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Art World News
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THE INDEPENDENT NEWS SOURCE
FRAMEWORKS AND
TRU VUE APPEAR
ON DIY TV SHOW,
DESIGNING SPACES
Tru Vue’s Museum Glass
and Optium Acrylic products
are featured in an episode
of the award-winning Lifetime home improvement
TV show, Designing
Spaces, alongside custom
framers, FrameWorks
Miami. Page 20.
GALERIE D’ORSAY’S
360-DEGREE TOURS
Galerie d’Orsay, located in
the heart of Boston’s Back
Bay, offers collectors and art
lovers a 360-degree online
walk-through tour for those
that can’t make it into the
gallery or are unable to
adhere to the Covid-19
guidelines. Page 16.

MAC FINE ART BENEFITS
CHILDREN’S CHARITY,
KIDS IN DISTRESS
MAC Fine Art recently particated in the recent Art Gala
benefiting the charity Kids In
Distress and presented artwork from the gallery while
artist Elena Bond painted live
for attendees. Go to page 8
for more details.
UTILIZING INDUSTRY
CHANGES TO DRIVE
SUCCESS
Industry expert Katherine
Hébert discusses how
changes in the retail environment provide a great start to
resolving the outdated practices in the current gallery
business model in an age
where there are significantly
more sources to purchase
artworks. Page 21.

Saper Galleries is located in East Lansing, MI.

HYBRID RETAIL IS NEW YEAR’S
GOAL FOR RETAILERS
Art and framing retailers are gearing up for the new year, taking with them the hard-earned lessons of 2021 and even
2020, in an effort to gain momentum. Experts predict that
prices will continue to rise as the difficulties caused by the
pandemic continue, but what many are striving to do is
work to give consumers a reason to buy. Sometimes, the
road to a sale can be long traveled, but what retailers have
learned is that all of the ef- of e-commerce. Many exforts put forth will be worth it perts feel that this will dicin the end. Last year, a record tate how successful retailers
number of people shopped will make money in 2022.
online and social shopping— But that doesn’t mean that
recreating customer interaction people have given up on
and experiences—has bebrick-and-mortar shopping.
continued on page 10
come the fastest growing area

Click on advertisers’
Web addresses
throughout the issue.

QUOTE OF THE MONTH:
“Art buying seems to be on
the upswing in general. We
have high expectations for
2022 despite the pandemic.”
Robin Riley, page 10
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Hybrid Retail Is
New Year’s Goal

Galerie d’Orsay’s
360-Degree Tours

Tru Vue’s Products
Appear on TV Show

The sales landscape for 2022
seems to be gaining as much
traction using the idea of hybrid retail, or combining the
physical gallery and/or frameshop location with online options
like Social Media and Websites.

Galerie d’Orsay offers collectors and art lovers a 360degree online walk-through
tour for those that can’t make
it into the gallery or are unable
to adhere to the Covid-19
guidelines.

Tru Vue’s Museum Glass and
Optium Acrylic products are
featured in an episode of the
award-winning Lifetime TV
show, Designing Spaces,
alongside custom framers,
FrameWorks Miami.

Page 1

Page 16

Page 20

Presenting
New Art Releases

Gallery Lights:
Noteworthy Shows

What’s Hot in
Open Editions

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

Art galleries, their owners, directors, custom framers, staff,
clients, and collectors are featured celebrating show openings where new work is debuted, as well as various events
in this month’s Gallery Lights.

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

Page 24

Page 25

Page 26

CLASSIFIEDS
Page 29

AD INDEX
Page 30

Shown is Elena Bond’s
“Ocean Dance” from
MAC Fine Art, located
in Ft. Lauderdale, FL.
Phone (954) 990-5420 or:
www.macfineart.com.
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IN OUR OPINION
THE COST OF
UN-JOYFULNESS
ecently I was caught off
guard. During the instillation of a lovely piece of
art, its new owner exploded with
delight. She exuded waves of
gratitude, excitement, and enjoyment of a piece that had long
ago lost it’s sizzle in my mind.
Her euphoria was a bit disarming
but it served as cold reminder.
Never to underestimate, assume, or forget the privilege of
the customer. And equally important, to never ignore the
voice of a piece of art, regardless of how long ago you decided not to listen.

R

In sales training, professionals
are admonished to never assume the client will say “no.”
The inference being that by letting prospects voice their conclusions, more often than not,
will yield a “yes” to a successfully managed sales process.
This is doubly true in a gallery
setting. By jumping the gun and
assuming the worst, so much
can be lost in addition to the sale.
So often I see a situation

where a gallery or frameshop
owner falls out of favor with his
inventory and results to deep
discounting. Certainly there is a
place to modify price in order to
move distressed inventory.
However, pricing well below
their value leaves money on the
table. Just because the owner
has grown tired of a piece doesn’t mean a set of fresh eyes
can’t be motivated by the art.
For the business owner, it’s a
delicate dance.
Assuming a prospect’s desire
to pull away from a sale becomes a pathogen within a
gallery or frameshop. It breeds
complacency and denies the
business from the ability to really
satisfy clients. Ignoring the joy
that a custom framed piece of
art brings a buyer is to ignore the
dynamic of what makes being
in this industry so fulfilling and
profitable. The forces of the last
couple years not withstanding,
selling has had its challenges.
However, the future is bright
as we, unlike most consumer
goods, hold the keys to a
client’s passion and delight.
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ARTISTS & PUBLISHERS
MAC Fine Art Benefits Kids In Distress Greenwich Workshop Signs Raffa
MAC Fine Art, with
four locations (Fort
Lauderdale, Jupiter,
and Delray, FL; and
Los Angeles) recently helped raise
funds for Kids In
Distress Inc., a
nationally accredited
organization dedicated to preventing
child abuse. At the
Art Gala 2021 event
held at Coral Ridge
Country Club, MAC
Fine Art’s Mary Ann
Cohen and Adam
Collier Noel presented artwork from Elena Bond’s “Finding Love” is an oil on
the gallery while canvas measuring 48 by 60 inches.
gallery artist Elena
Bond painted live for attendees. For further information, call
(954) 990-5420 or go to the website at: www.macfineart.com.

