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Sorelle Gallery Fine Art is located in Westport, CT.

Hiring new employees in the art and framing industry has  
become a difficult and time-consuming process as the econ-
omy finds its footing post-pandemic and experiences a high 
demand for workers. There are many reasons why, as some 
applicants are still living cautiously, some are looking for  
a more fulfilling work-life balance and some are looking to  
improve their financial life. According to data released mid-
March (2022) by the Labor 
Department, new weekly ap-
plications for jobless aid fell 
to the lowest seasonally ad-
justed level since September 
1969. Initial claims for unem-
ployment insurance for the 
week of March 19 totaled 

187,000, with 28,000 less 
than the previous week’s re-
vised level. What this means 
for employers is that many 
have had to revise what they 
have to offer employees to 
create a more advantageous

HIRING PROCESS SHIFTS TO 
ATTRACT QUALITY PEOPLE

THE INDEPENDENT NEWS SOURCE

QUOTE OF THE MONTH: 
“In my experience, putting an 
emphasis on training a quality  
individual with energy has always 
been better for the company than 
hiring based on resume alone.” 
           Michelle Biggins, page 12

OUTSIDER ART FAIR  
NEW YORK CELEBRATES 
30TH ANNIVERSARY 
 
Outsider Art Fair New  
York celebrated its 30th  
Anniversary by featuring 
more than 60 international 
exhibitors and four curated 
spaces, albeit one month 
later than planned after  
the Omicron surge in the 
Covid-19 pandemic.  
Visit page 12. 
 
 
MARK HOPKINS  
SCULPTURE MOVES  
TO UTAH 
 
Artist Mark Hopkins and  
his company Mark Hopkins 
Sculpture, creator of bronze 
work, from tabletop sculp-
ture to monuments, has  
relocated to Woodland Hills, 
UT, from Loveland, CO.  
Go to page 17 for more.

FOUR FRAMED GIFT 
IDEAS FOR NEW  
PARENTS 
 
Getting creative with all 
stages of having a baby—
from ultrasound scans to 
baby shower invitations to 
birthday parties—can be a 
great way to introduce new 
custom framing options.  
Go to page 22. 
 
 
FINDING A GALLERY 
SHOWROOM LAYOUT 
THAT WORKS 
 
Kelly Bennett, founder of 
Art Pro Net, presents op-
tions on how to best display 
and arrange artwork in a 
gallery showroom to 
achieve the best use of 
space, accessibility and 
ways to create inviting  
visual layouts that help  
improve sales. Page 18.

continued on page 12
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Shown is Samir  
Sammoun’s “At the  

Beach,” an oil on canvas  
measuring 48 by 36 inches  

($26,000) from Samir  
Sammoun Fine Art.  

Visit: www.sammoun.com.
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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. 
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Mark Hopkins  
Sculpture Moves 

Artist Mark Hopkins and  
his company Mark Hopkins 
Sculpture, creator of bronze 
work, from tabletop sculp-
ture to monuments, has  
relocated to Woodland Hills, 
UT, from Loveland, CO.  
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Increasing  
Corporate Sales 

Katherine Hébert discusses 
the benefits of adding corpo-
rate art to a gallery’s offering 
thus providing a new source 
of revenue, expanding net-
working circles and building 
prestige for artists. 
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Finding A Showroom 
Layout That Works 

Kelly Bennett presents op-
tions on how to best display 
artwork in a gallery showroom 
to achieve the best use of 
space, accessibility and ways 
to create inviting visual layouts 
that help improve sales. 
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Shift in Hiring to  
Attract Quality People 

Hiring new employees in the  
art and framing industry has  
become a difficult and time-
consuming process as the 
economy finds its footing post-
pandemic and experiences a 
high demand for workers.  
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IN OUR OPINION

Retailers always seem to 
have it rough. From the 
ebb and flow of tradi-

tional economic cycles, to the 
shocks and jolts of events that 
spill into their stores. Tradi-
tional retailers, the brick-and-
mortar crowd—like most art 
galleries and frameshops— 
often takes a double dose  
of whatever is ailing the  
marketplace. The waves of 
trauma have been Biblical  
in proportion. From the dawn 
of Big Box stores to the  
birth of online merchants. 
From tsunamis of goods from 
Asia (infringed and otherwise) 
to the retreat of sourcing  
locally-made goods, the art 
and framing industry has 
bobbed, weaved and pivoted 
to survive.  
 
     Now, for a change, the 
structure of the retail land-
scape is changing to the  
betterment brick-and-mortar 
businesses. Specifically, busi-

ness to consumer firms (D2C) 
who previously leapt to life  
because of the Internet, and 
energized by the low costs 
barriers to entry into the  
marketplace are finding it in-
creasing difficult and more  
expensive to grow sales.   
 
     The double challenge facing 
such companies are high 
prices for online ads to secure 
optimization while yielding 
plummeting levels of sales  
results. Across a wide swath 
of the consumer product  
marketplace, it’s costing com-
panies more to sell less.    
 
     Most fine art galleries  
and frameshops welcome a 
leveling of the playing field  
as they have felt their busi-
ness model had been eclipsed 
by an abnormality of sorts. 
Make no mistake, the direct 
D2C model isn’t going away. 
But for the moment, the art 
and framing industry can  
expect the pendulum swing 
back toward Main Street.  
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San Francisco-based 
artist Chuck Sperry re-
leased limited edition 
signed prints for Vote-
Equality titled, “Equal 
Rights, The Flower of 
Democracy” to raise 
awareness of the Equal 
Rights Amendment 
(ERA) to benefit the 
rights of women and the 
LGBTQIA+ community 
in the U.S. Constitution. 
As a part of the nation-
wide Artists 4 ERA proj-
ect, Sperry’s image 
debuted at Oakstop’s 
Broadway Gallery in 
Oakland, CA. Vote-
EqualityUS is a nonparti-
san, grassroots project 
from the 501c3 Center 
for Common Ground, promoting equal rights for all Americans. 
For more details, visit the artist’s website: www.chucksperry.net.

Chuck Sperry’s Print for VoteEquality

“Equal Rights, The Flower of  
Democracy” by artist Chuck Sperry.

Helen J Gallery, Los Angeles, was the setting of the first local solo 
exhibition of artist Mimi Jung and showcased works from the artist’s 
SHIELD series. Jung is known for her work that spans large scale 
installations, sculptures and wall-pieces, incorporating textiles,  
weaving and casting. Call (323) 462-1318, www.helenjgallery.com.

Helen J Gallery Presents Jung’s Work

“My Shield” by Mimi Jung is natural fibers, painted MDF and 
wood frame measuring 64 by 43 by 2 inches.

