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The retail landscape as we end the third- and move into the 
fourth-quarter has proven to be inconsistent at best. While 
many consumers fear what may be around the corner, the 
main trend to come out of it all is the need for serenity. The 
art industry presents consumers with an opportunity to bring 
something of peace and beauty into their homes but how 
does one help consumers to take the leap and make a pur-
chase. As we move into a 
post-Covid mindset, people 
are searching for permission 
to bring art and framing into 
their world, as talk of gas 
prices and the cost of living 
dominates the conversation. 
High-end retailers already 

know this—people are look-
ing for an excuse to buy and 
the more you talk to them, 
the more likely it is that they 
will come up with the rea-
son themselves. For those 
consumers not in the top 1%,

PRESENTING COLLECTORS 
WITH A REASON TO BUY

THE INDEPENDENT NEWS SOURCE

QUOTE OF THE MONTH: 
“With collectors who are  
unsure about moving forward 
with a purchase, one of the 
best tools is information.” 
              Litsa Spanos, page 12

NEW OWNERS AT  
BRUCE TELEKY INC. 
 
Bruce Teleky, Inc. and 
American Vision Gallery, art 
print and poster publishers 
and distributors located in 
Jersey City, NJ, and in busi-
ness since 1974, has been 
purchased by Edwin Sele, 
Trevor Roye, Michael 
Burke, Phil Jackson and 
Peter Lowenkron. Page 16. 
 
 
FRAMING IDEAS:  
REFLECTION CONTROL 
 
For Sheldon Pierce, the 
owner of Frame of Mind in 
Edmonton, Alberta, Canada, 
it’s not every day that he 
ships a custom order to Bar-
bados. Rarer still, is when 
the framing project is a col-
lection of 13 photos of the 
legendary Irish rock band 
U2. Page 20.

REGISTRATION  
METHODS FOR  
COLLECTORS 
 
Registration is the hub for 
object information, and  
registrars are responsible 
for organizing the 
processes around data  
collection methods and  
protocols for works in  
collections, loans and  
incoming acquisitions.  
Go to page 22. 
 
 
CREATING STRONGER 
DIGITAL MARKETING  
POSITIONS 
 
The art gallery’s digital 
marketing landscape is 
changing rapidly, as are  
the expectations from your 
potential buyers for the  
kind of digital content they 
like to consume. Visit page 
24 to learn more.

continued on page 10

Click on advertisers’  
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throughout the issue.
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Shown is Mary Maguire’s  
“Breath of Life,” an acrylic  
on canvas from ADC Fine  
Art’s Blink Art collection.  

Go to page 8.
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Bruce Teleky Inc. 

Bruce Teleky, Inc. and Amer-
ican Vision Gallery, in busi-
ness since 1974, has been 
purchased by Edwin Sele, 
Trevor Roye, Michael Burke, 
Phil Jackson and Peter 
Lowenkron. 
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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 26

Framing Ideas:  
Reflection Control 

For Sheldon Pierce, the 
owner of Frame of Mind, it’s 
not every day that he ships 
a custom order to Barbados, 
and rarer still, when the proj-
ect is a collection of photos 
of a legendary rock band. 
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Giving Collectors  
A Reason to Buy 

As we move into a post-
Covid mindset, people are 
searching for permission to 
bring art and framing into 
their world, as talk of gas 
prices and the cost of living 
dominates the conversation. 
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Registration  
Methods for Artwork 

Registration is the hub for ob-
ject information, and registrars 
are responsible for organizing 
the processes around data 
collection methods and proto-
cols for collections, loans and 
incoming acquisitions.  
 

Page 22

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 30
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IN OUR OPINION

Industry-wide, it’s been a 
wild ride this past summer. 
Through the month of 

June, most galleries, 
frameshops and suppliers 
happily posted good num-
bers that finished off a strong 
first half of the year. Then, 
the fun started, a confluence 
of factors that cooled the 
growth and reverted the art 
and frame business into a 
slower, summer-time rhythm. 
 
     The underlying factors 
flowed from an end to a 
Covid tainted marketplace 
that bolstered demand in our 
industry and dampening ef-
fect from inflationary pres-
sure. Both elements caught 
many by surprise and left 
many on the threshold of the 
summer doldrums.   
 
     With the fall season upon 
us, gallery and frameshop 
owners need to re-invigorate 
themselves with the trust 
with the people, products and 

process that sustains them. 
Although much of the world 
seems to be shifting, which it 
is, the creation of a success-
ful response to market 
change is grounding in what 
you currently go, and how 
well you do it. Certainly, new 
ways, new art, new products 
and, perhaps, new people, 
will be part of short-term suc-
cess. However, success will 
evolve from the goodness 
you have in place today.   
 
     The value equation is the 
essence of success moving 
forward. As it synthesizes the 
contribution effect from every 
facet of the business, it is the 
foremost notion of the busi-
ness. On one hand, it’s an 
analytical expression of what 
the business brings to the 
marketplace. However, in the 
eyes of prospective and ex-
isting customers, it’s why 
your business is attractive to 
them and why they have in-
vested trust in you. Success 
breeds success.
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Gallery Seven, in 
Maynard, MA, 
has been gaining 
attention and 
new sales as a 
result of videos 
they have made 
for their YouTube 
channel. Listed 
on the video plat-
form under the 
name Gallery 
Seven Frame 
Shop, the chan-
nel helps to edu-
cate customers, 
as well as high-
light projects. “We started the channel in early 2020 right be-
fore Covid-19 hit,” says Kelli Costa, co-owner with her husband 
Nick Johnson. “We have gotten business from the channel. 
In fact, one new client told us that she watched every single 
one of our videos. Custom framing is expensive and after see-
ing the videos, people have a better understanding of all the 
work involved in framing to such a high standard.” For more 
details, call (978) 897-9777 or: www.gallerysevenmaynard.com.

Gallery Seven’s YouTube Channel

Gallery Seven’s most popular video to 
date with over 15,000 views features  
co-owner Nick Johnson turning a regu-
lar picture frame into a floater frame.

Painter John-Mark Gleadow 
of John-Mark Fine Art, 
Staunton, VA, presented a 
new original sketch and 
painted live during The Wit 
Gallery’s Open Aire Gallery 
event in Lenox, MA. “We 
have been going to this 
show for about six years,” 
says Susan Gleadow, the 
artist’s publisher. “This year, 
we did have some good 
sales, including a special edi-
tion giclée among other 
pieces.” Titled “Hendrix,” 
the new sketch on paper 
features an image of Jimi 
Hendrix, measures 24 by 18 
inches and was displayed alongside the artist’s hyperrealistic 
oil paintings. Call (540) 416-4529, www.johnmarkgleadow.com.