Zenith Gallery’s Betty White Tribute
Zenith Gallery, located in Washington, DC, presented
a show featuring the
work of gallery artists’
tributes to the legendary actress and
activist, Betty White,
who recently passed
away at age 99, just
days before her
100th birthday. Titled
Betty White Unites,
the show features
The artwork in different mediums and
styles commemorat- “If One Has No Sense of Humor One’s in
ing the late actress Trouble” is a mosaic by Jennifer Wagner.
at various stages in
her 80-year career. The gallery has also created a website,
www.bettywhiteunites.com, for the show and as a way to memorialize White. Call (202) 783-2963, www.zenithgallery.com.
PAGE 8

The Greenwich Workshop Inc., Seymour, CT,
has signed artist Vinny
Raffa, known around
NYC amongst the rock
and rollers, actors, and
original skateboard enthusiasts. The artist’s
work features open editions of urban images
on canvas that ship
gallery wrapped and
retail for $100. “We
have always published
art that appeals to
suburbia. While many of
our authorized dealers
worked and lived in “NYC Subway Map” by Vinny Raffa
these same bedroom is an open edition on canvas measurcommunities our artist’s ing 14 by 18 inches retailing for $100.
works reflected these
tastes,” says Vincent Grabowski, president. “Vinny adds an
urban rebellious theme to our traditional line and with his subject
and price point, we hope to attract a younger newer audience.”
Call (800) 243-4246 or visit: www.greenwichworkshop.com.

Madison Gallery Debuts Routledge
Madison
Gallery,
Solana Beach,
CA, has presented
the
work of Australian painter,
sculptor, and
muralist Elliott
Routledge
(FUNSKULL)
in his inaugural
U.S. solo exhi- Shown is the large-scale abstract work of
bition, titled artist Elliott Routledge at Madison Gallery.
EUPHORIA.
The exhibit is a collection of large-scale paintings of acrylic on
canvas and on fine Italian cotton that fractures over the edge
of the medium and interacts with the walls and environment
surrounding it. For further information, phone (858) 523-9155
or go to the website at: www.madisongalleries.com.
ART WORLD NEWS

FullPageAdTemplate_Layout 1 4/27/21 11:42 AM Page 1

JAN22-CoverStory-pg1_Layout 1 1/31/22 4:17 PM Page 1

BLAZING EDITIONS’
MUSEUM EXHIBITIONS
FOR 2021 & 2022 SEASON

EAST GREENWICH, RI—
Blazing Editions, has
been participating in fine art
printmaking collaborations
with art museums featuring
the work of nationally acclaimed artists as part of
their 2021 and 2022 seasons.
The work is printed on dye
sub aluminum. The exhibitions include: Artist Michael
Melford’s fall exhibition at
Mystic Museum of Art in
Mystic, CT; the NYC Dance
Project’s Ken Browar and
Deborah Ory’s summer
exhibition at the Hunter
Museum in Chattanooga,
TN; Nathan Lord’s year-long
exhibition at the Louisiana
Art & Science Museum in
Baton Rouge, and LA; E.
Caballus: The Domesticated
Horse Exhibition At Griffin
Museum in Winchester,
MA, featuring Susan Irene.
Also, included in the upcoming season is Alison Langley
and Russ Kramer’s “Now
& Then” Exhibition at the
Herreshoff Marine Museum,
located in Bristol, RI, in
which some of the artwork
is shown above.
For further information,
telephone Blazing Editions
at (401) 885-4329 or go to
the company’s website at:
www.blazing.com.
PAGE 10

HYBRID RETAIL IS NEW YEAR’S GOAL
continued from page 1
need to feel confident in who and capitalized on the trend
According to new research they are purchasing from. “Peo- and desire by all people everyfrom Forrester, 72 percent of ple are still invigorated and crav- where in the world to make the
U.S. sales will be made there ing fine art, and finer things in environments in which they live
by the year 2024. Using tech- general like spirits, wine, col- and work beautiful and reflecnology today as a sales and lectibles, vacation homes, and tive of their varying tastes.”
communication tool will help to cars even during the panreinforce businesses in the demic,” she says. “As we learn
Robin Riley, gallery director
minds of conof Signature Galleries, located
sumers as they
in The Grand Canal Shoppes
make their way
at the Venetian in Las Vegas,
through Covid-19.
says that she is positive about
In the December
the new year. “Art buying
2021 issue of
seems to be on the upswing in
AWN, we spoke
general. We have high expecwith art and framtations for 2022 despite the
ing retailers to see
pandemic. Based on the past
what worked for
six to eight months, it is very
them in 2020. Now
important to have high dollar
we see what they
items available in addition to
have planned for
those that support the day
2021 to help them Key West Gallery is located in Key West, FL.
in/day out sales. And that all
hit the ground runthe art consultants are comning.
how to work, live, and exist in fortable presenting expensive
this changed world, I believe originals and bronze sculptures.”
Kellie Alpert, principal of restrictions will lessen as we
Key West Gallery in Old Town adapt to living with the virus.”
Being located in a travel
Key West, FL, says that this Being proactive is Ms. Alpert’s destination, Ms. Riley’s gallery
year will be a tricky combina- main goal for this year. “We is at the mercy of the trends in
tion of staying on top of cus- have planned for all of 2022. travel so they need to stay
tomers, while also staying
active to supplesolvent as prices rise. “2022 is
ment the slow
going to be a pivotal year for
times. “Our traffic
the art world. We are providing
flow is extremely
art experiences and that redependent upon
quires a great deal of planning
tourism
and
and commitment for things like
events and conartist interaction, asset collecferences happention, and creative marketing
ing here in Las
development for all platforms.
Vegas,” she says.
The key is a great team and in“To augment that
frastructure, as it’s akin to prowe have art
ducing any large event, similar
shows at least
to a rock concert. I keep work- The Art of Custom Framing in Troy, MI.
monthly and ining towards the perfect team.
vite past clients
We were able to excel at the That is the key to success and and potentials who may want
development of a successful what has become expected of another reason to travel to
digital component, and for 2022 Key West Gallery—celebrity Las Vegas. The art shows
we plan to keep innovating to artistic experiences, pop-ups, also help generate activity
achieve better online sales collector’s events, yacht cruises in the gallery to entice the
with our artists, new releases, passer-by and tourist alike.”
and capabilities.”
and ever-changing and venerOne trend that she hopes
To get the most out of her able collections,” she contingallery’s website and Social ues. “I have no doubt that will continue into 2022, is the
Media platforms, Ms. Alpert 2022—and 2023—will be very sales of multiple pieces of art
says that her collectors have strong years, and we have reccontinued on page 12
a desire to purchase art and ognized this early on in 2020

