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FOCUS ON FRAMING:
INDUSTRY NEWS

This month we focus on
framing with various articles
and news highlighting the
custom framing industry,
as well as New Framing
Product releases with the
latest collections, additions
and innovations available
to framers today. The full
custom framing coverage
begins on page 1.

FRAMING TRENDS, TIPS
AND PRICING INSIGHTS

In a competitive custom
framing market, understand-
ing shifts in style, materials,
and pricing is important and
Cincinnati-based ADC Fine
Art’s Litsa Spanos shares
some of her most helpful
tips, trends and insights. Go
to page 24 to learn more.

PAYMENT PLANS CREATE
SALES AND PROFITS

Barney Davey discusses
how while newer art collec-
tors and custom framing
clients may reduce their
spending more than estab-
lished ones, success
comes from clients who
have carefully navigated
previous economic chal-
lenges in trying times. Go
to page 20 for more.

HOW TO CRISIS-PROOF
YOUR BUSINESS

Sheila McCumby of Strate-
gies for Success guides

art and framing business
owners on how to deal

with major life catastrophes
that can adversely affect
employees, business part-
ners, legacy and income.
Visit page 26.

Amanda James Gallery is located in Delray Beach, FL.

CUSTOM FRAMING THE NEXT
GENERATION OF CONSUMERS

Custom framing trends have oftentimes followed suit with those
in the home decor markets, but today's buyers are looking for
something different. Colors, styles, mediums and even using
the frame as an extension of the artwork itself have become
ways custom framers are taking projects to the next level.
And their clients love going along for the ride. The influence of
social media and technology on younger (millennial and Gen 2)
consumers is far-reaching—  the pastinto becoming one that
even impacting real estate mar- | is actively utilized. Embracing
kets. And what these con- | creativity, while also seeking
sumers are looking for has also | out affordability, community,
changed as more people be- | transparency and reducing the
come full- and/or part-time re- | ecological impact allow custom
mote workers, making rooms | framers to take their clients on
that may have not been used in continued on page 10
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QUOTE OF THE MONTH:

“A frame can be more than a

border. When craftsmanship,

symbolism and architecture

work in harmony with the piece,

the emotional impact is profound.”
Val Schaefer, page 18
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IN OUR OPINION

Being Fashionable
Means Being
Successful

ack in slower times,
you know, before
influencers, domestic

gurus and when celebrity en-
dorsements mattered. Tastes
flowed and changed at a
much slower pace. The leap
between annual fall fashion
collections was modest,
model changes in Detroit for
new car models were slight
at best. And, in the art
and framing space, trends
emerged at a glacial pace.

Fast forward a few
decades, and the rates of
trend changes are exponen-
tial. For today’s retailers, the
ability to sell what's new, hot
and viral is essential. When
the economy is strong and the
new offerings flow, business
is great. However, now we are
in a bit of inflection point
where everything is muted.
For many in the art and fram-
ing industry, the biggest chal-
lenge is find things that people
want to buy.

During these times, com-
panies go to great lengths to
jumpstart their engines. Sadly
though many firms get lost in
the woods by forgetting who
they are and, more impor-
tantly, who their customers
are. Cracker Barrel's brand
makeover and Swiss watch
brand Swatch’'s Asian ad
campaign are recent cold re-
minders to executives every-
where who promote a
“vision” without considering
who buys their products and
services.

In the art and framing in-
dustry, where a piece of art or
custom frame is often a treas-
ure to behold in the client’s
eyes, trend hopping is a par-
ticular risky business as iden-
tifying the right look at the
right time makes all the differ-
ence in the world. Good art
and framing choices exude
staying power and delight by
the customer for years to
come, and builds a base of
like-minded clients who de-
pend upon your ability to cater
to their sensitivities.
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Tina Palmer

“Light in the Woods”
36 by 48 inches, $4,800

Over 20 years as a professional artist working
with fine art galleries across the U.S.
Opportunities for new gallery representation.

703.798.1240
www.tinapalmergallery.com
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ARTISTS & PUBLISHERS

Turner Carroll Presents Laget Work

“Syncopation” is an acrylic on shaped canvas.

Turner Carroll Gallery, Santa Fe, NM, debuts Mokha Laget's
solo exhibition titled, Elemental Drift, featuring mixed media work
that breaks new ground in her decades-long investigation into
geometry, perception and abstraction. The show brings together
three distinct, yet interrelated bodies of work: sculptural shaped
canvases, alchemical ink paintings on paper and a newly ani-
mated projected score accompanied by an original sonic com-
position, made in collaboration with Morgan Bamnard. For more
details, call (505) 986-9800 or visit: www.turmercarrollgallery.com.

Ted Dimond’s US Open Work Unveiled

Detour Gallery, New York,
NY, was the setting of
sports portrait artist Ted
Dimond'’s Trailblazers: On
& Off the Court exhibition,
running during the US
Open in which he has
been a signature artist for
the past seven years. The
exhibit includes new por-
traits of professional tennis
stars, including Frances
Tiafoe, Flavio Cobolli, Si-
mone  Bolelli, Andrea
Vavassori and Lorenzo
Sonego, all of whom were
in attendance at the unveil-
ing. Dimond also presented
two legacy works honoring
Arthur Ashe, as well as
Althea Gibson who was
honored at this year's US
Open. For more information, telephone (212) 347-3194 or
go to the website at: www.detourgallery.com.

“Althea Gibson” by sports
artist Ted Dimond.

Berta Walker Gallery’s Four Artists

At Berta Walker
Gallery, Province-
town, MA, the ex-
hibit, Four Artists:
Seeing, Feeling,
Preserving  Our
Lands is presented
highlighting the im-
portance of the nat-
ural  world. The
show featured the
work of artists Ted
Chapin, Sky Power,
Tabitha Vevers and
Donald Beal who
has also been se-
lected to be artist
honoree at the
Provincetown  Art
Association and Mu-
seum’s Annual Gala.
For details, call (508) 487-6411 or visit: www.bertawalker.com.

Donald Beal’s “Falls Variation #3” is an
oil on panel measuring 16 by 20 inches.

Gemini Builds It's Large Framing Project

The Gemini Builds It! team work on “Cowgirl Summer.”

Gemini Builds It!, Elgin, IL, recently worked on a custom hard-
wood frame build for an 82- by 67-inch photograph titled “Cow-
gil Summer” by Western fine art photographer Beau
Simmons. The final project also featured Optium Acrylic. “There
are very few framers around that can mount this large without
the plexiglass bowing in the center,” Simmons says. “I'm be-
yond thrilled at the quality and the opportunity to now take my
Western art to the next level.” For more information, call (800)
323-3575 or go to: www.geminibuildsit.com.
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CUSTOM FRAMING THE NEW GENERATION

continued from page 1

an experience that thinks out-
side the box in style, materi-
als and experience.

Jim Reinhart, owner of
Wall Street Gallery, Madison,
CT, says that he and his staff
are most excited about work-
ing with clients who come in
with a plethora of ideas.
“Thinking outside the box, we
hope, starts even before they

crowd is that they are more
price-conscious, opting for a
simple white or black frame to
not ‘detract from the art.” But
on the other hand, some of
the younger crowd that brings
in a band poster, fan art or
more whimsical works are
open to getting colorful and
creative framing.”

Getting to know the client
and building a relationship is

help to extend a retailer’s so-
cial media reach when images
are posted online. “We have
pushed the boundaries of our
shop, framing seven foot tex-
tiles and entire Native Ameri-
can rugs. We framed custom
six foot circle frames, boxing
gloves, pieces of mattresses,
wedding gowns, a camel
necklace, a horseshoe crab,
bugs and a snake skeleton,”
he says. “Creative samples

enter the building. Our
shop has an ‘outside of
the box’ feel with color-
ful murals decorating
the building. Even inside
the shop, we have one-
off displays of The New
Yorker covers—all cus-
tom made—and an array
of our custom colorful
samples to spark inspira-
tion. Clients will rarely
see basic, commercial
options as our in-store
displays.”

