gallery out of a 
temporary space in 2021 and 
will open a new 5,000-square-
foot location on January 9, 
2022; with the exhibition 
“Orly Maiberg: Where Do 
We Go from Here.” Keeping 
the gallery running smoothly 
took a lot of juggling. “We 
staged online shows, sent e-
mail newsletters, maintained 
an active Social Media pres-
ence, added new artists to 
our stable, and made sure to 
keep in touch with collectors. 
FaceTiming with collectors 
and taking them through exhi-
bitions to give a private tour 

of each of the 
shows was an 
added personal 
touch.” 

 
Roy C. Saper, 

owner of Saper Gal-
leries and Custom 
Framing in East 
Lansing, MI, open 
for for 43 years, 
says that business 
has been steadily 
improving each 
year. “We did better 
in 2021 than 2020. 
And in 2020 we did 
better than 2019. 

And in 2019 we did better 
than 2018,” he says. “Why? 
Because I work at it every 
day. Part of that is to do bet-
ter for our clients, never say 
‘no;’ give them what they 
want in terms of art, framing, 
and other services.” For Mr. 
Saper, an unexpected staff 
dilemma caused a problem 
for the business. “Our great-
est challenge was having an 
employee leave when we es-
tablished a Covid-19 policy 
that matched OSHA recom-
mendations. That cau-sed a 
backlog in our framing depart-
ment and other projects that 
were delayed in getting com-
pleted because she dropped 
the ball by leaving abruptly 
without any notice.” 

MARLBOROUGH 
GALLERY’S INSTALLATION 
FROM 1976 ACQUIRED BY 
BROOKLYN MUSEUM 

NEW YORK, NY—In 1976, 
Marlborough Gallery pre-
sented “42nd Street–Porno 
Bookstore” from the ground-
breaking installation Ruckus 
Manhattan, a three-dimen-
sional immersive installation 
of lower Manhattan by Red 
Grooms and Mimi Gross.  
The Brooklyn Museum has 
recently acquired it for its per-
manent collection along with 
nearly 500 other new acquisi-
tions and gifts. The installa-
tion features various life-size 
representations of iconic New 
York landmarks and whimsi-
cal interpretations of New 
Yorkers. Call (212) 541-4900, 
www.marlboroughgallery.com. 
 
 
PICASSO MOST INVESTED 
IN ARTIST OF ALL TIME 
 
LONDON—money.co.uk re-
cently discovered that the art-
work of Pablo Picasso is the 
most invested in of all time, 
based on the most expensive 
paintings ever sold at auction. 
Picasso had more paintings 
sold at auction (25) than any 
other famous artist with an av-
erage value per painting sold 
at auction of $82.7M. The col-
lective value of his paintings 
sold at auction is $1.24B.
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Signature Galleries is located in The Canal Shoppes 
at The Venetian in Las Vegas.
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Keeping sales coming in  
involved keeping customers 
engaged and letting them 
know that the gallery still has 
a lot going on. “Being active 
and visible was important 
in 2021,” he says. “Post-
ing regularly on all Social 
Media, adding written 
comments received from 
clients to our Testimoni-
als page several times a 
week online, responding 
to customer reviews, 
sending personal ‘thank 
you’ notes to every client 
for every transaction, pro-
moting ancillary services 
such as appraisals, instal-
lations, conservation, and 
restoration; and posting 
photos on our website of 
happy clients picking up 
their orders. These are all low 
(or no) cost activities that are 
supportive of our clients and 
focus on them, as the clients 
are the ones who keep us in 
business.” 

 
Every interaction 

becomes an impor-
tant part of the 
process at Saper 
Galleries. “When 
prospective cus-
tomers call for infor-
mation, we make 
sure to convey 
what we can do, 
not what we won’t 
do. It is vital to be 
positive in all com-
munications and 
put ourselves in the 
shoes of the client. Give them 
what we would want our-
selves—a responsive, help-
ful, supportive, thoughtful 
solution to whatever the client 
wants. Say ‘yes, we can do 
that,’ not ‘no, we don’t/can’t 
do that.’ If a client makes a 
reasonable request, go with 
it. A happy client will return.” 

 
At the beginning of the 

pandemic, home décor sec-
tors, including the art and 
framing industry, saw a noti-
cable spike in sales as more 
people were home and look-
ing to improve their surround-
ings. This trend seems to 
have continued in 2021. “Our 

clients have been spending 
more time at home and want 
them to be comfortable,” Mr. 
Saper says. “But many are 
now going online to buy art 

and framing and fewer are  
visiting brick-and-mortar gal-
leries. I have noticed that 
some of these customers 
generally are less concerned 
about the medium or having 
an original and are satisfied 
with a reproduction as the 
price is almost always afford-
able. We often have clients 
visit us after buying from 
other retailers online when 

their frame and/or art are  
destroyed in shipping or the 
quality is unacceptable and 
we assist them further. Most 
online sellers fail to properly 
package art so we end up 
doing the repairs or replace-
ments.”   

