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K Contemporary is located in Denver, CO.

While some art buyers may think that the prices of artwork 
—from original paintings to sculpture to mixed media to 
prints—are a bit arbitrary, the reality is that there is a lot of 
research and consideration made by the gallery staff and the 
artist. Circumstances such as where the artist is in terms of 
their career to past sales records to what is comfortable for 
the local market all need to be taken into account. Turns out, 
there is nothing arbitrary 
about it at all. At K Contem-
porary in Denver, CO, pricing 
artwork comes from healthy 
relationships developed with 
their artists. “We have hon-
est, open, two-way conversa-
tions with our artists when 

setting prices,” says Jennifer 
Berry, director. “Pricing is 
not a science but it is also 
not arbitrary. There are many 
contributing factors, but it 
starts with the artist, the 
quality of the work and where

PRICING ARTWORK:  
A COLLABORATION

THE INDEPENDENT NEWS SOURCE

QUOTE OF THE MONTH: 
“Some of our artists have  
taken off during the pandemic,  
engendering price increases  
as critical assessment of, and  
demand for, their work has  
increased.” 
               Jennifer Berry, page 12

CHANGE IN OWNERSHIP 
FOR WILD APPLE 
 
Wild Apple Graphics, Wood-
stock, VT, has been pur-
chased by the company’s 
chief operating officer 
(COO), Shawn Harned from 
founders John and Laurie 
Chester. Mr. Harned has 
been with the company 
since 2018, serving as COO 
for the past year and previ-
ously as sales director. Go 
to page 16. 
 
 
GREENWICH WORKSHOP 
CELEBRATES 50 YEARS 
 
The Greenwich Workshop, 
founded in 1972, is cele-
brating 50 years in business 
offering fine art edition 
prints and giclées on can-
vas, as well as high quality 
fine art posters. Go to page 
18 for the story.

HOW MILLENNIALS ARE  
REINVIGORATING THE  
ART MARKET 
 
Millennials are no longer 
the up-and-comers but the 
here-and-now best cus-
tomers for custom framers 
as the leading edge of the 
Millennial generation have 
reached 41 years of age 
with the trailing edge of  
26 years old. Page 22. 
 
 
IT PAYS TO HIRE AN  
ART PROFESSIONAL 
 
One of the lesser-known 
professions in the art world 
is that of an art installer or 
preparator, but it is often a 
role that can be the key to 
making an installation 
process work smoothly and 
provide museum-quality ex-
pertise. Go to page 28 for 
more information.

continued on page 10
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Shown is Rene Romero’s  
“Warriors,” an oil on  

canvas measuring 84 by  
48 inches from MAC Art  

Gallery. Go to page 8.
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founded in 1972, is celebrat-
ing 50 years in business of-
fering fine art edition prints 
and giclées on canvas, as 
well as high quality fine art 
posters.  
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Millennials Lead  
The Art Market 

Millennials are no longer the  
up-and-comers but the here-
and-now best customers for 
custom framers as the leading 
edge of this generation will 
reach 41 years old and the trail-
ing edge will be 26 years old. 
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Change in Ownership 
For Wild Apple 

Wild Apple Graphics, lo-
cated in Woodstock, VT, 
has been purchased by the 
company’s chief operating 
officer, Shawn Harned, from 
founders John and Laurie 
Chester. 
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Pricing Artwork:  
A Collaboration 

While some art buyers may 
think that the prices of art-
work are a bit arbitrary, the 
reality is that there is a lot of 
research and consideration 
made by the gallery staff and 
the artist. 
  

Page 1

Gallery Lights: 
Noteworthy Shows 

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

Page 30

What’s Hot in 
Open Editions 

This month’s What’s Hot in 
Open Editions features a va-
riety of the latest best selling 
open edition prints, some 
available as print-on-demand 
images, and it includes con-
tact information as well. 
 

Page 34
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IN OUR OPINION

As each day passes, the 
economic horizon gets 
murkier and more un-

settled. The financial markets, 
backed by governmental action 
and inaction, are seemingly 
leading the charge into a period 
of hardship. Expert opinions 
that detail the breadth, depth 
and potential of an approaching 
abyss vary widely. Fake news? 
Not likely.  
 
     Although the story behind 
the economic story is not com-
pletely one of objective num-
bers and models. Rather, there 
is a school of thought that 
poses the idea that economic 
downturns are caused as much, 
or more by psychology than 
hard facts. More or less saying, 
“if you fear it, it may come.”   
 
     So, perhaps the art and 
frame industry is entering a 
chapter that could only be nav-
igated through the manage-
ment of the mind—yours, your 

employees’ and customers.’ If 
that’s a reasonable path to 
take, the foremost virtue that 
needs to be nourished and de-
fended is TRUST.   
 
      Popular culture is over the 
top in its chronic ploy to under-
mine anything and everything. 
Now, as companies, markets 
and governments start to mis-
fire at increasing rates, the 
greater public stumbles to 
make sense out of what is hap-
pening. In many instances, pre-
viously given trust becomes 
downtrodden when the combi-
nation of truth and hindsight 
yield a painful view. Galleries 
and frameshops don’t have the 
luxury compromise the trust 
placed in their staff, products 
and services. Rather, the cur-
rent environment suggests 
they double down on their 
commitment.  
 
     More than a sales pitch or a 
marketing slogan, trust is the 
life-blood of growth. Any busi-
ness, especially a retail busi-
ness, will perish without it,  
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Wild Apple in 
Woodstock, 
VT, has signed 
mixed media 
artist Cheryl 
Warrick to rep-
resent her open 
edition work. 
The artist’s 
quilt-like paint-
ings incorpo-
rate symbols, 
a r c h e t y p e s 
and landscapes. 
Warrick has 
been a painter, 
printmaker and 
illustrator for 
over 20 years, and her artwork is found in more than  
50 corporate and museum collections around the world.  
Retail prices for her open edition work are from $16 for a 6- 
by 6-inch image to $104 for a 54- by 54-inch image. For more 
details, call (802) 457-3003 or go to: www.wildapple.com.

Wild Apple Signs Cheryl Warrick

“Summer Petals III” by Cheryl Warrick.

Madison Gallery, Solana Beach, CA, presents the exhibit 
“Robert Montgomery: The Future Is An Invisible Playground,” 
that will include an donation to help the people of Ukraine. A 
special signed print edition of “The Peace Poem” was avail-
able for purchase for $300 with proceeds benefiting the 
Choose Love, Ukraine Emergency Appeal charity. Phone (858) 
523-9155 or go to: www.madisongalleries.com.

Madison Gallery Exhibit Raises Funds

“The Future is An Invisible Playground” at Madison Gallery.

MAC Art, Delray Beach, FL, presents “about women” an ex-
hibition curated and presented by owner Mary Ann Cohen, cel-
ebrating the female artist and the belief in the power of self. 
The event features a night of art and conversation with 30 of 
the leading female painters including Estella Fransbergen, Jane 
Whitehurst, Twyla Gettert, Ellen Forbes, Elena Bond, Luisa 
Mesa, and Rene Romero Schuler. For more details, call (561) 
332-3352 or go to: www.macfineart.com.

MAC Art Presents Women’s Art Show

“Embrace The Moment” by artist Elena Bond is an oil on  
canvas measuring 72 by 60 inches.

Berta Walker Gallery, Provincetown, MA, is presenting two benefit 
exhibitions for Ukraine: photographer John Romualdi’s “Voices 
of the Forest” and the group exhibition “Trees of Courage.” The 
gallery is donating 50% of its commissions to the World Central 
Kitchen, a not-for-profit organization on the frontlines, providing 
meals in response to humanitarian, climate and community crises. 
Call (508) 487-6411 or visit: www.bertawalkergallery.com. 