Framers at Wall
Street Gallery encour-

of our work are every-
where, even on the ceil-
ing. Our unique pers-
pective even extends to
our marketing with items
like back scratchers.
Don’t laugh! They're an
out-of-the-box marketing
tool that clients love, use
and laugh about.”

At OnaZ Frames in
Seal Beach, CA, owner
Ona Zimmerman has
made a name for herself
in the field of unique cus-
tom framing and finds
that customers seek out

age clients to see their
artwork in a different
way to help inspire.
“Typically with a new cus-
tomer we like to test the wa-
ters by putting at least four
creative solutions on the table
and, based on reactions and
input from the customer, we
can get a better understand-
ing of the level of ‘outside the
box’ we can get away with,”
Mr. Reinhart says. “Typical
questions we ask our clients
are: ‘Where is it going? ‘Is
there anything you don't like?’
‘What do you like?" Asking
questions makes people feel
included in the process. That
is human nature.”

Younger buyers, he says,
take a little more educating—
from the process to the mate-
rials to the prices. “A common
occurrence with the younger

Wall Street Gallery captured the designs in the
art on the comers of a custom wavy frame.

still important. “We try to
never assume,” he says.
“The junker car driver could
be a big spender and the lux-
ury car driver could be price-
conscious. We always want
our clients to feel like they are
getting the best quality fram-
ing. We start by quoting with
Museum Glass or the 8-ply
mats and bring it down to
Conservation Clear or 4-ply
mats and never make them
feel like they are sacrificing
great design and great prod-
ucts just to make it more af-
fordable. If they value their
art, they will still always feel
like they are getting top qual-
ity framing.”

Creating a one-of-a-kind
custom framing project also

her unique vision. There-
fore, she has little to do
in the way of getting cus-
tomers to be open to the fun,
eccentric and, sometimes,
sexy ideas when it comes to
their framing projects. “| start
working with my clients telling
them my ideas right away be-
cause | figure that if they want
my frames, they must already
be creative-minded. | do love
learning about my collec-
tors/clients and what their in-
terest are to incorporate
them into the project. My first
step is creating a personal re-
lationship with them and to
learn how creative they want
to get with the work. The
more | know about them, the
better | can create a frame
design that blends perfectly
for them.”

continued on page 12
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Minds Eye Photos
Photography by Alan Goldberg

“My work is somewhere
between photography
and art as [ tap into the
fabric of one’s soul.”

Limited edition of 25,
Signed by the Artist,
Complete with a
Certificate of
Authentication.

Alan Goldberg has exhibited at

Miami Art Week, Artexpo New York,
Art San Diego, Paris Art Expo, Palma,

Berlin, Zug, Basel, Athens, Venice,

Granada and Dubai and has been

published in Vogue, Millennium (15th
Edition), Contemporary Art Magazine

and Artist Closeup #25 magazines.

Minds Eye Photos ® Photography by Alan Goldberg ® Boca Raton, FL.

www.limitededitionsbyalan.com mindseyephotos1953


www.limitededitionsbyalan.com

YOUNGER COLLECTORS
continued from page 10

The relationship process is
one that Ms. Zimmerman en-
joys. “l ask questions, ques-
tions and more questions,”
she says. “Besides all of

creases that may occur. I'm
pretty up front in the begin-
ning that pricing may change.
It's to be expected when giv-
ing a quote. | always confirm
whether or not it's a quote or
firm price because customer

low-tech approach to really
creative design is not the
norm in this industry,” she
says. “The vast majority of
my colleagues have big
computerized mat cutters
that enable them to cut all
sorts of cool shapes. | have

the pertaining typical
framing questions, | ask
them what they don't like.
People are more prone to
knowing what they don’t
want. That helps me to
know what not to do. |
feel it secures their trust
in me as well to under-
stand and connect.

“The younger genera-
tion wants to be unique.
They want an original,
one-of-a-kind, personal-
ized, modern and forward-

neither the space nor the
money for a CMC. | try
to set myself apart with
hand-made finishes and
frames that most shops
don’t have the time for.
| specialize in time-consum-
ing one-offs that | do not
make a living off of just
yet. It is a burgeoning part
of the market and has eco-
nomic potential. | feel lucky
to be able to do it and help
create a loyal base of
clients.”

thinking frame. When it
comes to pricing, my
frame designs all have a
set list per linear foot. |
must have this structure or
else | would be all of the place
with pricing. | haven't really
had any cost factor issues
with my clients, thus far.

OnaZ Frames created this unique frame
using inspiration from the 1982 cover of
My Rules, a classic photo/punk zine.

confidence is also important.”

At Wicked Tacky Frames
and Little Falls Framing in

Because of this, Ms.
Scotton says that offering
many varieties of custom
framing help to keep cre-

ativity flowing while also
keeping her doors open. ‘I
have several example pieces
hanging in my shop featuring
all different kinds of things

People that want my style
of framing pretty much
know that my frames are
labor intensive and hand-
made by only me, an out-
sider artist. But, if there
were to be an issue, |
would explain everything
that went into to the proj-
ect, put a cherry on top
and offer a payment plan
to make it easier.”

Ms. Zimmerman finds
that her clientele appreci-
ate the transparency in-

like gig posters, antiques,
shadow boxes, insects,
postcards, photographs,
fine art, etc. Some framing
designs are simple and
some are over-the-top. |
try to show people things
that they didn't know they
needed.”

Gauging where people
fit into that equation is
based on asking questions
and building a relationship.
“| read facial expressions
and body language as | ask

volved in the whole
process and know that it
is the two (framer and
client) working together
that create a piece that is cus-
tomized to their specific taste
and needs. “l love including
my clients/collectors in the
creative process and not be-
cause I'm trying to fool them
or ease their pain over in-

Wicked Tacky Frames painted the
mat to extend the image and redid the
moulding with a distressed finish.

Gorham, ME, owner Leia
Scotton, says that when it
comes to working with
younger buyers, an apprecia-
tion for the artistry and be-
spoke nature of the work are
sought after. “I know that my

them about their piece,”
she says. “Some questions
that | ask are: ‘Do you
have an idea of how you
would like to see this done?’
and ‘Are there any colors
here you especially like or
don't like?' then, often, ‘Or
would you like me to just throw

continued on page 16
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www.westportrivergallery.com

FOOLPROOF TO ADD BAR AND MUSEUM

Laura Phelps Rogers, curator
and gallery director of fool-
PRoof contemporary art, lo-
cated in Denver, CO, is
expanding her current retail
fine art space to include a
community bar and museum
with the idea of making the
space itself more than just a
destination for art collectors.
The work featured in the
gallery has an emphasis on
contemporary practices in
various sized mediums,

the area also creates more
opportunity to bring the com-
munity together as multi-unit
commercial and residential
projects in the blocks sur-
rounding and to the north of
the gallery, have popped up
since the pandemic.

For Ms. Phelps Rogers,
these new opportunities cou-
pled with space opening up in
her location, became the cat-

hibition areas encompassing
the front and rear in the main
gallery, and an expansive
room with high ceilings featur-
ing sculpture, installation and
2-D works. Further, behind
those showrooms, are the
former emerging artist space
and an additional exhibition
area with an area for demon-
strations. Gallery events re-
volve around First Fridays and
they continually showcase

such as sculpture and in-
stallation art. The new
space will be nearly dou-
ble its current 1,200-
square-foot  location.
“Creating amazing expe-
riences through art is our
goal,” she says. “And
with that in mind, we are
working on expanding
the gallery to include a
bar and small museum
that will all compliment
each other.” She is hop-
ing for a soft opening by
the beginning of Novem-
ber.

fooLPRoof, in busi-

key works from visual prac-
tices of regional, national
and international artists.