Artist Wyland’s non-profit organization, Wyland Foundation, is 
presenting an exhibition of 40 brightly decorated baby gray whale 
murals in Orange County, CA, as part of “Streams of Hope: A 
Public Arts and Community Clean Up Campaign.” The aware-
ness and action campaign is created to reduce pollution and ma-
rine debris along the coast this spring. As part of the unveiling 
event at the Festival of Whales, the Wyland Foundation will host 
two days of painting activities on a 12-foot long mural painting 
easel for families to paint their own version of “Stella” the eight-
foot-long whales, that are being painted by artists across Orange 
County. Visit: www.wylandfoundation.org. For more on Wyland’s 
work, call (800) 995-2631 or go to: www.wyland.com.

Wyland’s Streams of Hope Campaign

One of Wyland’s “Stella” murals on display as part of the 
Streams of Hope campaign throughout Orange County, CA.

The Neon Museum, Las Vegas, celebrates Women’s History 
Month with the Las Vegas Luminaries mural, featuring notable local 
women, such as Betty Willis, one of the only women employed in 
the commercial sign industry in the 1950s and designer of the “Wel-
come to Fabulous Las Vegas” sign. Visit: www.neonmuseum.org.

Neon Museum Presents Notable Women

Shown is the mural featuring designer Betty Willis.
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job in order to attract and re-
tain good employees. As a 
result, wages have risen 5.1 
percent over the 12 
months ending in Febru-
ary. Another challenge 
for employers has been 
people relocating to dif-
ferent areas of the 
country during Covid, 
changing their pool of 
applicants and making it 
more unpredictable.  
 

Michelle Biggins, 
owner of Art Focus lo-
cated in Hamilton, MT, 
currently has five em-
ployees and recently 
hired two new people in 
the past year. “It has 
been a difficult process, 
especially in my area,” 
she says. “I have expe-
rienced two categories 
of applicants. Individuals who 
are young (18- to 20-year-
olds) that have little to no ex-
perience on their resume, as 
well as individuals that are 
finishing out their careers 
and are looking for a 
nice social-type job  
to ease into retire-
ment. Pre-pandemic 
there were not as 
many jobs available. 
Therefore, there was  
a larger number of ap-
plications to a single po-
sition. Post-pandemic, it 
has been noticeably 
different and there are 
little to no applicants 
for a plethora of jobs in  
my area.” Hiring a new em-
ployee is an investment for 
the gallery and frameshop as 
well, so bringing on the right 
person that meets the busi-
ness’ requirements is vital.  

 
“Part of my hiring process 

is to evaluate the applicant  
in a different way,” Ms. Big-
gins says. “Generally, I am 

looking for an applicant that  
is genuinely excited about 
learning more about our in-
dustry and has a personal  

interest in art or custom 
framing—not just someone 
looking for another job. I also 
look at a person’s capacity 
for being trained as opposed 
to the applicant’s past job 

experience. If the person has 
a likable personality, pres-
ents themselves profession-
ally and if they are trainable 
and willing to learn, then I 
consider them to be a strong 
candidate. In my experience, 
putting an emphasis on train-
ing a quality individual with 
energy has always been bet-
ter for the company than hir-
ing based on resume alone.  

I can teach skills but I can’t 
train excitement and motiva-
tion.” 

 
The change in the work-

force is noticeable but Ms. 
Biggins feels that the con-
tributing factors vary region 
by region. “In my area, the 
lack of affordable housing 
has divided the workforce 
into two categories: retired 
folk and young individuals 
renting and looking for a job 
that can sustain the cost of 
living in the area but may lack 
the experience for the posi-
tion. Additionally, employees 
are looking at salary for sure, 
but they are also looking at 
the benefits and perks of the 
job. Does it have benefits? Is 
it flexible? Can you work 
from home? Can you take an 
afternoon off to pick up your 
kids? Is there autonomy to 
make decisions? I’ve found 
that the benefits are almost 
more important than the 
salary in some cases.” 

  
Ms. Biggins used Social 

Media to advertise her 
job openings by post-
ing on Indeed, Face-
book, Instagram and 
the gallery’s website. 
“Indeed has been a 
great source of appli-
cants but the best hires 
that I have had are  
the ones I have found 
through networking.” 

  
Broadway Gallery 

with two locations: Alexan-
dria and Great Falls, VA; 
opened its doors in 1978. 
Barry Broadway, president, 
says that their longevity is 
because of the valuable role 
their employees have played. 
“We have been in business 
for 43 years and base our 
success on great work done

BLAZING EDITIONS  
CELEBRATES WOMEN 
PHOTOGRAPHERS 

EAST GREENWICH, RI— 
In honor of Women’s History 
Month, Blazing Editions and 
YJ Contemporary present 
“Women Behind The Lens  
II,” an exhibition featuring  
female photographers Ashley 
Bilodeau, Carol Eisenberg, 
Claire Thomas, Debby Krim, 
Kimerlee Curyl and Roberta 
Ruocco. The collection brings 
together women from all over 
the country with different pho-
tographic styles and genres, 
from nature to landscape to 
abstract to portrait. The exhi-
bition also helps tell the story 
of the women behind the 
camera lens. Shown is “Love” 
by Debby Krim. Originally 
from Rhode Island, Krim relo-
cated to Florida to escape  
the pandemic in 2021. It  
was there that she found her 
inspiration for her newest  
series “Wings” that features 
patterning and texture found 
in the beauty of nature.  
“Love” was created as the 
photographer was tracking 
two Great Blue Herons and 
watched them work together 
to build their nest. For further 
information, phone Blazing 
Editions at (401) 885-4329  
or visit: www.blazing.com. 
Call YJ Contemporary Fine 
Art, also located in East 
Greenwich, RI, at (401)  
398-1723 or go to: www. 
yjcontemporary.com.

ART WORLD NEWSPAGE 12

HIRING TO ATTRACT QUALIFIED APPLICANTS

continued on page 14

continued from page 1

Art Focus features contemporary and 
western fine art and is located in the 
Bitterroot Valley, in Hamilton, MT.

Shown is Broadway Gallery’s Alexandria, VA, 
location in the Edsall Design District.
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by professional employees,” 
he says. “Our experience 
lately has been difficult with 
some of our older employ-
ees with lots of experience 
retiring and then trying to  
find experienced em-
ployees to fill their 
shoes. We have ulti-
mately had to hire 
new people and train 
them. This is difficult 
as picture framing is 
a professional trade 
and we do it at its 
highest level. New 
hires take six months 
just to get the basic 
needs to do it well.” 

 
There is an ebb 

and flow in the amo-
unt of people looking for 
work as the economy contin-
ues to recover, but the real 
challenge lies in finding  
qualified applicants. “The 
process has changed in the 
sense that there are 
just not many quality 
individuals to choose 
from,” Mr. Broad-
way says. “You can 
put out ads and get 
very few responses. 
The other issue is 
working from home 
and how so many 
people are looking 
for jobs that allow 
them to stay home.” 
He says that he  
has advertised on 
LinkedIn, Facebook, 
Craigslist, Indeed, 
with local universities and high 
schools, as well as through 
the Professional Picture 
Framers Association (PPFA). 