Berta Walker Gallery Benefits Ukraine

Joe Diggs’ “Untitled” oil on canvas measures 48 by 36 inches.
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they are in their career (have 
they had shows, are they being 
collected, are institutions and 
critics taking notice?). That 
said, some individual artists 
start with basic pricing struc-
tures tied to object size, cost 
of materials, and/or whether 
the work is sculptural, flat or  
installation-based.” 

 
Continuity in pricing is also 

important when an artist’s 
work has a presence in the  
industry and on social media. 
“Our contract defines that 
artist pricing should be consis-
tent across all of their digital 
platforms and representation, 
so that it is defined upfront  
and transparent to collectors,” 
Ms. Berry says. “Consistency 
across the board is tanta-
mount whether an artwork is 
featured at a Los Angeles, 
Paris or NYC gallery or one 
that is more regional. We are 
in a global, digital market with 
clients looking at work 
online and in social 
media from all over the 
world. Information can 
be found handily these 
days with very little in-
vestigation. We never 
want to answer the 
question, ‘why are 
comparable paintings  
or installations by this 
artist on offer for 30% 
less elsewhere?’ We 
want to promote artists 
in the best possible 
way, so value and rep-
utation are never un-
dermined for the sake 
of a quick sale.” 

 
Having a good relationship 

and an open line of communi-
cation with the artist helps to 
maintain mutual respect. “We 
trust our artists to monitor 
pricing consistency among all 
of their gallerists. If we detect 
a discrepancy, we bring it up 

with the artist who then goes 
back to the respective gallery 
to manage the relationship. 
Many times clients don’t un-

derstand why work is priced  
a certain way. In an industry 
where there is a culture of 
non-transparency and dis-
counting, we do our best to 

educate collectors, so they can 
be better informed patrons.  
Ultimately, we want to help 
them understand how their ac-
quisitions support the livelihood 
of artists, especially those who 
are emerging or mid-career.”  

 
For Ms. Berry, including the 

collectors in on the conversa-
tion also strengthens that rela-
tionship. “Often, buyers don’t 
realize that discounts directly 

impact the artist’s bottom 
line. We are clear with col-
lectors that the artist sets 
the price, with input and 
guidance from the gal-
lerist, so it is consistent 
with their existing market 
and where they are in their 
artistic trajectory. Some 
buyers don’t realize that 
newer artists don’t have 
auction or institutional his-
tories to underpin their 
work and that their patron-
age is helping artists get 
to the next level.” 

 
And with that career 

trajectory comes a rise  
in price for their work. 

“There is no set formula for  
increasing an artist’s price,” 
she says. “It’s very individual 
and dependent upon bodies  
of work, previous success/ 

demand, new directions 
the artist may be explor-
ing, cost of materials, 
how frequently they’re 
producing new work and 
showing, etc.” 

 
Online marketing can 

be a great benefit,  
and hinderance, when  
it comes to pricing con-
tinuity. “A social media 
presence is a great  
tool for an artist to tell 
their story and get their 
work in front of the  
public in an engaging 
way. However, social 
media following isn’t  

always a reliable indicator of 
sales frequency or pricing.  
We often don’t see a direct 
correlation between the  
number of followers, the price 
of a work or the amount  
of sales. Typically, artists with

DAVID BEAVIS FINE ART 
LAUNCHES NEW WEBSITE  

PARK CITY, UT—David 
Beavis Fine Art has re-
vamped its website located at: 
www.davidkbeavis.com to cre-
ate an easy-to-navigate online 
presence. “Our website has 
definitely been upgraded aes-
thetically, but the revamped  
e-commerce platform also  
allows for a much smoother 
shopping experience, from 
finding the perfect piece within 
David’s portfolio to customiz-
ing it for purchase,” says Tris-
tan Adler, director of business 
development and sales. “The 
new platform also provides 
significantly more connectivity 
across our various social 
media platforms, which makes 
it easier to communicate with 
and grow our collector com-
munity. We’ve added some 
new products as well that pre-
viously were only available in 
the gallery.” The artist’s origi-
nal photographs and limited 
and open editions available on 
canvas and acrylic are pre-
sented on the new site. “One 
handy new feature is the fram-
ing widget that allows you to 
see an image hung on a wall 
in a sample room. And if you’d 
like to see the piece digitally 
mocked up on your own wall, 
our art consultants can create 
complimentary custom digital 
mock-ups as well.” Shown is 
“Sunset in Yellowstone.” For 
details, call (435) 602-1123  
or: www.davidkbeavis.com.
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continued on page 12

continued from page 1

K Contemporary is located in Denver, CO.

Atrium Gallery, St. Louis, MO.
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representation aren’t publish-
ing their prices on social 
media.” 

 
Ms. Berry says that the 

Covid-19 pandemic hasn’t 
changed how they price art-
work in their gallery. “Some of 
our artists have taken off dur-
ing the pandemic, engendering 
price increases as critical as-
sessment of, and demand for, 
their work has increased.” 

 
Carolyn Miles, owner and 

director of Atrium Gallery, lo-
cated in St. Louis, 
MO, says that 
one must do their 
homework and  
research before 
presenting new 
artwork in the 
gallery. “Pricing is 
most often via 
agreement be-
tween me, gallery 
director and the 
artists,” she says. 
“When introduc-
ing a new artist, I 
will look at past 
sales records. Then, conclude 
what seems most appropriate 
for this gallery representation 
at this point in their career. If 
additional galleries are selling 
the work, we prefer to have 
like pricing. In reality, very few 
of our artists have published 
prices online. We will normally 
review pricing when planning  
a new show, reviewing past 
sales, and also publicity and 
acquisitions by museums or 
corporate placement. This  
review happens about every 
two to three years. Changes 
would be agreed by the gallery 
and artist.” 

 
Flexibility is also important 

she says. “For pricing issues 
with customers, variations are 
handled on an individual basis. 
Return customers, important 
collectors, corporations and 

museums may expect some 
courtesy adjustments. Also, 
some in these categories who 
are very supportive of an artist 
will not request an adjustment 
as they want to be very  
supportive of the artist and  
the gallery. Generally, Atrium 
prices work conservatively.” 

 
Oftentimes, more than just 

the obvious aspects of pricing 
need to be taken into account 
which is why taking each artist 
and the work separately needs 
to be considered. “Most of 
our inventory is on consign-
ment from the artists we rep-
resent and from a few other 

dealers with whom we have 
good working relationships,” 
Ms. Miles says. “Issues may 
also come up with clients re-
garding delivery, framing, ship-
ping costs, etc. These are 
handled on an individual basis 
depending on terms of the sale.” 

 
Part of the flexibility is the 

option to adjust pricing over 
time. “If an exhibition does 
very well and gets positive 
press, definitely there is an  
opportunity to review pricing 
going forward as future works 
become available. Positive 
press coverage, museum ac-
quisitions and participation in 
major international events, 
such as the Venice Biennale, 
also trigger price reviews.” 

 
Hilary Burt, gallery director 

of SOCO Gallery with loca-

tions in Charlotte, NC, and 
New York, NY, says that hav-
ing relationships with an artist’s 
other galleries helps to create 
a cohesive price structure. 
“Consistency is key when it 
comes to pricing artwork. We 
communicate closely with our 
artists, and other galleries that 
they may be represented by, 
to create and maintain the 
same pricing structure,” she 
says. “When we begin work-
ing with an artist, we look at 
their experience, where they 
have exhibited and what col-
lections they are in. We also 
compare their curriculum vitae 
(CV) to other artists with  

similar experience,” 
Ms. Burt says. 
“The price struc-
ture is based on: 
size, CV (exhibi-
tions with presti-
gious galleries and 
museums), press, 
museum acquisi-
tions, public proj-
ects, production 
cost and supply and 
demand. Once 
everyone is com-
fortable with the 
pricing structure, 

we follow this path. Steady 
and gradual increases in prices 
result every few years and, 
again, depend on what the 
artist has been involved with 
over that time period. Regular 
communication with our artists, 
and any galleries that repre-
sent the artist, is key.” 