One of the biggest strug-
gles for Ms. Phelps Rogers
has been dealing with the
ins and outs of obtaining a
liquor license. “That has
been a big effort and gruel-
ing,” she says. “The
process to get a liquor li-
cense is voluminous at
best. Most people hire a
law firm to go through all of
the paperwork. | have an at-
torney following along as |
wade through it. But, | think
it will be worth it. Everyone
likes the idea of a curated

ness since 2018, is lo-
cated in Denver's River
North Art District (RiNo), an
up-and-coming area with
many younger residents.
“Most of our clientele are
people 22- to 30-years old,
and we are surrounded by
restaurants with many cus-
tomers a little older at 25- to
60-years old. Creating a
space for those people to
come, enjoy a drink while
being surrounded by art, is an
ideal setting.”

RiNo has a lot to offer with
a plethora of murals, street
art, historic warehouse build-
ings, Curtis Park (Denver's
earliest historic homes) and
plans by developers/investors
to transform the warehouse
district. Continued growth in

fooLPRoof is located in Denver, CO.

alyst to adding to her existing
business with a bar and mu-
seum. “The space to expand
became available and the
company | manage occupied
it previously as one large
space. Everyone | have spo-
ken to—artists and collectors
alike—are excited about the
idea of art, a beverage and
possibly a bite to eat being in
one location. | believe the
combination of settings offer-
ing Colorado wine and cu-
rated drinks (named after
artists) will attract and expand
our gallery visitors.”

The standards will be high
for all involved as the gallery
is already known as a meticu-
lously curated space with ex-

art gallery and relaxed bar

setting in RiNo, with the
added bonus of museum ex-
hibits.”

The museum itself, she
says, will be a gradual process
and feature accomplished
artists and their approach to
their mediums with a focus on
sculpture and metal casting. ‘!
would like to build a museum,
by starting small, with exhibi-
tions that emphasize the
process. Many of my artists
are metal casters teaching at
universities or with very ad-
vanced practices. Metal cast-
ing is a very process-based
medium.”

Call (303) 641-3472 or visit:
www.foolproofcontemporary
art.com for more details.
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INVENTORY FOR SALE

“Adirondack Retreat” by Gert
Acrylic on Canvas, $3,250

Westport River Gallery
Westport, CT

“High Stakes Blackjack Vegas” by Leroy Neiman

Serigraph on Paper, $3,900

Maser Galleries
Pittsburgh, PA

203.226.6932 412.687.0885
www.westportrivergallery.com www.masergalleries.com
Call for best deal. Call for best deal.
“Untitled”
by
Marjorie Minkin
Mixed Media,

“Low Tide, Chatham” by Marc Fattahi
Oil on Canvas, $4,990

New Canaan Gallery and Frame
New Canaan, CT
203.273.1999
www.newcanaangallery.com

Call for best deal.

Call for price.

Ré Antiques & Interiors
North Kingstown, RI
617.510.0337  www.rerhodeisland.com
Call for best deal.
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YOUNGER COLLECTORS
continued from page 12

some things at you and see
what sticks?" Most people
get the spaghetti reference
and relax a little bit. Frame
shops can be overwhelming
to new customers and | do
my best to lighten the
mood.”

Being part of the creative
process helps clients to, not
only love the work for years
to come, but also helps then
tell the story of it to people
in their lives—and beyond,
thanks to social media. “I talk
the client through what I'm
doing as | sift through mat
colors and frame samples,
and | watch and listen to
them as | do so,” she says.
“Not infrequently, people
start out saying they just
want a black frame. | always
look at them and ask, ‘Are
you sure? Can | show you
something else?’ Nine times
out of 10 times, | sell them
something else. People don't
know what they don’t know.
It's my job to show them
without insisting.”

Ms. Scotton has noticed
that the average custom
framing  customer  has
changed recently. “Before
Covid, most of my cus-
tomers were retirees or
nearly, and | framed a lot of
vintage and antique things on
a budget. Since Covid, | have
many more younger cus-
tomers, seemingly looking to
make their homes more com-
fortable, rather than the sim-
ple crash pad away from
work. There have been lots
of Covid refugees who now
work from home and residing
in  Maine, so that has
amounted to lots of people
from big cities paying Maine
prices on New York or Cali-
fornia wages.”

These new buyers have
made sticker shock a less
frequent occurence. “l watch
and listen. | have my point-of-
sale computer system well
within view, so they can see
me take measurements and
enter all the numbers. | often
explain during design which
pieces are more than others,
but that it's easy to toggle
back and forth once | get all
the info in the computer.
People appreciate the ease
of checking prices and me
being up front about what's
more and what's less. I'm a
terrible liar and often joke
about being a terrible sales-

Period. linsist that they know
what I'm doing and where
their money is going—unless
it's a very well-established
customer and | know that
they know that | know what
they want and how much
it will be.”

This type of trust has lead
to some of the most unique
pieces Ms. Scotton has ever
created. One such piece was
a quasi-vintage Jimi Hendrix
poster. “I painted the mat to
extend the image and redid
the moulding with a custom
distressed finish,” she says.
“The whole thing is almost

Shown is ValCo Ornate Frames’ “The Roman” Modern
Victorian frame, created for Guillermo “Memo” Ortega’s

iconic “Drive-by” photograph.

person, which usually gets a
laugh.”

But when cost becomes
the main factor, working with
the client’s budget becomes
the priority. “I show them my
simplest mouldings that fit
their tastes,” she says. “I
have a decent selection of
budget-friendly options and |
do my best to meet people
where they are. | often work
with frames people already
have and want to re-use. |
would never create a design
without the customer’s input.

as tall as | am. I'm currently
working on a smaller version
for a new customer who saw
the first one in my front win-
dow before the customer
picked it up. Custom framing
is truly an art unto itself.
There are conservation stan-
dards that we adhere to, but
those often are not part of
what the average viewer
sees. Composition, color,
structure, light and dark, are
just as important to good
frame design as they are to
any fine artist. But, ultimately,
we strive to accentuate what

the customer sees in any
given piece. That, for me, is
the most creative part and it
is a joy to see that spark
every time they look at their
piece. It's about keeping it
fresh and special for a long
time to come. Sometimes
that means beige, and some-
times that means hand-
painted holographic vinyl. It's
all up to the customer. Work-
ing with them to help them
see their piece is usually the
most creative part for me.”

At ValCo Ornate Frames
in Odenton, MD, the custom
framing that is created is
more than just a way to pro-
tect, hang and accentuate
the existing art or item.
Owner Val Schaefer offers a
style that is a mix of old-world
ornamentation with modern
colors and techniques, at-
tracting collectors of all ages.

“| see my work as an
avant-garde art form, so at its
core it is already outside the
box. In our initial discussion, |
explain that what we are cre-
ating is similar to how other
artists start with a brush,
paint and canvas, only my
medium is moulding, orna-
ment and architectural form.
My style is distinctive, so
clients often come in already
knowing they will be working
with the ‘Willy Wonka' of
frame art,” he says. "I start
by reframing the way they
see the picture frame itself.
Instead of treating it as a
border or decorative edge,
| present it as an extension
of the art, a sculptural object
with its own narrative. | show
examples of my Modern Vic-
torian frames, which fuse
centuries-old European orna-
mentation with contemporary
grit. Once they see the frame
as part of the art, their cre-

continued on page 18
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Through a fusion of
mediums and techniques,
my art seeks to challenge

the conventional and

provoke thought,
prompting a contemplative
journey into the depths
of individual perception.