Gleadow Presents New Original Sketch

John-Mark Gleadow and his 
dog, Cash, during the event.

MAC Fine Art artist Igna-
cio Gana recently had two 
large-scale sculptures in-
stalled on Miami Beach’s 
scenic boardwalk at 
Collins Avenue and Lin-
coln Road, known for its 
shopping and dining 
areas. The sculptures, 
“Flamingo Girl” and “The 
Voyager,” are both part of 
a series of large-scale 
works that will be installed  
in some of the most im-
portant streets and build-
ings of the city of Miami 
and Los Angeles, CA. 
MAC Fine Art has loca-
tions in Fort Lauderdale, 
Jupiter, FL; Delray, FL; 
and Los Angeles. For 
more details, call MAC Fine Art at (954) 990-5420 or visit the 
website at: www.macfineart.com.

MAC Artist’s Work In Installation

“Flamingo Girl” stands 15 feet tall 
and is made entirely of bronze.

Art Design Con-
sultants (ADC), 
with two locations 
in Cincinnati, held 
it’s Blink Art exhi-
bition recently 
where some 34 
pieces of art were 
sold. Owner Litsa 
Spanos and her 
team created 
Blink Art, the an-
nual curated and 
custom-designed 
one-stop resource—both in print and online—that provides 
artists with a platform to gain exposure, sell artwork and  
get discovered by some 100,000 trade buyers, curators, art 
collectors and interior designers. An exhibit featuring only 
Blink artists is held at ADC’s 13,000-square-foot gallery  
each year, and awards are given during the reception.  
For further information, telephone (513) 723-1222 or go  
to the website located at: www.adcfineart.com.

ADC’s Blink Art Exhibit Brings in Sales

ADC owner Litsa Spanos puts a red dot 
on work sold during the Blink Art exhibit.
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that reason becomes harder 
to justify. Department store 
Macy’s reported that their 
second-quarter showed 
slower spending by middle-in-
come consumers while afflu-
ent customers were 
still buying, and that 
luxury goods are in 
high demand ahead 
of the holidays.   

 
Marie Craig, co-

owner and director 
of Fountain Street 
Gallery, a contem-
porary gallery in the 
SOWA art district 
of Boston, says 
that people need to 
feel a connection 
with the work and 
that can take pa-
tience. “In our experience, 
art sales result when a col-
lector feels an emotional 
connection to the artwork,” 
she says. “This cannot be 
rushed or forced. 
But we can offer 
solutions, such as 
payment plans, 
shipping, installa-
tion or other logis-
tic assistance that 
can remove obsta-
cles to the pur-
chase.” Moving the 
conversation away 
from the cost can 
help the collector 
visualize the work 
in their home or of-
fice. “The most common 
obstacle we find that collec-
tors face is where to install 
the artwork in their space. 
They know they love the 
piece but are unsure how to 
incorporate it into their ex-
isting collection. We can as-
sist with that. Sometimes, 
but less frequently, the ob-
stacle is financial.” 

 
Since people are already 

in the gallery or frameshop, 
they want to buy. The per-
mission to take out their 
wallet comes with conversa-
tion and building the rela-
tionship. “I think that is 
often the case, particularly 

with new collectors; nothing 
feels more gratifying to me 
as a gallerist than seeing 
someone purchase their 
very first piece of original 

art,” Ms. Craig says. 
 
“In the first year of the 

pandemic, many people 
found themselves home 
much more and had more 
disposable income because 
their usual forms of enter-
tainment (restaurants, the-
ater, etc) were not available 
to them, so they turned their 
attention to improving their 
home environment. Art pur-

chases were an important 
part of making their homes 
feel warm, personal and dis-
tinctive. We saw a big in-
crease in online purchases 
as a result.” 

 
The post-Covid 

mindset has helped 
to increase foot traf-
fic for retailers. 
“Collectors have re-
turned to the gal-
leries, and are 
incredibly apprecia-
tive of the in-person 
experience that was 
not possible during 
the pandemic. How-
ever, collectors are 
much more comfort-
able with the experi-
ence of buying art 
online, so those 

sales remain strong and 
continue to grow.” 

 
Building relationships and 

creating a buying experience 
that is personal is a 
way of life  
for Litsa Spanos, 
owner, president and 
consultant at ADC 
(Art Design Consult-
ants) Fine Art, with 
two locations in 
Cincinnati. “I always 
offer to go over to 
their home and bring 
them options to look 
at,” she says. “Once 
you bring a variety of 
works into their 

home, they can get a much 
better understanding of how 
it will look. Offering that 
service (complimentary) 
gives the art dealer/consul-
tant a much better chance 
of closing the sale.” 

 
Ms. Spanos notes that 

her collectors are happy to 
look to the future and not

STUDIO E/L ACQUIRED  
BY ART IS LOVE  
HOLDINGS INC. 

DURHAM, NC—Art publish-
ing and consulting company 
Studio E/L has been ac-
quired by Art is Love Holdings 
LLC along with Interia, an art 
provider to the hospitality in-
dustry. With this acquisition, 
Studio E/L and Interia join 
Kalisher and Soho Myriad to 
form a powerful and capable 
alliance of art consulting com-
panies serving the design and 
commercial art communities. 
Each brand can now better 
serve its respective markets 
and customers by sharing  
resources and capabilities.  
“We are thrilled to expand  
our offering with these addi-
tions,” says Thomas Himmel, 
CEO of Kalisher Soho Myriad.  
“The Interia and Studio E/L 
brands will allow us to con-
tinue to help our customers 
tell their stories through 
amazing art!” Studio E/L 
brings an impressive catalog 
of exclusive artists’ works as 
well as a strong art consulting 
history in the corporate,  
hospitality, healthcare, and 
senior living categories.  
Interia’s experience with 
hotel-branded art packages 
will be an important addition 
to Kalisher’s existing offering 
in the hospitality market  
segment. Studio E/L has  
been in business for more 
than 35 years and will  
continue to be located in 
Emeryville, CA. The phone 
number and website address 
remain the same at (800) 
228-0928 and www.studioel 
.com, respectively.

ART WORLD NEWSPAGE 10

GIVING COLLECTORS REASONS TO BUY

continued on page 12

continued from page 1

Susan Eley Fine Art’s New York City location is  
located on West 90th Street.

Fountain Street Gallery is located in Boston’s SOWA 
(South of Washington) district alongside artist stu-
dios, galleries, boutiques and design showrooms.
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dwell on the hardships of 
the past two years. “No  
one actually refers to infla-
tion or the pandemic any-
more when we talk to them 
at the gallery. I don’t feel 
that is an obstacle for our 
specific clientele 
right now. If a col-
lector is in the 
gallery or calls you, 
then they are in the 
market to purchase 
artwork so go for 
it,” she says. 

