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NEIMAN’S FEMLIN
PRESENTED BY
AMERICAN FINE ART INC.

“Femlin,” Leroy Neiman’s
playful female figures, have
captured the essence of the
artist's love for color, move-
ment and the human form,
while also sparking conver-
sations about art, sexuality
and the role of women in vi-
sual culture. Page 20.

DON'T LET HOLIDAY
CHEER TURN TO
UPCOMING TAX FEAR

Industry expert Sheila Mc-
Cumby says that instead of
letting the post-holiday
slump lead directly into a
year-end panic, turn these
final few days into a proac-
tive plan to get your finan-
cial and operational house
in order. Visit page 24.

STRATEGIES FOR
SUCCESS DEBUTS
MASTER CLASS

Strategies for Success, a
small business consulting
firm founded by Sheila Mc-
Cumby, launches an online
master class teaching
frameshop owners how to
maximize profits and pro-
ductivity. Go to page 14 to
learn more.

RETHINKING BUSINESS
STRATEGY IN TODAY’S
VOLATILE MARKET

Gallery Fuel's Katherine
Hébert discusses how it is
important to step back at
least once a year and eval-
uate not only what your
gallery has been doing, but
what you want the business
to look like three to five
years from now. Page 28.

Art World News

Evalyn Dunn Gallery is located in Westfield, NJ.

LESSONS LEARNED IN 2025
GUIDE NEW YEAR STRATEGIES

2025 has been a tough year for retailers. Regardless of
what comes out of D.C., many business owners are strug-
gling to keep sales up, prices down and employees paid.
For consumers, the rising cost of everyday living—rent,
electric, food, transportation, healthcare, etc.—makes it dif-
ficult to buy other items like art and framing. Economists
also attribute a slowed labor market, with unemployment

at a four-year high, as a
reason consumers are being
more conservative with their
buying. Experts attribute tar-
iffs—and the fear and uncer-
tainty that comes along
with them—as much of the
reason that everyday items

are  experiencing  rising
costs, but there are many
factors playing a role. High in-
flation, increasing interest
rates and consumer buying
trends moving towards more
value-driven purchases are

continued on page 10

Click on advertisers’
Web addresses
throughout the issue.

QUOTE OF THE MONTH:

“For 2026, | will continue to
grow on the idea of ‘Art that talks
to you’ and use that concept with
every single bit of advertising |
do, whether in social media or
otherwise.”

Debbie Smith, page 16
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GETLOCALPHOTOGRAPHY.COM

Presenting
the work of

Clifton
Haley

Visit www.getlocalphotography.com to
see the work of more than 60 photographers
from around the world.
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2025 Lessons Guide
New Year Plans

The incoming year will likely
not see much improvement,
but those in the art and fram-
ing industry know that they
have an edge over other retail-
ers in that their business is
lead by relationships.
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Rethinking Strategy
in Today’s Market

Katherine Hébert stresses the
importance of stepping back
once a year and evaluating,
not only what your gallery has
been doing, but what you want
the business to look like three
to five years from now.

Page 28

Strategies for Success
Debuts Master Class

Strategies for Success, a
small business consulting firm
founded by Sheila McCumby,
launches an online master
class teaching frameshop
owners how to maximize
profits and productivity.

Page 14

2026 Art and Framing
Buying Forecast

ADC Fine Art's Litsa
Spanos says that if 2024
was the year the market ex-
haled and 2025 was the year
it recalibrated, 2026 will be
the year buyers get inten-
tional.

Page 30

Don't Let Holiday
Cheer Tum to Tax Fear

Instead of letting the post-
holiday slump lead directly
into a year-end panic, turn
these final few days into a
proactive plan to get your fi-
nancial and operational
house in order.

Page 24

What's Hot in
Open Editions

This month’s What's Hot in
Open Editions features a vari-
ety of the latest best selling
open edition prints, most avail-
able as print-on-demand im-
ages, and it includes contact
information as well.

Page 34
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IN' OUR OPINION

A Sparkling
Collection of
Main Streets

ore than the dis-
jointed  economic
headlines, the best

read on the economy is right
outside the doorway for most
art gallery and custom
frameshops. Their world ex-
tends as far as they can see,
but not much more.

In a world where Internet
shopping provides equal ac-
cess and standard pricing to
everyone at every time, it's
easy to fall into the thinking
that consumers are a uniform
and homogenous group of
folks where we all eat the
same, want the same and feel
the same. While it is true that
general behaviors can project
across the country to some
degree, those trends lack the
nuance to account what hap-
pens among Main Street Mer-
chants.

Intuitively, art galleries and
frameshops  trade  upon

uniqueness. They avoid com-
peting with tidal waves from
mass market retailers and dis-
tance themselves from the es-
oteric shops that sell oddities,
such as snoods and buggy
whips. The desired mix is to be
relevant yet refined to the
point that it plays well with
local hearts and minds.

The greatest stocking
stuffers art gallery and frame-
shop owners could receive
this year is a hefty dose of dis-
cipline and creativity to last
them throughout 2026. The
economic news will continue
to be disjointed and the great
reality to many will simply be
what's happening outside their
windows. Financial and emo-
tional resources are ample
among consumers to support
a very good new year. How-
ever, the process of attracting
clients and their dollars has
never been more challenging.
Finding the pathways to suc-
cess might be elusive, but not
impossible to find.

John Haffey
Publisher

“Rich Fall Florals”
by Danhui Nai
from Wild Apple.

(888) 406-2858

www.podexchange.com
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ARTISTS & PUBLISHERS

Bentley Art’s New Deutsch Collection

Bentley Art Publishing, Elk
Grove, CA, has added a
new collection of images
from Austrian artist Ludwig
Deutsch to the company’s
website at www.bentleyart
publishing.com and is avail-
able as POD. The 43 new
images by Deutsch (1855—
1935) feature his vibrant,
atmospheric depictions of
Islamic architecture, daily life
and local figures, often show-
casing ornate details, rich
colors and precise realism.

Born in Vienna, the artist was
deeply influenced by his
travels to the Middle East
and North Africa, particularly
Egypt, which became a cen-
tral focus of his art. A Master of academic painting, Deutsch’s
works reflect both fascination with, and idealization of, Eastern
cultures. His paintings are prized for their technical skill
and evocative portrayal of exotic scenes. Call (925) 997-7145
for more details, or go to: www.bentleyartpublishing.com.

“A Dealer in Artefacts 1887” by
Ludwig Deutsch is presented
by Bentley Art Publishing.

McBride/Dillman Presents Tarver

McBride/Dillman, lo-
cated in New York,
NY, recently presented
Homeplace, a solo
exhibiton of new
work by Adrienne
Elise Tarver, whose
work examines how
Black women's identi-
ties have been con-
structed, obscured
and mythologized
throughout  history,
media and the collec-
tive imagination. In
Homeplace, she trans-
forms the gallery into a
richly layered mid-century domestic space inhabited by Vera
Otis, the long-standing fictional subject of her paintings. For further
information, go to the website at: www.mcbridedillman.com.