“Contemporary Vision” 36"x48”
layers of pigmented epoxy on panel

“Extasea” 39°x39”
mica and pigmented epoxy on panel

“Butterfly Garden” 40"x70” oil on Belgian linen

Represented by:
Westport River Gallery, Westport, CT
Beacon Fine Art, Red Bank, NJ

John Fatse

JohnFatse@gmail.com

203.209.8584 . . e
; Woke up in a Dream” 36"x36
www.abstracta r‘tbyjohnfatse.com mica and pigmented epoxy on panel


www.abstractartbyjohnfatse.com

YOUNGER COLLECTORS
continued from page 16

ativity opens up. Being part
of the process also makes
them feel a sense of owner-
ship in the final piece.”

Sometimes, this requires a
little hand holding with the
client to show them all of the
possibilities that they may not
have even thought were pos-
sible. “I encourage clients to
review my catalog at: www.
valcoornateframes.com/
catalog and tell me which
frames resonate with them.
The range of styles gives me
insight into which part of my
artistic spectrum connects
with them. | also ask about
the story behind the art,
where it came from, what it
means to them and what
emotions it carries. They are
encouraged to focus on
the frame's personality and
begin thinking about color
—not necessarily the color
they see on the example.
From there, | gauge their
comfort level with bold de-
sign elements, such as lay-
ered mouldings, unexpected
finishes or integrated LED
lighting.

“In my experience, creativ-
ity in framing has less to do
with age and more to do with
personality and openness to
seeing the frame as part of
the art. The three main cost
drivers are raw moulding
materials, which can be sur-
prisingly expensive, the hand-
painted color design and
overall frame size,” he says.

“I try to determine early
whether the client’s budget is
fixed or flexible so we can de-
sign accordingly. | break the
design into layers, both liter-
ally and conceptually. We
start with the core elements
that define the design’s iden-

tity, then consider optional
details that could be adjusted
if needed. This approach al-
lows us to keep the creative
vision intact while respecting
the budget,” he says.

“A frame can be more
than a border. It can be a
bridge between the art and
the viewer. When craftsman-
ship, symbolism and archi-
tecture work in harmony
with the piece, the emotional
impact is profound. Great
framing does not just
hold art. It creates a
curated environment to feel
the art.”

lection of frame samples,
helps them realize that fram-
ing isn't just a border, it's a
design element that can com-
pletely alter the way a piece
is experienced. Once they
see the possibilities, they
quickly move beyond the ex-
pected into the extraordinary.
| start by understanding their
aesthetic and comfort zone,
then | deliberately show
contrasts—something under-
stated and something daring.
This side-by-side comparison
is powerful. It helps clients
recognize that neutrality
can sometimes feel flat,
while boldness (when done

James Knill of Amanda James Gallery created this frame
for his personal photography exhibition held at a local
museum featuring images of Cuba.

At Amanda James Gallery
in Delray Beach, FL, James
Knill, co-owner with his wife
Amanda Johnson, says that
their custom framing clients
are open to thinking outside-
the-box but are not always
sure how to get it. “I ap-
proach framing as an exten-
sion of the artwork itself,”
he says. “When clients see
examples of how we've
transformed pieces in the
past, as well as the artwork
hanging in our gallery, it
opens their imagination. Pair-
ing that with our curated col-

thoughtfully) can bring a
piece to life. My role is to
guide them toward discover-
ing that balance for them-
selves.”

When it comes the new
generation of consumers,
Mr. Knill says that education
is key. “Younger buyers
often arrive with a narrower
frame of reference—not be-
cause they lack taste, but be-
cause they haven't yet had
the exposure to see how
transformative framing can
be. The exciting part is

watching their perspective
shift during the process.
Once they see the impact,
they often become the most
adventurous clients. | always
present options at different
tiers—from foundational to
elevated. This gives clients a
clear picture of what's possi-
ble at every level. It's less
about pushing toward a num-
ber and more about showing
the value that each option
brings to the artwork.”

When it comes to present-
ing the price, he says that
showing options helps the
decision-making process. “I
begin at the base level, then
build upward. I'll always show
them how | would personally
frame the piece because that
sets a creative standard.
From there, they can choose
how far they'd like to elevate.
It's about empowering the
client with clarity and choice,
not overwhelming them with
cost. When clients are part
of the design journey, they
understand not just the
‘what’ but the ‘why’ behind
each choice. That sense
of ownership transforms
the investment into some-
thing they feel proud of,
rather than something they're
reacting to.

“Framing is often treated
as an afterthought, but it has
the power to completely
transform how art is per-
ceived,” Mr. Knill con-
cludes."The right frame
doesn’t compete with the art-
work—it amplifies it. That's
the philosophy | bring to
every project: custom fram-
ing as a form of design, cura-
tion and elevation. It's not
about enclosing a picture; it's
about creating a complete
experience.”

Koleen Kaffan is Editor in
Chief of Art World News.
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BUSINESS STRATEGIES

PAYMENT PLANS CREATE SALES AND PROFITS

by Barney Davey
Economic cycles impact all
markets, particularly those
dependent on discretionary
income, such as art gal-
leries. However, even during
severe downturns—COVID
being a prime example—
people continued to pur-
chase, albeit at a lower
pace. While newer art
collectors and custom fram-
ing clients may reduce
their spending more than
established ones, you'll
find that success comes
from clients who have
successfully navigated pre-
vious economic challenges
in such times.

Payment Plans
Increase Sales

To assist hesitant buyers
of art and framing who
are cautious about their
cash flow, galleries and
frameshops can offer pay-
ment plans. By converting
more of these cautious
buyers, art and framing re-
tailers can improve their
bottom line without needing
to expand their pool of po-
tential clients.

The key is positioning
payment plans strategi-
cally—as a solution when
price becomes a sticking
point, not as the opening
pitch. This option preserves
the full-price sale opportu-
nity while providing a
fallback that can save trans-

actions that might otherwise
walk away.

Payment Plan
Psychology

While it's sensible to
question whether offering
installments signals desper-
ation, the reality is quite dif-

galleries worldwide, discov-
ered, “lt's not about the
money; it's about the psy-
chology of it; it's about
feeling responsible.” When
collectors can spread a
$2,000 purchase across six
months, they're reducing
the emotional weight of
the decision, and you're
rescuing a lost sale. It's a

ferent. Cole Gallery found
that “many people buy
art on layaway installment
plans” and positions this
as a standard service
rather than a special ac-
commodation.

The psychology extends
beyond affordability. As Art
Money, a financing com-
pany serving over 1,000

mutually satisfying experi-
ence when the gallery
and artist get paid and the
collector gets what they
wanted.

Jessica Singerman Fine
Art uses a simple approach:
interest-free  installment
plans with a $100 minimum
monthly payment. This
structure removes barriers

while maintaining profes-
sionalism.

As discussed in last
month’s column, galleries
like Ethos Arts in Newport
Beach are already using 12-
month installment plans for
artworks over $5,000 to ex-
pand their collector base.

Confidence With
Transparency

Collectors feeling uncer-
tain crave transparency:
clear pricing without hidden
fees, honest discussions
about an artist’s career tra-
jectory, and straightforward
policies. Consider imple-
menting a brief “lending
plan” like Cole Gallery's
three-day trial period, where
collectors can take artwork
home to ensure it works in
their space.

Galleries possess a sig-
nificant advantage over on-
line retailers: personal
relationships. When collec-
tors are cautious about
spending, they're more
likely to buy from someone
they trust—document col-
lector preferences in a sim-
ple system. Take note when
a collector talks about re-
modeling their home office
or seeking related items.
Establishing a foundation
for trust is essential when
you reach out months later.

continued on page 22
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BUSINESS STRATEGIES
continued from page 20

These signals indicate that
you recognize them and
have good intentions. The
more genuine you are, the
stronger your connection be-
comes.

Practical
Implementation

Start small with payment
plans. Offer installments on
pieces over S500, require
credit card information for

as standard business prac-
tices rather than special fa-
vors. When collectors view
payment plans as standard
gallery services, they feel
more at ease using them.
And you selectively intro-
duce payment plans as
needed.