 
He also notes that just 

because foot traffic may 
be down, doesn’t mean 
that people don’t want to 
see new work and the 
quality of the physical 
showroom and online 
presence be maintained. 
“Keeping the gallery look-
ing fresh, adding newly ac-
quired art to the displays, 
keeping the frame selec-
tion room neat and clean 
always, updating the web-
site daily, our occasional  
e-newsletters, and Social 
Media posts have all been 

beneficial. We also frequently 
provide framing services for 
clients who buy art from us 
but may live a distance away. 
We do that by sharing photos 

of suggested framing 
options and the 
clients appreciate 
that we will frame 
their art purchases 
and ship the finished 
framed art to them 
which we do fre-
quently.” 

 
Keeping people 

engaged by using 
technology garners 
Mr. Saper the best 
outcome. “Our e-
newsletter always 
brings quick re-

sults,” he says. “Within a 
couple hours after sending 
our e-newsletter yesterday, 
most of the artwork pictured 
in it had sold and all of the 
most expensive items sold 
—some with multiple people 
wanting to buy the same 
unique painting resulting in 
our having art commissioned
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PROVINCETOWN ART 
GALLERY ASSOCIATION 
RE-ESTABLISHES PRINT 
PROGRAM FOR 2021 

PROVINCETOWN, MA— 
The Provincetown Art 
Gallery Association (PAGA) 
has reestablished its tradition 
of publishing a limited edition 
series of archival prints fea-
turing artists from Province-
town’s legendary galleries. 
Previously, Long Point 
Gallery, a cooperative art 
gallery that closed in 1998 
after 21 years, raised pro-
gramming funds each year 
with the sale of a hand-signed 
print featuring all of their 
artists. Picking up the mantle 
are 18 galleries located in 
town in which one of their 
gallery artists will create a  
limited edition print measuring 
30 by 20 inches with  
proceeds supporting the 
Provincetown Art Gallery  
Association.   
 
Signed copies of the print  
program poster are $225  
and unsigned for $75 each. 
Among the featured artists 
are Salvatore Del Deo, John 
Dowd, Adam Peck, Helen 
Grimm, Marian Roth, and 
Ellen LeBow. Each print is 
hand signed by all of the 
artists. A launch party was 
held during Provincetown’s 
Holly Folly Weekend at the 
Berta Walker Gallery. Shown 
is “Side Street” by John Dowd 
from William Scott Gallery. 
The prints can also be pur-
chased online at PAGA’s  
website located at: www. 
provincetownartgallery 
association.org.
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The Art of Custom Framing is located in Troy, MI.

Key West Gallery is located in Old Town 
Key West, FL.
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At the Chicago-based Hilton 
Asmus Contemporary gallery, 
conservation photographer 
Cristina Mittermeier’s work 
was debuted alongside pho-
tographer Paul Nicklen at an  
exhibition titled, “Origins.” The 
show featured photography 
that takes viewers on a journey 
of discovery about the world’s 
oceans and their ecosystems.  

 
Mittermeier also appears 

alongside actor Will Smith in 
his new streaming Disney+ 
original series from National 
Geographic, Welcome to 
Earth. In episode 4 of the  
series titled “Power of Scent’ 
the artist 
shares her 
w o r k  
and experi-
ences in 
conserva-
tion. “I first 
got con-
tacted by 
Will Smith a 
c o u p l e  
years ago 
when he 
was hoping 
to find ex-
plorers and 
opportuni-
ties that 
might help 
him confront some of his  
fears (sharks being one of 

them). That was followed  
by a call from National  
Geographic who organized 
all the filming,” Mittermeier 
says.  

 
Welcome to Earth stars 

the two-time Academy 
Award nominee on a once-
in-a-lifetime adventure aro-
und the world to explore 
Earth’s greatest wonders 
and reveal its most hidden 
secrets. The six-part limited 
series is produced by  
visionary Academy Award- 

nomina ted 
f i l m m a k e r 
D a r r e n 
Aronofsky, 
Protozoa Pic-
tures, Jane 
Root’s Nu-
topia, and 
Westbrook 
Studios. 

 
Conserva-

tion work is 
someth ing 
very close to 
the artist’s 
heart. “I was 
super excited 

for the opportunity to work 
with Will, who is somebody 

who cares deeply about our 
planet and who is very much  
in tune with Latin American  
culture.”  