Artist Adrienne Elise Tarver's
“Point of Passage” is an oil on canvas.

Alex Gross Partners with Non-Profit

In honor of Vet-
eran’s Day, and
the 80th an-
niversary of the
end of World
War Two, Port-
land, OR-based
artist Alex Gross
has partnered
with the non-
profit organiza-

tion Walk
Among Heroes “CAP at Bastogne” is a mixed media
in raffing off painting by Alex Gross.

a new Cabinet

Card Painting of Captain America, with 100% of the proceeds
going to benefit the charity. The Cabinet Card Paintings series
are vintage cabinet card photographs—approximately 100 to
140 years old—which Gross transforms into pop culture
characters, painting with oils and acrylics directly onto the
photo. For further information, visit the artist's website located
at: www.artofalexgross.com.

Berta Walker Gallery’s Fundraiser

Berta Walker Gallery in
Provincetown, MA, will
contribute  10% of all
gallery commissions de-
rived from sales made
through the month of De-
cember to Jamaican Hurri-
cane Relief Groups, after
the recent devastation left
by Hurricane Melissa. An
exhibit titled, Little Shop of
Wonders was also held
to help raise funds for the
cause and featured work
by artists such as Pene-
lope Jencks, Peter Hunt,
Danielle Mailer, Nancy
Whorf, Donald Beal, Peter
Hunt, Gertrude Gay Smith,
Tom Boland, William Fitts, Berta Walker, Paul Resika, Grace
Hopkins, Lennie Alickman, Paul Bowen, Joe Diggs and Deb
Mell. For further information, call (508) 487-6411 or go to the
gallery’s website located at: www.bertawalker.com.

Artist Danielle Mailer’s “Cat Tales,
Green’” is an acrylic on aluminum.
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www.fazzino.com

GISELA MCDANIEL'S FIRST
SOLO MUSEUM EXHIBITION

© Gisela McDaniel. Image courtesy
the artist and Pilar Corrias, London.

OGUNQUIT, ME—The
Ogunquit Museum of
American Art recently pre-
sented the first solo museum
exhibition in the United States
featuring the work of artist
Gisela McDaniel. At the heart
of the exhibition titled /nina

is McDaniel's work with the
CHamoru community and
diaspora of Guahan (Guam),
her maternal homeland.
Named one of Art Mag's 30
Most Influential Artists Under
30 in 2025, McDaniel is a di-
asporic, Indigenous CHamoru
artist who takes an affirma-
tional approach to portraiture.
Focusing on the individuality
of her “subject-collaborators”
(a term she uses for the indi-
viduals in her paintings, often
women and non-binary peo-
ple of color), the artist works
to transform experiences and
histories of trauma by creat-
ing space for healing and
self-care through conversa-
tion and relationship building.
Framing this body of work,

is a survey of McDaniel's
portraits of subject-collabora-
tors from Detroit, Los
Angeles, and New York—

all spaces that she has

lived and worked. Shown is
“Prima, Nieta, Nana: Pasifika
Bailadora,” a mixed media
by McDaniel measuring 45
by 32 by 6 inches. For

more information, call (207)
646-4909 or visit the mu-
seum’s website located at:
www.ogunquitmuseum.org.
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2025 LESSONS LEARNED GUIDE NEW YEAR

continued from page 1

seen as key factors. Even
larger stores are finding it
harder and harder to keep
the lights on. This year
alone, some 15,000 stores
have closed across the
U.S., which is more than
twice the amount in the
previous year. Major chain
stores have filed for bank-
ruptcy or closed, including
Claire's (closing hundreds
of stores and filed for bank-
ruptcy a second time),
Party City (closure of all its
locations), Joann Fabrics
(closed  more

that they have an edge over
other retailers in that their
business is lead by relation-
ships and connection to a
niche market.

Evalyn Dunn Gallery,
Westfield, NJ, opened its
doors in 1958 and today is
owned by Dunn’s daughter
Jaclyn Civins for the past 35
years. With some 67 years
in business, the gallery has
seen many economic ups
and downs. For Ms. Civins,
paying attention to trends
and consumer buying hab-

Ms. Civins said that
being diligent with the
gallery’s social media up-
dates has also helped to
get customers excited
about what they have to
offer this year. "We use
Facebook and Google Ad
Words as a means of pro-
moting our gallery and plan
to continue to do so in the
coming year by expanding
our use of Instagram and
LinkedIn. Social media pro-
vides a crucial venue to
build awareness and reach
new customers. With so
many  different

than 500 stores
after filing for
bankruptcy) and
Macy's,  Wal-
greens, CVS
and Kohl's have
all  significantly
reduced their
amount of loca-
tions.

Supply chain
delays,  rising
costs and inven-
tory gaps also

platforms and de-
vices, a cus-
tomer’s first
interaction  with
the gallery may
be with our Insta-
gram or a Google
ad. The challenge
is scale. To move
from awareness
to revenue, Meta
and Google re-
quire significant
ongoing invest-
ment so we're

still play a role, Evalyn Dunn Gallery is located in Westfield, NJ.

albeit much im-

proved since the pandemic.
But still, the country’'s GDP
(gross domestic product)
for 2026 is predicted to see
a 2% improvement. This is
not that significant consid-
ering 2021 saw a 5.7% rise
after the pandemic began in
2020.

The years 2021 to 2024
saw a 12.7% gain overall in
GDP as it rebuilt from the
2020 downturn—exceeding
predictions across the
board. This lead to a strong
job market and increased
sales for retailers. The in-
coming year will likely not
see this level of improve-
ment, but those in the art
and framing industry know

its is an important part of
keeping sales flowing. That
doesn’'t mean that every
strategy is a winner. “This
year, print advertising has
not been as effective as
social media tools in gener-
ating additional business
for the gallery,” she says.
“Customers do not look at
print ads as much as they
did in the past. Their habits
lend themselves more to
the use of social media
through mobile devices like
cellphones rather than print
ads. We have steadily im-
proved and updated our
website to obtain greater
exposure and have created
an online shopping experi-
ence for consumers.”

always weighing

and reallocating
budgets when and where
we see fit. We love it when
new customers say they
saw us online before com-
ing into the gallery for the
first time.”

Evalyn Dunn Gallery plans
to expand their use of social
media in 2026 by increasing
its presence on social media
platforms like Instagram and
LinkedIn. “Additionally, we
plan to promote community
engagement by sponsoring
events and providing in-kind
donations of arts and crafts
that benefit local not-for-profit
organizations. Also, we are al-
ways looking for new sources

continued on page 12
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Minds Eye Photos

Please Visit
Booth 1116 at the

Photography by Alan Goldberg Spectrum

Miami Art Fair.