 
“I think, ultimately, there  

is a huge opportunity in our 
industry and that finding  
new employees who want  
to work in it is our biggest 
challenge,” he says. “We do 
quality work and there are so 

many framing companies out 
there that are not, especially 
the Big Box retailers and  
the internet framers. They 
are covering a need but not 
the need of individuals and 
clients who want good work. 
If you do good work and 
have good services then the 

door is wide open for growth.” 
 
Lucia Fucilli, owner of Puc-

cio Fine Art Collection LLC, 
with viewing room locations 
in New York City and 

Southampton, NY, recently 
hired a new employee. 
Founded in 2003, Ms. Fucilli 
has seen a huge change  
recently in the New York  
art scene as many people  
have moved away from the  
tri-state area of New York, 
New Jersey and Connecticut 
during the pandemic, opting 
for a quieter more suburban 
life. A big part of this shift  

has been the result of the 
new way that people do  
their job. “Hiring has always 
been challenging,” she says. 
“We used LinkedIn and  
Facebook to help fill the  
recent position of gallery  
assistant. The main change 
has been that most people 

are seeking a hybrid 
schedule of in-office 
and remote, which 
thankfully works for 
us as well.”  

 
Ms. Fucilli says that 

while she sees the im-
portance of flexibility 
when it comes to the 
needs of employees 
as we get back to a 
sense of normalcy in 
the workforce, she 
does hope to return 
to the original busi-

ness model. “I always stress 
the importance of in-office 
time and hope that we can 
help our employees’ knowl-
edge grow by returning to 
regular networking events 

for the art industry, 
such as art shows, 
gallery openings, etc.” 

 
We know that the 

pandemic created a 
surge in people’s de-
sire to improve their 
living conditions and 
that the art and fram-
ing industry were on 
the receiving end of 
much of this busi-
ness. That, coupled 
with a labor shortage 
really put a strain  
on businesses as 

they struggled to keep up 
with sales.  

 
Emily Wagner, gallery di-

rector of Wells Gallery, in Ki-
awah Island, SC, experienced 
this firsthand. “We currently 
find ourselves needing to  
hire a vacant position in the 
gallery. As 2021 was a banner

OUTSIDER ART FAIR  
CELEBRATES 30 YEARS 

NEW YORK, NY—Outsider 
Art Fair New York celebrated 
its 30th Anniversary by featur-
ing more than 60 international 
exhibitors and four curated 
spaces, albeit one month later 
than planned after there was 
a surge in the Covid-19 pan-
demic. Held at the Metropoli-
tan Pavilion, the Fair is 
dedicated to showcasing self-
taught art, art brut and out-
sider art from around the 
world. The four curated 
spaces included: the work of 
claymation pioneer Bruce 
Bickford (1947-2019), “The 
Maps and Legends: Featuring 
Works from the Collection of 
Michael Stipe,” curated by 
Phillip March Jones and fea-
turing the collection of R.E.M. 
singer-songwriter Michael 
Stipe, “Field Trip: Psychedelic 
Solution, 1986-1995” show-
casing work by the seminal 
underground gallery, Psyche-
delic Solution, and curated  
by contemporary artist Fred 
Tomaselli; and “Beyond Gen-
res: Self-Taught Artists Creat-
ing Contemporary Art” 
curated by Paul Laster. 
Shown from the latter space 
is Hassan Hajjaj’s “From the 
series My Rockstars, Riz 
Ahmed.” The 10th anniver-
sary edition of OAF Paris is 
scheduled to take place in 
May 2022. Call (212) 337-
3338, www.outsiderartfair.com.
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HIRING STRUGGLES 
continued from page 12

continued on page 16

Sorelle Gallery Fine Art opened its doors in  
2008 and is located in Westport, CT.

Wells Gallery, located in Kiawah Island, SC,  
features contemporary works focused on the  
Lowcountry and Southern experience.
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year for us in terms of art 
sales, our small gallery could 
have used additional help. 
But, we made it through with 
our two-person team work-
ing diligently and effectively,” 
she says. “Now, with one of 
those people gone, it’s more 
important than ever to fill that 
vacancy as soon as possible. 
We continue to have steady 
sales, which is wonderful, 
but tough for just one person 
to shoulder.”   

 
That urgency to keep up 

with workload while also 
searching for the right em-
ployee can be stressful, es-
pecially with the current 
unpredictable applicant pool. 
“In the past we’ve been  
able to quickly hire full-time, 
part-time and seasonal help, 
but so far this year, our job 
posting has failed to produce 
many applicants. So much  
of people’s lives moved on-
line last year, so in addition 
to posting about our job 
through our usual avenues  
(a physical sign in the gallery, 
contacting the local univer-
sity Arts department, posting 
on the Charleston Gallery 
Association website, and  
on our Social Media), we 
branched-out and submitted 
our posting to websites  
like Indeed and ZipRecruiter 
thinking that more people 
would be job searching from 
home.” 

 
The responses to the ad 

have been varied. “In the few 
weeks since we have posted 
our job opening, we have  
received about 20 to 30 re-
sponses, most of them from 
Indeed,” Ms. Wagner says.” 
After replying and trying to 
set-up interviews, we have 
had very few applicants  
follow through. In fact, we 
haven’t conducted a single 
interview. Our gallery is lo-

cated in a resort location  
and can be a far commute  
for most people. We are  
also looking for help primarily 
on the weekends since that 
is our busiest time. These 
factors have always been  
a deterrent for some but  
hasn’t stood in our way of 
finding help. I can only sus-
pect that our difficulty now 
might be due to people be-
coming accustomed to work-
ing from home (full-time or 
part-time) over the last year. 
The gallery position unfortu-
nately does not offer that 
kind of flexibility.” 

Much like the past few 
years, there is little normalcy 
in the hiring process. “We 
are not sure why it’s been 
more difficult this year to  
set-up interviews and find a 
new team member, but we 
remain optimistic that we  
will find an appreciator of the 
arts that wants to help us 
connect collectors to our art 
at our gorgeous gallery on 
the beach,” she says. 

 
Christine Jaworski, general 

manager of the Westport, 
CT-based Sorelle Gallery 
Fine Art in business since 
2008, hired two new employ-
ees in 2021. “We hired our 
lead art advisor in January of 

2021, and another art advi-
sor in February of 2021. For 
us, there wasn’t a drastic 
change in the process of  
interviewing and hiring,” she 
says. “We’ve been operat-
ing in a sort of hybrid model 
since 2019, with some staff 
working from home while  
our art advisors manage the 
physical gallery space. When 
we began our search, we  
published our job postings  
to the same platforms we  
had in the past, conducting  
interviews with at-home staff 
on Zoom.”  