 
Considered today to be  

one of the most respected 
conservation photographers, 
Mittermeier started out as a 
marine biologist working in  
her native Mexico. She is  
the co-founder of SeaLegacy, 
the founder and former  
president of the International 
League of Conservation Pho- 
tographers, a board member 

for the WILD Foundation, 
an advisor on two major 
Conservation International 
programs, an esteemed 
public speaker, and a re-
cipient of multiple interna-
tionally recognized awards 
for her photography.  

 
Hilton Asmus Contem-

porary has represented 
Mittermeier’s work, which 
retails from $3,500 to 
$35,000, for a year and 
half.  

 
Arica Hilton, gallery 

president, curator, and 
principal of the gallery 
helped get the word out 
on their Social Media  

accounts about the show air-
ing, as well as the exhibition. 
Located in Chicago’s River 
North and Bridgeport Art  
Districts, Hilton Asmus Con-
temporary specializes in mod-
ern and contemporary pai- 
ntings, works on paper, mixed 
media, and sculpture with a 
special focus on photography. 
It features internationally 
known artists from United 
States, Northern Europe, the 
Mediterranean Region, and the 
Middle East. 

 
For further information, tele-

phone the gallery at (312) 475-
1788 or visit the website at: 
www.hilton-asmus.com.

FRAMERICA INTRODUCES 
TERRACOTTA 

YAPHANK, NY—Framerica 
has introduced its new Terra-
cotta line of moulding featur-
ing a visually textured “baked 
earth” finish in traditional pot-
tery-salmon coloring. Terra-
cotta is available in profiles 
ranging to 3 inches. For de-
tails, call (800) 372-6422 or 
visit: www.framerica.com. 
 
 
TRU VUE LAUNCHES NEW 
MARKETING SUPPORT 
 
MCCOOK, IL—Tru Vue has 
enhanced its industry support 
with new digital marketing 
tools for framers. “Showing 
consumers the impact of dis-
traction-free viewing can be  
a challenge in Social Media 
marketing,” says Dot Heckle, 
director of marketing. “We  
decided that side-by-side 
videos would be a quick, re-
latable way to demonstrate 
the value of using anti-reflec-
tive glass like Museum Glass 
and get consumers familiar 
with its benefits.” Tru Vue  
also has added several new 
photos that framers can 
download and use in their  
e-mail or Social Media mar-
keting. Tru Vue has also de-
veloped a series of new blogs 
that can be shared with con-
sumers with topics like Pre-
serving Sports Memories  
and Gifting Custom Picture 
Framed Photos. For further 
information, phone (708) 485-
5080 or go to the company’s 
website at: www.tru-vue.com.
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PHOTOGRAPHER’S CONSERVATION WORK

Cristina Mittermeier, left, and 
actor Will Smith.

“Below” by Cristina Mittermeier 
is an archival pigment print.

“Floating in Light” by photogra-
pher Cristina Mittermeier is an 
archival pigment print.
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Yu Zhang Grand Master 
Founding Father

www.miraclismzhang.com 
Cell: 626-820-2688 

Email: Francisyuzhangusa@yahoo.com    
PO Box 1285, Alhambra, CA 91802

33  Gold Oil on Canvas, Golden Peace  
46” x 44”

Big brush, one stroke traditional  
water ink on rice paper painting.

B02  Rice Paper Painting,  Sailings in Sunrising   
48” x 96”

B16  Rice Paper Painting,  Sailings in Sunrising   
48” x 96”
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Yu Zhang Grand Master 
Founding Father

21st Century  
Renaissance
Miraclism:  
Multiple Themes 

www.miraclismzhang.com 
Cell: 626-820-2688 

Email: Francisyuzhangusa@yahoo.com    
PO Box 1285, Alhambra, CA 91802

Art of  Splendor  
Sunset Santa Monica Beach  

oil on canvas  48” x 72”

d4 of  Dancer Series  
oil on canvas, 96” x 96”

b4 of  Dancer Series  
oil on canvas, 48” x 72”
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to be created for those who 
did not get their first choice. 
A key is to not have e-
newsletters too frequently as 
that then becomes an irritant 
rather than an inter-
est. We also loan 
artwork for people 
to try in their home. 
That has always 
been successful as 
it conveys trust, 
support, and care 
for the client’s inter-
ests. Patience with 
clients is another 
key.” 

 
While the world 

has changed dra-
matically, customers’ needs 
are still similar to pre-pan-
demic times. “Customers 
want good personal service, 
to be recognized, valued and 
appreciated. And we deliver 
that to every client, every 
time. Customers enjoy being 
treated as our most impor-
tant and valued customer.  
That has not changed and we 
will always deliver exactly 
what the clients desire.” 