 
The old busi-

ness strategy of 
building a profile in 
the gallery’s data-
base is still an im-
portant aspect of 
making a sale. 
“Most people are in the 
gallery to buy or take a look 
around. For openings, they 
are there socially and to 
also see what’s new. We al-
ways get everyone’s email 
address at every 
show and make 
sure to invite them 
to all our openings.” 

 
Ms. Spanos 

says that as peo-
ple go back to the 
office, corporate 
sales have picked 
up. “Most of our 
private and corpo-
rate collectors are 
buying art more 
than ever now. 
They have remod-
eled their homes and offices 
and want to see new and ex-
citing things on their walls. 
We had a record year in 
2021 and are anticipating an 
even better one this year. 
Offices are opening up and 
we are excited about that.” 

 
Another aspect of the 

sales process is the collec-
tors need to go beyond the 

piece of art that they are 
looking at. Devin W. Hardy, 
director of Diehl Gallery in 
Jackson, WY, in business 
since 2001, says that creat-
ing a connection between 
the art and the viewer is 
vital. “With collectors who 
are unsure about moving 
forward with a purchase, 

one of the best tools is in-
formation,” she says. “Tell 
the story about the artwork 
and try to help them create 
a connection with the artist 
or the piece. If they are in-

terested in something, they 
already find it beautiful or 
are intrigued in some way, 
they may just not have the 
confidence in their decision-
making to commit to a large 
investment. Try to highlight 
what makes the piece spe-
cial and valuable. We often 
ask questions to get closer 
to the heart of why a client 
is attracted to a particular 

work. When they can  
speak about a piece in  
their own words, it helps 
build that confidence and 
deepen the connection to 
the art.” 

  
Finding a solution to what 

is standing in their way can 
also help close a sale. “The 

two biggest obsta-
cles in selling art-
work are money 
and space,” Ms. 
Hardy says. “Often 
collectors who are 
truly passionate run 
out of room on their 
walls and aren’t in a 
position to neces-
sarily re-sell older 
artwork and make 
new acquisitions. 
For some, the cost 
of investment can 
be prohibitive, 

which also sometimes 
stymies sales. We do carry 
smaller pieces and, often-
times, young collectors start 
by purchasing a less expen-
sive, less sizable piece as 

they begin to de-
velop their taste.” 

  
What attracts 

people to a gallery 
isn’t always that in-
vesting in a piece of 
art is their goal. 
Many times they 
just have a love for 
art. “People come 
to Diehl Gallery be-
cause we represent 
world class artists,” 
she says. “We cre-
ate dynamic pro-

gramming and have 
regularly rotating exhibitions 
that draw in collectors in to 
learn more about the work 
and our curatorial style. 
Clients and collectors come 
to look, enjoy and purchase 
work. If anything, the will to 
buy seems to have increased  
during the pandemic. Perhaps

HELICLINE FINE ART  
EXPANDS SHOW OF  
NOTABLE ENTERTAINMENT 
MOMENTS 

NEW YORK, NY—Helicline 
Fine Art has expanded the 
collection, as well as ex-
tended the dates for its exhi-
bition titled, “You’ll Be Swell! 
You’ll Be Great! The Fine Art 
of Performance.” On display 
now through October 31, the 
show presents additional 
works of more than three 
dozen pieces depicting the-
ater, film, dance, music and 
the circus. Featured works in-
clude paintings, costume and 
set design drawings, illustra-
tions, photographs and more 
from iconic Broadway shows 
and films, including Cat on a 
Hot Tin Roof, My Fair Lady, 
Cabaret, Follies, The King & I, 
On The Town, Bye Bye Birdie, 
Day and Night, The Defiant 
Ones and I Could Go On 
Singing, portraits of 
Josephine Baker and Carmen 
Miranda, as well as works  
depicting dancers, film sets, 
performers, playwrights, audi-
ences, backstage, Times 
Square and more. The works 
were created between the 
1920s and 1990s. Shown is 
Jean Chassaing’s Josephine 
Baker study for the 1931 
iconic poster and is a gouache 
on paper measuring 15 by 21 
inches. For more details, call 
(212) 204-8833 or go to: 
www.heliclinefineart.com.
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PERMISSION TO BUY 
continued from page 10

continued on page 14

Celebrating its 20th year, Sorrel Sky Gallery’s  
Durango, CO, location opened its doors in 2002.

ADC West, located in Cincinnati, features 13,000 
square feet of showroom space.
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being stuck indoors and  
the number of people now 
working from home has in-
spired collectors to reexam-
ine their walls and décor and 
try to bring joy into their 
homes through artwork. If 
you’re stuck in your own 
house, why not have some-
thing beautiful to look at?” 

  
A post-Covid world does 

still come with a cer-
tain amount of reluc-
tance. “Given the 
limitations of travel 
and people’s unwill-
ingness to be in  
public spaces, we’ve 
noticed a large 
uptick in online 
sales. Despite being 
unable to see the 
work in person, plat-
forms such as Artsy 
and inquiries through 
our website have in-
creased dramatically 
in the Covid-19 cli-
mate. With that, it is 
even more critical 
that we are able to 
provide accurate and 
interesting informa-
tion about each 
piece to aid in the 
sale of the artwork.” 

 
As they celebrate 20 

years in business in Du-
rango and Santa Fe, NM; 
Sorrel Sky Gallery owner 
Shanan Campbell and her 
team know that creating 
personal relationships have 
long-term benefits. “We 
focus on building enduring, 
even generational relation-
ships with our collectors,” 
Ms. Campbell says. “So, 
while a new client may not 
come in ready to acquire 
something that day, we 
make every effort to get to 
know them, answering any 
questions they have and ed-
ucating them on artists they 

show interest in. This per-
sonalized approach lays the 
foundation for a lasting rela-
tionship, turning new clients 
into collectors.” 

 
Reluctance to buy has, in 

her experience, been some-
thing collectors need guid-
ance in. “Interestingly, it’s 
often as simple as indeci-
sion. With that in mind, we 
always encourage our col-
lectors and new clients to 
look for, and invest in, what 

makes them happy. Art is 
enduring, so it’s important 
to connect with items that 
make your heart sing. We 
have found that we tend to 
attract people that feel a 
connection to our aesthetic. 
Our carefully curated and 
distinctive collection of con-
temporary Western and Na-
tive American fine art and 
jewelry typically sparks 
something in people that are 
already interested in that 
aesthetic. Then, when 
they’re ready to ‘take the 
leap,’ they do it.   

 
“Since creating an environ-

ment of beauty for yourself—
one that resonates with you 

is scientifically proven to im-
prove your mental state, your 
ability to focus and your abil-
ity to be happier—we con-
tinue to focus on assisting 
new and established collec-
tors surround themselves 
with beauty,” she says. 