You can't build trust with
a single transaction—you
earn it through quality and re-
liable service over time. Pay-
ment plans and transparent
policies are more than mere
sales tools; they're invest-
ments in long-term collector

automatic payments, and de-
cide what works for your sit-
uation. Some  galleries
release artwork immediately
with the first payment, while
others wait until final pay-
ment. Choose the approach
you're comfortable with
based on the relationship
with the collector and your
gallery’s risk tolerance.

Create a simple one-page
policy explaining your terms,
return procedures, and pay-
ment options. Most impor-
tantly, frame these services

relationships that will sustain
your business through any
economic cycle.

Barney Davey has been a
guiding light for artists
since 1988. He is an influen-
tial creator, producing books,
innovative marketing
courses, and a complimen-
tary, globally followed blog,
Art Marketing News, since
2005. Dive into a world
where your art thrives;
explore the website located
at: www.artmarketingnews
.com for more insights.
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FRAME SMART, SELL STRONG

FRAMING TRENDS, TIPS AND PRICING INSIGHTS

By Litsa Spanos
Framing is the unsung hero
of the art world—the hand-
shake before the conversa-
tion, the subtle

and colors true.

Designers are leaning into
depth and shadow with

Design That
Protects

A beautiful frame

signal that says, this
piece matters. The
right frame doesn’t
just finish a work of
art; it elevates it,
protects it, and in
many cases, helps
sell it. In a competi-
tive market, under-
standing shifts in
style, materials, and

means nothing if
it doesn't safeguard
the art. For works
on paper, archival
mats—100% cotton
rag or alpha-cellu-
lose—are essential.
Linen liners offer
both breathing space
and texture.

pricing is important.
Here are some helpful tips,
trends and insights.

The Look of Now

Step into any gallery, hos-
pitality project, or residential
reveal, and one trend is
clear: quiet luxury. Slim pro-
files in matte black, warm
walnut, or softly burnished
metals like champagne and
aged pewter signal sophisti-
cation without shouting.
Float mounts are still a go-
to, especially for works on
paper with deckled edges.
That slight shadow line (1/8
to 1/4") between art and
mat feels custom and mu-
seum-worthy.

Anti-reflective glazing is
quickly becoming the de-
fault. In light-filled interiors
—and for anything destined
for social media—glare is
the enemy. UV-blocking,
anti-reflective  glass  or
acrylic keeps the view clear

deep shadowboxes, linen-
wrapped spacers, and re-
cessed mounts. Neutrals
remain dominant in the fram-
ing market, but there is a
growing appetite for confi-
dent color accents—slim lin-
ers or bevels in

Mounting matters:
hinge mounts with Japan-
ese tissue and reversible
wheat-starch paste are ideal
for valuable works. Reserve
dry mounting for non-col-
lectible or commercial
pieces. Always use spacers

and anti-reflective finishes
are worth the investment.
Use acid-free backers, seal
with dust covers, and install
sturdy hardware—two D-
rings minimum, with security
systems for public installa-
tions.

Pricing Puzzle

Several factors drive
framing costs: moulding and
finish (wood species, depth,
and custom details); size
(oversize dimensions mean
more labor and waste);
glazing (anti-reflective, UV-
blocking products cost more
but add value); mats and
liners (rag boards, 8-ply
bevels, fabric  wraps);
mounting and fitting (conser-
vation techniques require
skill and time); de-

oxblood, for-
est, navy, or
terracotta.

Sustainabil-
ity is moving
from “nice-to-
have” to “must
-have.” FSC-
certified woods,
reclaimed ma-
terials, and
low-VOC fin-

tails  (hand-toned
seams, splined cor-
ners, leafing); and
logistics  (crating,
shipping, and white-
glove installation).

Standardize  a
“house palette” of
go-to profiles and
finishes to order in
volume and secure
better pricing. Batch

ishes are in-

creasingly specified,
especially for corporate
work. And with large-scale
art still in demand, lighter
builds with acrylic glazing
and composite backers
make oversized pieces safer
to ship and install.

to keep glazing off the art’s
surface.

For glazing, acrylic is best
for large works or safety
concerns; glass works well
for smaller pieces. UV pro-
tection is non-negotiable,

orders to reduce
freight costs and design
within standard mat and
glazing sizes to minimize
waste. Offer tiered glazing
options so clients can
choose according to budget

continued on page 25
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FRAME SMART
continued from page 24

while you maintain margins.
Build realistic timelines to
avoid rush fees, and negotiate
loyalty perks with vendors—
consistent business often
eams better pricing and faster
turnaround. Before any frame
leaves the shop, check the
essentials: tight miters, even
finish, flat corners, spotless
glazing, clean mats, proper
spacers, secure dust cover,
and correct hanging hard-
ware. This last step ensures
the finished product matches
your standard of excellence.

Framing should comple-
ment the art, not compete
with it. Works on paper
look best floated with a
reveal, UV and anti-reflective
glazing, and deep narrow pro-
files. Photography benefits
from sleek profiles, 8-ply

mats, and acrylic glazing for
large works. Canvas pieces
shine in floater frames with
shadow lines or linen liners for
transitional spaces. Textiles
and objects deserve shadow-
boxes with archival mounts

breathing space.” “We chose
anti-reflective glazing so you
can see every detail, day or
night.” “The champagne fin-
ish ties in perfectly with the
room’s hardware.” Connect-
ing each design choice to a

and anti-reflective glazing.

Clients don't fall in love with
“cotton rag mats” or “splined
corners”—they fall in love
with what those details do.
“We floated this to highlight
the deckled edge and give it

visible benefit makes up-
grades feel like must-haves.

Framing isn't an after-
thought—it's a strategic
choice  that transforms
perception,  value, and

longevity. The right frame tells
your clients they've invested

in something worth keeping,
protecting, and showcasing
for years to come. Frame
smart, sell strong, and let both
the artwork—and your repu-
tation—shine.

Litsa Spanos is the President
of ADC Fine Art and works
with private, corporate and
commercial clients for 30
years. Her mission is to sup-
port  contemporary, living
artists and her company ranks
as the top 2% of women-
owned businesses in the na-
tion based on revenue. ADC
Fine Art has two locations: a
13,000 square foot gallery
and custom frameshop in
Cincinnati, OH's west end
and a gallery and custom
frameshop in the heart of Ft.
Thomas, KY. For further infor-
mation, visit the ADC Fine
Art website located at: www.
adcfineart.com.
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DIVORCE, DEATH, DISABILITY

HOW TO CRISIS-PROOF YOUR BUSINESS

By Sheila McCumby
The universe has a cruel
sense of humor. One minute
you're building your dream
business, the next you're
watching your ex-spouse,
who never worked a day in
your shop, (the same person
who thought “profit margin”
was a fancy brand of butter,)
skip away with half of the
business and their new
twenty-something-gold-dig-
ging-trophy-girlfriend. It's a
bitter pill to swallow. While
we're all focused on running
a successful shop, we have
to remember that personal
crises don't stay personal.
Major life catastrophes ad-
versely affect our employ-
ees, business partners, our
legacy and our income.
Everything we have worked
so hard for can disappear in
a moment.

| recently watched a dear
friend navigate a divorce so
heart-wrenching, she has
given me permission to share
her story as a cautionary tale
so others can learn from her
mistakes. My friend, a lovely
person and a visionary aes-
thetician, built a thriving spa
and salon from the ground up
long before she met her hus-
band. Then, one day, a “cute
grad student” came in for a
haircut, and things moved
fast. He love-bombed her,
and they married in a whirl-
wind ceremony. Her dream
man was set to get his Ph.D.
the following summer and
teach at the local university.

Instead, he became a profes-
sional student and, eventu-
ally, a professional non-
worker.