“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 Arzist Closeup #25 magazines.

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

www.limitededitionsbyalan.com

mindseyephotos1953


www.limitededitionsbyalan.com

MFIT PRESENTS ART X
FASHION EXHIBITION

©The Museum at FIT

NEW YORK, NY—The Mu-
seum at FIT (MFIT) presents
Art X Fashion, a comprehen-
sive exploration of the symbi-
otic relationship between the
world of fashion and fine art
opens this winter at The Mu-
seum at FIT (MFIT). Featur-
ing more than 140 objects,
including garments, acces-
sories, textiles, photographs
and original artworks drawn
from MFIT’s permanent col-
lection, Art X Fashion chal-
lenges the traditional
hierarchies of visual culture,
presenting fashion and art
each as parallel, potent ex-
pressions of social, intellec-
tual and creative forces. The
exhibition also considers how
designers interpret the aes-
thetics and themes of fine art
into their own creative
processes, resulting in de-
signs that transcend their in-
spiration and produce new
ideas. Curated by Dr. Eliza-
beth Way, curator of costume
and accessories at MFIT, the
exhibition is on view from
February 18 to April 19, 2026,
and reflects MFIT’s mission to
advance the understanding
and appreciation of fashion’s
critical role in culture. Shown
is Alexander McQueen for
Givenchy, a silk crinkle chiffon
dress, from the fall 1999 col-
lection. Visit: www.fitnyc.edu
for more information.
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2025 LESSONS
continued from page 10

of art for our customer
base, and we will continue
to look for talent locally, na-
tionally and internationally.
Art includes not only origi-
nal works such as paintings
and sculpture, but also
crafts such as art glass and
costume jewelry.”

Social media has also
been a great tool for Ms.
Civins and her staff

Garver says, “our main goal
for 2026 is to keep looking
for new artists and add to
our roster that already ex-
ceeds 300. This year we
launched a new website to,
not only help expand our
customer base, but to also
support our artists’ bodies of
work, new collections and
career news. Keeping new
and existing collectors up-to-
date on these events help to
build relationships and grow
sales in the gallery.”

not fall short for my mone-
tary goals for the gallery.”

With this in mind, Ms.
Smith says creating a more
cohesive and inviting envi-
ronment will help attract
new customers.

“For 2026, | plan to put in
more space for our framing
design area. And, | intend on
having art exhibitions and
shows that are geared to
specific groups of artists, i.e.
a photography show, a

to keep their own
education updated.
“It is a great tool for
us to find new ways
to improve our
framing techniques
and learn about dif-
ferent materials. It
is also important to
take advantage of
new technologies
wherever possible
by actively attend-
ing trade shows and

webinars.”

With all of the
economic  projec-
tions, Ms. Civins

says that it is hard
not to be worried

plein air painters’
show and an LGBTO+
show. We are also
planning an exhibition
of the open studio,
which is a group of
artists who get to-
gether and paint and
are in affiliation of the
Art Association of Har-
risburg. | have been
concentrating on con-
nections within the art
community—visual,
music and theater.

“One thing that |
did realize this year is
that | need to utilize
my staff differently to
bring out their best

about the coming
year. “One concern
has been the implementa-
tion of tariffs which can
have an impact on our pric-
ing of framing. We are
doing our best to absorb
these price increases and
not pass them on to our
customers. Another area of
concern is cyber security
to make sure that our web-
site is secure and that our
customers are protected in
every way possible.”

Garver Gallery, located
between the state capitol
and the University of Wis-
consin in downtown Madi-

son, WI, has been in
business since 1972.
Gallery  director  Jack

Westport River Gallery is located in Westport, CT.

At The Smith Gallery &
Fine Custom Framing in
New Cumberland, PA,
owner and President Deb-
bie Smith says that this
year's holidays season has
been their busiest one yet,
especially in the custom
framing department.

“In 2025, | had to really
look at all of my costs and
needed to raise them on
the framing end, as well as
the percentage that | get
on a consigned piece of art-
work,” she says. “| went
from 30 to 35 percent. |
think it balances out better
now because | am able to
represent the artist but also

talents,” Ms. Smith
says. “I think | have
honed in on what works the
best and who works the
best with whom. Each of
them have their own unique
talents, and | am trying to
celebrate those strength
and extol them so they
grow with the gallery. We
are 100% woman-powered
and have been leveraging
that unique quality of the
business.

“I always talk about
how when art speaks to a
customer that they should
really, truly listen to that
voice and take that piece
home for themselves. My

continued on page 16
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KAHAN GALLERY
PRESENTS UNIQUE
CALDER AND MIRO EXHIBIT

NEW YORK, NY—Kahan
Gallery presents Calder &
Mird: Prints and Drawings,
1967-1976, a focused group
of prints and gouaches by
Alexander Calder (1898-
1976) and Joan Mir (1893-
1983) from their later years,
when they returned with re-
newed intensity to their prac-
tice on paper. The exhibit
includes primary market prints
and gouaches that will be
exhibited for the first time in
nearly 60 years. Included is a
complete set of Mird’s six ver-
tical format lithographs The
Seers (1970) and select prints
by Alexander Calder from the
series The Elementary Mem-
ory (1976). Large-scale etch-
ings and aquatints by Mir6 set
in nocturnal atmospheres
such as “The Sleep-Walker”
(1974) will be shown with
Calder’s nebulous and ma-
rine-like gouache “Sea-star”
(1969). More than 20 prints,
gouaches, illustrated books
and tapestry will also be on
view. Etched, inked, and
stained, the works reveal the
artists’ shared sources of in-
spiration and convergent
methods, approaching new
concepts with spirited inven-
tion. Call (212) 744-1490 or
go to: www.kahangallery.net.
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SHEILA MCCUMBY DEBUTS MASTER CLASS

Strategies for Success, a
small business consulting
firm founded by Sheila Mc-
Cumby, launches an online
master class teaching frame-
shop owners how to maxi-
mize profits and productivity.
Starting January 5, 2026,
the subscription-based
course titled, “Things They
Didn't Teach In Frame
School, Picture Perfect
Profits: A Master Class in
Frame Shop Business Fun-
damentals,” teaches valu-
able strategies that

magazine. Her podcast, The
Framing Chronicles, focuses
on challenges faced by
independent companies in
the art and framing industry,
and how to navigate them.

“I know so many framers
who are amazingly talented,
but struggle with all the
essential obligations we
have as owners and man-
agers. | don’t want anyone
to feel shame if they have
difficulties understanding all

month will focus on a differ-
ent core business principle:

e Financial Clarity (Busi-
ness Basics): Learn best
practices to track sales,
manage inventory and un-
derstand and analyze finan-
cial reports. Gain the
financial clarity required to
make powerful, profit-dri-
ving decisions.