 
Ms. Burt has noticed that 

while art buying habits may 
have changed over the past 
two and a half years, pricing is 
still an important part of the 
equation. “The pandemic has 
certainly changed how people 
buy art—collectors are acquir-
ing works seen only on a 
PDF—and a greater level of 
transparency on prices seems 
to have resulted. But, we be-
lieve that a price of an artwork,

JAMALI GALLERY CLOSES 
NEW YORK GALLERY,  
CREATES CENTRALIZED 
GALLERY IN WINTER  
PARK LOCATION 

WINTER PARK, FL— 
Jamali Gallery New York 
has moved to Winter Park so 
that all of the artist’s work and 
services are now centralized 
in one location. More than 
20,000 original artworks are 
on-hand and the gallery offers 
frame updates, art advisory 
services and more. Jamali will 
be on site daily, creating new 
art and available to talk about 
his work with collectors. Also 
available are Jamali’s art 
books, artwork certificates of 
authenticity and appraisals, 
restoration and artwork clean-
ing and museum-quality cus-
tom frames.  
 
The artwork shown above is 
“#19693,” a fresco tempera 
measuring 60 by 84 inches. 
The artist’s work is fresco 
tempera, pigmentation on 
cork and pigment dispersion 
and is described as Mystical 
Expressionism—a mode of 
art-making that combines the 
scientific insights of our new 
age with humankind’s ancient 
wisdom.  
 
For further information, tele-
phone (407) 629-6308 or go 
to the artist’s website located 
at: www.jamali.com.
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SOCO Gallery has locations in Charlotte, NC, and NYC.
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dictated by an artist and com-
municated by a gallery, should 
not be up for negotiation,” she 
says. “We work diligently to 
communicate with our collec-
tors on what prices are and if 
the artist will have a price in-
crease in the next six months. 
The pandemic has not af-
fected how artwork is priced 
from our perspective. The prin-
ciples have held throughout. 
We do believe, however, that 
there is greater transparency 
within the market.”  

 
Robert Fontaine, 

owner of Robert 
Fontaine Gallery in 
Palm Beach, FL, 
says that staying 
on top of pricing art 
is part of everyday 
business. “Pricing 
is always a reflec-
tion of current 
comps, whether 
from retail or auc-
tion records,” he 
says. “At the end 
of the day, the art 
work only finds its 
value in the eyes of 
the collector. Good art and  
its sustained value transcends 
trend, hype and all the excite-
ment of which it’s been sold. 
Pricing is an educated guess 
made often by the faithful.” 

 
For Mr. Fontaine, pricing is 

unique for each situation, but 
uses much of the same strate-
gies. “There is somewhat of  
a structure but it is undefined. 
It’s like riding a wave—as 
trends and tastes change, 
prices reflect both. Ultimately, 
prices are set by those who 
buy, what is available and  
how many people are waiting. 
Quality and rarity also play a 
role in the decision.” 

 
Working with artists is im-

portant to Mr. Fontaine, espe-
cially as a career grows. “A 

great deal of current exploding 
artists or rather ‘wet painters’ 
have markets that are artifi-
cially maturing,” he says. “No 
one eats an unripe avocado, 
but there are tricks you can do 
to advance the avocado to be 
ready for consumption. Some 
dealers, who have knowingly 
hit the jackpot with a wonder-
fully talented artist love to 
speed up the process and cre-
ate an artificial supply short-
age. A common practice now 
is to hold back works and a 
great many artists are more 
than willing to go along with 
this formula.” 

This can be a risky proposi-
tion for an artist because it 
may, or may not, pay off. 
“There was an artist I was 
watching and I just adored his 
work,” Mr. Fontaine says. 
“He is under 30 years old and 
paints prolifically. His work 
went from $20,000 for a small 
painting three years ago to, I 
believe, $250,000 a painting 
now. His dealer is politely 
screening buyers to make 
sure they are worthy of own-
ership and the artist just simply 
agrees to it all. Price is accord-
ing to romance or, well, greed. 
Some people remain blindly 
hungry and follow without 
question, while others move 
on to love another artist they 
are not too late to purchase.” 

 
Displaying prices online is 

not always advantageous 
though Mr. Fontaine says. “I 
do think there is a shift to list-
ing prices online, but I’m not 
really there yet. I like to know 
who is asking for the price, 
and have some kind of dia-
logue. Living artists’ prices are 
often set by the galleries that 
represent them and years of 
auction results which we fol-
low as a guide. Data science 
certainly plays a role in under-
standing the intricacies and 
how they relate to our gallery, 
but sometimes it’s the oppo-
site for living artists and you 
need to pull a price out of a hat 

and hope it fits re-
sponsibility.” 

 
When it comes to 

being flexible on pric-
ing with collectors, 
Mr. Fontaine says 
that having a good 
knowledge of all as-
pects of the artist’s 
career and body of 
work can help deter-
mine where a price 
should end up if chal-
lenged. “Haggling is 
the sport that some 
collectors bring and 
dealers are left to  

determine if it is something 
that can take place,” he says. 
“Often the decision is made 
by how long the line is for the 
work in question. Everyone 
wants to sell a unicorn, and 
everyone wants to buy one. 
We, as the gallery, must do 
our homework and know the 
value of things.” 

 
Staying on top of each 

artists’ career is part of the 
pricing structure process as 
well. “If the artist’s career is 
progressing it’s because the 
demand for the work is in-
creasing, simply. As with any-
thing in demand, the market 
price is in concurrent flow.”  

 
 

Koleen Kaffan is Editor in 
Chief of Art World News.
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continued from page 12

ARTIST RAISES FUNDS 
AND HOPE FOR UKRAINE 

NEW YORK, NY—During 
New York’s 2022 Art Week, 
Avant Gallery at Hudson 
Yards presented the show, 
“STMTS: Power of Inno-
cence” featuring the work of 
Greek artist STMTS. Raising 
both awareness and relief 
funds for Ukrainian refugees 
through his artwork, the artist 
is partnering with Global Em-
powerment Mission to donate 
a percentage raised to aid the 
crisis and assist in disaster 
operation efforts. STMTS’ 
work also portrays hope and a 
testament to the human con-
dition seen in Ukraine today, 
telling the story of the peo-
ples’ challenges through the 
eyes of children who have 
tragically suffered. Shown 
above is “I LOVE LIFE,” an 
acrylic, spray paint and wheat 
paste on canvas measuring 
29 by 39 inches. The piece 
reached a large online audi-
ence, going viral during the 
pandemic, as it reasserted an 
unflagging optimism in the 
face of hardship. The image 
also sparked inspiration in tat-
too art, with several people 
getting the image tattooed to 
their body and sending im-
ages to the artist to display on 
his website. For more infor-
mation on STMTS, visit: 
www.stmtsart.com. For further 
information on Avant Gallery, 
call (212) 967-6977 or visit: 
www.avantgallery.com.
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Wild Apple Graphics, Wood-
stock, VT, has been pur-
chased by the company’s 
chief operating officer (COO), 
Shawn Harned from founders 
John and Laurie Chester. Mr. 
Harned has been with the 
company since 2018, serving 
as COO for the past year and 
previously as sales director.  

 
“I guess I have to change 

my 32-year-old owner and 
janitor title to janitor emeri-
tus,” Mr. Chester says. 
“This is such an ideal situa-
tion. There will be so much 
continuity, I wonder if any-
one will even notice. Shawn 
has been running the busi-
ness for some time and  
has a detailed understanding 
of how the company works. 
He values the creative 
process, and we’ve brain-
washed him into fully adopt-
ing our culture.”  