For 15 years, while she
was the main breadwinner
and managing a thriving busi-
ness, he was still chasing
that elusive Ph.D. She was

unraveled. He refused coun-
seling, engaged in an affair
with an undergrad student
half his age, and after the di-
vorce was finalized, he
walked away with a signifi-
cant settlement. Due to state
law, my friend was legally
compelled to buy back half of
the business she had built

paying for the nanny they
hired because he was “too
busy” to watch the kids. And
the best part? This worthless
layabout never lifted a finger
to help at her spa, but he was
always first in line for a free
massage; because, appar-
ently, being a professional
student addicted to online
gaming is very stressful.

Their marriage, predictably,

herself. It was a harsh lesson
in the importance of business
protection. When we marry,
we never think we're going to
get divorced, but the odds
are that in the U.S, 40%-50%
of marriages will fail. The sta-
tistics are about 10% higher
for small business owners,
due to the added time sacri-
fices, financial instability and
stress that entrepreneurs
often face.

Your business is more
than just a job, it's your pas-
sion, your livelihood, and your
legacy. But what happens
when life’'s major crises
strike? Death, divorce, and
disability are realities that can
devastate an unprotected
business. The good news
is that with proactive plan-
ning, you can safeguard
your company and ensure its
continuity.

A business safety net is
essential for success. You
wouldn’t leave a valuable
piece of art unprotected, so
why would you leave your
most valuable asset, your
business, to chance? Here's
a guide to creating a contin-
gency plan that will protect
your shop, your employees,
and your family.

First Line of Defense:
Marital Agreements

While it may seem unro-
mantic, a prenuptial agree-
ment is a critical tool for
protecting your company’s
future. It is not just about
safeguarding personal as-
sets; it's about preserving
the business you've worked
so hard to build. Without a
prenup, your business could
be considered a marital
asset, putting its equity, op-
erational control, and financial
stability at risk during a di-
vorce.

A prenup can explicitly def-

continued on page 28
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DEATH, DIVORCE, ETC.
continued from page 26

ine your business as sepa-
rate property, preventing it
from being divided. If you are
already married and neg-
lected to do a prenup, con-
sider placing the business in
a trust. This can provide an
additional layer of protection,
shielding your spouse from
any potential litigation and en-
suring its stability. Strategic
prenuptial or postnuptial plan-
ning ensures your business
remains secure and under
your control, regardless of
personal circumstances.

1. Succession and
Contingency

Creating a written plan is
the first step. While this
may require the services of
a good business attorney
and an initial investment,
long-term  protection and
peace of mind are invaluable.
This plan should be a com-
prehensive strategy that out-
lines what will happen to
your business in various
scenarios, covering both
short-term operational conti-
nuity and long-term owner-
ship succession.

® For a Sole Proprietor:
Your contingency plan is
closely tied to your personal
estate plan. You will need to
use an attorney to help write
a Last Will and Testament or
a Revocable Trust to specify
who will inherit the business
and who will manage it during
a transition. A Durable Power
of Attorney is also crucial, as
it grants a designated person
the legal authority to manage
your business affairs if you
become incapacitated.

e For Businesses with
Multiple Owners: A buy-sell
agreement is a non-nego-
tiable legal document in this
scenario. This contract dic-
tates what happens to a co-

owner’'s share if they die,
become disabled, or get di-
vorced. It outlines how the
remaining owners can pur-
chase the departing owner’s
share, preventing an ex-
spouse or an heir from be-
coming an unwanted bus-
iness partner. The agreement
should also specify how the
business will be valued and
how the buyout will be
funded.

2. Creating Financial
Safeguards

A plan is only as effective
as its funding. The following

Buy-Sell Agreement: In a
multi-owner business, life in-
surance is an efficient way to
fund a buy-sell agreement.
Each owner can take out a
policy on the others. If one
owner passes away, the pro-
ceeds are used to purchase
their shares from their heirs,
ensuring a smooth ownership
transfer.

® Disability Insurance: This
can be used within a buy-
sell agreement to provide
the necessary funds for the
buyout of a disabled owner's
interest, offering vital protec-
tion for both the business

financial tools are essential
for making your contingency
plan a reality:

e Key Person Insurance:
This is a life or disability insur-
ance policy the business pur-
chases on a key employee,
typically the owner. The busi-
ness is the beneficiary, and
the payout provides a finan-
cial cushion to cover operat-
ing expenses, pay off debts,
or fund the recruitment and
training of a replacement if
the key person is no longer
able to work.

e Life Insurance to Fund a

and the owner.

3. Documenting Your
Business

Especially in a time of cri-
sis, a well-documented busi-
ness is a resilient business.
Ensure you have the follow-
ing in place:

e Standard Operating Pro-
cedures (SOPs): Document-
ing your daily operations
ensures the business can run
smoothly even in your ab-
sence. This “how-to” guide
is invaluable for a temporary
manager or SuUccessor.

e |ist of Key Contacts and
Accounts: Create a master
list of all critical business in-
formation, including pass-
words, vendor contacts,
banking accounts, and pro-
fessional advisors (attorney,
accountant, insurance agent,
etc.). This document should
be kept secure, and a trusted
individual should know where
to find it.

e Financial Statements:
Keep your business'’s finan-
cial records in order. Up-to-
date balance sheets, profit
and loss statements, and tax
returns are essential for an
accurate business valuation,
which is a key component of
any succession plan.

By taking these steps, you
are not just preparing for the
worst-case scenario. You are
building a more robust and
professional business, pro-
viding yourself with the peace
of mind that your passion,
livelihood, and legacy are
protected. This is also a pro-
found act of consideration for
your loved ones during a time
of grief. Proactive planning
today ensures that when
life's inevitable challenges
arise, you and your business
will be prepared.

Sheila McCumby, owner of
Strategies for Success, a
small business consulting
firm, connects with audiences
worldwide as a popular
speaker, writer, mentor and
teacher. Her podcast, ‘The
Framing Chronicles’ focuses
on challenges faced by inde-
pendent companies in the art
and framing industry. With
decades of experience as a
picture framer and shop
owner (since the early 90s),
she’s dedicated to helping
small businesses boost prof-
its and streamline operations.
For more details, visit: www.
mystrategies4success.com.
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NEW FRAMING PRODUCTS

Larson-Juhl’s Three New Collections

Framerica Presents Black Oak

Suwanee, GA-based Larson-Juhl has launched three new
collections: Jasper Il, Metalia Il and Ravello. Jasper Il con-
tains proven selling profiles that extend the Jasper Collec-
tion, now available in join, chop, length and box (previously
box only). Metalia Il extends the Metalia Collection with
a new gunmetal finish and two new profiles. Ravello is
the addition of ltalian waxed veneers in modern profiles,
including a new float profile, with ltalian woodgrains
inspired by boating along the Amalfi Coast. For more details,
call (800) 438-5031, or visit: www.larsonjuhl.com.

Michelangelo Moulding’s 764 Series

Michelangelo Moulding, Mableton, GA, presents the 764
Series, a timeless frame moulding with a classic panel de-
sign and a refined, thin stem. Available in three elegant fin-
ishes, it's the perfect blend of tradition and style for your
framing needs, bringing subtle sophistication to any art-
work or décor. Call (877) 422-8812, or go to the com-
pany’'s website at: www.michelangelomoulding.com.

Yaphank, NY-based Framerica presents Black Oak, from its
Restoration Collection, pairing its darkest stain effect with
charcoal cerusing and a modern, select stock graining. The
entire collection will be available in profiles ranging to three
inches. For further information, telephone (800) 372-6422
or visit the company’s website at: www.framerica.com.