 
And all of this service has 

not gone unnoticed by Mr. 
Saper’s customers. “It was a 
good year and our clients are 
all so positive, supportive, 
and appreciative of our going 
the extra mile for them. For 
example, we provided serv-
ices like delivering for free, in-
stalling art as a courtesy for 
some who may have diffi-
culty, and bringing art to their 
home to see how it looks on 
display there rather than in 
the gallery,” Mr. Saper says.  
“The key is to provide the 
clients with a level of service 
that goes beyond their rea-
sonable expectation. It may 
take more time and be a bit 
inconvenient, but it will be 

valued by a client and they 
will share with others how 
helpful we were. And word-
of-mouth is the best way to 
have one’s business mar-
keted.” 

 
Art Bashi, owner of The 

Art of Custom Framing in 
Troy, MI, says that while this 
year was an improvement 
over 2020, it will take some 
time to get back to what it 
once was. “This year has 
been respectable, but we  
are not at pre-Covid 
sales yet,” he says. 
“We are fortunate  
to have accounts 
that served as a base 
of regular business. 
And, we held as 
many promotions as 
we could. Being a vi-
sual business, we 
prefer to have cus-
tomers come in, but 
we started doing 
more marketing via 
phone, text, and e-
mail this year.” 

  
Having a versatile busi-

ness that wears many hats 
has helped Mr. Bashi to 
reach a wider customer 
base. “I’m fortunate to have 
an art gallery, custom 
frameshop, commercial 
frameshop, and a large for-
mat printing department. 
Therefore, I’m able to draw 
business from at least one or 

two of these areas through-
out the year.” 

  
He has noticed that 

today’s customer is much 
more comfortable buying 
products and services using 
technology than in the past in 

an effort to cut face-
to-face interactions 
down. “People want 
to conduct as much 
of the transaction by 
phone, text, or e-mail 
before they come  
in. What has helped 
me a lot in 2021 was 
that I am able to have 
my core employees 
work three days a 
week and utilize a 
work share program 
through the state that 

mostly paid the difference 
from their full-time pay.” 

 
Tourist areas like Las 

Vegas were hit hard in 2020 
and into the beginning of 
2021. Robin Riley, gallery di-

rector of Signature Galleries 
located in the Nevada city’s 
popular The Grand Canal 
Shoppes at the Venetian, 
says that each month busi-
ness changed. “Things were 
much better than expected 
this year. By mid-April the 
tide drastically changed with 
increased traffic and that 
trend continued to build 
throughout the summer re-

sulting in better than usual  
for June, July, and August,” 
she says. “Typically, with the 
heat here, the summers are 
a bit slower, but this past 
summer, perhaps with clients 
unable to travel abroad, 
Vegas had a better than 
usual level of visitors.” 

 
To accomodate cus-

tomers, Ms. Riley says that 
some adjustments were 
made. “We kept the gallery 
open even beyond the re-
quired hours of the Grand 
Canal Shoppes. We also 
continued to do artist appear-
ances and events.” She also 
noticed that people were in-
terested in beautifying their 
homes as many continued  
to work-from-home in 2021. 
“More than ever people 
seem to be treating their 
home as a sanctuary and art 
is an integral part of this. And 
all of our art consultants did 
more follow-up and client 
contact than ever to keep the 

momentum going,” 
Ms. Riley says. 
“Reaching out to 
past clients and  
also making sure to 
thoroughly follow up 
on everyone who 
passed through the 
gallery and ex-
pressed any level of 
interest in the art-
work became more 
important than ever. 

 
“This past year 

has done a lot to  
solidify my belief that people 
need art,” Ms. Campbell  
of Sorrel Sky Gallery says. 
“It’s not just a matter of 
wanting it, but truly needing 
it. Humans have always 
looked to art to soothe and 
strengthen.” 
 
 
Koleen Kaffan is Editor in 
Chief of Art World News.

LESSONS LEARNED 
continued from page 16

Saper Galleries is located in East Lansing, MI.

Shoshana Wayne Gallery is located in Los Angeles.

DEC21-CoverStory-pg4_Layout 1  12/22/21  5:09 PM  Page 1



ART WORLD NEWS PAGE 21

BUSINESS TECHNOLOGY

by Katherine Hébert 
In this article, I want to discuss 
all the benefits an art gallery 
client relationship manage-
ment (CRM) system could 
provide a business and give 
some direction for selecting 
the perfect tool for a business’ 
needs. What if you could sim-
plify and optimize your commu-
nications between prospective 
art buyers and the gallery? 
How could that impact rev-
enue for your gallery business 
and your artists? The art world 
is not exactly known for being 
on the cutting edge of technol-
ogy adoption. However, I’m 
still pretty shocked when I 
speak with a client who does 
not have an actual contact and 
inventory management data-
base in place. Or they pay big 
bucks for an art gallery CRM 
and only use it for a fraction of 
its capability and ignore all the 
rest of the powerful features 
it can do. Tragic. 