ART WORLD NEWS
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ARTIST DAVID WEEKS NYC
BRINGS AWARENESS TO
OCEAN CONSERVATION

MIAMI—Artist David Weeks
NYC has debuted a 10 foot,
750 lb. sculpture titled “The
Plastic Wave” at Art Basel
Miami to bring awareness to
the Plastic is Wack campaign
(plasticiswack.com) and
ocean conservation. The unveiling also included a VIP
event and an art auction to
raise funds for the charitable
organization, 4ocean. Weeks
is known for his viral mobile
installations, Kanye West
sculpture, Megan Thee Stallion custom commission, and
unique broken skateboards.
“I’m proud to have a stage to
show my work such as Art
Basel Miami,” he says. “I really wanted to hit people with
something I actually care
about, not just another fluff
piece that’s only optically
pleasing. ‘The Plastic Wave’
is not only optically pleasing,
but there’s a deep message
within it and unfortunately a
lot of people are not aware of
what’s happening in the
ocean. So, I made it my duty
to educate them.” The sculpture is fiber glass casted from
a clay mold finished with an
electrodeposition coating,
measuring 65 by 120 by 81
inches. For more details,
visit the artist’s website at:
www.davidweeksnyc.com.
PAGE 12

HYBRID RETAIL
continued from page 10

sales momentum of 2021 is
something that can be maintained by putting in the work.
in one sale. “Art buying has al“Business will definitely imways been a favorite pastime
prove for those who make a
for travelers but more than
commitment to work to imever, customers are purchasprove it. That has to be an acing multiple works of art at a
tive pursuit,” he says. “It
time instead of one or two
won’t happen by being
items,” Ms. Riley says. “To
idle, waiting for business
me, this shows a depth of
to walk through the doordesire and the financial
way. If a business proability to truly build an art
vides what people have
collection. Art consultants
interest in and treats them
with the ability to stay the
with respect and courcourse with clients and
tesy, knowledge, and
keep adding-on instead of
supportive assistance,
being satisfied with selling
business will improve.
one item are experiencing
Proactive initiatives are a
great success.”
necessity. One can’t thrive
with momentum alone.
Art Bashi, owner of The
New initiatives and active
Art of Custom Framing,
development of new apTroy, MI, plans for a 2022
proaches (displays, frames,
that consists of staying Signature Galleries in The Canal Shoppes advertising, promotions)
the course as people real- at The Venetian in Las Vegas.
can provide a push that
ize that Covid-19 will be a
spurs new business.”
part of their lives for a while. uine interest to solve whatever
“We have a list of areas that they are seeking with a soluGetting the word out about
we will be working on, such as tion that perfectly matches Mr. Saper’s business in his
internal efficiencies and updat- their desire. Also important to local area is also a goal. “We
ing the processes that we use note is that art interests change will likely have more gallery
for ordering and comtours for community
municating with our
groups and, as in the
vendors regarding
past, we will continue to
backorders or out-ofbe supportive of comstock issues. And
munity groups who call
then we will be able to
on us for assistance.
share that information
Being active and supwith our customers to
portive of the commukeep them in the loop.
nity is important to us
This is important to
—serving on boards
running the business
and commissions, dowe have learned,” he
nating to schools and
says. “The plan is to
the many nonprofit and
provide more com- Shoshana Wayne Gallery is located in Los Angeles. similar organizations
munication with our
who call on us allows
customers via computer and over time. We are doing a lot us to give back to the commuover the phone regarding pric- to serve a younger population nity and shows that we are
ing for items. Many customers and it is important to cater to supportive of others.”
want as much information in ad- their interests and be sensitive
In a recent study, the Navance of coming into the shop.” and aware of art interests that
may be different than our own. tional Retail Federation (NRF)
Roy C. Saper, owner of Older clients eventually may reported that the labor shortEast Lansing, MI-based Saper slow down their collecting so age is still playing a role in
Galleries and Custom Fram- the growth will be with younger everything from supply delays
ing, says that for him, 2022 will collectors. Nurture them and and limits to finding qualified
employees. The report notes
be about growing from last they will stay with you.”
year. “Doing better tomorrow
continued on page 14
Mr. Saper feels that the
than we did today is our plan,”
he says. “Ensuring that we have
on display and available the art
that clients like (as proven by
their purchase activity) and
framing assistance that is responsive to their preferences.
We will continue to treat every
client with patience and gen-
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John-Mark Gleadow
“There is no friend as loyal as a book.”
–Ernest Hemingway

Signed and
Numbered Limited
Edition giclees on
canvas with Hand
Embellished Artist's
Proofs available.

oil on panel
Originals

Accepting commissions

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

(540) 416-4529

www.johnmarkgleadow.com

JAN22-CoverStory-pg3_Layout 1 1/31/22 4:41 PM Page 1

MEIJER GARDENS &
SCULPTURE PARK
PRESENTS NEW SEASON

HYBRID RETAIL
continued from page 12

that the shortages’ ripple effect can make creating the
customer experience a little
harder. Fewer associates in
stores can mean a less personal shopping experience,
less customer service, and
longer wait time on projects.