¢ Operational Excellence:
Implement systems that
efficiently streamline a

drive growth in
profit margins,
boost operational

efficiency and dra-
matically increase
overall productivity.

“The master
class recognizes
a crucial industry
truth: Your shop is
run by talented
artists and crafts-
people, but to truly
succeed, you must

frameshop’s  work-
flow, giving you back
precious managerial
time.

e Targeted Mar-
keting: Attract prof-
itable new clients
and maintain strong
relationships with a
frameshop's current
customer base.
Learn how to lever-
age social media and
other advertising
methods effectively.

operate as a savvy
business entrepre-
neur,” Ms. McCumby says.

“If you're ready to stop
struggling with financial
clarity, operational bottle-
necks and managerial
headaches, and start truly
leading a growing, thriving,
and profitable enterprise;
this master class is your
next step. The best advice
| ever received when my
shop was struggling was
to take off my apron, get
out of the workshop and
start acting like a boss.
| was humbled, but it was
the wake-up call | needed.”

Ms. McCumby connects
with audiences worldwide as
a popular speaker, writer,
mentor, teacher and colum-
nist for Art World News

the overwhelming business
stuff it takes to run a shop,”
she says.

“The framing industry is
vastly different from an aver-
age retail business. It's hard
to find resources to learn
how to be an effective busi-
nessperson and inspirational
leader. My goal is to give
framers the strategic foun-
dation to turn their talent into
wealth. This class is about
practical, actionable steps
that lead directly to sustain-
able growth, more money in
their pocket and more time
back in their day.”

The course delivers four
weekly classes per month,
structured around maximiz-
ing performance. Each

Sheila McCumby, founder of Strategies4Success.

e Confident Lead-
ership: Cultivate a high-
performing team and confi-
dently steer a business to-
ward sustained success.

The program costs $75
per month (for all four
classes) or $25 per individ-
ual class. As part of the
format subscription-based
online master class, stu-
dents will have “anytime”
access to the recorded
classes and the option to
participate in live weekly
QR&A sessions.

Registration starts on
December 1, 2025. For fur-
ther information, learn more
about Strategies for Suc-
cess and to register for the
master class, go to: www.
mystrategies4success.com.
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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

203.226.6934 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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2025 LESSONS
continued from page 12

staff hears it. They feel it.
They talk about it, too!
| have brought artists in to
talk about how they create
and why they create and
have my staff involved in
the conversation.”

And this same conversa-
tion makes an impact on
custom framing. “We
make a concerted effort to
stress that our framing al-
ways enhances the artwork
and we have been trying to
express that to our artists.
It is truly important to ele-
vate their work. We have a
designated area, with spe-
cial pricing, to help artists
present their work better
and to realize how important
that is to completing their
work. We also discount
artists at 20% off custom
framing every day.”

Plans for the coming
year at The Smith Gallery &
Fine Custom Framing will
entail building all that this
year has helped to create.
“For 2026, | will continue
to grow on the idea of ‘Art
that talks to you' and use
that concept with every
single bit of advertising |
do, whether in social media
or otherwise. | continue to
reach out to the community
and try to raise our vibra-
tion with art. Many times,
people comment on how
wonderful it is just to be
in the shop...vibrant with
color, art, love and light!

“The challenges that are
coming this year is that we
will have to deal with the
tariffs,” she says. “They
are passed on to us, the
retailers, and then on to
our customers. That's a re-
ally big pill to swallow! And,

I'm going to have to adjust
my prices accordingly. Be-
cause things are so much
more expensive now, peo-
ple don’t have the expend-
able cash than they did a
year ago, especially with
the rising healthcare costs.
All of that is a huge con-
cern for me personally and
also for my staff and many
of my customers and
clients. Their art and fram-
ing budget might have to
be on hold.

“Again, | plan to rise
above all that, and continue

Prior to opening Idea
Gallery, | had a design/
marketing firm so I'm more
adept at marketing than
most gallery owners. This
year was an unusual one of
continued up and down
monthly sales attributed to
the uncertainty of the
economy. Also, our web-
site didn't generate as
much sales as other years,
but we did see an increase
of sales through social
media inquiries.”

Low consumer confi-
dence has been a constant

The Smith Gallery & Fine Custom Framing, New Cumberland, PA.

to place artwork in peo-
ples’ homes based on how
important it is that we cel-
ebrate, appreciate and sup-
port our artists.”

At |dea Gallery, Egg Har-
bor, WI, owner and director
Dan Cross says that the
state of the economy has
lead to a slower sales year
for 2025 as consumers be-
come more reluctant. “Our
sales were down in 2025,
but, our strategies have
been effective, tested and
proven since we have been
in business 10 years,” he
says. “The previous three
years each surpassed the
previous with record sales.

this year. “I attribute a lot
to the state of the econ-
omy and uncertainty of
where things are going, es-
pecially with tariffs,” Mr.
Cross says. “Tariffs, con-
trary to what the adminis-
tration has claimed, has
caused higher consumer
prices. We heard from past
customers this season that
they needed to watch their
spending. In turn, spending
on art, a non-necessity,
was adversely affected.
Politically speaking, during
election years there comes
uncertainty with whatever
party is the new adminis-
tration. We've seen this in
the past two elections and

especially so with the cur-
rent one.”

Some positive notes this
year for Mr. Cross were
creating engaging social
media posts that attract
engagement and help to
bring in sales. “Our social
media strategies continue
to be effective in engaging
our customers and gener-
ating new followers and
growing sales. Another ef-
fective strategy has been
to get our artists to do
their own posts promoting
the gallery as their repre-
sentative and also having
them comment on our con-
tent to increase our follow-
ing. Our winter pop-up
events have also been suc-
cessful as full-time resi-
dents in Door County are
looking for things to do.”

Looking to the new year,
Idea Gallery has lots of plans
to gain momentum. “For the
2026 season, and to differ-
entiate from the many Door
County galleries, we are
going to open a wine bar in
our annex gallery,” he says.
“The concept behind this
is to create a destination
setting where people can
come to socialize among the
artworks. The objective is
to keep customers in the
gallery longer and increase
sales. Our regular cus-
tomers will increase our au-
dience, too, by bringing
visiting friends to the gallery.
In turn, we get to expand
our visibility, while creating
word-of-mouth advertising.
I'm certain this will increase
the opportunity for more
sales.”

They will also expand
their sculptural garden with

three new artists and will

continued on page 18

PAGE 16

ART WORLD NEWS



Art Worild News

www. artworldnews.com


www.artworldnews.com

2025 LESSONS
continued from page 16

be doing three pop-up art
events this winter in collab-
oration with another local

gallery.

“We did this in 2025 for
the first time and it was very
successful. We will also
offer seven, one- and two-
day art workshops during
our tourist season, (May to
October). In the winter the
gallery isn't open daily like
the main busy season, so
to generate additional cash
flow through the winter we
are going to offer several
one-day workshops in a
variety of medias. Our target
market will focus on the
year-round residents  of
Door County, although, we
will send out an email cam-
paign and promote it through
social media.”