 
Mr. Harned’s professional 

background is in sales and 
management and he 
is an experienced 
leader and strate-
gist. He says that he 
is focused on cus-
tomer growth, new 
markets, deeper re-
lationships and em-
powering the Wild 
Apple team.  

 
“I was surprised 

at how quickly and 
how much I came to 
love this business,” 
he says. “I am ex-
cited to build on the 
amazing foundation that 
John and Laurie created. In 
my previous role as COO, I 
was already focused on cre-
ating a strong future for Wild 
Apple, and now in my new 
role as owner, that focus 
has not shifted. Our team 
has been working on several 
exciting strategic projects in-

cluding moving our digital 
systems, network and art li-
brary to the cloud. This 
change will allow us to be 
even more nimble, respond 
faster, and deliver even  

better service to our cus-
tomers.” 

 
The Chesters started 

Wild Apple in 1990 from a 

spare bedroom in their Ver-
mont farmhouse. Over the 
next three decades, they 
grew into an international 
business working with 
artists from around the 
world. Their art collections 
are sold as wall decor  
globally and licensed onto 
home decor products includ-

ing dinnerware, fabric, rugs, 
kitchenware, stationery and 
more.  

 
Wild Apple Graphics was 

named for the scraggy 
crabapple trees sur-
rounding the Chesters’ 
Vermont farmhouse. 
The irony was that 
once they cleaned up 
the overgrown brush, 
the apple trees turned 
out to be in a perfect 
row. But it was too 
late to call it Culti-
vated Apple Graphics. 

 
Creating a positive 

company culture has 
been at the forefront 
of the Chester’s busi-
ness plan. “A lot of 
our success over the 
years was luck, espe-

cially early on while we were  
building the company,” Mr. 
Chester says. “Laurie has 
always had a really good  
eye for artwork that is  

fresh, but also com-
mercially viable. We 
also found really 
good people to 
work with. Laurie 
and I met while 
working at a bank 
and we knew then 
that we didn’t want  
to have a company 
that was run in  
that very imper-
sonal corporate 
way. We wanted 
our company to  
be different. We 
wanted a human 

company where work life 
wasn’t that different to a 
person’s home life. It turns 
out, our artists and our cus-
tomers really responded to 
that, too.” 

 
Mrs. Chester agrees that

SPOKE KICKS  
OFF THRESHOLD 
FUNDRAISING CAMPAIGN 

BOSTON, MA—SPOKE, a 
nonprofit that finds innovative  
ways for artists and people 
who are disenfranchised to 
deal with such disparate is-
sues as AIDS/HIV, Covid-19, 
addiction, racism, teen sui-
cide, bullying, gun violence 
and LGBTQ+ rights, is mark-
ing its 30th anniversary.  
The community enrichment 
and arts organization located 
in South Boston will present 
its Art That Heals exhibit as 
part of SPOKE’s $300,000 
annual campaign called the 
Threshold Fundraising Gala. 
Medicine Wheel Productions,  
(MW Productions)/SPOKE 
activates the transformative 
power of art to heal divisions, 
strengthen community and 
drive social progress. The  
organization creates a com-
mon path of equity and  
civic engagement across 
Greater Boston through  
visual art, dance, poetry  
and spoken-word perform-
ance. A recent solo exhibition 
by Destiny Palmer entitled,  
“Love Letter to a Black 
Woman” featured a new  
site specific installation  
comprised of the artist’s  
paintings, drawings and col-
lages and were an autobio-
graphical response to the  
last year of in her life. For  
further information, telephone 
(617) 315-7318 or go to  
the websites located at: 
www.mwproductions.org  
and www.spokeart.org.
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CHANGE IN OWNERSHIP FOR WILD APPLE

Shawn Harned, new owner of Wild 
Apple Graphics, Ltd.

Laurie and John Chester, founders of Wild 
Apple Graphics, Ltd. 

continued on page 17
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Wild Apple’s success has  
a lot to do with all of the  
people involved. “We thank 
all of our employees, artists 
and customers who helped 
us grow this business,” she 
says. “We would not have 
been successful without 
your dedication, creativity, 
hard work and commitment. 
We will miss you all but will 
enjoy spectating from the 
sidelines as Wild Apple’s 
biggest fans.” 

 
In the company’s 

first two years, the 
Chester’s drove 
their compact sin-
gle tradeshow 
booth to industry 
shows in Chicago, 
P h i l a d e l p h i a ,  
Atlanta and  
Orlando. As they 
gained momentum, 
they bought a crate 
to ship to the next 
show in Dallas.  

 
From the out-

set, Mrs. Chester 
put the emphasis  
on helping creative inde-
pendent artists to make a  
living during their lifetime 
with their art. “We were  
always searching for art  
that was right for the market 
and often we were ab-
solutely on target, but  
sometimes we ended up 
with a lot of excess inventory 
that became excellent paper 
for art projects at local 
schools,” she says. Wild 
Apple adopted various tag 
lines including, “It’s all about 
the Art,” or more crudely, 
“It’s the Art, Stupid.” 

 
Wild Apple also became 

known for its quirky swag  
at tradeshows, including  
Buy Art “euro” stickers, 
wooden apple pencils, mini 
maple syrup bottles and 

even Buy Art temporary tat-
toos. Also noted were vari-
ous tradeshow antics like the 
Cruisin’ Cooler (motorized 
wheeled cooler used to de-
liver beers to customers  
and competitors) and the 
HoverBoard before they  
got banned at tradeshows. 
Wild Apple’s obsession with 
chocolate is well known,  
as visitors to their booth  
can attest. “One April Fools 
Day, we sent out a fake 
press release that we’d  
been acquired by a choco-
late company. People be-

lieved it,” Mr. Chester says. 
 
“We’re going to miss a  

lot about the industry, espe-
cially all of the relationships 
that we created through  
the years. We’ll also miss 
being around the constant 
creative output. That is  
exciting on its own. Between 
all of the get-togethers  
and tradeshows, there  
were so many fun times  
and antics. It’s Shawn’s  
time now and we couldn’t  
be happier that he will con-
tinue on with the company.” 

 
Mr. Chester was also  

active in the Art Copyright 
Coalition and served as  
its President for many  
years. The Coalition made 
semi-annual trips to the  

Canton Fair (Guangzhou, 
China) to combat copyright 
infringements. “Please don’t 
tell the counterfeiters that 
I’m retiring,” Mr. Chester 
says. “I think they expect 
me to show up to keep  
harassing them.” 

 
When asked about what 

Mr. Harned is most looking 
forward to as owner of Wild 
Apple, he said that there  
is more than one thing. “It is  
hard to pick one favorite  
part of my job,” he says. 
“First, it is our amazing team 

that I have the 
pleasure of work-
ing with every day. 
They make the 
complex look easy 
and are one of  
the most talented 
group of people I 
have ever had a 
chance to work 
with. Second, it is 
the talented artists 
from all over the 
world that share 
their creativity with 
us. I am amazed  
by their dedication, 
their passion and, 
most importantly, 

their artwork. And third, it is 
our vibrant and growing mix 
of customers and manufac-
turing partners that keep  
us innovating by continually 
bringing us new ideas, new 
art requests and new mar-
kets to enter.  

 
“Our team, the artists and 

our customers—these are 
the reasons that led me to 
feel so strongly about pur-
chasing Wild Apple and  
why I know we have a solid, 
exciting and successful fu-
ture ahead of us.” 

 
For further information, 

telephone Wild Apple Gra-
phics at (800) 756-8359  
or visit the company’s  
website located at: www. 
wildapple.com.