 
Ms. Jaworski has 

noticed a shift in how 
business is con-
ducted during the 
pandemic, and the 
role of employees 
have been a big part 
of that change. “The 
arts are something 
that people typically 
want to, or have  
to, engage with in-
person,” she says. 
“During the pan-
demic, the general 
workforce may have 
been looking for at-
home employment, 
or leaving jobs in 
favor of higher wages 
—two things that  

the arts and cultural organi-
zations would have had a  
difficult time accommodating 
given the nature of the  
industry at a time like that. 
Sorelle had been selling art-
work online for so long that  
luckily, the adjustments we 
had to make at the onset  
of the pandemic were rela-
tively minor. We were al-
ready set up to showcase 
our collections online, and 
luckily, new clients were  
very responsive to that.  
As a result, we were able  
to expand in a market that 
people were nervous would-
n’t recover.
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HIRING STRUGGLES  
continued from page 14

continued on page 28

TRU VUE CELEBRATES  
20 YEARS OF OPTIUM  
MUSEUM ACRYLIC 

MCCOOK, IL—For 20 years, 
Tru Vue’s Optium Museum 
Acrylic has been trusted  
by custom framers for its  
incredible clarity and protec-
tion. To mark this milestone 
anniversary, Tru Vue will be 
celebrating this year. “We  
are thrilled to mark this occa-
sion and reflect on the impact 
Optium Museum Acrylic has 
had on the framing industry”, 
states Jane Boyce, President 
of Tru Vue.  
 
“This product has been set-
ting the standard in glazing 
clarity and protection for 20 
years, and we couldn’t have 
achieved this milestone with-
out the talent and trust from 
framers around the globe.”  
Innovation paired with excep-
tional US-based manufactur-
ing launched Optium into  
the market in 2002 and it’s 
what has sustained its  
growth. In 2019, Tru Vue  
rallied around insights to  
create an offering of small 
sizes to drive framer effi-
ciency. “By launching smaller 
sizes of our 3mil product,  
Optium became more acces-
sible than ever; allowing  
custom framers additional  
opportunities to provide it to 
their customers and grow 
their business,” says Boyce. 
“This product has evolved  
the market and we take  
pride in our dedicated history, 
as well as the partnerships  
it helped to develop,”  
remarked Boyce.  
 
For further information,  
telephone (800) 282-8788  
or go to the company’s  
website located at: www. 
tru-vue.com.
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Puccio Fine Art Collection features a  
private viewing room model in New York.
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Mark Hopkins Sculpture has 
relocated to Woodland Hills, 
UT, from Loveland, CO, re-
cently. Hopkins, a sculptor of 
bronze work, from tabletop 
sculpture to 
monuments, 
says that the 
move was 
prompted by 
a desire for 
he and his 
wife Laurie 
(manager for 
Mark Hop-
kins Sculp-
ture) to be 
closer to their 
family, but 
was re-
warded by 
the beautiful 
location.  
 

“Our move 
to Utah was 
due to most 
of our 21 grandchildren living 
there. Once we made the de-
cision to look into moving to 
Utah we searched an area 
south of Salt Lake City and 
found a mountain community 
and bought an acre.” Since 
this was a big undertaking as 
the couple was not just moving 
their home, but also their entire 
business which includes studio 
and foundry relationships, the 
process took a lot of planning. 
“Laurie designed the house 
and we began the process  
of planning and building  
before the Covid-19 pandemic 
began,” he says. “We lived  
in Colorado for 25 years and  
I had as much, if not more 
equipment, molds and bronzes 
than we had household goods 
and furniture to move. It took 
two years of once a month 
hauls of mostly molds to a 
storage container. There were 
hundreds of heavy molds to 
move.” 

 
Mark Hopkins Sculpture, 

Inc. was established in 1988  
as a bronze foundry located in 
the foothills of the northwest 
Georgia mountains. There he 
became a technical expert in 

“lost wax” 
bronze cast-
ing.  

 
While the 

pandemic did 
not factor into 
the Hopkins’ 
decision to 
move, it has 
created a 
conflict in that 
c o m m i s -
sioned work 
b e c a m e 
backed up.  
“Setting up 
my new stu-
dio has been 
a challenge, 
but I’m mak-
ing progress 

as I produce new pieces and 
finish ordered ones. The area 

where we live has two 
foundries within 15 miles,” he 
says. “I was aware of that 
when we decided where to 
build in this location. I also use 
some freelance wax and metal 
fabricators that are close by. 

Business has actually been 
nonstop for the past year, and 
that’s orders from all over the 
country. Of course between 
delays due to Covid, my deliv-
ery times have also been set 
back a couple of months. My 
collectors have been very  
patient. Catching up has taken 
up most of my time, but I’ve 
got five or six ideas ready to 
finish up.” 

   
Brisk sales through Hop-

kins’ art dealers that are lo-
cated all over the country are 
always a welcome occurrence, 
but may be part of the home 
décor sales boost experienced 
through the pandemic. “I think 
the uptick in sales during the 
pandemic was due to people 
staying home and wanting 
some form of escape or  
entertainment,” Hopkins says. 
“Folks postponed vacations 
and even eating out, so with 
that extra spendable income 
they not only cleaned house 

but also used that 
money to upgrade 
their living space. 
And that would in-
clude acquiring fine 
art. Quality sculp-
ture and paintings, 
for example, can 
bring people great 
joy in a time of 
stress. This has 
been true for, specif-
ically, my bird pieces. 
They’re small, yet 
beautiful and fun. 
That’s what people 
have connected 
with during this 
time. They also pur-
chased many of my 
larger works.” 

 
For further information, tele-

phone Mark Hopkins Sculp-
ture at (385) 895-8400 or  
go to the company’s website 
located at: www.markhopkins 
sculpture.com.

FRAMERICA EXPANDS 
BLACK TERRACOTTA, 
COMPANY NEWS 

YAPHANK, NY—Framerica’s 
Black Terracotta line has  
expanded and is now avail-
able in the BW220, 221 and 
222 profiles series, ranging 
from 1 1/2 to 3 1/4 inches  
with a sloped lip, flat face  
and rounded back. The finish  
features a visually textured 
“baked earth” appearance 
with pottery shading and a 
black wash overlay. 

In related news, Steve  
Rapp, Framerica’s Director  
of Special Projects, recently  
celebrated 35 years with the 
NY-based moulding manufac-
turer. “Steve has been leading 
by example from the day he 
started,” notes co-founder 
Gordon Van Vechten. “His 
pace, perfectionism and at-
tention to detail is unmatched 
in this industry; and we have 
yet to find something he  
cannot build.” 
 