 
Now that galleries are fi-

nally starting to return to 
some level of normalcy, some 
of the new digital sales and 
marketing tactics you put into 
play during the Covid-19 shut-
down still need to be main-
tained. As you try to plan 
in-person events and still cre-
ate compelling online experi-
ences, this probably means 
running the gallery takes more 
time and effort. But, hopefully, 
sales leads are coming in from 
lots of online channels, as well 
as from face-to-face meetings 
to show you the extra work is 
paying off. 

If you are losing track of 
leads or find you’re dropping 
the ball on follow-ups, you 
should seriously consider 
your client relationship man-
agement system. There are 
so many fantastic software 
options designed specifically 
for art galleries and maximiz-
ing art sales opportunities. I 
understand many small gal-
leries put off investing in this 

kind of software due to 
budget concerns or fear of a 
new tech to learn. I think that 
is a mistake. It is one of the 
best investments you can 
make to drive sales. CRM 
software is also crucial to any 
business development strat-
egy you aspire to put in place. 

 
If you’re using spread-

sheets or email to keep track 
of inquiries, you could be lim-
iting your opportunities. These 
tools are inefficient for keep-
ing track of sales, nurturing 
client relationships, and ex-
panding your collector base. 
You have to work twice as 
hard, and it’s not sustainable. 
You know the expression 
“Work Smarter, Not Harder.”  

I’m sure at least half of your 
time (probably more) is spent 
creating exhibitions and work-
ing with your artists. So it 
would help if you had the 
client management aspect of 
running the art gallery be as 
powerful and as easy as pos-
sible. It’s impossible to main-
tain all those relationships and 
to keep track of the details. 
You need to remember which 

client bought what and who 
was interested in a particular 
artist. Without a central loca-
tion to house this essential in-
formation, you’re bound to let 
lucrative opportunities fall 
through the cracks. 

 
When you think about sell-

ing a work of art, you should 
be focusing on who on your 
contact list could be buying it. 
They are the ones who keep 
your artists creating and the 
gallery lights shining, not the 
artwork itself. If you have a 
large pool of potential buyers 
on your list, you can’t keep 
track of everyone on a per-
sonal level. You can’t keep all 
that information about their 
tastes, needs, timing, budget, 

and how you know them in 
your head. Well, maybe if you 
have a photographic memory. 
Do you have a photographic 
memory? No? Get a good 
database to help you then. 

 
Today there are several ex-

cellent options for art gal-
leries. Of course, they all have 
pros and cons, but I’m sure 
there is one out there that will 
make your gallery hum with 
efficiency, drive more sales 
and fit your budget. Below are 
some features that you might 
look for based on your needs. 
This list is by no means all-in-
clusive of the features offered 
by gallery CRMs. You are 
also not likely to find one that 
will do it all, but I hope this list 
will give a starting place for 
identifying what you need. 

 
Tagging, sorting, and filter-

ing contacts needs to be 
straightforward for you to im-
plement. This is one of the 
most powerful features, so 
you don’t have to keep all that 
information in your head or 
email folders. 

Connecting inventory and 
sales invoices to contacts. 

Easily add conversation 
notes 

Set follow updates and 
track a prospect through a 
sales cycle 

 
Send offers and personal-

ized emails. Even better is 
having the ability to integrate 
with your e-mail marketing

SELECTING A GALLERY CRM TO BOOST SALES

continued on page 22
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provider. 
Integration with other online 

art sales platforms to auto-
mate maintaining inventory 
and information 

Sales reporting and fore-
casting capability 

Analytics and the ability to 
customize reports 

 
Contact form integration to 

help build your mailing list and 
tag what source a lead comes 
from. 

Mobile access to the sys-
tem and inventory 

Robust data security and 
regular updates 

Calendar sync capabilities 
Project management or ex-

hibition planning features 
Website integration 
E-commerce capabilities 
Ability to be customizable 

for your individual needs 
Exceptional training and 

support. You need the ability 

to pick up the phone and ask 
questions anytime and train 
new staff when required. 

 
Depending on the features 

you ultimately go with, you 
could eliminate other tools 
that you’re currently paying for. 
That would help a lot to ease 
the expenditure of a CRM. 