GRAND RAPIDS, MI—
Frederik Meijer Gardens &
Sculpture Park, one of the
nation’s premier horticultural
display gardens and sculpture
parks, presents its 2022 calendar of major events, featuring new sculptural works from
international artists. The full
events calendar is available
at: www.meijergardens.org/
calendar. The Gardens incorporates its mission of exploring the duality of art and
nature in the upcoming year’s
events through the work of internationally acclaimed annual exhibitions, horticulture
shows, seasonal indoor and
outdoor displays, sculpture,
concerts, and educational
programming visited by more
than 650,000 visitors annually. After being closed for a
year during renovations, the
expanded sculpture galleries
reopen with the exhibition of
Yinka Shonibare CBE’s “Planets in My Head,” running April
1 to October 23, 2022. Artists
Mel Chin and Elizabeth Turk’s
“The Space In-Between” runs
from November 18 to March,
2023. Shown is “Mad Mom”
by Tom Otterness and is part
of the Gardens’ permanent
collection. For more details,
call (888) 957-1580 or go to:
www.meijergardens.org.
PAGE 14

Mr. Saper says that he has
felt the labor shortage as well.
“Our greatest problem is too
much business for the staffing
we now have. I review resumes every day but am not
finding the skillful talent that
we truly need. We hope in
2022 to add to our staff
additional team members
who can meet the challenge of delivering to our
clients as we have for our
first 43 years.”

individualized client outreach
and specialized outreach campaigns, and discovered that
we were able to keep new and
established clients even more
engaged.”
The new way of life due to
the pandemic has created
unique challenges for retailers,
forcing them to be even more
proactive and to get creative.
“As people reevaluate their
environment, based on what
they’ve experienced or observed, they’re taking steps to
stay focused on what’s most
important to them. They’re
looking to enhance their surroundings as never before,

Shanan
Campbell,
owner of Sorrel Sky
Gallery, located in Durango,
CO, and Santa Fe, NM,
says that her plans for the
new year include keeping
the businesses healthy.
“In one word, I would say
growth is the goal—for
my team, for the artists
that we represent, for the
business, and in the relationships we have with our Sorrel Sky Gallery in Durango, CO.
clients. Despite the challenges we faced over the past and they’re turning to trusted
two years, we experienced galleries and art advisors to
amazing growth and we’ve set assist them in that. I’m not
new goals for 2022 based on sure any of us are ready to prewhat we were able to achieve dict how Covid will or will not afin 2021. We’re looking to fect our lives as we move into
make 2022 our best year yet.” 2022,” she says. “I do think we
have to accept that each day,
And to achieve this, Ms. each week, each month may
Campbell will keep work to bring changes. My team and I
keep collectors engaged. “In have made the conscious dethe past, we tended to view cision to maintain a positive atopenings and shows as a vital titude and to be willing to adapt
way to engage with people, to whenever it’s needed. That willconnect our clients with our ingness is vital to growth in an
artists. 2020 and 2021 com- ever-changing world.”
pletely shifted our thinking in
Sorrel Sky Gallery’s Duthat regard,” she says. “We
redirected our energy toward rango location is celebrating

it’s 20th anniversary this year
and has events planned for
June and September that will
feature Colorado artists Bryce
Pettit and Edward Aldrich, respectively. Local festivities in
early December will get the
holiday season started. At the
Santa Fe location, artist Robert
Rivera’s work will be on display
during Spanish Market at the
end of July. In August, Star
Liana York will have a onewoman show and several
events are being planned to
celebrate Indian Market as well.
Shoshana Wayne Gallery
has been in business since
1986 and is currently located
in historic West Adams district of Los Angeles and is
housed in a 5,000-squarefoot location. Gallery owner
Shoshana Blank has seen
many changes in the art industry over the years. For
her, keeping the artwork
and gallery accessible to
collectors is vital, but to
also present an exciting mix
of new work will help keep
interest up. “For 2022, we
will keep presenting online
exhibitions in addition to our
regular gallery shows,” she
says. Running until March,
the gallery will present the
new work of Tel Aviv-based
artist Orly Maiberg in a show
titled, Where Do We Go
From Here which is the artist’s
first solo show in the U.S.
The sales landscape for
2022 seems to be gaining as
much traction using the idea of
hybrid retail, or combining the
physical gallery and/or frameshop location with online options
such as websites, Social Media
platforms, and technology like
FaceTime. The reality is that the
majority of sales begin online.
The crossover from online to
offline takes patience, creativity,
and communication.

Koleen Kaffan is Editor in
Chief of Art World News.
ART WORLD NEWS
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SINGULART LAUNCHES
BODY POSITIVE ART
AUCTION FOR CHARITY

PARIS, FRANCE—
SINGULART recently
launched its first body positive
art auction in an effort to encourage people to love and
appreciate themselves and
raised $3,035.31 to donate
to Beauty Redefined, a nonprofit organization dedicated
to helping girls and women
love their bodies. The
charitable auction featured
15 curated artworks from
15 international artists where
the proceeds were donated.
It is a topic that is dear to the
artists, because the human
form has long been a source
of inspiration for them. Beauty
Redefined contributes towards scholarships for teens
and adults to enroll in the
Body Image Resilience online
course. This art auction’s
donation will make it possible
for individuals who need support, community groups, and
select school classes serving
students in need to register
and participate in the curriculum free of charge. Shown
is “Every Day Joy” by
Russian painter Valeria
Amirkhanyan, an acrylic
on canvas measuring
31 1/2 by 31 1/2 inches.
SINGULART features
contemporary art from
abstract canvases, figurative
paintings, drawings, and
street art and graffiti. For
further information, visit the
gallery’s website located at:
www.singulart.com.
PAGE 16

GALERIE D’ORSAY’S 360-DEGREE TOURS
Galerie d’Orsay, located in
the heart of Boston’s Back
Bay, offers collectors a 360degree online walk-through
tour for those that can’t
make it into the gallery or
are unable to adhere to the
Covid-19 guidelines. In January, the City of Boston required proof of vaccination to
enter certain indoor spaces,
including museums and galleries. Galerie d’Orsay, in business since 2000, wanted to
include all of
their collectors in
experiencing
new exhibits and
created
the
walkthrough tour
on their website.

“We have had collectors
take screenshots on their
phones or computers and send
them to us, inquiring after more
information on works they’ve
seen in a virtual walkthrough,”
Mr. Flythe says. “We’ve also
had visitors to the gallery tell
us they looked through past
exhibitions—sometimes even
our current show—to get a
sense for the gallery prior to
visiting us in Boston. It is definitely a great sales tool, but it

scanning and the uploading
and labeling tacks a bit of time
onto that,” he says. “Overall,
it’s a very quick solution that
has the potential to reach many
of our collectors, both at home
(if far away) and abroad.”