 
Susan Eley, owner of 

Susan Eley Fine Art, located 
in New York, NY, and Hud-
son, NY, says that art col-
lectors are drawn to 
creative people in general. 

“Sales of any kind is 
an art form, not a sci-
ence. Generally, our 
staff is taught to apply 
a soft sell approach, 
one that tells a story 
and draws the poten-
tial collector in 
through subtle persua-
sion. After 16 years of 
retail sales, I usually 
know if a visitor truly 
wants to acquire a 
particular artwork, and 
may need a bit of a 
nudge, or if they are 
simply browsing,” she 
says.  

 
Each person that 

walks through Ms. 
Eley’s doors brings 
their own set of ex-
pectations. “If an es-

tablished collector comes 
into our gallery, we usually 
have an easier time encour-
aging them to make a pur-
chase than with a new, 
unfamiliar collector,” she 
says. “With the former, we 
know what they have pur-
chased in the past and we 
know how much information 
and encouragement to pro-
vide, based on previous ex-
periences with them in the 
gallery or at art fairs. Inter-
estingly, none of our reluc-
tant buyers have mentioned 
the pandemic or inflation. 
The obstacles instead are

ART WORLD NEWS
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continued on page 18

ANN CARRINGTON’S  
ARTWORK RAISES FUNDS 
FOR ROYAL CHARITY  

LONDON—Contemporary 
artist Ann Carrington’s 
“Pearly Queen of St. James’s 
Palace,” a large-scale piece 
encapsulating the well-recog-
nized image of a first-class 
postage stamp, is part of a 
charity auction held by 
Dreweatts to raise funds for 
Royal charity The Queen 
Mother’s Clothing Guild.  
Carrington’s work, shown, is 
in white and natural acrylic 
and features pearl buttons 
hand-sewn by the artist onto  
a black canvas. It sits in a 
Perspex box frame and is  
estimated to fetch £10,000  
to £25,000 when it goes 
under the hammer in a public 
auction at: www.dreweatts 
.com from November 1st to 
22nd, 2022. The charity 
makes, sources and buys 
new clothing, sleeping bags, 
bedding and towels to give  
to British charities such as ba-
bies and children in hospitals, 
the homeless and refugees, 
the elderly and people in  
hospices and women and 
children in refuges. Queen 
Elizabeth the Queen Mother 
served as their patron for  
almost 50 years, from 1953 
until 2002. It was renamed  
in 2010 as The Queen 
Mother’s Clothing Guild,  
its’ title today, as a tribute to 
her. Go to the auction house’s 
website at: www.dreweatts 
.com for more information 
about the work and charity.

PAGE 14

Diehl Gallery was founded in 2001 and offers 
fine art and professional art collecting services.
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Bruce Teleky, Inc. and Ameri-
can Vision Gallery, art print 
and poster publishers and  
distributors located in Jersey 
City, NJ, and in business 
since 1974, has been pur-
chased by Edwin 
Sele, Trevor 
Roye, Michael 
Burke, Phil Jack-
son and Peter 
Lowenkron. The 
new owners 
have worked for 
the company for 
more than 20 
years. On April 
23, 2020, com-
pany founder 
Bruce Teleky 
passed away 
from a stroke. 
“It was at  
the height of 
Covid-19 and 
we had to run 
the company without any  
assistance from it’s leader,” 
Mr. Lowenkron says.  

 
With a large inventory of 

unique work, the new owners 
decided to keep the company 
going. “Bruce Teleky Inc. and 
American Vision Gallery have 
been a major presence in  
the industry since its begin-
nings in 1974. The name is 
well-known throughout the  
industry so it is important that 
we keep it. We have a rather 
large eclectic collection, over 
10,000 prints and posters,” 
he says. “African American  
is our largest category but  
we also carry coastal and  
museum, kitsch and contem-
porary, photography, jazz por-
traits, etc.” 

 
Growing the current inven-

tory is a priority for the new 
owners. “We’ve already 
added to our inventory and 
considerably increased our 
presence in the African Amer-
ican market to where we have 

the largest and most diverse 
collection of imagery in the 
market.” 

 
Over the last 48 years, the 

company has worked with 
various note-
w o r t h y 
a r t i s t s . 
“Among the 
many tal-
ented artists 
Bruce Teleky 
has pub-
lished are  
the late 
Joseph Re-
boli, who 
was the pio-
neer of popu-
lar coastal 
p a i n t i n g ; 
Justin Bua, 
the mega-
selling urban 
artist whom 

Bruce first published in 1986 
and William 
G o t t l i e b , 
who is rec-
ognized as 
the greatest 
p h o t o g r a -
pher of the 
jazz age,” Mr. 
Lowenkron 
says. 

 
Mr. Jack-

son notes 
that with this 
storied his-
tory, the cur-
rent body of 
artwork for 
sale features 
even more 
than origi-
nally avail-
able. “After 
Bruce passed away, we con-
ducted an inventory at our 
warehouse and uncovered a 
large number of prints and 
posters—many long out-of-
print and rare—that had not 
previously been offered for 

sale as part of our general  
collection,” he says. “We 
have been gradually adding 
these items to our website.”  
Included in the warehouse 
finds are Saul Steinberg’s 
‘Crayon et Paysage,’ an off-
set lithograph on paper from 
1973 and Marc Chagall’s ‘The 
Revolution,’ an offset litho-
graph on paper from 1963. 

 
“The Fairfield Art division 

has grown from its traditional 
art beginnings to encompass 
a broader range of subjects  
including Daniel Pollera’s 
best-selling coastal series,  
architectural drawings and a 
new collection of fashion  
and floral images,” Mr. 
Lowenkron says. “Bruce 
Teleky Inc. also carries  
popular images from Hunting-
ton Graphics, Prime Arts,  
Aerial Views stadiums, the 
Shorewood Museum collec-

tion and many 
others.” 

 
Looking to 

the future, the 
new company 
owners are 
working to grow 
their customer 
base, alongside 
the burgeoning 
collections of 
art. “We cur-
rently are selling 
worldwide but 
we want to  
increase our 
reach through-
out the United 
S t a t e s , 
Canada, Mex-
ico and the rest 
of the world,” 

Mr. Lowenkron concludes.  
 

For more information, phone 
Bruce Teleky Inc. at (800) 
835-3539 or go to the com-
pany’s website located at: 
www.teleky.com.

FRAMERICA PROMOTES 
KELLY PATTI 

YAPHANK, NY—Framerica 
has named Kelly Patti as their 
new Director of Quality Assur-
ance, a management role 
central to the company’s mis-
sion. “Kelly has flown through 
our ranks because of her tal-
ent and dedication,” says 
Jason Van Vechten, Framer-
ica’s vice president of produc-
tion. “We are very fortunate to 
have her.” Call (800) 372-
6422 or: www.Framerica.com. 
 