For further information,  
telephone (800) 372-6422  
or go to the website at: 
www.framerica.com.
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MARK HOPKINS SCULPTURE’S UTAH MOVE

“Awake and Hungry” is a bronze sculp-
ture in an edition of 550, measuring 15  
by 15 by 6 inches and retailing for $3,300.

Mark Hopkins’ “Solitude” is a 
bronze sculpture in an edition of 
550. Measuring 18 by 21 by 16 
inches, the retail price is $4,800.
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BUSINESS STRATEGIES

by Kelly Bennett,  
founder of Art Pro Net 
Committing to the placement 
and layout of artworks in a 
gallery can be one of the 
hardest decisions in planning 
an installation. It is one 
of the main reasons 
that I get hired to con-
sult on exhibition de-
signs and residential 
installs. There are 
many schools of 
thought on spacing, 
hanging height and 
other logistics around 
layout, but the real 
question you need to 
answer is can you 
enjoy the piece? If it’s 
a large painting, can you get 
back far enough to experi-
ence it? If it is an intimate lith-
ograph, can you get up close 
and see each detail? Are you 
creating an exhibition for visi-
tors to learn something or 
hanging a work in your home 
to live with every day? Mak-
ing the call on where the work 
goes can be easy if you start 
by imagining how you and 
others will interact with it. 

 
Museum and gallery instal-

lation is a very content-focused 
process, and serves specific 
goals. Most layouts are based 
on a centerline that is carried 
throughout the installation. 
This means that the center of 
every work in the room is lev-
eled at the same height on 
the wall. This can be confus-
ing because some might as-
sume that you would level the 
top or bottom of the frame, or 

the center of the artwork, but 
centering the entire work in-
cluding the frame is key. It will 
add a flow to the space and 
allow for the feeling of a con-
sistent viewpoint to the viewer. 

Deciding on where this 
centerline falls is usually a  
direct relation to the personal 
preference of the curator or 
designer of the layout. It 
varies between 55 and 61 
inches from the floor, and  
depends on where they felt 
comfortable viewing works. 
More recently there has been 
a newer focus in exhibition 
design that caters to center 
lines with an average be-
tween standing and sitting 
eyeline height to accommo-
date visitors who might be uti-
lizing some sort of mobility 
device like a wheelchair. This 
height usually ends up around 
54 to 56 inches. In a gallery set-
ting, this is a much better com-
promise and the added bonus 
is that it makes the work acces-
sible to all manner of visitors. 

 
Placement of works in a 

formal exhibition setting is de-

pendent on what you’re trying 
to accomplish with the layout. 
If you are laying out a gallery 
where your goal is to sell the 
works, it helps to space them 
farther apart. This gives visi-

tors the opportunity to 
experience them one at 
a time and approach 
each of them individu-
ally. Lots of negative 
space also helps with 
museum exhibitions 
when works are similar 
in theme and material. It 
is easy for a viewer to 
conflate groupings that 
are evenly spaced, and 
consider them a series. 
That being said, using 

spacing in a gallery can help 
create thematic or didactic 
groups that help tell a story. 
For example, hanging a pair of 
framed works close together 

and then even spacing the 
rest of the other works on the 
same wall will put those two 
pieces in conversation with 
one another. I also recom-
mend paying attention to cor-
ners and doorways while 
laying out works. Giving more 
space near a corner will keep 

works from feeling crammed 
into a space, while placing 
works closer to an open door-
way can help add length to  
the wall visually by taking  
advantage of the openness of 
the doorway. Using spacing 
and the architecture of a room 
can help lead your visitors  
to the optimum viewing angle 
and your intention with the  
exhibition. 

 
Layout in a residential or 

commercial space is a differ-
ent animal all together, but 
you can still begin with the 
final experience in mind. In 
these types of spaces you 
need to think about not only 
enjoyment of the work, but 
how people will live alongside 
it. A great example of this the-
ory is how to install works in 
stairwells. The key is to think 

about how peo-
ple will move 
up the stairs, 
and how they 
will view the 
art. I once laid 
out pieces in a 
r e s i d e n t i a l 
stairwell and 
learned that it 
was the main 
pathway for 
groceries to be 

brought in from the garage. 
Picking framed objects that 
had bold, easily legible content 
and installing them above 
shoulder height allowed for  
enjoyment and safety for the 
works. In commercial and resi-

FINDING A SHOWROOM LAYOUT THAT WORKS

continued on page 20
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idential space placement 
should follow legibility of  
content to help with the  
experience. 

 
One of the other major 

challenges with installing in 
these kinds of spaces is that 
wall area often needs to be 
dedicated to furniture place-
ment and other functionality. 
To work these placements 
out you should first consider 
how the furniture is used  
and how people will interact 
with the works. If the work is 
over a couch, hang it so that 
the height clears someone’s 
head while they are sitting. 
Make sure and think about 
how people will move, work 
and operate in the space. 
Avoid putting works in sce-
narios where they could be 
damaged or will end up being 
a nuisance to those in the 

space daily. 
 
If you are running out of 

wall space, consider salon 
style hanging. Oftentimes 
people are hesitant to give 
this a try on their own but 
there are two key tips I can 
give. The first is don’t start at 
a side of the area where you 
want your grouping. Gather 
all of the works you would like 
to group together and find 
one that you would like as a 
focal point. Start in the center 
and hang the first one at a tra-
ditional height that you find 
natural to experience. Next, 
pick three measurements to 
consider for your spaces. If 
the works are small, I like  
to pick smaller measure-
ments like, three inches, four 
inches and six inches. If they 
are larger, I might consider 
four inches, six inches, eight 
inches...whatever seems nat-
ural to your scale. Once you 
settle on these measure-

ments, use them to plan your 
next move and work out from 
your center piece. For exam-
ple, your next work could be 
three inches to the left and  
six inches up from your  
centerline. Also, keep the art-
work sizes, content, medium 
and aesthetics as random as  
possible. Put easily viewable 
pieces up high and detailed 
works lower so you can really 
see details. If you feel some-
thing is redundant, change it 
out with another piece from 
the group. The process is  
organic, but if you have a few 
guidelines to follow it will feel 
less chaotic. 

 
When it comes down to it, 

layout is really about your per-
sonal preference, and gets 
easier with experience. You 
can always change your mind 
and move a work too, but if 
you don’t feel confident in 
making the first plans your-
self, hire an expert. There are 

installers all over the country 
that have extensive experi-
ence in layout, and can help 
you accomplish your installa-
tion efficiently, safely and  
professionally. They can also 
help with wall repair, so you 
can fix that hole when you 
change your mind. And that is 
the best part, changing your 
mind. Layouts and works are 
meant to be changed and 
moved. Consider changing 
your layouts on a regular 
basis to keep your collection 
fresh and give you new ways 
to enjoy it. 