Implementing the tours has
helped Galerie d’Orsay stay
active during 2020 and 2021.
“We began including these
360-degree virtual tours on
our website in the early days
of the pandemic;
our first tour went
live in April 2020 to
celebrate our 20th
Anniversary Exhibition. Of course, we
were disappointed
that we couldn’t
“Overall,
celebrate in person
we’ve had a
with everyone who
very positive reshad supported us
ponse from our
for our first two
collectors and
decades, so we
from visitors,” Shown is a 3D view from the Jump In! Elizabeth Da Costa began brainstormsays Ben Flythe, + Helen Frankenthaler show at Galerie d-Orsay.
ing
alternative
fine art consultoptions. Virtual
ant. “We strongly believe that also simply allows a broader viewing rooms were gaining
art is for everyone and that audience to enjoy and experi- traction, so we thought we’d
everyone should have access ence our exhibitions.”
take it a step further and creto it—whether they choose to
ate an entire virtual Galerie
Outside of sales, the gallery d’Orsay.”
join us in person or virtually.
Our 360-degree tours hope- is also able to keep their colAnd what they found was
fully bring a little of that ‘Ga- lectors engaged in the artists
lerie d’Orsay magic’ right into and artwork, even during the that their collectors were
collectors’ homes in a way pandemic. “The virtual walk- open to the technology and
that’s more nuanced than see- throughs have helped us a lot, eager to keep up on the
ing just a static image on a white particularly during the first few gallery. “More and more art
screen. It provides a sense of months of the pandemic. Be- lovers are becoming comfortcontext that is otherwise lacking tween virtual tours, Zoom able buying fine art without
artist talks, and ‘opening re- seeing it in person,” Mr. Flythe
when viewing art digitally.”
ceptions,’ as well as working says. “High resolution photogThe tour includes the gallery to improve the photographing raphy and videos have also
space in sections: a Dollhouse of our artwork, we had more been a great resource for our
team to relay quite accurately
view, a 3D view to go through Web inquiries than ever.”
how the work will present in
the space, a Floorplan view,
Producing the tours have person. Videos—as well as
the ability to use a Measurement Tool to get an accurate become an integral part of the FaceTime—give prospective
idea of the artwork’s size, and gallery’s marketing plan. “The collectors greater confidence
the ability to be viewed in VR tours are very easy to create not only in what they are
(virtual reality). The gallery in- using a scanning software and buying, but who they are buycludes current exhibits on their a compatible 360-degree cam- ing from.” For more details,
website, as well as previous era. Most tours take approxi- call (617) 266-8001 or visit:
ones to be viewed at any time. mately 45 minutes to complete www.galerie-dorsay.com.
ART WORLD NEWS
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Bittan Fine Art is proud to feature the work of

Pop artist E. M. Zax

Polymorphs and Cultural Objects

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

www.bittanfineart.com

866-219-9161
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Yu Zhang

Grand Master
Founding Father

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

B16 Rice Paper Painting, Sailings in Sunrising
48” x 96”

Big brush, one stroke traditional
water ink on rice paper painting.
33 Gold Oil on Canvas, Golden Peace
46” x 44”

www.miraclismzhang.com
Cell: 626-820-2688
Email: Francisyuzhangusa@yahoo.com
PO Box 1285, Alhambra, CA 91802

YuZhang-DEC21-right.qxp_Layout 1 12/23/21 9:26 AM Page 1

21st Century
Renaissance
Miraclism:
Multiple Themes

Yu Zhang

Grand Master
Founding Father

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”

www.miraclismzhang.com
Cell: 626-820-2688
Email: Francisyuzhangusa@yahoo.com
PO Box 1285, Alhambra, CA 91802
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DA VINCI’S MONA LISA
FOUND TO BE MOST
INSTAGRAMMED

LONDON, ENGLAND—
money.co.uk has found that
Leonardo da Vinci’s “Mona
Lisa,” an oil on poplar panel
thought to have been completed in 1503, to be the most
Instagrammed paintings in
the world based on relevant
hashtags. The iconic painting
is exhibited at the Louvre
Museum in Paris, and features 1,940,692 hashtags
on Instagram as of the time
of the study conducted on
January 11, 2022. In second
position with 1,733,345 Instagram hashtags is Vincent van
Gogh’s oil on canvas, “The
Starry Night.” “The Kiss” by
Gustav Klimt (263,001) and
“Guernica” by Pablo Picasso
(169,727) are among the
paintings that have over
100,000 Instagram hashtags,
respectively, ranking third
and fourth place. Rounding
off the top ten is “The Son
of Man” painting by René
Magritte with 9,857 Instagram
hashtags. Shown is “Mona
Lisa (1506)” by Arif_S /
Shutterstock. Money.co.uk
is an online comparison
service that allows people
to compare thousands of
financial products. For
further information and to
see the Top Ten list, visit:
www.money.co.uk.
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TRU VUE & FRAMEWORKS APPEAR ON TV
Tru Vue’s Museum Glass and
Optium Acrylic products are
featured in an episode of the
Lifetime TV show, Designing
Spaces, alongside
custom
framers, FrameWorks Miami. In
a segment highlighting custom
picture framing and the differences in glazing options the
show originally aired on January 7th 2022. FrameWorks
Miami, located in the Bird
Road Art District, is also featured alongside the benefits of
Tru Vue’s glazing products.
Designing Spaces is an
award-winning home improvement show that travels the
country to remodel, redecorate, and redesign homes.

is highlighted by the custom
framers at FrameWorks
Miami, which takes a consultative approach.