 
UKRAINIAN ARTISTS 
RAISE FUNDS 

KRAKOW, POLAND—The 
“Fight With Art” exhibition  
series and online auction,  
created by artists Michael 
Rubenfeld and James Arel-
lano, has been created to 
help support artists and or-
ganizations providing relief  
efforts to Ukraine. Exhibited in 
the FestivALT gallery, located 
just a few hours’ drive from the 
Ukrainian border, the exhibit 
features original Ukrainian 
work. Shown is Andrei Blu-
dov’s “Emblemata.Transition 
1.” Visit: www.fightwithart.com.
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NEW OWNERS AT BRUCE TELEKY INC.

“Crayon et Paysage” by 
Saul Steinberg is an offset 
lithograph on paper meas-
uring 31 by 23 1/8 inches.

“The Revolution” by Marc 
Chagall is a lithograph on 
paper in an edition of 3,000 
measuring 21 1/4 by 18 1/2 
inches.
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430 Communipaw Ave. 
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Bruce Teleky Inc. 

& American Vision Gallery
Art print & poster 
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since 1974

“Great African Americans: 
Women” by Wishum Gregory

“The Last of the Blue Devils” by 
Romare Bearden

“This Too Shall Pass” by Henry Lee Battle

“Great African Americans: Men” 
by Wishum Gregory 

“Funeral Procession” by Ellis Wilson

“Sheltered” by Edwin Lester

“Focus on Me” by Henry Lee Battle

“Thinker (Quintet)”

“The Builders” by Jacob Lawrence

“Dreamer (Quintet)”

“Jump Off” by Frank Morrison

“I Surrender” by WAK - Kevin A. Williams
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that they are out of wall 
space, that their spouse/ 
partner may not like it as 
much as they do or that 
they recently made an art 
purchase and feel that they 
have to slow down.”  

 
Ms. Eley says that not 

everyone that walks into her 
galleries are ready to buy. 
“While I wish I could assert 
that most visitors come in 
to purchase art, that is not 
the case. Most come to 
view the new exhibition and 
have a look around. It is a 
form of entertainment, like 
going to a museum for 
some people.” 

 
What has changed over 

the last few years for Ms. 
Eley has been that the desire 

of collectors to purchase art 
has grown. “In our experi-
ence, and from what I hear 
from colleagues of compa-
rably sized galleries, the will 
to buy art has only grown 
since the pandemic. Our 
sales numbers in the past 
two years have been very 
strong. With more leisure 
time that remote work al-
lows, collectors have had 
more opportunity to go to 
galleries and acquire art. 
Spending more time at 
home also encourages peo-
ple to notice empty walls 

(Zoom backgrounds!). For-
going travel and vacations 
has meant that many collec-
tors have more discre-
tionary income for luxury 
items like art.”  

 
Another aspect that has 

changed somewhat is the 
amount of services offered. 
“Collectors want us to han-
dle it all—soup to nuts! 
Whenever possible we offer 
to arrange framing for 
clients, as they trust our 
framing tastes and know we 
will get good pricing for 
them and insure safe and 
timely delivery to their 
homes. I have noticed this 
to be more true, post 
Covid,” she says. 

 
Services and relation-

ships are what sets the art 
and framing industry apart 
from others. “People are 

eager to buy,” says ADC’s 
Ms. Spanos. “The most im-
portant thing is to give them 
complimentary consulta-
tions. Remember, once you 
get into their home, you’ll 
get a chance to see other 
bare walls or areas for 
sculpture and accessories.  
We take every opportunity 
we can to show people what 
they ‘need’ when they didn’t 
even know they needed it!” 
 
 
Koleen Kaffan is Editor in 
Chief of Art World News.

PERMISSION TO BUY 
continued from page 14

“Tell the story about the  
artwork and try to help collectors  

create a connection with the 
 artist or the piece.” 

–Devin W. Hardy
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CUSTOM FRAMING IDEAS

For Sheldon Pierce, the 
owner of Frame of Mind in 
Edmonton, Alberta, Canada, 
it’s not every day that he 
ships a custom order to Bar-
bados. Rarer still, is when 
the framing project is a col-
lection of 13 photos of the 
legendary Irish rock band 
U2 from the 2018 Experi-
ence + Innocence Tour. 

  

The Moment 

“At Frame of Mind, we 
get to see some incredible 
collections,” Mr. Pierce 
says of the photos of Bono, 
The Edge, Larry Mullen Jr. 
and Adam Clayton of U2 
shot by photographer Mike 
Kurman. “Our customer on 
this project was a serious 
collector, and having a 
framer she could entrust 
with her photos was, under-
standably, very important.” 

  
The customer had done 

extensive research into dif-
ferent custom frameshops, 
Mr. Pierce added, before 
settling on Frame of Mind 
due to its impressive repu-
tation and positive online re-
views, as well as the shop’s 
experience in handling sen-
sitive and valuable pieces. 

  
“Plus, here at Frame of 

Mind, we make the framing 
process interactive and fun 
so our customer knew she 
would get exactly what she 
envisioned and that her col-
lection of photos would be 
in expert hands.” 

Because the customer 
would be shipping the 
pieces from Canada to her 
home miles away in Barba-
dos, Frame of Mind knew 
that the pictures needed to 

be framed with the potential 
for rough handling during 
shipping. 

  
“In terms of style, the 

client wanted something 
modern and flattering that 
would really highlight the 
collection. We were up for 
the challenge, and were 
happy to offer our style and 
framing recommendations.” 

  
For the framing, the cen-

tral photo had been printed 
in color on metal which Mr. 
Pierce says required it to be 
handled in a different man-
ner than the other pieces. 
To accent and ground the 
collage, the metal print was 
framed in Roma Moulding’s 
Lavo series, complete with 
an inset fillet in gunmetal sil-

ver. The other 12 photos 
were framed in black core 
mats from Crescent Card-
board Co. LLC and frame 
mouldings from the Spencer 
line of Larson-Juhl Custom 

Frames. 
 
“The fillet 

that was 
stacked into 
the capping 
frame of the 
central, main 
photo really 
gave it visual 
p r e c e d e n c e 
and provided 
the perfect fin-
ish.” 

To glaze the 
pieces, Mr. 
Pierce says 

Frame of Mind used Tru 
Vue Conservation Reflec-

tion Control Acrylic because 
of its 99% UV Protection, 
anti-glare protection and 
shatter-resistance for safe 
handling. 

“In our customer’s Bar-
bados home, the Reflection 
Control finish would offer 
excellent glare reduction, 
while the acrylic would not 
put her photos in jeopardy 
during shipping.” 