For Ken Warren, co-
owner with his wife Pat of
the Westport, CT-based
Westport River Gallery,
economic predictions and

“Every year since we
opened in 2004 we have
expected to make $75 mil-
lion. Every year we are
disappointed. The stock

Idea Gallery is located in Egg Harbor, WI.

expectations can help to
guide a business, but unex-
pected interruptions are
also to be expected.

market, weather and ER
visits are also predictive-
elusive. Galleries and
frameshops have become

more like ERs. You never
know what (or who) is
coming in, or when or even
why. Years ago, we could
better predict our day-to-
day business. All the more
reason to employ a philos-
ophy of ‘opportunity man-
agement.” For 2026 we
need to make sure we are
carrying art that people
want to buy, and hopefully
collect. We need to make
sure our framing prices—
despite  frequent and
seemingly irrational cost in-
creases—are reasonable,”
Mr. Warren concludes.
“Our margins may be thin-
ner but will drop faster if
clients evaporate. Scaring
people with high prices is
a good way to never see
them again.”

Koleen Kaffan is Editor in
Chief of Art World News.
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STEPS FOR SUCCESS

DON'T LET HOLIDAY CHEER TURN TO TAX FEAR

By Sheila McCumby
The holiday season is nearly
over and you're driving back
to the shop on December
26, slightly overwhelmed by
the holiday cheer overload
but ready to tackle the final
days of the business year.
While you might be nursing
a gigantic coffee and enjoy-
ing the sudden quiet, a cold
realization hits; Taxes... End
of the Year... Inventory...
More Taxes... Commencing
panic attack in 3...2...1...

Instead of letting the post-
holiday slump lead directly
into a year-end panic, turn
these final few days into a
proactive plan. Getting your
financial and operational
house in order now is the
single best gift you can give
your business. Here are 10
essential steps to streamline
your reporting and set your
business up for a prosper-
ous 2026.

Year-End
Checklist:

1. Set Appointments
with Your Experts NOW

Your accountant, tax advi-
sor, attorney, business con-
sultant and insurance agent
are your critical support
team, and they get slammed
at the start of the new year.
Beat the rush and schedule
appointments immediately.
Learn exactly what reports
and data they require to ac-
curately file your taxes and

conduct year-end reviews.

e |legal & Succession
Planning: Do you need to
update shareholder agree-
ments, bylaws or your cor-
porate classification? Who
would take over your busi-
ness if you were suddenly
incapacitated? Creating or

The year-end is the most
strategic time for small busi-
nesses to manage their tax
liability and organize for the
coming year. Here are a few
key areas that will set your
business up for success and
maximize savings:

e Strategic Income and
Expense Timing

updating an estate plan is
vital for business continuity.

¢ Insurance Review: Have
you added any new capital
this year (e.g., a new mat
cutter, large printer, or secu-
rity system)? Re-evaluate
your coverage to ensure all
new assets are protected.
Your future self will thank you.

2. Year-End Tax
Prep: Things to do
NOow!

Now is the time to maxi-
mize and accelerate your de-
ductions:

Pay expenses (office sup-
plies, software, repairs,
bonuses) before December
31st to deduct them this
year.

Defer Income: Consider
delaying invoicing or collect-
ing payments until early Jan-
uary if you need to push
income into the next tax
year.

e Maximize Tax Deduc-
tions: Ensure you fully utilize
all available tax breaks.

Retirement Contributions:
Maximize deductible contri-
butions to your SEP IRA,
Solo 401(k) or other small
business retirement plans.

Asset Purchases: Busi-
nesses in the U.S can utilize
Section 179 and Bonus De-
preciation to deduct the full
cost of qualifying equipment
and business assets placed
in service by December
31st.

Health Savings: Fully fund
any eligible Health Savings
Accounts (HSAs) for a de-
duction.

¢ Clean and Organize Fi-
nancial Records

Reconcile Accounts:
Match all bank and credit
card statements against
your books to ensure every
transaction is correctly cate-
gorized.

Inventory/Bad  Debts:
Perform a physical inventory
count and write off obsolete
stock. Review Accounts Re-
ceivable and formally write
off any clearly uncollectible
debts.

Gather Documents: Or-
ganize all receipts, invoices
and loan documentation.

® Prepare for the New Year

continued on page 25
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Consult Your CPA: Meet
with your accountant before
year-end for a tax projection
and final strategic moves.

1099/W-2 Prep: Make
sure you have all of your em-
ployee's personal informa-
tion correct. Confirm you
have current W-9 forms
(with legal names and TINs)
for all independent contrac-
tors paid over $S600 to pre-
pare for Form 1099 filing.

Budgeting: Analyze your
Profit & Loss statement to
create an informed and real-
istic budget for the coming
year.

3. Cyber Security

This may be a good time
to change your login creden-
tials for sensitive informa-
tion, such as bank account
logins, accounting software,
and other confidential data
that is vital to your business.
Keep those passwords se-
cure and make sure a
trusted partner or employee
has access to your elec-
tronic sign-ins just in case
you are incapacitated. While
cloud-based POS and ac-
counting software often han-
dles backups automatically,
if you use desktop systems
it is smart business to
backup data daily and keep
a backup on your personal
cloud drive or on an external
USB stick or hard drive.

For added security, keep
an off-site copy of your
backup data in case of
fire, theft, or natural disas-
ter. In the U.S., it is advis-
able to keep business
records for at least seven
years. Don't forget to back
up any cell phones used
for business calls or storing

customer information.

4. Countdowns Aren’t
Just for New Year’s Eve

Take a complete physical
inventory. If you've been
lax about tracking stock,
the New Year is the perfect
time for a fresh start. Accu-
rate inventory is key to cal-
culating accurate financial
reports and ensuring effi-
cient cash flow.

Purge. Your storage area
isn't a museum of bad pur-
chasing decisions: Deeply

for the health of your
business

Run your financial reports.
Most modern POS and ac-
counting systems make it
easy to generate the core
numbers your accountant
needs.

The Accountant Advan-
tage: If you can afford it, hire
an accountant for tax prepa-
ration; it is worth every
penny. If this isn't feasible,
use tools and templates in
software like QuickBooks or
Excel. Review these reports

discount or purge dead and
discontinued stock. You are
better off getting rid of dead
items that are taking up valu-
able space, even at a loss.
Take whatever cash you get
and reinvest it in products
that sell.

Inventory is Insight: If you
don’t know what you have in
inventory, you don't truly
know your business and you
are almost certainly losing
money.

5. Financial Report-
ing: An annual checkup

monthly to track the overall
health of your business and
spot trouble right away. If
you plan to apply for financial
aid or a loan, these reports
must be current.