R. MICHELSON GALLERIES 
HOLDS VOTER EDUCATION 
VIRTUAL EVENT 

NORTHAMPTON, MA—R. 
Michelson Galleries recently 
presented “Authors and Illus-
trators for Democracy: A Con-
versation with Marc Brown, 
Laurie Krasny, and Richard 
Michelson.” The virtual event 
was offered as an education 
session to help mobilize vot-
ers in the swing states before 
the midterms. Marc Brown, is 
an author and illustrator of the 
“Arthur” books and producer 
of the award-winning PBS  
series. Laurie Krasny Brown 
is an artist and author of 
“Democracy for Dinosaurs.” 
Richard Michelson is a gallery 
owner, poet and author of the 
award-winning “As Good As 
Anybody: Martin Luther King 
Jr. and Abraham Joshua Hes-
chel’s Amazing March Toward 
Freedom.” A signed, limited 
edition Arthur giclée by artist 
Marc Brown titled, “Having 
Fun Isn’t Hard, When You 
Have a Library Card,” shown,  
was raffled off. Attendees 
were also able to purchase 
limited edition prints and origi-
nal watercolors by Brown and 
get a 10% discount, as well 
as an additional 10% dona-
tion to the Movement Voter 
Pac, an organization that 
funds hundreds of grassroots 
groups protecting voting 
rights. Call (413) 586-3964 or 
go to: www.rmichelson.com.
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Founders Laurie (bottom row, left) and John  
(top row, second from the left) Chester are  
pictured with their employees and some llamas  
from their farm in the ’90s.

WILD APPLE GRAPHICS 
continued from page 16
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The Greenwich Workshop,    
Seymour, CT, is celebrating 50 
years in business. Founded in 
1972, the com-
pany features 
fine art edition 
prints and giclées 
on canvas which 
are collectible, 
fine-quality repro-
ductions of origi-
nal paintings, as well as high 
quality fine art posters, many 
with the cooperation of leading 
museums and organizations in-
cluding the Smithsonian Insti-
tute’s National Air and Space 
Museum, the Folger Shake-
speare Library, the Cowboy 
Artists of America and 
Yosemite National Park. 
Through the years, The Green-
wich Workshop expanded into 
other medias, including bronze 
sculptures and fine art porce-
lain and have created an illus-
trated book division called 
Greenwich Workshop Press.  

 
“We started as a small  

publishing company in May of 
1972 as the brainchild of David 
Usher and Fred Schlutow and 
grew over the next two 
decades to become North 
America’s largest publishing 
company,” says Vincent 
Grabowski, president. 
“Now 50 years later, we 
are a much smaller com-
pany tasked with trying to 
grow back this once flour-
ishing business after a 
building fire in 2020 that 
destroyed 50 years of 
memories and cherished 
company history.” 

 
The company has 

gone through an evolution 
over the years, starting 
with a roster of 10 artists that 
grew to over 100. Today, they 
are at around 20 artists that 
they actively publish. The 
amount of employees has 
stayed close to when they 

opened in 1972. “We have 
come full circle as we started 
with 12 or so employees and 

now are at 10,” 
Mr. Grabowski 
says. 

 
The com-

pany is owned 
by Michael P. 
Meskill and 

distributes its artwork through 
hundreds of authorized deal-
ers, primarily art galleries and 
framers, across the United 

States and Canada. Green-
wich Workshop was able to 
create a close relationship with 

their distributing galleries and 
frameshops through the years.  

 
“There are many stories of 

experiences with the artists 
and work that are too long to 

tell but often started and ended 
with our Annual Dealer Semi-
nars from 1986 to 2006. Any 
dealers, artists or guests who 
were lucky enough to attend 
would agree that is was always 
at a first class accommodation 
and attended by actors, 
celebrities and great American 
heroes.” 

 
Seminars have taken place 

in locations, such as Hawaii, 
Scottsdale, Tucson, Vancou-
ver, Carmel, Salt Lake City, 
Hilton Head, Las Vegas and 
Orlando. Events have included 
artist presentations, dealer 
panels, gala parties and guest 
speakers, such as World War 
II pilot Paul Tibbitts, football 
quarterback Fran Tarkenton, 
direct marketing pioneer Mur-
ray Raphel, Universal Studio 
Executives and astronauts. 

    
One of the changes noticed 

by Mr. Grabowski over the last 
50 years has been the art mar-
ket itself. “Our demographic 
was always, and still is, 35- to 
60-year-olds,” he says. “The 
industry was built by true col-
lectors and unfortunately, they 
are gone. Now, consumers 
buy what they like, what 
moves them or makes a state-

ment in their lives. The in-
dustry has changed. It has 
become a ‘just in time’ buy-
ing pattern, and you can  
no longer rely on gallery 
shows or local events to 
establish a new artists. Un-
fortunately, you will never 
see the likes of a Bev 
Doolittle or James Chris-
tensen ever created again.  
We are all competing in a 
much smaller market and 
have limited resources to 

work with today.” 
 
For more details, call The 

Greenwich Workshop at (800) 
243-4246 or go to the website: 
www.greenwichworkshop.com.

FRAMERICA HIRES  
NEW DIRECTOR OF  
PROCUREMENT 

YAPHANK, NY—Framerica 
has hired Joel Zayas as its 
new director of procurement. 
Mr. Zayas brings a decades-
long background in sourcing 
and relationship building.  
“During these unusual times of 
global supply chain challenges 
we are fortunate to have found 
Joel to help us navigate,” says 
Josh Eichner, executive vice 
president. Call (800) 372-6422 
or visit: www.framerica.com. 
 
 
WORKS BY PICASSO 
FOUND TO BE MOST  
INVESTED-IN AT AUCTION 
 
LONDON—Money.co.uk, a 
free, online comparison service 
that compares thousands of  
financial products, recently 
found that Pablo Picasso is  
the artist most invested-in at 
auction. Fifteen of his most ex-
pensive paintings have collec-
tively sold for $1.24 billion, to 
date. His “Les Femmes of  
d’Alger” sold for the most at 
$179.4 million in 2015. Follow-
ing Picasso is Andy Warhol in 
second place with nine of the 
late artist’s biggest paintings 
having sold for a collective 
$991.4 million. His “Shot Sage 
Blue Marilyn” sold for $195  
million recently. Mark Rothko  
is in third place, Willem de 
Kooning is in fourth and Vin-
cent van Gogh came in fifth. 
The study, commissioned by 
money.co.uk, can be viewed 
at: www.money.co.uk/loans/ 
unsecured-loans.
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GREENWICH WORKSHOPS’ MILESTONE

An early picture of The Greenwich 
Workshop’s team.

The Greenwich Workshop is  
located in Seymour, CT.
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FRAMING MARKET TRENDS

by Tru Vue 
For years, people in the 
custom framing business 
have thought of Millennials 
(born 1981 to 1996) as the 
next generation—cus-
tomers to think about to-
morrow, not today. The 
thinking was that Millennials 
were still in school or living 
in their parent’s basement. 
Maybe they hang cheap 
posters on their walls, but 
they aren’t likely to be 
prospects for custom fram-
ing until they grow up. 
 

But while you’ve been 
distracted over the last two 
years by pandemic issues, 
like keeping the lights on, 
doors open and everybody 
safe, finding enough supply 
and staff to fill existing cus-
tomers’ orders, millennials 
have grown up. 
 

In 2022, the leading edge 
of the Millennial generation 
will reach 41 years of age 
and the trailing edge will be 
26 years old—hardly “kids” 
any more. Their numbers 
have surpassed the Baby 
Boomers—over 72 million 
strong compared with 
Boomers’ 71 million—and 
as customer prospects, 
their influence will grow 
stronger and Boomers’ 
grows weaker. 