 
Like so many of U2’s 

songs, the project was a big 
hit—and Frame of Mind 
even threw in something of 
a bonus track. “In order to 
show our appreciation for 
our customer’s business, 
we donated a custom-de-
signed full-color engraving 
on silver plate that docu-
mented the U2 tour the pho-
tographs were taken from 
while giving credit to the 
amazing photographer Mike 
Kurman,” Mr. Pierce says. 

 
Thanks to the Frame of 

Mind’s expertise 
and the protection 
from Tru Vue Con-
servation Reflec-
tion Control, the 
customer received 
a delivery of the 
beautifully framed, 
w e l l - p r o t e c t e d 
photos to her 
home an ocean 
away from Alberta, 
making for a 
“Beautiful Day.” 

 
Call Frame of 

Mind at (780) 465-
0534 or go to: www.frameof 
mindinc.ca. Phone Tru Vue at 
(800) 621-8339 for more in-
formation or go to the web-
site at: www.tru-vue.com.

PROTECTING WITH REFLECTION CONTROL

Each of the 13 images is protected 
using Tru Vue’s Conservation Reflec-
tion Control Acrylic glazing.

The collection of photographs features 
moulding by Roma Moulding and Larson-
Juhl, and mats by Crescent Cardboard.
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MAINTENANCE IDEAS

by Kelly Bennett,  
founder of Art Pro Net 
Registration is an important 
professional role in museum 
and gallery collections care.  
They are the hub for object 
information, and registrars 
are responsible for organiz-
ing the processes around 
data collection methods and 
protocols for works in col-
lections, loans and incoming 
acquisitions.   

 
You might think that reg-

istration is only needed in 
large collections, but there 
are numerous benefits of  
implementing many of the 
core processes in a private 
collection. Whether it is a 
dozen works or a thousand, 
having the information col-
lected in a specific and 
strategic way helps with 
everything from insurance to 
future estate planning.   

 
The biggest goal for im-

plementing a registration 
process is that data collec-
tion is best done cumula-
tively. Putting a system in 
place and adding to it incre-
mentally builds a roadmap 
for whomever needs to work 
with a collection in its life-
time, and hopefully goes 
past the lifetime of the col-
lector.  

 

Numbering 
One of the first protocols 

to undertake is numbering 
your collection. To some this 
process might seem elabo-

rate, but if you have several 
works by the same artist 
that are all similarly titled it 
can be a tremendous help 
keeping them straight. An-
other great example is if you 
collect a specific item such 
as Native American baskets, 
and the information can be 
similar on multiple objects. 

Having a unique nomial iden-
tifier will save lots of grief 
when trying to sort out infor-
mation later on.   

 

The Trinomial 
System 

In museums we use a  
trinomial based system that 
includes three numbers  
separated by a period. The 

first number is the year  
of the acquisition, and 
should be easy to come  
up with if you know when 
you acquired the work. If  
you have a collection that 
you are just starting to  
number and do not want to 
find all the years when  
you acquired the objects, 

simply start with the year 
you start numbering. The 
next number is the acquisi-
tion number for the year.  

 
An example would be, if 

you are numbering the  
first object you acquired in  
2022, your number would  
be 2022.1. The third number 
in your identifier is used 
when you have more than 
one acquisition in the lot.  

For instance, if you were  
to buy a group of 10  
photos, your identifier would 
be 2022.1.1, 2022.1.2, 
2022.1.3 and so on up to 
ten. This number can be at-
tached to any file, photo, or 
information about the work, 
and allow for very specific 
record keeping. 

 

Organizing  
the Pertinent  
Information 

The collection and organi-
zation of information is the 
next important consideration 
for a collection. Digital files 
are a great way to organize 
information, access and 
share it. Using the trinomials 
you can easily organize data 
as you find out about the 
artist and works. It is fantas-
tic to have this information 
to share with insurance com-
panies, to maintain the 
provenance, and build the 
value of the work.   

 
If you see your collection 

as an asset or want to leave 
it to a family member or  
institution it is critical to  
have a paper trail specific  
to each piece in your collec-
tion. Make sure to keep real 
physical copies of ap-
praisals, bills of sale, authen-
tication certificates and  
all paperwork that is  
signed and official, not just 
digital scans.  

REGISTRATION METHODS FOR COLLECTORS

continued on page 23

AUG22-Dept-ArtProNet-pg1.qxp_Layout 1  8/31/22  11:02 AM  Page 1



ART WORLD NEWS PAGE 23

These kinds of docu-
ments often have to be  
presented as originals and 
while it is tempting, it is  
not recommended to go 
completely paperless. Keep 
these documents in a fire 
safe or safe deposit box,  
because if catastrophe hap-
pens you will need these  
for making insurance claims 
and having conservation  
performed. 

 

Ways to Manage 
a Collection 

Another thing to consider 
when being your own  
registrar is that there are 
many simple ways to  
manage your collection like 
a pro. You can easily inte-
grate a database system  
to manage information about 

your collection. There are  
a number of fantastic  
online systems like  
Catalog-it that allow you  
to create and manage a 

database of all your art-
works.  

 
From baskets to action 

figures, sneakers to pho-
tos…these systems can 
take registration of your col-
lection to a whole new  

level. There are also con-
tract registrars and collec-
tions managers that can help 
you set up a collections care 
process. ArtProNet.com can 

help find contractors in your 
area, so please reach out. 

 

Long-term  
Benefits 

Remember, the cumula-

tive and long-term plan for 
managing your collections 
information is the way to go. 
It will allow for versatile infor-
mation collection, and build 
a legacy for the future man-
agement of the works.  
Don’t let your artwork be 
unidentifiable because this 
information gets lost, when 
these simple processes can 
eliminate that from ever hap-
pening. Think long term and 
set up your registration 
process today. 

 
 

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

MAINTENANCE IDEAS 
continued from page 22

Keep documents in a  
fire safe or safe deposit box,  

because if catastrophe  
happens you will need  

these for making insurance  
claims and having  

conservation performed.
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MARKETING TRENDS

by Katherine Hébert 
The art gallery’s digital mar-
keting landscape is chang-
ing rapidly, as are the 
expectations from your po-
tential buyers for the kind  
of digital content they like  
to consume. It often feels 
like it’s almost impossible  
to keep on top of what 
makes sense for a gallery 
business marketing strategy 
in the environment you are 
working. You simply can  
not do it all—at least not  
really well. 

 
Here we will look at some 

of the more impactful ele-
ments in digital marketing 
today and what your gallery 
might consider prioritizing in 
your marketing efforts. 

 
We will discuss influencer 

marketing, content curation, 
social media and website 
user experiences so you 
can create a powerful strat-
egy to accomplish your 
gallery’s marketing goals. 