Key Reports You Should
Request:

e A Profit and Loss (P&L)
Statement: Lists total rev-
enue, expenses, gains and
losses. Use these numbers
to analyze your net income,
identify areas where operat-
ing costs can be trimmed
and set goals to increase
sales.

¢ A Balance Sheet: This is
a snapshot of your business’
assets, liabilities and equity
(capital). Confer with your
accountant to review your
capital list (mat cutters,
computers, tools); new pur-
chases and depreciation on
certain equipment may be
tax deductible.

e Cash Flow Statement:
This statement tracks cash
received (“inflow™) and cash
spent (“outflow™), ensuring
you have enough cash to
cover upcoming expenses.

e Write Off Bad Debt:
Consult your accountant
about the best way to han-
dle old, uncollectible in-
voices tax-wise. Some POS
systems have a "bad debt"
option to write these off as
aloss.

Vendor Housekeeping
And Negotiation:

Analyze your moulding
and matboard usage for the
past year. Who were your
top vendors? What were
your most popular mould-
ings? What were the duds?
This can give you some
leverage to negotiate with
vendors for larger discounts
in 2026.

Update Info: Verify cur-
rent contact details, shipping
rates and minimums for key
suppliers.

Purge discontinued and
poorly selling samples from
your displays.

7. Take Good Care of
Your Employees

Effective leaders recog-
nize that their team is their
greatest asset.

Update Information: Make
sure that you have current
mailing addresses, emer-
gency contacts, email and
phone numbers for sending

ART WORLD NEWS
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out required tax documents.

Retention: Good framers
are hard to find. Consider
bonuses or other incentives
to retain your employees
and thank them for their hard
work.

Staffing Analysis: Analyze
your staff needs. Budget for
raises and training ex-
penses. Can you afford the
staff you have, or is it time
to bring on new team mem-
bers? Set up your employee
vacation calendar now to
ensure you are adequately
staffed throughout the com-
ing year.

8. Audit Your Online
Presence

Your website and social
media are your 24/7 gallery

showroom.

e Technical Check: Click
every link on your website
and social media pages.
Make sure they work and
that your contact information
is 100% up to date.

e Google Listing: Check
your listing on Google; is the
information correct?

e Plan for Growth: Set
goals to improve your online
presence and marketing
strategy for 2026.

9. Reset Everything
for the Coming Year

Some POS systems
allow you to reset your work
order numbers to indicate
the new year (e.g., prefixing
them with ‘26"). This is in-
credibly helpful for sales
tracking and report analysis.

10. Give yourself and
your team some credit
It's a sobering truth that

over 50% of small busi-
nesses close within their
first two years, with an
additional 25% failing by
the five-year mark. The sim-
ple fact that you opened
your doors today is a signif-
icant victory, and maintaining
your operation, especially

during these uncertain
times, is a massive accom-
plishment that deserves
recognition.

Take time now to docu-
ment the improvements and
gains you've made this year.
Be sure to share this list of
“wins” with your employees
and specifically recognize
their significant contributions
to your collective success.

The new year is the per-
fect opportunity to reflect on
your journey and strategi-
cally plan your future. Set
tangible, measurable goals

for the forthcoming year and
develop a robust plan for
how you intend to flourish
and grow. Then raise a glass
and toast your team, take a
deep breath and get ready
for a profitable 2026.

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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BUSINESS DEVELOPMENT

RETHINKING STRATEGY IN TODAY’S ART MARKET

by Katherine Hébert

The art market is shifting in
subtle but meaningful ways.
Collectors are using new
tools to discover art, the
emotional motivations be-
hind purchases are evolv-
ing, and the identity of what
a gallery is (and does) is
expanding. For small and
mid-sized galleries—often
running on lean teams and
tight margins—these shifts
require clarity of direction
and deliberate planning.

This is why it is important
to step back at least once a
year and evaluate not only
what your gallery has been
doing, but what you want
the business to look like
three to five years from
now. Without this reflec-
tion, galleries fall into
“maintenance mode,”
where the day-to-day dic-
tates strategy rather than
the other way around. But
the galleries that grow sus-
tainably are the ones that
create systems that sup-
port consistency, so the
owner and staff are not con-
stantly reacting to the most
urgent task at hand. As you
plan the next phase of your
business development, here
are key trends shaping the
gallery sector today—and
ways you can implement
them in your workflow.

Prioritizing Client
Relationships Beyond
the Transaction

Client loyalty is one of

the strongest business driv-
ers a gallery has, but loyalty
is built between purchases,
not at the moment of sale.
It is easier to keep a client
than find new ones. Many
Gallery Fuel members in-
tend to stay in touch, but
struggle to be proactive.
The solution is to create a

an artist’'s process, recent
press and highlights or a cul-
tural trend related to their
taste. These lead to per-
sonal notes and emails, not
newsletters blasted to all.

e After every sale, sched-
ule a follow-up touchpoint
three to four weeks later in
your CRM or email calen-

simple, repeatable system
for outreach rather than re-
lying on memory or spon-
taneity.

Here are some ideas to
help you.

e Create a list of your
top 25 to 50 existing collec-
tors and schedule quarterly
personal check-ins. These
events don't need to be
sales-driven—instead,
share a short insight about

dar—ijust to check in, thank
them again, and ask how
the piece is settling into
their space.

* Track collector prefer-
ences more intentionally.
Even noting their color
palette preferences, fa-
vorite mediums or price
comfort range allows you to
send highly relevant per-
sonal previews later that will
have a lasting impact on the
collector.

This kind of thoughtful
and personal contact is
what makes an art collector
feel like a partner in the
gallery’s mission—not just
a customer.

Building Manage-
ment Systems That
Support Growth

Small galleries rarely
have the staffing needed
to divide responsibilities
cleanly, which means tasks
like marketing, administra-
tion and sales often fall on
the same person. One im-
portant shift in recent years
is the growing accessibility
of fractional support—spe-
cialists who work with you
part-time, project-based or
remotely.

For example:

® A part-time marketing
assistant can prepare exhi-
bition announcements, up-
date the website or
schedule social media
posts—freeing you to focus
on relationship building.

e A freelance gallery ad-
ministrator can help with
inventory records, artist
agreements and/or press
packets.

¢ A contracted videogra-
pher or editor can produce
short-form video content of
exhibitions or artist conver-
sations to be presented on
the website, social media
and even played on the
showroom floor.

continued on page 29
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The key is to treat out-
sourcing not as a luxury, but
as a strategic investment in
the capacity of your art
gallery and frameshop to
grow. Even five to 10 hours
per month can make a
measurable difference.

Galleries are increasingly
and more intentionally com-
municating their values—
not only what they show,
but why. This includes cura-
torial intention, relationship
to community and sustain-
ability practices. If your
gallery uses eco-conscious
shipping materials, frames,
or exhibition display meth-
ods, brag about that. Your
prospective buyers  will
want to support your busi-
ness over a faceless online
marketplace. If your artists
source materials sustain-
ably or work with reclaimed
objects, highlight it in wall
text and online as well.
Collectors, especially the
younger buyers, love busi-
nesses that reflect their
values, but clarity is re-
quired—it must be visible
and consistent.