 
Millennials are the most 

educated generation ever. 
Their high levels of educa-
tional attainment is corre-
lated with higher incomes 

and since income peaks be-
tween ages 35 to 55, they 
are able or well on their way 
to afford custom framing. 
And especially important for 
custom framers, their high 
levels of education are a 
key demographic character-
istic of people interested in 
art. 

While Millennials have 
delayed marriage, they are 
now settling down, getting 
married—the average age 
for marriage is not about 30 
years old—and starting 
families. This also coincides 
with buying homes. Today 
Millennials make up the 
largest number of home 
buyers, according to the 
National Association of Re-
altors. 

 
All these factors add up 

to why Millennials are no 
longer the up-and-comers 
but the here-and-now best 
customers for custom 
framers. 

To give insight into the 
opportunities with Millenni-
als and what custom 
framers might be missing is 
Sean Kogan, vice president 
of Hall of Frames and a Mil-
lennial himself. Having 
grown up in the framing 
business founded by his fa-
ther and grandfather in 

1975, Hall of Frames has 
grown from a tourist-centric 
souvenir shop in Phoenix, 
AZ to a chain of seven cus-
tom framing stores in the 
metropolitan area. 

 
Plus, Hall of Frames has 

a thriving online framing 
business and serves com-
mercial customers, includ-
ing non-profits and sports 
teams across the country. 
And with a housing boom  
in the Southwest, Hall of 
Frames has nurtured a 
clientele of home builders, 
architects and interior de-
signers throughout the  
region. 

“I’m a prime example of 
how the Millennials are 
coming of age for our indus-
try,” Kogan says. “When I 
was getting out of college, 
my friends would ask, ‘So 
you’re going to work in pic-
ture framing. What’s that?’ 
But my generation is set-
tling down now, buying 
homes and getting into real 
art. Now those friends who 
questioned my career 
choice are calling me about 
framing some really valu-
able things.” 

 

It’s All About  
Life Stage 

Custom framing is a rite 
of passage as young people 
set up their first home. All 
those walls need to be filled 
and people want to display 
pictures and items that 
have special meaning to 
them. Besides just choos-
ing house colors and fur-
nishings styles, framed 
items tell the homeowner’s 
personal story, something 
of critical importance to Mil-
lennials. 

 
“Homes today are built 

around entertaining,” Kogan 
reflects “People want 
homes with open spaces 
where they can hang out, 
gather with friends and  
family and do things to-
gether. They want their 
homes decorated nicely.”

HOW MILLENIALS REINVIGORATE THE MARKET

continued on page 24
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Custom framing does 
even better than just being 
a nice decoration; it turns  
a house into a home. The 
furniture, rugs, dinnerware, 
home accessories, and the 
rest that people pick to  
decorate are designed and 
manufactured by a com-
pany. But things that are 
custom-framed are de-
signed by and for only  
one person. Unlike all  
the other things in a home, 
a custom framed piece is 
truly unique, not something 
anyone will ever see any-
where else. 

 
Kogan also believes that 

the focus on home decorat-
ing that became so promi-
nent during Covid isn’t 
going to go away after-
wards. It is a trend that  
will last throughout the  
lifetime of the Millennial 
generation. 

 
“We’ve been fortunate 

throughout Covid. Not only 
did customers gravitate  
towards being home, they 
want to make their sur-
roundings more comfort-
able and more enjoyable. 
That will last,” he reflects. 
“My generation seems to 
be focused on telling the 
story of their lives on their 
walls, like family gallery 
walls. They travel, go to art 
festivals and street fairs 
and pick up work by local 
artists and photographers 
that they want framed.” 

 

Exposure Means 
More Business 

There aren’t any major 
differences between what 
Millennials are having cus-
tom framed than previous 

generations, though Kogan 
says his company has  
seen a 30 percent increase 
in requests to frame  
objects in the past year. 
They also are keen to up-
load their pictures for  
custom framing. 

The biggest change he 
sees among Millennials in 
their choices for custom 
framing is caused by the 
generation’s greater expo-
sure to art, photographs 

and graphics than any pre-
vious generation. 

 
“The ability to see images 

on social platforms has 
transformed our business. 
It’s like an ‘eye-candy’ 
shop,” Kogan relates. 
“Back in the day, the only 
way to see art was to go to 

a museum or art gallery. 
But my generation wasn’t 
interested in that. Now with 
technology and Instagram, 
we are exposed to so many 
cool images that we want to 
display. It’s changed the 
game in a good way.” 

New Customer 
Service  
Expectations 

But as a result of technol-

ogy and how it gives instant 
access to virtually every-
thing in the world, Millennial 
customers want instant ac-
cess and transparency when 
it comes to custom framing. 

 
“Millennials know how  

to shop online. They are 
smarter. They want to know 

what it will look like, how 
much it will cost and how 
long it will take. They expect 
full transparent informa-
tion,” Kogan says. “But 
everything we frame is 
unique. It has different 
costs, different designs and 
different production times. If 
you can’t explain those three 
elements to them, they will 
delay their purchase or go 
somewhere else.” 

 
Halls of Frames has meet 

these needs first on its 
website with a visualization 
tool and clear transparency 
around pricing and timing. 
In-store, all of its staff are 
equipped with iPads to  
access a gallery of catego-
rized custom framing exam-
ples so customers can see 
the company’s past work. 
And to keep that archive of 
past work updated, Hall of 
Frame employs three in-
house photographers. 

 
“There is a certain ca-

dence the average Millen-
nial expects when it comes 
to doing business. They 
don’t want inconvenience. 
They want it to be a fun ex-
perience,” Kogan says. “If 
it doesn’t run smoothly, Mil-
lennials are going to say 
you are clunky, out-of-date 
and not organized. They are 
used to a level of instant, 
simple service.” 

 
“We have to run our 

business for digital cus-
tomers with a digital expec-
tation, rather than doing 
business in the old analog 
way,” he asserts. 

 

Getting New 
Ideas 

Every business must change

FRAMING TRENDS 
continued from page 22

continued on page 26
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change with the times and  
a custom framing business 
is no different. Having a  
Millennial like Kogan in a 
position of responsibility 
has helped Hall of Frames 
keep up. First and foremost 
is his comfort with current 
technology. 

 
“It all starts on the web,” 

Kogan relays. “You have  
to communicate the infor-
mation customers need  
online before they come  
to the store. The website 
has to have all the bells  
and whistles so we can 
compete with the other 
players in the game.” 

 
Hall of Frames’ website 

and online store have  
enabled the company to 
spread its net wider to at-
tract more customers, both 
locally and across the coun-
try. It also has helped build 
its commercial business, 
especially with builders, ar-
chitects and interior design-
ers who value their framing 
expertise. 

 
Kogan says the company 

doesn’t do any expensive 
online advertising. Rather 
they invest in Google opti-
mization instead. “Google 
likes conversions and ranks 
your website higher if 
someone searches a term 
then clicks your link and 
goes on to purchase.” 

 
He also constantly stud-

ies what other businesses 
are doing and adapts them 
to the framing business. For 
example, major retailers 
offer customers the choice 
of a paper receipt or to 
have it emailed or texted. If 
it is sent digitally, the cus-
tomer is remembered, facil-

itating repeat purchases. It 
also helps generate Google 
or Yelp reviews to spread 
the word about Hall of 
Frames. 

 

Useful Marketing 
Trends  

Seeing the innovation by 
DoorDash and UberEats  
to deliver restaurant meals 
at home, he was inspired  
to enhance the home  
delivery and mounting  
service offered by Hall of 
Frames. 

“We used to do home 
deliveries for big things  
that didn’t fit into cus-
tomers’ cars and where 
they might need help with 
hanging,” Kogan explains.  