Framing Fabrics’ Updated Sample Book

Framing Fabrics
from Neuberg &
Neuberg Im-
porters  Group
Inc., Los Angeles,
offers its updated
fabric sample
book, which can
be purchased for
$60 and contains
more than 300
swatches of spe-
cially selected fab-
rics, including silk,
linen, suedes and
more. Framing Fabrics also offers high quality custom
wrapping mat and liner services with over 40 liner shapes,
such as bevel, scoop and tapered. In addition, fabric
corner samples can be purchased individually or in sets.
Call (800) 832-2742 for further information, or go to the
company's website located at: www.framingfabrics.com.
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NEW FRAMING
PRODUCTS

Cascade Il from Studio Moulding

Studio Moulding

in Carson, CA,
presents  the
Cascade Il Col-

lection, offering a
neutral palette
with  patinated
metallic under-
tones and blend-
ing classic and
modern ele-
ments to suit
warm and cool
color schemes.
With two new
profiles in five colors the collection features metallic finishes that
mimic noble metals like gold, silver and platinum, making them
perfect for classic and contemporary artworks. Cascade Il is
ideal for framing drawings, photographs, lithographs and paint-
ings. Call (800) 262-4174, or go to: www.studiomoulding.com.

FlexiMaster by Fletcher-Terry

Fletcher Business Group, East Berlin, CT, offers the light-
weight Fletcher-Terry's FlexiMaster®, featuring a full-grip
trigger providing comfortable firing of the company’s Flexible
Framer's Points. It's easy to load magazine accommodates
170 flexible points and the point driver has spring adjusted
fiing power to match frame wood density with no jamming
or double feeding of points. Points can be bent allowing to
change frame contents as needed. No electrical or air
hookup required. For further information, telephone Fletcher
Business Group at (860) 828-3400 or visit the company’s
website located at: www.fletcher-terry.com.
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NEW FRAMING PRODUCTS

Universal Arquati’'s Aqua Collection

Universal Arquati, Santa Clarita, CA, announces the launch
of the Aqua Collection by Arquati Signature 4. Inspired by
organic textures and weathered finishes, the collection of-
fers a unique blend of rustic charm and modern sophistica-
tion in three profiles and five distressed finishes. For further
information, call (800) 668-3627 or go to the company’s
website located at: www.universalarquati.com.

Bella Moulding Debuts New Lines

Tru Vue Offers Oversized Options

Bella Moulding, lo-
cated in Chicago, intro-
duces three brand new
lines for fall—Batiste,
Pilsen and Mackie,
shown. Together, they
deliver a dynamic mix
of form and function
while featuring bright
colors, glittering
metallics and the bold
personality Bella is
known for while elevat-
ing each custom fram-
ing project. For further
information, call (888)
248-6545 or go to
the company’s website
located at:  www.
bellamoulding.com.

Tru Vue, McCook, IL, has xpanded its Conservation Clear®
Acrylic sizes with new oversized options. The company says
that framers have been asking for lightweight, UV-protective
glazing options for large-scale works, and now offer 60 by
80 inches (2032 by 1524 mm) with 4.5 mm thickness, as
well as 80 by 120 inches (3048 by 2032 mm) with 6.0 mm
thickness. With the same 99% UV protection, clarity and
tight quality specifications that framers trust from Conser-
vation Clear® Acrylic, the new oversized formats deliver the
durability, safety and preservation benefits needed for
today’s large-scale projects. Proudly Made in America, the
expanded line gives framers confidence to take on ambitious
designs while protecting what matters most. For more de-
tails, call (800) 621-8339, or go to: www.tru-vue.com.

Gemini Builds It! Presents Solana

Gemini Builds
It! & Show-
case Acrylics,
Elgin, IL, intro-
duces Solana,
a limited edi-
tion collection
of more than
40 mouldings
crafted in
Spain and in-
spired by the
effortless
beauty of the
Mediterranean
coast. Solana features light wood finishes in natural oak
and maple, simple, square and flat profiles, bold two-tone
mouldings with colorful face finishes and raw wood
sides, six hybrid mouldings that can be used as either a
standard frame or a float frame for stretched canvas and
six dedicated float frame styles, designed specifically for
gallery-wrapped canvas and 3D art. For further information,
call (847) 844-4000, or visit the company’s website at:
www.geminibuildsit.com.
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NEW ART

Nice Fenders

There’s 2 Kinds of Snakes

Garland Flowers, lo-
cated in  Pahrump,
NV, debuts "Nice
Fenders” by Garland
Flowers, available in
various mediums,
such as gallery wrap
canvas, framed can-
vas, metal, acrylic and
wood print.  Sizes
range from 12 by 18
inches to 32 by 48
inches. For more de-
tails, call (702) 806-
8652 or visit: www.
garlandcaptures.com.

Warrior

Tina Palmer Gallery, Richmond, VA, presents “Warrior” by
Tina Palmer, an acrylic on canvas measuring 48 by 48
inches. The retail price is $5,200. For further information,
phone (703) 798-1240 or visit the website located at:
www.tinapalmergallery.com.

Limelight Agency, Los Angeles, debuts “There's 2 Kinds of
Snakes” by Gabe Leonard as a signed and numbered canvas
print in a parlor edition of 50 measuring 30 by 15 inches; a
hand-enhanced, signed and numbered gallery edition of 50,
measuring 38 by 19 inches on canvas; a collector’s edition of
25, measuring 44 by 22 inches and a studio proof in an edition
of 7, measuring 48 by 24 inches. For more details, call (213)
765-0870 or go to: www.limelightagency.com.

The New
Explorers

Artist Mimi Stuart, Sun
Valley, ID, presents “The
New Explorers,” an orig-
inal diptych mixed media
created  with  hand-
stitched, ruched fabrics,
organic crushed eggshell,
mica flakes, 24k gold,
silver and copper leaf
measuring 24 by 48
inches. For more details,
call (914) 439-4763 or go
to: www.mimiart.com.
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WHAT'S HOT IN OPEN EDITIONS

Green Garden Variation

“Green Garden Variation” by De-
sign Fabrikken measures 40 by 30
inches and retails for $72 on stan-
dard paper. Available on multiple
substrates and multiple sizes. Call
Image Conscious, San Francisco,
at (800) 532-2333 for details, or
visit: www.imageconscious.com.

Contours of Memory

“Contours of Memory” by Hayley
Michelle is available in a variety of
sizes and substrates. For more infor-
mation, call Third & Wall Art Group,
located in Seattle, at (877) 326-3925
or visit the company’s website at:

www.thirdandwall.com.

Season'’s Study llI

“Season’s Study IllI" by Lisa
Audit measures 36 by 24
inches and retails for $35.
For further information, tele-
phone Roaring Brook Art, lo-
cated in Elmsford, NY, at
(888) 779-9055, or go to
the company’s website at:
www.roaringbrookart.com.

New Growth |

“New Growth |" by Victoria Barnes is avail-
able as POD. Phone World Art Group, lo-
cated in Richmond, VA, for further
information at (804) 213-0600 or go to:
www.theworldartgroup.com.

Sunshine in Blue

Studio EL, Emeryville, CA, presents Usha
Shukla’s “Sunshine in Blue,” available as a gi-
clée on paper and canvas, as well as clear
acrylic, brushed aluminum, Baltic birchwood,
glossy laminate on acrylic in various sizes. Price
available upon request. Phone (800) 228-0928
or go to: www.studioel.com.

In The Distance

“In The Distance” by Ann Bailey is a large for-
mat custom giclée on matte paper measur-
ing 36 by 24 inches (§102). Call A.D. Lines
in Monroe, CT, for more details at (800)
836-0994 or visit: www.ad-lines.com.
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Riverbend llI

“Riverbend IlI" by Christy McKee is
available as POD, retailing from $36
to $435. For further information,
phone C Brand Studios, located in
San Diego, at (858) 554-0102 or
go to: www.cbrandstudios.com.

Vintage Flower Grouping

Nature’s Perfect Tapestry

“Nature’s Perfect Tapestry” by Sarah Jane
measures 24 by 36 inches and retails for
$30. Call SunDance Graphics, Orlando, FL,
at (800) 617-5532, or go to the company’s
website located at: www.sdgraphics.com.