 
Kelly Bennett founded Art 
Pro Net to help strengthen art 
professionals’ community by 
broadening awareness and 
creating a way for clients and 
contractors to connect. Art 
Pro Net offers a wide range 
and scale of services to sup-
port all levels of a project. Call 
(713) 291-4878 for details, or 
go to: www.artpronet.com.

BUSINESS STRATEGIES 
continued from page 18
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CUSTOM FRAMING IDEAS

Finding the right gifts for new 
parents or a baby shower is 
no easy task. Did you know 
that 40 percent of all family 
households in the United 
States have children living in 
the home? That leaves an-
other 60% of us who are 
probably clueless about what 
a new parent really needs for 
their child!  

 
Pregnancy and the process 

of raising a child is a deeply 
emotional and important part 
of the human experience.  
The old adage of “it takes  
a village to raise a child” 
speaks to the fact that it  
takes an entire community to 
help provide positive interac-
tions for children and help  
out when needed. This is  
one of the reasons we  
gather and give gifts to new 
expecting parents. What are 
some creative and unique  
gift ideas to commemorate a 
pregnancy for baby showers? 
Keep reading to find out! 

 

4 Framed Gift 
Ideas for New 
Parents 

• Custom Framed Birth An-
nouncement: Many parents 
proudly send out birth an-
nouncements in the mail with 
details such as a photo, full 
name and time of birth when 
a new child is born. Consider 
honoring this important mem-
ory by having the birth an-
nouncement framed as the 
perfect thoughtful gift for 

newly expecting parents. 
 
• Custom Framed New-

born or Maternity Photos: It is 
said that one of the main pur-
poses of maternity photos is 
to provide a glimpse into the 
parents' past life for a child 
once they grow older. For this 
reason, another thoughtful gift 
option is to have newborn or 

maternity photos framed so 
they can be properly dis-
played and remembered for a 
lifetime. 

 
• Custom Framed Baby 

Shower Guest Book Notes: 
It’s relatively easy and cost ef-
fective to set up a table at a 
baby shower or birth celebra-
tion with stationary and pens 
for friends and family to write 
notes and well wishes to the 
family and future child. This is 
a golden opportunity to create 

a thoughtful custom framed 
piece to commemorate the 
important pieces of love and 
advice. 

• Custom Framed Shadow 
Box Gift Ideas: A shadow  
box is an enclosed case  
with a glass front that is  
typically made of wood and 
deep enough to display  
items that take up more  

volume than a flat photograph. 
Most custom framers can  
assist with bringing shadow 
box ideas to life! A few  
framed gift ideas for baby 
showers that use shadow 
boxing include: 

 
• Baby dress or outfit 
• Rattles or other childhood 

items, shadow boxing a  
family heirloom can help  
ensure it lasts for generations 
to come. 

• Custom family tree 

shadow box with photos and 
descriptions ) 

• Pressed flowers and  
mementos from the baby 
shower party 

• Anything else worth  
remembering! 

 

Bringing a New 
Level of Clarity & 
Protection to Your 
Most Important 
Memories 

Memories commemorating 
the birth of a child are deeply 
personal and need to be  
protected from the elements. 
Tru Vue provides the  
absolute best glass and 
acrylic options for any  
situation—whether you’re dis-
playing a photograph or  
preserving priceless family 
heirlooms in a shadow box. 
Learn more about our com-
prehensive product line  
where we break down the 
characteristics of each type  
of glass for custom framing, 
as well as their ideal  
applications. 

 
 

Tru Vue’s line of premium 
glass products are intended 
to bring a new level of protec-
tion to framed items and a 
level of clarity never seen be-
fore. 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.

FOUR FRAMED GIFT IDEAS FOR NEW PARENTS

Getting creative with all stages of having a baby—from ultra-
sound scans to baby shower invitations to birthday parties—
can be a great way to introduce new custom framing options.

MAR22-Dept-TruVue_Layout 1  3/29/22  2:24 PM  Page 1



FullPageAdTemplate_Layout 1  2/22/22  12:59 PM  Page 1

www.miraclismzhang.com


PAGE 24 ART WORLD NEWS

BUSINESS TECHNIQUES

by Katherine Hébert 
As part of your gallery’s 
business evolution, finding 
new ways to market and sell 
your artists’ work is crucial. 
If most of your sales come 
from private collectors, then 
increasing corporate art 
sales and commercial con-
sulting could be an excellent 
way to grow your business. 

 
The benefits of adding 

this service to your gallery’s 
offering include providing a 
new source of revenue, ex-
panding your networking cir-
cles and building prestige 
for your artists to be part of 
a corporate art collection. 
It’s also a great way to en-
courage corporate involve-
ment in the arts. 

 

Choosing the 
Path for Your 
Gallery 

Your corporate art sales 
strategy may take one of 
two paths: 

• Partnering with estab-
lished art consultants 

• Building an art consult-
ant business through your 
gallery 

 
Both are undoubtedly vi-

able opportunities, but you 
must choose the best path 
for your gallery based on 
your resources, market op-
portunities, your inventory 
and the competition within 
your community. If several 
art consultants are already 

in your area, it may make the 
most sense to partner.  
That’s a much easier path 
than starting your art gallery’s 
own consulting service. 

 
However, suppose your 

gallery is in an area without 
established art consultants 
to service the art needs of 
businesses. In that 
case, your gallery 
will be in a unique 
position to offer that 
service. Be warned, 
though: this is not a 
service to add half-
heartedly. 

 
It should be 

treated as almost a 
second business. 
The demands will 
be very different 
than selling to indi-
vidual collectors. If 
required for the proj-
ect, you should con-
sider having dedicated 
staffing resources 
and be flexible 
enough to work out-
side your current 
artist roster and inventory. 

 
The sales process is also 

longer and requires a differ-
ent selling style than you 
may be most comfortable 
within the gallery. Nonethe-
less, starting a corporate art 
consulting business can be 
very rewarding and help 
generate much-needed in-
come and open new doors 
for both the gallery and 
artists. 

Partnering with 
Art Consultants 

Research the art consult-
ants in your area to identify 
those who may be the best 
match for your gallery. For 
example, if your gallery car-
ries several decorative 

artists or offers prints, look 
for consultants who have 
placed similar art. Or, if your 
gallery specializes in med-
ium- to high-end original oils, 
you will want to find consult-
ants who have worked with 
higher-end clients. 