Extending the Sales
Cycle to Deepen En-
gagement

Art buyers often want
more understanding and
emotional connection be-
fore purchasing. This is
where programming that
surrounds an exhibition be-
comes strategically impor-
tant. Don't put pressure on
yourself to make these
elaborate events; the key is
offering  multiple  entry
points for engagement.

For instance:
¢ Host an informal “Cof-
fee with the Curator,

Gallery Director or Artist”
walkthrough for local collec-
tors.

e Offer a brief, recorded
artist conversation that can
live on your website, playing
in the gallery and in your
sales outreach emails.

e Create a one-page
exhibition “context guide”
that explains themes, refer-
ences and artistic deci-
sions. This is especially
helpful for newer collectors
developing their visual
literacy.

When you provide mean-
ingful context, you help
collectors feel more confi-
dent. Confidence is one of
the strongest drivers in art
purchases.

Pricing transparency also
continues to be a must.
Clear pricing—both in
the gallery and online—
signals trust and respect
for your collectors’ intelli-
gence. And as online dis-
covery expands in the
sales journey, so does the
importance of reviews and
testimonials.

Don’t be shy about ask-
ing collectors to share their
experience. A few sen-
tences from a happy buyer
displayed on a website, so-
cial media pages or in email
newsletters can reinforce
credibility more effectively
than any sales language.
Make this part of your post-
sales process.

Marketing That Can
Blend Some Story-
telling, Community and
Accessibility

Short-form video has be-
come one of the most ef-
fective ways for galleries
to connect with audiences,
but it does not require pol-
ished production or on-cam-

era performance. Viewers
respond to authenticity:

e Show an artist prepar-
ing for an exhibition.

¢ Film a quiet slow pan of
an artwork up close.

e Capture your own
voice talking about what
drew you to an artist's
work.

These pieces of content
serve not just marketing—
but education and connec-
tion. Start to build a library
of video content that can
also be used more ever-
green for follow-up assets
with sales leads. For exam-
ple, shoot a little video
every time you visit an
artist’s studio.

At the same time, long-

form content remains
essential for SEO and audi-
ence trust. Blog posts,

interviews or exhibition es-
says can be designed to
be highly skimmable while
still providing depth. This
is especially true for attract-
ing new collectors who
are self-educating online
before ever even engaging
with your gallery.

Partnerships continue to
be a powerful way to
reach new audiences, and
customers, while sharing
costs. And the opportuni-
ties can be endless. Con-
sider collaborations with:

® Local hospitality busi-
nesses

® Architecture and design
studios

e Cultural non-profits

¢ Other galleries in your
region (yes, try to view as
potential partners vs. com-
petitors when appropriate)
These partnerships rein-
force your gallery as a cul-
tural connector and expand
your audience without addi-
tional advertising spend.

The gallery landscape is
changing, but this period
of change is also one of
opportunity. Kinda exciting,
isn't it?

Collectors want connec-
tion, meaning, personal sto-
ries and alignment—and
small galleries are uniquely
positioned to offer that with
intimacy and authenticity.
Just keep in mind that this
is easier to deliver if you
don’t take on too many
projects throughout the
year and allow yourself the
time and resources to go
deep vs. offering more with
less context.

By building more inten-
tional relationship practices,
strengthening your opera-
tional structure, creating
layered exhibition experi-
ences and telling your story
consistently across plat-
forms, you will create a
business model that is both
sustainable and human-cen-
tered.

Your work in the art mar-
ket today is very important.
And with thoughtful plan-
ning, it can also be more ef-
ficient, more fulfilling, and
more impactful—for your
artists, your collectors, and
your community—and you!

Columnist and industry expert
Katherine Hébert specializes
in art gallery business sales
and marketing strategies, and
is 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 markets grow
and improve their businesses.
For further information, visit:
www.galleryfuel.com.

ART WORLD NEWS

PAGE 29



FINE ART & FRAMING TRENDS

2026 ART AND FRAMING BUYING FORECAST

By Litsa Spanos

The art world isn’t slowing
down—it's getting smarter.
And in 2026, the buyers
walking into galleries and
frameshops won't be look-
ing to be impressed; they'll
be looking to be guided.
If 2024 was the year the
market exhaled and 2025
was the year it recalibrated,
2026 will be the year buyers
get intentional—expecting
galleries and frameshops
to be just as thoughtful,
strategic and transparent in
how art is presented and
protected.

Across the market, we're
seeing a clear shift: people
are still buying art, but
they're buying with purpose.
They want confidence in
what they're purchasing,
clarity in pricing and presen-
tation that makes the deci-
sion feel informed rather
than impulsive. For galleries
and frameshops, this is
good news—because inten-
tion rewards expertise.

Middle Market Be-
comes the Power Lane

While headlines often
focus on trophy sales, most
independent galleries and
frameshops thrive in the
middle of the market—and
that's exactly where mo-
mentum is building. Buyers
are gravitating toward works
that feel collectable, livable
and emotionally resonant,
without the intimidation fac-
tor of ultra-high price points.

In 2026, successful busi-
nesses will curate tiers
rather than one-size-fits-all
offerings: emerging artists

clear “good, better, best”
packages that pair artwork
with framing options so
clients can immediately visu-

and smaller originals, edi-
tioned works with strong
stories and a handful of as-
pirational anchor pieces.
Framing should be part of
that strategy from the start,

alize value and make confi-
dent choices.

Digital-first Discov-
ery, In-Person Trust
Online is no longer just a

not an afterthought.

What to do: Present art
and framing together. Offer

marketing tool—it's the first
showroom. Buyers now ex-
pect to discover art digitally
and then confirm their deci-

sion in person—or buy di-
rectly online. Social media,
video and well-pho-
tographed framed work are
doing much of the pre-selling
before a client ever walks
through the door. For
frameshops especially, this
is an opportunity. A short
video explaining why a spe-
cific moulding, mat width or
glazing choice elevates a
piece builds authority and
justifies upgrades.

What to do: Invest in
strong photography of framed
work, detail shots of comers
and materials and short
videos explaining design
decisions. Education builds
trust—and trust closes sales.

Texture, Depth and
Craft Continue to Rise

Collectors are increas-
ingly drawn to tactile, dimen-
sional and craft-forward
work—fiber art, ceramics,
mixed media and layered
pieces that blur the line be-
tween art and object. These
works demand more sophis-
ticated framing solutions and
clients are often willing to in-
vest in presentation that
honors the piece.