 
Influencer marketing has 

become the new buzzword 
in the marketing world. For 
an art gallery, it is not likely 
you’ll have a significant 
celebrity champion tweeting 
about your gallery regularly. 
However, you could have 
prominent people in your 
community who are happy 
gallery clients be your influ-
encers. How could you offer 
incentives for them to do 
so? Options may include 
discounts, use of gallery 

space for an event and re-
ciprocal marketing. 

 
Consider putting a pro-

gram in place that would be 
appropriate for your 
gallery’s potential influ-
encers. Your program might 
focus on social media, refer-
rals or other content shared 
with their connections. Influ-
encers with a variety of 
viewpoints work well. 

Priorities for 
Getting Started 

Define a structured pro-
gram for your gallery’s influ-
encers and think carefully 
about how the process 
should work from start to 
finish. Identify every con-
nection your art gallery has 
at its disposal that might be 
willing to share a consistent 
message on a pre-deter-
mined regularity. Establish 
realistic expectations for 
each influencer by dis-
cussing what, when and 
where you prefer they use 

their network of connec-
tions to help promote your 
gallery. 

 
Make it an easy part of 

the post-sale process to get 
testimonials. Post them on 
your website and social 
media to help validate 
prospective buyers’ tastes 
and buying decisions. 

 
Content about art and the 

art market is so ubiquitous 
today that it can be over-
whelming for art lovers to 
understand what work is 
good and valid. As an art ex-
pert with a digital presence, 
you must be producing both 
insightful and entertaining 
content regularly, including 
blog posts, images and now 
video is becoming more 
dominant. 

 
The majority of content 

focused on art collecting in 
major media streams covers 
the higher end of the art 
market. What’s an art lover 
without this kind of spend-

ing power to think? Part of 
the challenge for art gal-
leries operating in small 
markets is figuring out  
how to stand out to a dis-
tracted audience. It can  
also be difficult to continu-
ously create new content to 
share that resonates with 
prospects more personally. 
It takes a bit of planning to 
get the messages on point. 

 
Yet another challenge for 

galleries with a small staff is 
the lack of resources to cre-
ate so much quality content. 
Today, you need to be a 
content-creating machine to 
see beneficial results. 

 
Digital marketing mes-

sages are no longer brand-
centric. Your digital content 
must also communicate 
from the art collector’s per-
spective. For example, how 
does what you offer con-
tribute to your collector’s 
image of themselves and 
values in life? 

 
Creating curated content, 

across all digital channels, 
with the unique point of view 
of the gallery, artists, and 
collectors helps get 
prospects and buyers more 
emotionally invested with 
your gallery. 

 
Adding a more human 

side to your digital land-
scape helps cultivate rela-
tionships with your cyber

STRONGER DIGITAL MARKETING POSITIONS

continued on page 25
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followers and can be enter-
taining. Giving people a 
glimpse of the people be-
hind the gallery and the daily 
life of your artists and staff 
should be part of the story 
you tell. 

 

Content  
Strategy  
Priorities 

Start with a plan. Create 
a content calendar that in-
cludes your exhibition an-
nouncements (pre and 
post-show), blog posts, and 
newsletter topics. 

 
Add to your calendar 

messages promoting your 
services and highlighting the 
people that make the gallery 
possible (staff, partners/col-
laborators, even collectors). 
Now that your big mes-
sages are included on the 
calendar, you can plan so-
cial media posts and press 
releases. 

 
An effective website is the 

most vital digital asset for 
your gallery business. It is the 
go-to place for prospective 
buyers, partners and journal-
ists. Today, we have fabulous 
industry-specific tools for 
building a gallery website with 
software that provides user-
friendly interfaces, built-in  
contact, inventory, email man-
agement systems, and many 
more tools that make running 
a gallery more streamlined. In-
vest in the best system you 
can afford and utilize all its fea-
tures to the fullest. 

 
When it comes to using 

website development as a 
sales and marketing tool, 
there are a few priorities. Mo-
bile for SEO is critical in the 

digital marketing landscape. 
Google initiated mobile-first 
indexing. As a result, your 
gallery’s index rankings will 
be given a lower priority  
if it is not mobile responsive. 
A poor mobile experience 
could cause you to lose 
sales. 

 
Audit your website regu-

larly to ensure it provides an 
excellent user experience. It 
must load quickly, be con-
stantly updated with new 
content. Sometimes a fresh 
pair of eyes can see things 
you don’t when it comes to 
your gallery’s website. You 

look at it every day. Gallery 
Fuel can help you audit all 
your digital marketing assets. 

 
Ensure your gallery’s web-

site encourages discovery 
and supports the journey to-
wards a sale with calls to ac-
tion in crucial places. Also, 
make your site content-rich 
with videos and blog posts in 
addition to images of art-
works. 

 
Keep your site up-to-date. 

Remove anything that is no 
longer relevant that could 
make the gallery appear inac-
tive or confuse visitors. 

 
Approach your social 

media strategy like you do 
when curating a show in the 
gallery. Your pages and 
feeds should tell many differ-
ent stories from many differ-
ent perspectives. They also 

need to encourage conversa-
tion and engagement in an 
authentic way. 

 
Managing a gallery’s social 

media starts with a good re-
view of your goals for each 
platform your gallery uses. 
Don’t feel pressured to be 
everywhere. Instead, only 
focus on what gives you re-
sults.  

 
Regularly tracking social 

media insights will enable you 
to identify what you are doing 
well, what you can improve 
upon, and which platform to 
scrap. 

A social media calendar is 
a must. You can’t be really 
effective with your social 
media unless you have a plan 
that aligns with your goals 
and integrates with your 
other marketing efforts. 

 
Take advantage of as 

many features platforms 
offer. Their algorithms will re-
ward you for it. 

 
Budget for advertising on 

your art gallery’s best social 
media channels. 

 
Include a clear call to ac-

tion in posts to encourage 
engagement. 

 
Regularly research and ex-

periment with hashtags.  
Going too broad or too nar-
row may not be benefiting 
your ability to be found by the 
right people. 

Exhibition Sales 
Strategy 

Given the shrinking atten-
tion spans of people online, 
your presence in the digital 
landscape must be clear,  
informative, and entertain-
ing. If you are tight on re-
sources, remember quality 
over quantity is a good 
strategy. 

 
As you create content 

about your artists, exhibi-
tions, and the gallery, look 
beyond a simply informative 
message. Art is most often 
an emotional purchase. Try 
to develop a sense of aspi-
ration and paint a picture of 
the lifestyle your ideal buyer 
is trying to cultivate. Help 
them see how rewarding it 
is to live with the art you’re 
promoting and support your 
gallery artists in the process. 

 
With a good understand-

ing of the priorities in key 
areas of the digital marketing 
landscape, you can work 
more efficiently, reach more 
qualified art buyers and  
see great results from your 
efforts. 
 