 
To choose the best CRM 

database, first you must seri-
ously evaluate your needs. 
You should understand the 
problems you want your CRM 
to solve and feel confident the 
solutions align with your 
gallery’s business, sales, and 
marketing goals. Ask yourself 
these questions: 

What frustrates you about 
your existing sales and mar-
keting workflows? 

What administrative tasks 
do staff spend too much time 
on that would be better spent 
elsewhere? 

What current systems do 
you love and don’t want to 

change/replace? 
 
Make a list of these things. 

It will help you identify what 
features are a priority in a 
gallery CRM system for your 
needs. Get recommenda-
tions. Ask your gallerist peers 
what systems they use and 
why. Then narrow your 
choices and set up some 
demos with a sales agent. I 
also strongly suggest you trial 
the software before commit-
ting. Really getting in and 
using it will help you think of 
questions or concerns. 

 
The impact on revenue 

earnings for your gallery busi-
ness and your artists is what 
it’s all about. Don’t leave 
money on the table because 
your focus was pulled in a dif-
ferent direction, and you failed 
to follow up promptly with a 
sales lead. A CRM system is 
designed to help you do that 
and work more efficiently. You 
wake up in the mornings and 

feel as overwhelmed either. 
How nice will that be? The crit-
ical success factor is finding 
the right system for your 
needs and being ready to 
change how you currently op-
erate. If you and your whole 
gallery staff are not commit-
ted to using a CRM daily and 
all its features, you could be 
wasting a lot of money. If you 
do commit, you could change 
your business for the better 
and improve your support for 
your artists’ careers. 

 
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 gal-
leries 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 busi-
nesses. Visit the website at: 
www.galleryfuel.com.

BUSINESS TECHNOLOGY 
continued from page 21
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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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FRAMING DESIGN

Interior design trends come 
and go, but one has held  
on tight—gallery walls. A 
gallery wall is defined as  
a collection or collage of 
framed items hung together 
on a single wall. Instagram 
provides nearly two million  
inspirations for gallery walls  
in a #gallery wall search. Inte-
rior designers report that  
creating a gallery wall is one 
of the most requested things 
from their clients. 

 
Gallery wall design ideas 

are prominently featured in 
traditional shelter books, on 
art and framing vendor web-
sites and in designer blogs, 
like this one, “How To Actu-
ally Make A Gallery Wall: Our 
No-Fail Formula We Use 
Every Time.” Many home fur-
nishing and art and framing 
companies even offer gallery 
wall kits and templates so 
people can get it right.  

 
And that’s the problem 

with gallery walls. They’ve  
become formulaic with 
“rules” to follow so you get  
it “right.” Otherwise, you’re 
in danger of getting it spec-
tacularly wrong.  

 
But why should you follow 

someone else’s rules? What 
you choose to display on  
your walls is something 
deeply personal and individ-
ual. The only rule you need to 
follow in creating a grouped 
collection of framed pieces 
on your walls is to make it a 
reflection of your taste and  

interests and the story they 
tell about you and to you.  

 
The guiding principle is not 

how to get it right, but why 
this collection of framed items 
is worthy of hanging together. 
It should be a collection that 
delights you, not designed  
to impress others. 

That’s why we propose  
another way to think of  
gallery walls or in addition to 
gallery walls. Create a mem-
ory wall that has a special 
meaning to you.  

 

Designed By You 
For You 

The difference between a 
gallery wall and a memory 
wall is who it is design for.  
A gallery wall is displayed  
primarily for other people. It  

is given a prominent location 
in the house where guests 
are sure to see it, like in  
the entryway or living room. 
There’s nothing wrong with 
that, but a memory wall  
is more personal and dis-
played for one’s own per-
sonal pleasure. Pictures have 
extraordinary power to enable 

people to recall memories. 
Our brains are designed to 
encode pictures as memo-
ries. A seminal psychological 
study showed that people 
can remember more than 
2,000 pictures with at least 
90% accuracy in recognition 
tests conducted days after 
they have been exposed to 
them. That means the best 
way to relive moments in our 
lives, even decades ago, is  
to look at a picture.  

 
That makes a memory wall 

more emotionally engaging 
than a gallery wall that simply 
displays pretty pictures in  
a harmonious arrangement.  
A memory wall gives you  
access to your personal 
memories. So a memory wall 
should be located where  
you can see and enjoy them 
in more private places in  
your home, like the bedroom, 
bathroom, or the area in  
your home where you retreat 
for personal time. 

 
A memory wall is for  

nobody’s pleasure but your 
own, so feel the freedom  
to design it at will. There is 
room enough in most homes 
for both a gallery wall for  
your guests and a memory 
wall for yourself. 