 
As an established art 

gallery in your market, you 
have some advantages you 
can offer corporate art buy-
ers that go beyond just your 

inventory of art. These 
might include: 

• Assisting with framing 
and installations 

• Developing an em-
ployee education program 
about a company’s art col-
lection 

• Networking and referral 
assistance with your client 
base 

• Documenting the art 
within a company’s collec-
tion 

• Managing commis-
sioned works 

 
Art consultants are al-

ways looking for new art 
that meets the needs of 
their corporate clients, but 
with planning, proposals, 
client meetings, and installa-
tions, they don’t always 
have sufficient time to lo-
cate art sources. 

 
Once you have a dialog 

with local art consultants,  
invite them to your gallery  
to see your artists’ work 
and discuss specifics of  
collaborating, such as cur-
rent projects, pending pro-
posals, work process, 
budget needs, and ex-
pected discounts. 

 
Frequently, many people 

are involved in the art-buy-
ing decision process for cor-
porate clients, so you will 
want to position your gallery 
as an expert resource who 
will benefit the project from

INCREASING CORPORATE ART SALES

continued on page 26
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the perspective of both the 
consultant and the corpo-
rate client. Not all projects 
will be a good fit for collab-
oration; nonetheless, stay  
in touch with each consult-
ant so you will be at the 
forefront of their minds 
whenever a new project 
gets approved. 

 
For the remainder of this 

article, let’s focus on the 
rockier path of starting your 
own art consulting service 
within your art gallery. 

 

Building a  
Corporate Art 
Consultant  
Business 

If you decide that the best 
way to increase corporate 
art sales is to offer art- 
consulting services through 
your gallery, you’ll want to 
begin slowly and with a 
strong foundation. 

 
Survey the local business 

market to determine how  
lucrative the environment is 
for corporate art: 

Are there enough busi-
nesses and office spaces 
that would be need art, such 
as corporate headquarters, 
law firms, medical centers, 
private clubs, hospitality busi-
nesses, and restaurants? 

How much commercial 
construction is being done 
in your market? 

Who is your competition?  
Look at other art consult-
ants, interior designers, 
frame and poster shops, 
other galleries, and artists. 

 
Decide what services you 

will offer. Start small based 
on your existing expertise 

and build your offerings as 
the business grows. Add a 
page to your website about 
your new consulting serv-
ices, and announce your  
initiative to your current 
gallery collectors and other 
community contacts. They 
could be amazing sources 
for referrals. When you 
have completed a few proj-
ects, create a brochure to  
illustrate your work to new 
leads and existing contacts. 

 
It’s wise to be realistic 

about what you can do your-
self and when you should 
bring on additional staff or 

partners. Remember, you 
are really starting a new 
company that complements 
your gallery business, and in 
doing so, you don’t want to 
neglect running your gallery. 
Hiring a dedicated salesper-
son to generate corporate 
leads, create proposals, and 
manage installations will 
likely make sense. 

 
Sales efforts should be 

focused on getting leads 
and referrals from the peo-
ple within your community 
who have close ties to your 
target market. Some possi-
bilities include: 

• Your existing gallery 
collector base 

• Commercial real estate 
agents 

• Commercial leasing 
companies 

• Interior designers who 
specialize in corporate 

spaces 
• Architects 
• Office-furniture suppli-

ers 
• Headhunters 
• Commercial construc-

tion companies 
• Charging for Corporate 

Art Consulting Services 
from your Gallery 

 
There are no set rules for 

how to structure compensa-
tion for your services. Most 
common are sales commis-
sions based on a percent  
of the total project budget. 
Commission structures can 
vary, but you can expect 

them to be between 15 and 
25 percent. 

 
Charging a fee for serv-

ices based on time or per-
cent of the budget is 
another way to go. Depend-
ing on the client’s needs, 
your fee structure could  
be a flat fee for the whole 
project, or you might break 
down prices based on  
individual services required. 
For example, you might 
charge for framing, trans-
portation, and installation  
as separate fees. 

 

Selling Style  
For Increasing 
Corporate Sales 

Many companies want 
the art in their workspaces 
to reflect their brand or  
corporate values. Others 

simply want to fill the walls 
with something affordable. 

 
As part of your sales 

presentation, you may need 
to pitch helping them build 
an art program that allows 
them to communicate or  
reinforce their brand and 
values to employees and 
customers alike. This will 
likely be quite different  
than typical sales scenarios 
you engage in with your 
gallery’s program. You are 
not selling your gallery’s 
program. You are creating 
an art program for a com-
mercial business client. 

 
Needs may also vary de-

pending on the space. For 
example, the lobby and ex-
ecutive conference rooms 
are spaces seen by impor-
tant customers or share-
holders and may require a 
different image than the rest 
of the office. 

 
The most critical skill for 

selling art to a corporation  
is the ability to listen and 
propose art that meets the 
needs of the client’s brand, 
corporate image, and how 
each space will be used.  
It will be your job to ensure 
that those needs are met 
and the wishes of the art  
review committee, the  
interior designer, and any-
one else involved in the 
process. 

 
Budget is often para-

mount on corporate art  
projects. There is usually  
a firm budget that includes 
the cost of the art, framing, 
your time for creating  
the proposal and searching 
for artwork, and the  
installation. Most compa-
nies will also require a 
signed contract and provide

continued on page 27

BUSINESS TECHNIQUES 
continued from page 24

Sales efforts should be focused  
on getting leads and referrals  
from the people within your  

community who have close ties  
to your target market.
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a purchase order. 
 
To assist with budget  

and proposal planning, it’s 
good to speak with your 
artists as you set up your 
consulting business to  
understand their feelings 
about selling art to busi-
nesses. You need to under-
stand their willingness to 
provide discounts to the 
trade or multiple purchases 
and their ability to do com-
missions if required.  

 
When preparing your  

proposal, be as accurate 
and realistic as possible 
about your time require-
ments and material costs. 
Going over budget can kill 
any future business from 
that client and hurt your 

chances with other potential 
clients if word spreads. 

 
When gallery traffic and 

sales are slow, it’s nice to 
have another source of  
revenue. A plan to actively 
seek out corporate art  

sales should be a part of 
your overall business strat-
egy, regardless of which 
path you choose. 

 
To be successful, you 

need to be a strong net-

worker who can continu-
ously promote and develop 
leads. You must also be 
flexible enough to seek  
art outside your gallery’s 
artist stable if parts of a 
project demand that. Being 
able to offer affordable 

framing is also important. 
 
Corporate art sales have 

a lot of competition these 
days. Carefully consider 
your market opportunities 
and structure your services 

separately from normal 
gallery operations. This  
will likely help eliminate  
conflicts of interest and  
potential gray areas when 
dealing with clients. 
 
 
Columnist Katherine Hébert 
specializes in art gallery  
business sales and market-
ing strategies, as well as  
the founder of Gallery  
Fuel, a subscription-based 
service that helps fine  
art galleries be more  
competitive in today’s art 
market. Gallery Fuel is  
dedicated to helping fine  
art dealers and galleries  
in small- to mid-sized mar-
kets grow and improve  
their businesses. To learn 
more about Gallery Fuel  
and what it has to offer,  
go to the company’s website 
at: www.galleryfuel.com.