 
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.

MARKETING TRENDS 
continued from page 24

An effective website is the most 
vital digital asset for your gallery 

business. It is the go-to place  
for prospective buyers, partners 

and journalists.
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GALLERY LIGHTS

Shown at Jonathan Ferrara Gallery, New Orleans, during 
“White Linen Night” are, from left, registrar and preparator 
Tomas Moreno, marketing and events coordinator Joliet Morrill 
and partner and gallery director Matthew Weldon Showman.

At Art Leaders Gallery and Custom Framing, West Bloomfield, 
MI, artist Antonio Molinari, second from the left, his fiance 
Monique Selby, far left, and co-owners Bonnie and Jason  
Mansour, right, are shown with the artist’s “Summer Light II.”

At LeMieux Galleries in New Orleans, LA, are, from left,  
artists Carrie Ann Baade, Kirsten Stingle and Jane Tardo pic-
tured during the closing reception for the show, “Is This Too 
Much? A Maximalism Group Show.”

At the opening reception of a solo show of new work by artist 
Glenn Barr, left, at Portland, OR-based Brassworks Gallery, the 
artist, his wife Nancy Barr and his daughter Avalon Barr are pic-
tured in front of his “Indigo Dreams,” an acrylic on wood panel.

Gallerist Elizabeth Moss, far right, of Moss Galleries in Port-
land, ME, celebrates with, from left, 2022 Venice Biennale artist 
Billy Gerard Frank and art critic Jorge Arrango during an artist 
conversation for Frank’s first exhibit in Maine titled “Eulogies.”

At Chateau Belcastel in Belcastel, France, gallery owner Heidi 
Leigh, center, is shown with artists Antoine Verdier, left, and 
Heidi Taillefer during the “Dragons” exhibition presenting their 
stories in legends, paintings, murals and sculptures.
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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

Bay City  
Reflection
“Bay City Reflection” 
by Nan measures 48 
by 24 inches and retails 
for $40. Phone Galaxy 
of Graphics, located in 
East Rutherford, NJ, at 
(888) 464-7500, or go to the website at: www.galaxyofgraphics.com.

Here are the  
best selling prints  
from some of the  

leading open edition 
publishers.

Golden Fall Cuttings

“Golden Fall Cuttings” by Julia Purinton 
measures 40 by 30 inches. Retail prices are 
from $25 to $202 in various formats and 
materials. For further information, tele-
phone Wild Apple in Woodstock, VT, at 
(800) 756-8359 or go to the website at: 
www.wildapple.com.

Forever & Ever II
“Forever & Ever II” by Hayley Michelle 
measures 30 by 30 inches and retails 
for $60. For more information, call Third 
& Wall Art Group, located in Seattle, at 
(877) 326-3925 or visit the company’s 
website at: www.thirdandwall.com.

Happy Yellow

“Happy Yellow” by Lisa Audit meas-
ures 24 by 24 inches and retails for 
$24. Call Roaring Brook Art, located 
in Elmsford, NY, at (888) 779-9055 for 
more details, or go to the company’s 
website at: www.roaringbrookart.com.

Mid Century Movement I & II

“Mid Century Movement I & II” by Justin 
Thompson is available as POD. For further 
information, telephone C Brand Studios,  
located in San Diego, (858) 554-0102  
or go to the company’s website at: 
www.cbrandstudios.com.

Sailing Upwind II

“Sailing Upwind II” by Tim O’Toole 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.

AUG22-NOE-pg1_Layout 1  8/31/22  11:38 AM  Page 1



ART WORLD NEWS PAGE 31

Jungle Leopard

“Jungle Leopard” by Eli Jones is available 
as print-on-demand. A 27- by 36-inch 
image on paper retails for $145.80 and on 
canvas for $194.40. For further informa-
tion, telephone PI Creative Art, Toronto, 
at (800) 363-2787 or go to the website 
at: www.picreativeart.com.

Sunset

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

For Ukraine

“For Ukraine” by Patrick Dennis 
measures 36 by 36 inches and re-
tails for $76 on standard paper. 
Available on multiple substrates 
and multiple sizes. Call Image Con-
scious, San Francisco, at (800) 
532-2333 for details, or visit: 
www.imageconscious.com.

Aviles

“Aviles” by 1X Collection is available as POD 
in multiples sizes. Price available upon request. 
Phone Studio EL, Emeryville, CA, at (800) 228-
0928 for further information, or go to the com-
pany’s website located at: www.studioel.com.

The Missing Detail

“The Missing Detail” by Patricia 
Pinto measures 24 by 36 inches 
and retails for $30. Phone Sun-
Dance Graphics, Orlando, FL, at 
(800) 617-5532 or visit the web-
site at: www.sdgraphics.com.

Denali National Park and Preserve – Blueberry Hill

“Denali National 
Park and Pre-
serve–Blueberry 
Hill” by James 
Blakeway has an 
image that meas-
ures 40 by 13 1/2 
inches ($35). 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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“Birds On The Beach” by Erica Christopher  
Image Size: 20” x 16”     $18

OPEN EDITION PRINTS
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SunDance Graphics

E-MAIL:  
customerservice@studioel.com 

1250 45th Street, #355, 
Emeryville, CA 94608 

“June Solstice” 
by  

Jacqueline Dee Parker 
Available as POD  
in multiple sizes.  

Studio  
EL

“Trust the Journey”  
by  

Katie Doucette 
 

Image Size:  
16” x 20”  

$22

Sagebrush  
Fine Art Inc.

“Open Seas”  
by Suzanne McCourt 

Image Size:  
32” x 40”    

$76 on paper

Image  
Conscious

800.532.2333    
www.imageconscious.com

“In the Desert 
Quiet 1”  

by Jan Weiss 
Image Size:  

40” x 25” 
$60 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.

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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SERVICES

Art World News 
Custom Book Publishing 
PHONE: 203.854.8566  

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

Professional

CATALOGUE PUBLISHING
Wellspring Communications, Inc.,  

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

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

options to create elegant hard  
and softbound catalogues and books.

CREATIVE COST  
EFFECTIVE

INVENTORY LIQUIDATION
Over 6,000  

expertly crafted 
maritime prints 
ready for fast  
volume sale.

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

Not Technically Inclined or  
Just Don’t Have the Time?

Industry veteran with over 40 years experience will help you build  
a simple magnetic website, develop an effective marketing strategy, 

and PRODUCE SALES for art galleries and frame shops
• Low cost and effective website 
• Clear instructions to get started 
• Get free local promotion with  
  Google 
• Simple Facebook page 

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

• Individual consulting and  
  guidance 
• Combined brick-and-mortar  
  and digital marketing strategies  
  (brick-and-click)
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