 

Give Your Inner 
Artist Free Rein 

Because the memory is 
designed by you for you, 
there is no need to follow 
anybody else’s rules when 
setting it up. For example,  
go through your picture library  
or memento box and select 
shots or items that mean  
the most to you. For pictures, 
blow them up, vary the  
sizes, crop them as desired. 
For other meaningful items, 
group them together to tell  
a story.  

 
The sky’s the limit and  

you are the ultimate judge of

CREATING A MEMORY WALL FOR CUSTOMERS

continued on page 25
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what goes together and how 
each item fits into the whole. 

 

Mix-and-Match 
Memories 

Because your memory  
wall tells the story of you, 
there is a natural cohesion  
to the images and items on 
display and how they fit  
into the whole. Naturally,  
pictures of friends and  
family belong on your wall, 
but so too do items,  
keepsakes, collectibles and 
mementos that hold special 
meaning to you. 

 
So go beyond the usual 

suspects of pictures to in-
clude things like playbills,  
concert tickets, sports jer-
seys, running bibs, awards 
and medals, dried flowers 
from a bridal bouquet, baby’s 
first hat or shoes, children’s 
art work, pet’s collar, a 
seashell collection from last 
summer’s beach trip, your 
grandmother’s needlepoint  
or patches from a quilt, a  
collection of your handyman 
father’s tools or military 
medals. The list goes on and 
on. Combining objects with 
pictures adds an extra  
dimension to your memory 
wall and makes it come  
alive.   

 

Each Picture Tells 
A Story 

A memory wall is “time 
capsule” of personal memo-
ries and each picture or item 
in that “time capsule” tells its 
own story. So each individual 
item—each special mem-
ory—displayed on the mem-
ory wall should be given its 
own special treatment.  

That means you might 
want to select a different 
frame style and mat color  
for each item so that each 
can stand on its own as  
well as be part of a group. 
Give yourself permission  
to mix it up on your memory 
wall. A matchy-matchy ap-
proach—same size, same 
frame style and mat color— 
is not necessarily the way  
to go, unless your taste  
leans that way.  

 
But one 

thing you 
might want to 
be consistent 
about when 
custom-fram-
ing each sepa-
rate piece and 
that is the  
glazing that 
protects your 
pictures or 
items. Rather 
than choosing 
plain glass or 
acrylic glazing, 
which can  
create a “mir-
ror wall” effect 
from reflected 
light, anti-re-
flective glazing is a better 
choice so no matter how you 
look at it, you can see each 
memory clearly.  

 

Free-Flow 
Arrangement 

A mix-and-match approach 
to your memory wall calls  
for a free flow of items  
placed on the wall. Pictures 
don’t necessarily have to  
line up or be displayed in  
a symmetrical arrangement.  

 
The memory wall tells the 

many stories of your life.  
And just like most people’s 
lives don’t follow a pre-
scribed, scripted pattern, 

your memory wall can ex-
press the organized “chaos” 
of your life.  

 
To aid you in arranging 

your free-flowing memory 
wall display, stock up on 
bunch of removable picture 
hangers so you don’t leave 
holes in the walls as you  
play around to find the  
most personally pleasing 
arrangement.  

Rule of Three 

While we firmly believe 
“rules are made to be bro-
ken” when it comes to de-
signing your memory wall, 
one useful guide to arranging 
your display is the “rule of 
three,” which is a principle 
followed by artists, interior 
designers, graphic artists and 
photographers.  

 
The rule of three finds  

that things arranged in odd 
numbers—three, five, nine 
—are more visually appealing 
than even-numbered group-
ings. It’s how our brains  
work, which are wired to  
identify patterns in our  
environment.  

Three is the smallest num-
ber of things that form a  
recognizable pattern in our 
mind. When viewing group-
ings of three, our eyes move 
around, and our mind en-
gages in subconscious pat-
tern recognition. 

 
The rule of three is a  

guiding principle in Feng Shui 
which finds odd numbers ex-
pand and create more energy 
while even numbers contract 
and condense it. 

 
So when selecting memo-

ries images to display on  
your walls, if you are left  
with ten, twelve or fourteen 
items, you might want to edit 
it down or up to nine, eleven, 
thirteen or fifteen instead.  

 
Gallery walls are a great 

way to show who you are to 
friends and family that visit 
your home. They are big, bold 
and get prominent placement 
in the public spaces of the 
home. But the memory wall is 
different. It is deeply personal 
with each image triggering 
memories from your life.  

 
You can and should follow 

the rules when creating a 
gallery wall, but for your  
memory wall, throw the rule 
book aside. This is where  
you have permission let  
your creativity be your guide. 
Only you can decide how  
to present your intimate, per-
sonal memories in the most 
personally appealing way. 
Have fun creating it and  
even more fun each time  
you gaze upon it and recall 
each memory. 
 