“We love the challenge of
guiding a consumer through
their options and ultimately
helping create something that
they can be proud of,” says
Cris Sweeny, co-owner of
FrameWorks
Miami.
Adding a
new layer of
education
and marketing, the TV show can be a
great way to open consumers’
minds. “While there are
trade-offs to the options, this
segment provides more awa-

“We are thrilled to help
bring information and awareness to the custom framing
category with this effort,” Dot
Heckle, director of
marketing,
says.
“Helping consumers
understand
the
tradeoffs in glazing
options and benefits
of working with a
custom frameshop
are positive for our
industry. It is our
hope that this inspires consumers to
keep up the momentum of the last year
and spark new FrameWorks Miami is located in Miami.
consumers to the
reness for the consumer audicategory.”
ence,” Ms. Heckle says. “It
The TV show exposes con- was important to highlight why
sumers to the benefits of glass selection is critical so
custom framing and can be- that consumers understand
come a valuable sales tool. the value offered in a custom
The segment highlights the picture framing experience.”
many ways in which conAiring nationally twice, the
sumers can preserve and
protect photographs, heritage segment will also air an addiitems, sports memorabilia, tional 300 times in syndication
and memories. During the throughout the U.S and be
episode the design process streamed online at: www.

designingspaces.tv to reach
millions of viewers.
“FrameWorks really benefits from all of Tru Vue’s marketing support. It is a key factor
in how we work with consumers and help them choose
the right glazing,” notes Claire
Lardner, co-founder of FrameWorks Miami. “When they
see the displays for the first
time and understand the
trade-offs, it’s that ‘ah-ha’ moment and finishing touch to
their projects. Shows like this
can shed light
on the finer
details of custom framing,
from industrial
fabrication to
personal
frames. Oftentimes it’s difficult
for customers to realize there’s
a very human approach applied
to individual clients.”
“We are constantly getting new
clients and attention
because of our
digital presence, but
being a part of this
show was a welcome boost,” says
Ms. Sweeny. “We
initially got involved
through Dot Heckle
and Tru Vue. Their
products were the
focus of the show
and they chose us to
showcase how their
products are used in the custom framing industry.”
For further information,
telephone FrameWorks Miami
at (305) 267-9360 or go
to their website located at:
www.frameworksmiami.com.
Call Tru Vue, located in
McCook, IL, at (800) 6218339 or go to the company’s website located at:
www.tru-vue.com.
ART WORLD NEWS
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BUSINESS TECHNIQUES
UTILIZING CHANGES TO DRIVE SUCCESS
by Katherine Hébert
The current art gallery business model has many shortcomings that conflict with
how today’s art buyers
expect to do business. A
few pioneering galleries are
stepping outside the white
cube to experiment with
new ways to present their
artists and increase awareness about their gallery programs.
These changes are a
great start to resolving the
outdated practices in the
current gallery business
model in an age where
there are significantly more
sources to purchase artworks and a decline in art
connoisseurship.
Change is inevitable, and
thinking
outside
your
comfort zone is difficult.
Young art dealers are
finding new ways to innovate the traditional gallery
model. They are also changing how they promote their
artists and meet collector
needs. These galleries
are also finding innovative
ways to reduce the crippling
expense of renting a space
in a prime location, which
can often be a gallery’s
undoing.
But as we look to the
future of running a business—in the next 5 to ten
years let’s say—there will
be changes that I believe
are part of how galleries will
ART WORLD NEWS

be managed. The question
one must ask is, what will
make sense for your business? These observations
are certainly not all-inclusive, but I hope they will be
inspirational and help you
look at your business with
new potentials.

Artists Become
More Active in
Sales & Marketing
Gallery artists will need to

ples of how they can take
a more active role in your
partnership might include:
• Providing regular images and videos from the
studio of art creation in
progress
• Doing video calls with
the gallery and a prospective buyer for a more intimate experience
• Being more involved in
creating content that helps
promote a body of work

for example, or committing
to specific career development actions may be more
of a priority for them. Defining the wishes of the gallery
and each artist will foster
a more mutually beneficial
relationship. Needs may
differ across your roster.
Always have written agreements clearly outlining each
player’s role in the business
relationship. Contracts will
continue to be necessary.
Get them in place.

Both the gallery and artist

Galleries Partner
for Common Goals
Embrace collaborations
with other galleries. Make
them an ally, not a competitor. Art dealers will need
to become very proactive
about forging partnerships
in new markets to expand
their collector base and the
reputation of both gallery
and artists.

become a more integrated
partner in the gallery’s future success vs. just being
a supplier. This is even
more essential if you have
a small staff. Artists should
be asked to participate
more in promoting and selling their work in partnership
with the gallery. They will
likely be more capable of
selling today than in the
past via all the digital channels that they use. Exam-

should also strive for better
communication regarding
strategy and needs. It’s a
critical element for any partnership to work, and I hear
too often from artists that
they rarely hear from their
gallery. That doesn’t instill
confidence or loyalty.
Your artists may also
have different needs than in
the past. Offering options
on commission structures,

We already see such
partnerships as galleries
are sharing a booth at an
art fair or loaning their
gallery space for a pop-up
show. These types of collaborations allow you to find
new art collectors and create a compelling public relations opportunity. The goal
is also a potential boost in
revenue for both galleries.
The agreement for the
continued on page 22
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BUSINESS TECHNIQUES
continued from page 21

collaboration should be
clearly defined and cover
such issues as cost and
revenue sharing, shipping,
insurance coverage, project
timeline, marketing efforts,
and staff support. Review
successes and lessons
learned at the end of a project so your art gallery’s future relationships can be
more productive. Put it all
in writing to avoid misunderstandings.
I do think we will continue
to see mergers in the
gallery sector as well. It’s
already happening at the
top end and is likely to make
sense for many small to
mid-sized art galleries in
secondary markets as well
in the future.

Create Sources
of Revenue
Slow sales periods happen. It’s nice to have multiple revenue streams to help
you get through difficult
times. I think as the needs
of both artists and buyers
change, new opportunities
for new services will arise.
There is already experimenting happening to do this.
New revenue could be
found by expanding your
gallery program to include
both primary and secondary
artworks.
Some galleries offer a
service to clients to help sell
pieces in their collection on
their gallery website and
newsletter, while others
have an annual event in the
gallery to show and sell secondary works. Pieces accepted for this service are,
of course, vetted.
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Your gallery will attract
both young and seasoned
collectors and their dollars.
This option may not be
suitable for every gallery
program, but there could
be opportunities to customize this strategy in a
way that helps boost revenue.
Another exciting idea
discussed, but has not been
tried in the gallery industry,
is franchising to new markets. If your gallery has a
strong stable of artists and
well-defined, documented
gallery processes; offering
franchises
might be an
excellent
way to expand to diff e r e n t
markets
while creating a whole
new revenue
stream.
Look at other
industries
for examples
of how to
structure a
franchise
program
that could work for your
business. You don’t have to
become a chain, and you
can still maintain the
character and gallery brand.
To sell a franchise, you must
have a track record of success and have established
a repeatable formula for
how you run the gallery
successfully.