BUSINESS TECHNIQUES 
continued from page 26

To be successful,  
you need to be a strong  

networker who can continuously 
promote and develop leads.
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“The average employee is 
definitely looking for very  
different things when apply-
ing for a job now versus 10 
or 20 years ago. Many of 
today’s considerations are 
logistical, like work-from-
home options (for those 
who actually like it), and  
benefits packages with ade-
quate paid time off. But an 
organization’s ability to offer 
those types of things will  
obviously depend on its  
own size and structure,” 
Ms. Wagner says.  

 
The more employee-cen-

tric job descriptions can  
help to attract the most qual-
ified applicant. “In the last 
eight months, we’ve made  
a concerted effort as a small 
business to focus on our 
own internal culture, creating 

a positive, supportive and  
flexible work environment,” 
she says.  

 
“Company culture was 

becoming more of a main-
stream idea leading up to 
Covid, but after the last two 

years, a lot of people had 
time to reflect on what they 
really want to do with their 
time. We’ve found that one 
of the best things we’ve 
been able to do for employ-
ees is create a space where 
everyone can feel good 
about the work they’re 

doing—that their opinions 
and time are valued. That’s 
not necessarily something 
that’s crystal clear when  
applying for a job, but it  
can be become more  
evident if potential employ-
ees dive into the brand  

online (a good reason to 
make your organizational 
values a component of your 
brand). Not every organiza-
tion can offer everything, but 
we’ve found that an empha-
sis on culture is appealing 
for both new and existing 
employees.”   

The good news is that  
the job market is getting 
stronger than predicted. 
Thus far in 2022, the U.S. 
has added more than 1 mil-
lion jobs after adding 6.8  
million last year. The bad 
news is that businesses  
are struggling to fill a record 
number of job openings  
from a labor force down  
millions of workers from its 
pre-pandemic size.  

 
With the idea of improving 

company culture as a way to 
attract applicants, the art 
and framing industry does 
have the advantage of being 
a small, personal business 
that can create a close-knit 
group of employees that can 
work together for the better-
ment of everyone. 
 
 
Koleen Kaffan is Editor in 
Chief of Art World News.

HIRING STRUGGLES 
continued from page 16

Thus far in 2022, the U.S. has 
added more than 1 million jobs 

after adding 6.8 million last year.
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WHAT’S HOT IN OPEN EDITIONS

Raining on Aqua

“Raining on Aqua” by Denise Brown 
is a large format custom giclée on 
matte paper measuring 36 by 24 
inches ($102). Call A.D. Lines in 
Monroe, CT, for further information 
at (800) 836-0994 or visit the com-
pany’s website located at: www. 
ad-lines.com.

Here are the  
best selling prints  
from some of the  

leading open edition 
publishers.

Heart and Mind I

“Heart and 
Mind I” by 
Gia Graham 
measures 10 
by 12 inches. 
The retail 
price is from 
$24 to $80 
on paper and 
canvas in 
v a r i o u s 
sizes. For 
further infor-

mation, call Wild Apple in Woodstock, VT, 
at (800) 756-8359 or go to the website  
located at: www.wildapple.com.

Tuscan Meadow 
Evening
“Tuscan Meadow Evening” by Susan 
Jill measures 40 by 40 inches and re-
tails for $40. Phone Galaxy of Graphics 
in East Rutherford, NJ, at (888) 464-
7500, www.galaxyofgraphics.com.

Think Neutral 10A

“Think Neutral 10A” by Lisa Audit 
measures 12 by 12 inches and retails 
for $10. Call Roaring Brook Art, lo-
cated in Elmsford, NY, at (888) 779-
9055 for further information, or go to: 
www.roaringbrookart.com.

Spring is Starting II

“Spring is Starting II” by Leslie Bernsen 
measures 24 by 24 inches. The retail price 
is $45. Call Canadian Art Prints and Winn 
Devon Art Group Inc. in Richmond, BC, 
Canada, at (800) 663-1166, or visit the web-
site at: www.capandwinndevon.com.

Bessie Blue Eyes I

“Bessie Blue Eyes I” by Jen Paxton 
Parker measures 18 by 24 inches and the 
retails for $75. Phone World Art Group 
in Richmond, VA, at (804) 213-0600  
for more details, or go to the website at: 
www.theworldartgroup.com.
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Whimsy in a Bowl I

“Whimsy in a Bowl I” by artist Lucille Price 
measures 18 by 24 inches and retails for  
$20. For more details, phone SunDance 
Graphics, in Orlando, FL, at (800) 617-5532 
or go to the company’s website located at: 
www.sdgraphics.com.

BFF

“BFF” by 
Aimee Wil-
son is avail-
able in 
c u s t o m 
s i z e s 
printed on 
paper, can-
vas, metal, 
a c r y l i c , 
a n d / o r 
wood. An 
18 by 24-
inch image 
retails for 

$38.88 on paper. For further information, tele-
phone PI Creative Art, Toronto, at (800) 363-
2787 or go to: www.picreativeart.com.

Quarry No. 1

“Quarry No. 1” by Suzanne 
Nicoll measures 24 by 24 inches 
and retails for $36 on paper. Avail-
able on multiple substrates and 
multiple sizes. Call Image Con-
scious, San Francisco, at (800) 532-
2333, www.imageconscious.com.

Mr. Moo Moo

“Mr. Moo Moo” by Lee Keller measures 16 
by 12 inches and retails for $15. Also avail-
able as large format giclée prints. Call Penny 
Lane Publishing, located in New Carlisle, 
Ohio, at (800) 273-5263 or go to the web-
site at: www.pennylanefineart.com.

Chrysanthemum III

“Chrysanthemum III” by David Pollard 
is available as POD in various sizes 
and on paper and canvas. For more 
details, phone C Brand Studios,  
located in San Diego, at (858) 554-
0102 or visit the company’s website: 
www.cbrandstudios.com.

Super Bowl LVI

“Super Bowl 
LVI” by Christo-
pher Gjevre has 
an image that 
measures 40 by 
13 1/2 inches 
($40). Call Blake-
way 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.

MAR22-NOE-pg2_Layout 1  3/29/22  3:04 PM  Page 1



“Peace and  
Love”  

by  
Kali Wilson  
Image Size:  

20” x 16” 
$18

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.

“High Contrast”  
by Paul Bailey 

Image Size:  
36” x 30”    

$64 on paper

Image Conscious

800.532.2333    
www.imageconscious.com

“Rose Hips”  
by Janel Bragg 

Image Size:  
35” x 25” 

$54 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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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.

BIGResults

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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