“Vintage Flower Grouping” by Stellar Design
Studio measures 16 by 12 inches and retails
for $15. Phone Penny Lane Fine Art & Licens-
ing, New Carlisle, Ohio, at (800) 273-5263
for more details, or visit the website at:
www.pennylanefineart.com.

Ageless Blooms Sanctifying

“Ageless Blooms” by Carol Robin-
son measures 36 by 36 inches and
retails for $40. For further informa-
tion, phone Galaxy of Graphics in
Fair Lawn, NJ, at (201) 806-2100 or
go to: www.galaxyofgraphics.com.

Rocky Mountain National Park — Dream Lake

“Rocky Mountain
National Park
—Dream Lake” by
James Blakeway

measures 40 by “Sanctifying” by Jeanette Vertentes meas-
13 1/2 inches and ures from 6 by 6 inches to 56 by 56 inches
retails for $34.95. and retails from $22 to $230. Phone Wild
For details, call Blakeway Worldwide Panoramas Inc., Minneapolis, MN, at ~ Apple located in Woodstock, VT, at (800)
(800) 334-7266, or go to the website located at: www.panoramas.com. 756-8359 or go to: www.wildapple.com.
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OPEN EDITION PRINTS

SunDance

Graphics

“Pink Poetry I”
by Lucille Price
Image Size:
18" x 18”
$20

800.617.5532

www.sdgraphics.com www.sundancegraphics.com

“Hills on the Water”
by Birch
Image Size: 30” x 30”
on standard paper
$54
Image is available to resize
and print on paper, canvas,

cotton rag paper, acrylic,
metal and wood.

800.532.2333
www.imagconscious.com

Studio EL

“Market Street 3”
by Helen Wells
Available as POD in
multiple sizes.

800.228.0928
www.studioel.com

Image

Conscious

“Baylands 11”
by Julia Foug
Image Size: 36” x 36”
on standard paper $76

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

acrylic, metal and wood.

800.532.2333 www.imageconscious.com

Sagebrush

Fine Art Inc.

“Trust the Journey”
by
Katie Doucette
Image Size:
16” x 20”
$22

5165 South 900 East
Murray, UT 84117

800.643.7243 www.sagebrushfineart.com

Haddad’s

Fine Arts Inc.

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

800.942.3323
Fax: 714.996.4153

www.haddadsfinearts.com
E-MAIL: cfskeen@haddadsfinearts.com
3855 E. Mira Loma Ave., Anaheim, CA 92806
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CLASSIFIEDS

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

Industry veteran with over 40 years experience will help you build
a simple magnetic website, develop an effective marketing strategy,
and PRODUCE SALES for art galleries and frame shops

* Low cost and effective website < Individual consulting and

+ Clear instructions to get started guidance

+ Get free local promotion with « Combined brick-and-mortar
Google and digital marketing strategies

+ Simple Facebook page (brick-and-click)

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

Art World News

Classikied
Works

ART WORLD NEWS PAGE 41


www.maxartpro.com
www.framedestination.com/gp
www.stahlbush.com

ADVE

RTISERS

COMPANY LISTING PHONE PAGE = COMPANY LISTING PHONE PAGE
ADC FIiN At .t 23 Museum Editions Lid..........oooiiiiiiiiiiiiiiee 9
www.adcfineartart 513.723.1222 www.fazzino.com 914.654.9370
Art Markefing NEWs .........ovrimiiiiics 30 Park West Gallery ........ovovmveeeeereeeeeeeeeeeeceeeeeeeeeeeee e, 25
www.artmarketingnews.com/advocate www.parkwestgallery.com 800.521.9654
Blakeway PAnOraMEs ....ccooivcvssivsss v 19 POD Exchange........ccooviiiiiiiiiieieiceece e 6
WWW.panoramas.com .. 800.334.7266
www.podexchange.com 888.406.2858
Garland FIOWers ............ooiiiiiiiiiiiiiceee e 21
www.gflowers.net 702.806 8652 Pure Art Printer .......ooeviiiiiiiiiiiiiiii e 32
www.pureartprinter.com 435.673.7873
Getlocalphotography.com ..........c.coooiiiiiiiiiiiii, 4
Www,geﬂocqlphotogrqphy.com Sagebrush FINE At oo, 40
www.sagebrushfineart.com 800.643.7243
JORN Fatse wovviiiiiiii e 17
www.abstractartbyjohnfatse.com 203.209.8584 Slaymaker, Ld.......cccooiiiiiiiii 32
Easy Leaf Products .......cooiiiiiiiiiiiccc 35 www.woodyslaymaker.com 7739352787
www.easyleafproducts.com 800.569.5323 SHUAIO EL oo 40
FramMeriCa ... 1,44  www.studioel.com 800.228.0928
www.framerica.com 800.372.6422
SunDance Graphics .........cccciiiiiiiiiiiiiiieee e, 40
Frc:ming FABriCS oo 22 www,sundqncegrophics,com 800.617.5532
www.framingfabrics.com 800.832.2742
Tina Plamer Gallery .........ccoooiiiiiiii 7
Haddad’s Fine Arts INC...oovviiiiiiiiiiiiiiceceeee e 40 www tinapalmergallery.com 703.798.1240
www.haddadsfinearts.com 800.942.3323
Tru VUE INC. oo 33
IMAge CONSCIOUS ..ueiiiiiiiiiiie e 40
i ) www.tru-vue.com 800.621.8339
Www.imageconscious.com 800.532.2333
MAC Art 23 Wellspring Communications ...........cceveeiiiiiiieiiiiieeiiieeee 29
www.macfineart.com 954.990 5420 e-mail: jwhaffey@aol.com 203.854.8566
Michelangelo Moulding .........cooooioiiiiiiiiecee e, 27 Westport River Gallery ... 13
www.michelangelomoulding.com  877.422.8812 www.westportrivergallery.com 203.226.6934
Minds Eye Photos ............ccocooiiiiiiiii TT WIild APPle ..o, 43
www.limitededitionsbyalan.com www.wildapple.com 800.756.8359
Art World News, (ISSN 1525 1772) Volume XXX, Number 8, is published 12 times a year by Wellspring Communications, Inc.,
P.O. Box 129, Rowayton, CT 06853. (Phone 203.854.8566) (Fax 203.900.0225). Single copy price $10.
Send address changes to: Art World News, P.O. Box 129, Rowayton, CT 068583.
PAGE 42 ART WORLD NEWS






www.wildapple.com



www.framerica.com

	001AWN_AUG2025-WEB
	002AWN_AUG2025
	003AWN_AUG2025
	004AWN_AUG2025
	005AWN_AUG2025
	006AWN_AUG2025
	007AWN_AUG2025
	008AWN_AUG2025
	009AWN_AUG2025
	010AWN_AUG2025
	011AWN_AUG2025
	012AWN_AUG2025
	013AWN_AUG2025
	014AWN_AUG2025
	015AWN_AUG2025
	016AWN_AUG2025
	017AWN_AUG2025
	018AWN_AUG2025
	019AWN_AUG2025
	020AWN_AUG2025
	021AWN_AUG2025
	022AWN_AUG2025
	023AWN_AUG2025
	024AWN_AUG2025
	025AWN_AUG2025
	026AWN_AUG2025
	027AWN_AUG2025
	028AWN_AUG2025
	029AWN_AUG2025
	030AWN_AUG2025
	031AWN_AUG2025
	032AWN_AUG2025
	033AWN_AUG2025
	034AWN_AUG2025
	035AWN_AUG2025
	036AWN_AUG2025
	037AWN_AUG2025
	038AWN_AUG2025
	039AWN_AUG2025
	040AWN_AUG2025
	041AWN_AUG2025
	042AWN_AUG2025
	043AWN_AUG2025
	044AWN_AUG2025