Utilizing Hybrid
Experiences
There are already so
many more channels for art
lovers to discover and purchase art than there were
just a decade ago. How-

ever, the way all these
channels are used is sometimes disjointed. Art galleries
will need to create more
opportunities for collector
participation and new ways
of experiencing art both in
the gallery and online. Here
are two examples of how
this might be accomplished
to get you thinking about
possibilities.
• One example might be
holding annual exhibitions
where your collectors collaborate to curate the show.
This could all be done online
and build excitement up to
the in-person opening in the

your gallery’s website and
e-mail communications. You
want to plan for the whole
customer journey from discovery to purchase.
More and more of that
journey will be online in the
future as new technologies
continue to disrupt. Services are another area that
will help a gallery stand out
in the future. Examples
might include offering collection management documentation and restoration
advice. Survey your gallery’s
clients to see what services
might best meet their
needs.

Hiring Skilled
Staff

gallery. It could create a
fresh experience for your
prospects.
• If some artists live
reasonably close to the
gallery, an example of an
experience might be offering a multi-studio tour event
instead of a group show.
Music, wine, and socializing
happen in a rented bus
or limo between stops. This
could be a ticketed event to
cover some of the costs.
Your future buyers will
also require a more interactive and positive experience
online. New tools are rapidly
being developed to add a
level of personalization to

With all of these changes
happening in the gallery sector, hiring skilled staff to
support the business and
the changing needs of both
artists and collectors will
be vital. I think the roles
and responsibilities of the
gallery staff will become
more specialized. To be a
healthy business in the
future, gallery owners
should consider hiring for
specific skills above art
world or gallery experience.
How could hiring for these
roles impact your gallery’s
ability to attract and serve
artists and collectors?
• A marketing expert to
manage how the gallery
communicates to different
segments of your collector
base would be an excellent
place to start. Hire someone
who understands creating
a more structured sales
journey from all your
new sales and marketing
channels.
• As more buyers discover
continued on page 23
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BUSINESS TECHNIQUES
continued from page 22

your gallery online from all
over the world, it may benefit
your gallery to hire someone
dedicated to managing all online sales leads to ensure
they have an exceptional experience throughout the
sales journey.
• Using outside sales
agents in different markets
is another way to increase
revenue with little expense.
Sales agents are well connected in their community
and act as gallery champions by selling on a commission basis. They could be
retired art world professionals who want to continue
working with flexible hours
or long-time collectors/supporters of the gallery. They
might even be an artist’s
spouse.

ART WORLD NEWS

You may need to move
some gallery management
responsibilities to dedicated
resources. In the future,
your role may require more
focus on developing artists’

tional artist/gallery relationship. You may also need
to commit more time to
nurture new and old clients
to ensure the experience
element of working with

With all of these changes
happening in the gallery sector,
hiring skilled staff to support
the business and the changing
needs of both artists and
collectors will be vital.
careers and acting in an
advisory role to them.
More and more artists are
looking to their galleries
less for sales and more
for guidance and creating
opportunities for shows
and publicity outside a tradi-

your gallery is memorable.
Should your attention need
to be redirected, now is the
time to prepare for that
shift. Hire expert skills.
Teach the rest.
I realize not all of these

ideas will make sense for
every art gallery business.
But, I do hope that they
plant a seed as to what
might be possible for
your art gallery’s future
growth strategy and success.

Katherine Hébert specializes
in art gallery business sales
and marketing strategies,
as well as the founder of
Gallery Fuel, a subscriptionbased 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. To learn
more visit the Gallery
Fuel website located at:
www.galleryfuel.com.
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NEW ART
Parisian Rain
Never Ending
Story

Crown Thorn Publishing Inc., Solana Beach, CA, presents
Michael Flohr’s “Parisian Rain,” a giclée on canvas in an edition
of 195. The image size is 48 by 36 inches and the price is available upon request. For further information, phone (619) 8953027 or go to: www.ecgallery.com.

Thomas Arvid Fine Art, Inc.,
Marietta, GA, introduces
“Never Ending Story” by
Thomas Arvid as a giclée on
canvas. The image size is 19
by 43 inches and the retail
price is $1,990 for the
signed and numbered prints
in an edition of 195 and
$3,490 for the artist proofs
in an edition of 75. For further information, call (770)
427-4110 or go to the company’s website located at:
www.thomasarvid.com.

Hearth
Cloudscape 1

Daniel Sroka Fine Art, Morristown, NJ, introduces “Hearth
(abstract of a fallen leaf)” as a photograph print on cotton
rag paper using pigment ink available in various sizes.
A 30- by 20-inch image retails for $750. For further information, telephone Daniel Sroka Fine Art at (973) 910-1221 or
go to the website located at: www.danielsroka.com.
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Studio E/L, located in Emeryville, CA, presents Michael Tienhaara’s “Cloudscape 1.” The image is an open edition available
in various image sizes and on mediums, such as a giclée on
paper, canvas, clear acrylic, brushed aluminum, Baltic birchwood, and glossy laminate on acrylic. Retail prices are available
upon request. For more details, call (800) 228-0928 or visit the
company’s website at: www.studioel.com.
ART WORLD NEWS
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GALLERY LIGHTS

Vinings Gallery in Roswell, GA, was the setting of a show
featuring the newest limited edition and original work by
California artist Michael Flohr, right, pictured here with gallery
assistant Hannah Hornsby.

Dzian Gallery owner David Papazian, center, is flanked by,
from left, artist Fabio Napoleoni and his son Marcus Napoleoni
during a reception for the artist’s show held at the gallery’s
Wrentham, MA, location.

Pictured at MAD Arts in Dania Beach, FL, are, from left, artist
David Carson and gallery founder and CEO Marc Aptakin during exhibition showcasing the artist’s fine art collages recently
featured in projects for Macallan Whiskey and Porsche.

At signs and symbols, New York, NY, artist Annabel Daou, left,
and gallery owner/director Mitra Khorasheh, are pictured during
the opening of “That was Then, This is Now,” a group show as
well as the first exhibit to inaugurate the gallery’s new location.