 
“But we felt we needed  

to further develop our  
delivery and picture hanging 
service. We realized that 
even though we delivered  
a great product to the cus-
tomer, we also could create 
a problem for customers 
because they didn’t know 
where or how to hang it.  
So now we offer that and 
about 20 percent of our 
customers last year took 
advantage of that extended 
home service.” 

His goal is to drive up  
to 60 percent of all orders 
to this enhanced home 
service model and at  
about $100 or so per  
order, that will be a nice 
contribution to the com-
pany’s bottom line. 

 
“We have had to build  

infrastructure around it,  
but it is something our  
customers really value, “ he 
adds. 

 
In closing, Kogan says 

one of the most important 
things his father taught him 

about the framing business 
is that everyone has some-
thing or somethings that  
are meaningful to them and 
they want to keep in their 
lives. “The question is what 
that special something is,” 
he quips. 

 
Helping the customer 

preserve those special 
pieces and memories has 
been Hall of Frames’ mis-
sion for decades. And for 
Millennials that need is not 
going away, rather it is  
getting greater as more  
of their memories are now 
recorded through digital 
photography. 

 
“Millennials are really 

gravitating toward digital 
prints and framing special 
things their parents or 
grandparents might give 
them. They want these  
pictures and items dis-
played in their homes,” he 
explains. “They are spend-
ing more time there:  
entertaining, streaming tel-
evision, playing games, 
even working. As the  
Metaverse develops, there 
is going to more opportu-
nity for businesses like  
ours serving their home 
needs” 

 
As for the impacts of  

the pandemic and its after-
math, he says “It’s been  
a challenging environment, 
with prices going up and 
supply hard to come by.” 

 
But by leaning into  

those challenges and adapt-
ing to them, especially  
with a focus on Millennials 
who are needing framing 
services now and in the  
future, Hall of Frames has 
adapted and prospered 
throughout. “Customers 
are more demanding, want-
ing everything now, like on 
Amazon. Thankfully we’ve 
been able to navigate 
around that thanks to our 
amazing staff, ”Kogan con-
cludes. 
 

 
Tru Vue offers line of  
premium glass products 
that are intended to bring  
a new level of protection  
to custom framed items  
and a level of clarity never 
seen before. For further  
information about True 
Vue’s glass and acrylic  
options, telephone Tru  
Vue, located in McCook,  
IL, at (800) 621-8339 or  
go to the company’s  
website located at: www. 
tru-vue.com.

FRAMING TRENDS 
continued from page 24
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“There is no friend as loyal as a book.” 
–Ernest Hemingway

oil on panel 
Originals

Signed and 
Numbered Limited 
Edition giclees on
canvas with Hand 

Embellished Artist's
Proofs available.

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

(540) 416-4529    www.johnmarkgleadow.com

John-Mark Gleadow
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INSTALLATION TIPS

by Kelly Bennett,  
founder of Art Pro Net 
One of the lesser-known pro-
fessions in the art world is that 
of an art installer or preparator. 
These roles cover everything 
from crating and moving to  
installation and mount-making. 
In many institutions, this team 
also manages collections 
care, framing and audio visual. 
The duties of a preparator are 
often considered something 
that can be assigned to a 
more general handyman or 
technician, but to have some-
one trained and skilled in work-
ing with objects is vital to their 
safety and longevity. It is often 
a role that people are unfamil-
iar with or do not even realize 
exists, but it can be the key to 
making an installation process 
work smoothly. 

 
There are many arts adja-

cent industries where this role 
is also unfamiliar. Private col-
lectors, home stagers, and  
interior designers benefit 
tremendously when they hire 
specialized professionals. Hir-
ing this type of technician  
may seem like a high-end or 
concierge-level service to 
many, but it is very similar  
to hiring specialists in other 
trades. There are several ways 
to consider searching for, and 
hiring, a professional. Knowing 
who to look for and how to  
access them can be tricky, 
and the first step is to consider 
the scale of your project. 

 
Working with large-scale 

projects that involve high value 

insurance, moving, crating,  
rigging or processes that re-
quire heavy equipment are 
best suited to an art handling 
services company. These 
companies will be on the more 
expensive end of the spec-
trum, but will be able to  
safeguard your project on all 
fronts. They can help with  
navigating the construction of 
packing, licensing for owning 
and operating equipment, and 
the onsite insurance needed 
for this kind of high value work.   

 
Hiring a company also al-

lows for them to bring in a 
crew large enough to meet 
tight timelines and manage 
complicated requirements. 
Also, they will be able to  
retrofit installation scenarios 
quickly and pivot plans to deal 
with challenges. When search-
ing for these companies look 
at who they have worked for 
in the past and always ask  
for references. Not all art han-
dling companies are created 
equal and, depending on what 
you need to accomplish, one 
company might be a better fit 
than another. 

 
If you have a smaller proj-

ect, such as a few works in  
a commercial setting, an instal-
lation in someone’s home or 
even a small gallery or com-
munity exhibition space, hiring 
a single art handler is a great 
way to get specialized help. 
Working with a skilled installer 
will help you minimize the time 
you need to layout, install,  
and light your exhibition. They 

can help solve installation  
challenges on a small scale 
and can often help with addi-
tional tasks like direct vinyl  
and didactic installation.  

 
Professional preparators 

and art handlers are especially 
beneficial to installations in  
private homes or with design 
staging because they will be 
able to confidently guide the 
client through the solutions 
and layouts, saving time and 
costs. Finally, hiring a profes-
sional installer can take the 
guesswork out of what kind  
of hardware to use and how  
to make sure something will 
be safe and secure. 

 
Finding these companies 

and individual installers in  
the past has been tricky and 
underpublicized. Unless you 
had a connection with a mu-
seum or gallery, you may not 
know where to begin looking. 
The good news is now with 
companies like Art Pro Net 
(www.artpronet.com) and the 
Art Handler Network (www. 
arthandlernetwork.com) you 
can connect with the right 
company or freelancer for 
your project. For concierge 
pinpointed help in finding 
someone, Art Pro Net is a 
consultation and recruitment 
company that offers every-
thing from arts logistic project 
management to searching and 
recruiting for the specific art 
pro that’s needed. You can 
also connect with a company 
like The Art Handler Network 
which is a resource for finding 

art handlers in your area  
for whatever your project 
needs by searching for avail-
able talent. Whether it is  
hanging a photo exhibition in 
your community gallery or a 
pop-up interactive projection 
installation, these companies 
can help guide you through  
the process of finding those 
freelance installers that have 
the background you need. 

 
Just remember, art installa-

tion and handling is a special-
ization. Hiring an unskilled 
professional to handle your 
objects and install them can 
lead to theft, catastrophic 
damage to the work, additional 
costs in time and money to  
repair the installation space, 
and other challenges that  
can arise. Taking the time  
to find the right professional 
for your job is the key to  
success, and in the end will 
save you money, time, and 
most of all stress. Added 
bonus, you can build a rela-
tionship with a talented com-
munity that will add the extra 
special touch to your specific 
scenario. 

 
 

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.

IT PAYS TO HIRE AN ART PROFESSIONAL
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GALLERY LIGHTS

Celebrating his exhibition of new mixed media sculpture titled, 
“The Margins of Light,” is artist George Shaw, left, along with his 
fiancé Andrea Zax, during the opening reception held at Galatea 
Fine Art, located in Boston’s SOWA district.

Painter Jeanne Keck, right, discusses her work with attendees 
at Jo Fleming Contemporary Art, Annapolis, MD, during the 
“Texture, Color and Word” group show opening reception and 
artists’ talk while artist Scott Newcomb looks on.

Pictured at Gallery Veronique, located in The Shops at Harper’s 
Point in Cincinnati, are, from left, gallery owner Veronique  
Hammons and artist Maya Eventov during a show of her work 
where she discussed her palette-knife technique and inspiration.