 
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 DESIGN 
continued from page 24
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WHAT’S HOT IN OPEN EDITIONS

Evoke II

“Evoke II” by Tom Reeves is 
available in any size and 
printed on paper, canvas, 
metal, wood, and acrylic. A 36 
by 24-inch image retails for 
$75 on paper. For more de-
tails, call PI Creative Art, 
Toronto, at (800) 363-2787 
or: www.picreativeart.com.

Here are the  
best selling prints  
from some of the  

leading open edition 
publishers.

Caballo de Andaluz

“Caba l l o 
de An-
daluz” by 
Lisa Dear-
ing meas-
ures 25 by 
30 inches 
and retails 
for $46 on 
s t a n d a r d 
paper. The 
image is 
also avail-
able on 

multiple substrates and multiple sizes. Call 
Image Conscious, San Francisco, at (800) 
532-2333 or: www.imageconscious.com.

Pretty Birds Neutral
“Pretty Birds Neutral” by Julia 
Purinton is available on paper and 
canvas in various sizes retailing 
from $24 to $124. Phone Wild 
Apple in Woodstock, VT, at 
(800) 756-8359 for further infor-
mation, or go to the website at: 
www.wildapple.com.

Summer Meadow Picks

“Summer Meadow Picks” by Janet 
Tava measures 40 by 40 inches and 
retails for $40. For further informa-
tion, phone Galaxy of Graphics in 
East Rutherford, NJ, at (888) 464-
7500 or go to the company’s web-
site at: www.galaxyofgraphics.com.

Western Sky I

“Western Sky I” by Ethan Harper measures 
28 by 20 inches and retails for $85. Phone 
World Art Group in Richmond, VA, at (804) 
213-0600 for further information, or go to  
the company’s website located at: www. 
theworldartgroup.com.

Plant Lady

“Plant Lady” by Leah Straatsma is a  
large format custom giclée on matte 
paper measuring 24 by 36 inches ($102). 
For further information, telephone A.D. 
Lines in Monroe, CT, at (800) 836-0994 
or visit the company’s website located at: 
www.ad-lines.com.
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Gathering Wreath

“Gathering Wreath” by Bonnie Mohr 
measures 12 by 18 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.

Apple Blossom Jug

“Apple Blossom Jug” by Tre Sorelle Stu-
dios measures 36 by 24 inches and retails 
for $35. Call Roaring Brook Art, located in 
Elmsford, NY, at (888) 779-9055 for further 
information, or go to the company’s website 
at: www.roaringbrookart.com.

Palm Fronds II

“Palm Fronds II” by Elizabeth 
Medley measures 36 by 24 
inches and retails for $30. 
Phone SunDance Graphics, 
located in Orlando, FL, at 
(800) 617-5532, or go to  
the company’s website at: 
www.sdgraphics.com.

Bougainvillea

“Bougainvillea” by Florence Delva is available 
in two sizes, 36 by 24 inches and 45 by 30 
inches. Price available upon request. For fur-
ther information, phone Studio E/L in 
Emeryville, CA, at (800) 228-0928 or go to the 
website at: www.studioel.com.

Circle Moon II

“Circle Moon II” by Natalie Harris 
is available as POD. A 30- by 30-
inch image on canvas retails for 
$167 and on paper for $103. For 
more details, call C Brand Studios, 
San Diego, (858) 554-0102 or visit: 
www.cbrandstudios.com.

Michigan 42–Ohio State 27–Michigan Stadium

“ M i c h i g a n 
42–Ohio State 
27–Mich igan 
Stadium” by 
C h r i s t o p h e r 
Gjevre has an 
image that mea-
sures 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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“Slender Leaves in Vase” by Lanie Loreth  
Image Size: 36” x 24”      $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.

“Quarry No. 1”  
by  

Suzanne Nicoll 
Image Size:  

24” x 24”    
$36 on paper

Image  
Conscious

800.532.2333    
www.imageconscious.com

“Tidal Pool in Blue”  
by  

Kathleen Robbins 
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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SERVICES

Art World News 
Custom Book Publishing 
PHONE: 203.854.8566  

e-mail: jwhaffey@aol.com 
www.artworldnews.com

Professional

CATALOGUE PUBLISHING
Wellspring Communications, Inc.,  

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

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

options to create elegant hard  
and softbound catalogues and books.

CREATIVE COST  
EFFECTIVE

INVENTORY LIQUIDATION
Over 6,000  

expertly crafted 
maritime prints 
ready for fast  
volume sale.

View the entire collection at  
WWW.MARITIMEPRINTS.COM     860 399 6922

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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