What to do: Make depth
visible. Create in-store dis-
plays showing float mount-
ing, spacers, shadowboxes
and linen mats. When cus-
tomers see dimension, they
understand its value.

continued on page 32
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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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ART & FRAMING TRENDS
continued from page 30

Conservation Be-
comes the Standard

The 2026 buyer is more
value-conscious and
longevity-focused. Rather
than framing as a purely aes-
thetic decision, clients want
to know their investment—
whether emotional or finan-
cial—is protected. Museum-
level glazing, UV protection
and acrylic solutions for
large or high-traffic spaces
are increasingly expected,
not optional. The key is shift-
ing the conversation from
“glass upgrades” to out-
comes.

What to do: Lead with the
why. Bright room? Anti-re-
flective clarity. Sentimental
or investment piece? Maxi-
mum UV protection. Large
scale or safety concerns?
Acrylic with durability and
optical clarity. When framed

as solutions, upgrades sell
themselves.

Ongoing Relation-
ships Matter More
Than Ever

Today's collectors don't
want a single transaction;
they want a partner who
helps them live with art over

initial sale—annual refresh
programs, rehangs or fram-
ing updates as clients’
homes and tastes evolve.

The biggest takeaway for
2026 is this: success won't
come from chasing trends,
but from translating them
into systems. Thoughtful cu-

The buyers are ready. The
question is whether we are
positioned to guide them—not just
to a purchase, but to a long-term
relationship with art.

time. Rotation, re-framing,
resizing for new spaces and
seasonal refreshes are be-
coming part of how people
collect.

What to do: Offer serv-
ices that extend beyond the

ration, integrated framing,
strong digital storytelling and
conservation-forward educa-
tion will define the next wave
of growth. The buyers are
ready. The question is
whether we are positioned
to guide them—not just to a

purchase, but to a long-term
relationship with art.

Litsa Spanos is the Presi-
dent of ADC Fine Art in
Cincinnati, Ohio, and the
founder of Art Design Con-
sultants Inc, SmartSell
Membership, author “Se-
crets of the Art World™ and
founder of ACA, Art Comes
Alive—one of the nation’s
premier art recognition and
sales programs connecting
artists with private and
corporate collectors. Her
mission is to support con-
temporary, living artists and
her company ranks as the
top 2% of women-owned
businesses in the nation
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. Visit:
www.adcfineart.com.
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WHAT'S HOT IN OPEN EDITIONS

Algae in Bloom Il

“Algae Bloom II" by Grace Popp is avail-
able as POD. Telephone World Art
Group, Richmond, VA, for further infor-
mation at (804) 213-0600 or go to:

www.theworldartgroup.com.

Arrival of Dawn 1

Sunlit Pond |

“Sunlit Pond I" by Madeline Clark is
available as POD, retailing from $36 to
$356. For more details, phone C
Brand Studios, located in San Diego,
at (858) 554-0102 or go to the web-
site at: www.cbrandstudios.com.

HERE ARE THE
BEST SELLING PRINTS
FROM SOME OF THE
LEADING OPEN EDITION
PUBLISHERS.

Along the Pond

Heron in Blue

“Heron in Blue” by Nan measures
40 by 40 inches and retails for
$40. For further information, tele-
phone Galaxy of Graphics in Fair
Lawn, NJ, at (201) 806-2100 or go
to the company’s website located at:
www.galaxyofgraphics.com.

“Along the Pond” by Elizabeth Medley
measures 36 by 24 inches and retails for
$30. For more information, call SunDance
Graphics, located in Orlando, FL, at (800)
617-5532, or go to: www.sdgraphics.com.

A Village in Provence

Studio EL, Emeryville,
CA, debuts Donald Sat-
terle’s “Arrival of Dawn
1," available as a giclée
on paper and canvas, as
well as clear acrylic,
brushed aluminum, Baltic
birchwood, glossy lami-
nate on acrylic in custom

sizes. Call (800) 228-0928 for more details, or go to: www.studioel.com.

“A Village in Provence” by Jan Weiss
measures 40 by 30 inches and retails for
$72 on standard paper. Available on multiple
substrates and multiple sizes. Call Image
Conscious, San Francisco, at (800) 532-
2333, or visit: www.imageconscious.com.
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Magical Winterland IV

“Magical Winterland V" by Lisa
Audit measures 12 by 12 inches and
retails for $10. Call Roaring Brook Art
in ElImsford, NY, for further informa-
tion at (888) 779-9055, or go to:
www.roaringbrookart.com.

Magical Winter Path

“Magical Winter Path” by Leah Straatsma
is a large format custom giclée on matte
paper measuring 24 by 36 inches ($102).
Call A.D. Lines in Monroe, CT, for more
details at (800) 836-0994 or Vvisit:

www.ad-lines.com.

Disco Ball Ornament

“Disco Ball Ornament” by Cat Thurman De-
signs measures 12 by 16 inches and retails
for $15. Phone Penny Lane Fine Art &
Licensing, New Carlisle, Ohio, at (800) 273-
5263 or visit the company’s website located
at: www.pennylanefineart.com.

Utah Mammoth - Stick Salute

HERE ARE THE
BEST SELLING PRINTS
FROM SOME OF THE
LEADING OPEN EDITION
PUBLISHERS.

Grassy Path To The Beach I

“Grassy Path To The Beach II" by Kate Jarvik
Birch measures from 6 by 6 inches to 56 by 56
inches and retails from $21 to $352. For more
details, phone Wild Apple, located in Wood-
stock, VT, at (800) 756-8359 or go to the com-
pany’s website at: www.wildapple.com.

Impulsive Jungle

“Utah Mammoth-
Stick Salute” by
James Blakeway
measures 40 by
13 1/2 inches and
retails for $34.95.

For details, call

Blakeway Worldwide Panoramas Inc. in Minneapolis, MN, at (800) 334-

7266, or go to: www.panoramas.com.

“Impulsive Jungle” by Dina D’Argo meas-
ures 58 by 34 inches. The image is also
available as POD in various sizes. For fur-
ther information, telephone Third & Wall Art
Group, located in Seattle, at (877) 326-
3925 or visit the company’s website at:
www.thirdandwall.com.
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OPEN EDITION PRINTS

SunDance Graphics

“Shoreline
Solitude”
by Erin Marie
Image Size:
20" x 16”
$18

800.617.5532

www.sdgraphics.com www.sundancegraphics.com

“Wild Growth One”
by Bronwyn Baker
Image Size:

24” x 36”
on standard paper
$52

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

Image

Conscious

“Retrace”
by Julie Schumer
Available as POD in
multiple sizes.

800.228.0928 www.studioel.com

“Earth and Sky”
by Heidi Hybl
Image Size: 22” x 28”
on standard paper $38

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.

Haddad’s
Fine Arts 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

“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.

Small AdBIGRes ults

Classified Advertising Works

To learn more about affordable
advertising rates in
Art World News magazine,
call John Haffey at 203.854.8566

or e-mail: jwhaffey@aol.com.
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