At Linda Matney Fine Art Gallery, Williamsburg, VA, is artist 
Christi Harris, professor of art from Christopher Newport Uni-
versity, right, with her husband Bob Krueger during the opening 
of her exhibit, “Portraits of Marriage.”

At the Hudson, NY, location of Susan Eley Fine Art are painters 
Angela A’Court, left, and Ellen Hermanos during the artists’  
reception for the exhibition called “Flora Inhabited” that  
included new work by both artists.

Pictured at the Jonathan Ferrara Gallery, New Orleans, LA,  
is artist Jered Sprecher during the closing reception for the  
shows “Re:Representation Pt. II” and “Anastasia Screamed in  
Vein (Painting on Loss, Longing and Love).” 
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NEW ART

Harmony in Chaos
Alexandru Darida Fine 
Art Studio Gallery,  
located in Chicago, 
presents “Harmony 
in Chaos” by Alex-
andru Darida as an 
oil on canvas meas-
uring 30 by 40 
inches. The retail 
price is $12,400. For 
more details, call 
(773) 604-8875 or 
go to the website at: 
www.a l exand ru 
darida.com.

Angel Affair
Swan King Interna-
tional, located in 
Templeton, CA,  
debuts “Angel  
Affair” by Michael 
Parkes as a giclée 
on canvas in  
an edition of 15, 
signed and num-
bered. Measuring 
30 by 40 inches, 
the retail price is 
$2,500. For further 
information, call 
(650) 455-9932 or 
visit the artist’s 
website at: www. 
theworldofmichael 
parkes.com.

Coquelicots
Samir Sammoun 
Fine Art, Quebec, 
Canada, introduces 
“Coquelicots” by 
Samir Sammoun 
as an oil on can-
vas measuring 30 
by 40 inches. The 
retail price is 
$17,400. For fur-
ther information, 
call (514) 992-
8918 or visit  
the website lo-
cated at: www. 
samirsammoun 
fineart.com.

I Love You

Andrei Art Gallery + Studio, located in Stroudsburg, PA, pres-
ents “I Love You” by Andrei Protsouk as an oil and mixed  
media wood cut in a black floater frame measuring 9 by  
8 inches. The retail price is $1,000. For further information, call 
(570) 856-3016 or go to: www.andreiart.com.
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Contact John Haffey at 203.854.8566 
or send an e-mail to: jwhaffey@aol.com

Book 
and 

Catalogue
Publishing

Marketing 
opportunities, 
such as e-mail
blasts and 
advertising.

A trade magazine known as 
the independent news source for 
the art and framing industry. 

Also, available at:

WELLSPRING 
COMMUNICATIONS 

OFFERS 

Art World News

www.artworldnews.com
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WHAT’S HOT IN OPEN EDITIONS

Disconnect  
Phenomena

“Disconnect Phenomena” by 
Kippi Leonard measures 40  
by 24 inches and retails for 
$33. For further information, 
telephone Third & Wall Art 
Group, located in Seattle, at 
(877) 326-3925 or visit the company’s website at: www.thirdandwall.com.

Here are the  
best selling prints  
from some of the  

leading open edition 
publishers.

Soft Yellows

“Soft Yellows” by Susanne Marie measures 
36 by 24 inches and retails for $35. Call 
Roaring Brook Art, located in Elmsford,  
NY, at (888) 779-9055 for further information, 
or go to the company’s website at: www. 
roaringbrookart.com.

Alberta Foothills
“Alberta Foothills” by Carol Robinson 
measures 40 by 40 inches and retails 
for $40. Phone Galaxy of Graphics in 
East Rutherford, NJ, at (888) 464-
7500 or go to the website located at: 
www.galaxyofgraphics.com.

Sail At Dawn I

“Sail at Dawn I” by Dan Meneely 
measures 24 by 24 inches and retails 
for $25. Phone SunDance Graphics, 
located in Orlando, FL, at (800) 617-
5532, or go to the company’s website 
at: www.sdgraphics.com.

Grand Junction

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

Series III

“Series III” by Michael Tienhaara is 
available as POD. A 30- by 30-inch 
image on canvas retails for $167  
and on paper for $103. For further 
information, phone C Brand Studios, 
located in San Diego, at (858) 554-
0102 or visit the website at: 
www.cbrandstudios.com.
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Dream Feathers

“Dream Feathers” by Ed Goldstein 
measures 22 by 28 inches. The retail 
price is from $24 to $83 on various sub-
strates and in various sizes. For further 
information, call Wild Apple in Wood-
stock, VT, at (800) 756-8359 or go to: 
www.wildapple.com.

In the Window

“In the Win-
dow” by Ann 
Bailey is a 
large format 
custom gi-
clée on matte 
paper meas-
uring 24 by 
36 inches 
($92). Phone 
A.D. Lines in 
Monroe, CT, 
for more de-
tails at (800) 
836-0994 or 
visit the com-

pany’s website located at: www.ad-lines.com.

Color Plane 2

“Color Plane 2” by Helen Wells is 
available as a POD on multiple sub-
strates and in multiple sizes. Price 
available upon request. For further  
information, phone Studio EL, located 
in Emeryville, CA, at (800) 228-0928 
or go to the company’s website at: 
www.studioel.com.

Detour

“Detour” by Isabelle Z is available in cus-
tom sizes. A 36 by 24 inches on paper re-
tails for $129.60 and 36 by 24 inches on 
canvas retails for $172.80. Telephone PI 
Creative Art, located in Toronto, Canada, at 
(800) 363-2787 or visit the website at: 
www.picreativeart.com.

Vivid Bay View II

“Vivid Bay View II” by Victoria Barnes is 
available on various substrates and in 
various sizes. Telephone World Art 
Group, located in Richmond, VA, at 
(804) 213-0600 for further information, 
or go to: www.theworldartgroup.com.

Super Bowl LVI Champions–Los Angeles Rams

“Super Bowl LVI 
Champions–Los 
Angeles Rams” 
by Christopher 
Gjevre has an 
image that meas-
ures 40 by 13 
1/2 inches ($40). Telephone Blakeway Worldwide Panoramas Inc., located in  
Minneapolis, MN, for details at (800) 334-7266 or visit: www.panoramas.com.

Here are the  
best selling prints  
from some of the  

leading open edition 
publishers.
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“Soft Floral Burst I”  
by  

Krinlox  
Image Size:  

24” x 24” 
$25

OPEN EDITION PRINTS
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SunDance Graphics

E-MAIL: customerservice@studioel.com 
1250 45th Street, #355, Emeryville, CA 94608 

“Rosebuds 1” 
by Blacklock Studios 
Image size: 24” x 24”  

Available as POD  
in multiple sizes  
and substrates.  

Studio  
EL

“Trust the Journey”  
by  

Katie Doucette 
 

Image Size:  
16” x 20”  

$22

Sagebrush  
Fine Art Inc.

“Detour 1”  
by Bronwyn Baker 

Image Size:  
24” x 24”    

$36 on paper

Image Conscious

800.532.2333    
www.imageconscious.com

“Hudson”  
by Suzanne Nicoll 

Image Size:  
24” x 24” 

$36 on paper

Image  
Conscious

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

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

“Repose” 
by E. Jarvis 

Image Size: 26” x 26” 
 Also available as  

a custom size giclée. 
 

800.942.3323 
Fax: 714.996.4153

Haddad’s  
Fine Arts Inc.

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

800.228.0928 
www.studioel.com

5165 South 900 East, 
Murray, UT 84117

Image is available to resize 
and print on paper, canvas,  

cotton rag paper, acrylic, 
metal, and wood.

Image is available to  
resize and print on paper, 
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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