From left, artists Dominic Palarchio, Elzie Williams III, and
Bat-Ami Rivlin are shown celebrating during the opening
reception of their group show titled, Eponymous, held at the
New York City-based gallery M 2 3.

At Addison Art Gallery in Orleans, MA, artist Jonathan McPhillips,
left, is pictured with collector Linda Fossati Wood during a
fundraising group show featuring new oil paintings by McPhillips
among others and benefiting the Homeless Prevention Council.
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WHAT’S HOT IN OPEN EDITIONS
Winter at J.H.
Williams Farm
“Winter at J.H. Williams Farm”
by Billy Jacobs 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:
www.pennylanefineart.com.

Submission of Frailty

Here are the
best selling prints
from some of the
leading open edition
publishers.
Balletic
Tune
“Balletic Tune” by
Salaam Muhammad measures 18
by 39 inches and
retails for $44 on
standard paper.
The image is also
available on multiple substrates and
multiple sizes. Call
Image Conscious,
San Francisco, at
(800) 532-2333 or
go to: www.image
conscious.com.

“Submission of Frailty” by Doris Charest
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.

Aqua Coast

Beach Trio

“Aqua Coast” by Lila Bramma is an
open edition print measuring 18 by 18
inches and the retail price is $50. For
more details, telephone World Art
Group in Richmond, VA, at (804)
213-0600 or visit the website at:
www.theworldartgroup.com.

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
details, call PI Creative Art,
Toronto, at (800) 363-2787
or: www.picreativeart.com.
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“Beach Trio” by Sally Swatland measures
40 by 30 inches and retails for $40. For further information, phone Galaxy of Graphics
in East Rutherford, NJ, at (888) 464-7500
or go to the company’s website located at:
www.galaxyofgraphics.com.
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Pebbles 5
“Pebbles 5” by Gary Williams is available
in two sizes, 24 by 36 inches and 30 by
45 inches. Price available upon request.
For further information, telephone (800) 2280928 or go to the company’s website located
at: www.studioel.com.

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

Wild Botanics I
“Wild Botanics I” by Krinlox measures
16 by 20 inches and retails for $18.
Phone SunDance Graphics, located in
Orlando, FL, at (800) 617-5532, or go to
the website at: www.sdgraphics.com.

Attraction III
“Attraction III” by Pela measures
12 by 12 inches and retails for $10.
Call Roaring Brook Art, located in
Elmsford, NY, at (888) 779-9055
for further information, or go to
the company’s website located at:
www.roaringbrookart.com.

“Vermillion Landscape II” by Katrina Pete is
available in various sizes and retails in price
from $21 to $112. For further information,
call Wild Apple in Woodstock, VT, at (800)
756-8359 or go to: www.wildapple.com.

Gold Forest On Brown

Michigan 42–Ohio State 27–Michigan Stadium
“Michigan
42–Ohio State
27–Michigan
Stadium”
by
Christopher
Gjevre has an
image that measures 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.
ART WORLD NEWS

“Gold Forest On Brown” by Kate Bennett
is available as POD in various sizes and on
paper and canvas. For further information,
call C Brand Studios, San Diego, at (858)
554-0102 or visit: www.cbrandstudios.com.
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OPEN EDITION PRINTS
SunDance Graphics

Image
Conscious
“Mill Pond”
by
Kathleen Robbins
Image Size:
24” x 24”
$36 on paper

“Patterned Bear” by Nicholas Biscardi
Image Size: 20” x 16”
$18

800.617.5532
www.sdgraphics.com www.sundancegraphics.com

Image
Conscious

“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.

“Quarry No. 1”
by
Suzanne Nicoll
Image Size:
24” x 24”
$36 on paper

800.228.0928
4090 Halleck Street, Emeryville, CA 94608

www.imageconscious.com

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

800.532.2333
www.imageconscious.com

Sagebrush
Fine Art Inc.

Haddad’s
Fine Arts Inc.

“Trust the Journey”
by
Katie Doucette

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

Image Size:
16” x 20”
$22

5165 South 900 East,
Murray, UT 84117
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800.532.2333

Studio
EL

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

800.643.7243

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

www.sagebrushfineart.com

800.942.3323
Fax: 714.996.4153

www.haddadsfinearts.com
E-MAIL: cfskeen@haddadsfinearts.com
3855 E. Mira Loma Ave., Anaheim, CA 92806
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CLASSIFIEDS
Not Technically Inclined or
Just Don’t Have the Time?
Industry veteran with over 40 years experience will help you build
a simple magnetic website, develop an effective marketing strategy,
and PRODUCE SALES for art galleries and frame shops
• Low cost and effective website
• Individual consulting and
• Clear instructions to get started
guidance
• Get free local promotion with
• Combined brick-and-mortar
Google
and digital marketing strategies
• Simple Facebook page
(brick-and-click)

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

BIGResults

Small Ad

Classified Advertising Works
To learn more about affordable
advertising rates in
Art World News magazine,
call John Haffey at 203.854.8566
or e-mail: jwhaffey@aol.com.
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www.studioel.com

540.416.4529

800.228.0928

Haddad’s Fine Arts Inc. ......................................................28

SunDance Graphics ..........................................................28

www.haddadsfinearts.com

www.sundancegraphics.com

800.942.3323

800.617.5532

Image Conscious ..............................................................28

Ten Plus Inc. ........................................................................7

www.imageconscious.com

www.tenplusframes.com

800.532.2333

888.944.8899

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

Tru Vue Inc. ........................................................................4

www.macfineart.com

www.tru-vue.com

954.990.5420

800.621.8339

Max Art Productions LLC ....................................................29

Wall Moulding ..................................................................11

www.maxartpro.com

www.wallmoulding.com

702.478.3305

800.880.9315

Michelangelo Moulding ........................................................9

Wild Apple ......................................................................31

www.michelangelomoulding.com

www.wildapple.com

877.422.8812

800.756.8359

Park West Gallery..............................................................15

Yu Zhang ....................................................................18, 19

www.parkwestgallery.com

www.miraclismzhang.com

800.521.9654

626.820.2688
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