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ROSENBAUM ART
COMPANIES’ EXPANSION

Rosenbaum Art Companies
has announced a major
expansion and new chapter
as the company continues
to grow throughout South
Florida with locations in
Boca Raton and Hollywood,
FL, designed to better serve
clients, designers, collectors
and partners throughout the
region. Go to page 10.

TEMPLATES FOR
COMMUNICATION
CONSISTENCY

Gallery Fuel's Katherine
Hébert says that one of the
fastest ways to improve
brand execution is to sys-
temize your art gallery
brand and the messages
you repeat every week. Visit
page 22 for more details.

SUMMER 2026 ART AND
FRAMING COLOR TRENDS

ADC Fine Art’s Litsa
Spanos says that across
the worlds of interior de-
sign, fashion and contem-
porary art, one message

is clear: safe neutrals are
fading and expressive color
is making a confident
return. Page 20.

WHY BIG BOXES CAN
BE A BIG OPPORTUNITY
FOR FRAMESHOPS

Strategies for Success’
Sheila McCumby discusses
how to overcome the fear
that small local shops will
struggle as the corporate
vacuum of Big Boxes suck
up every customer within

a twenty-mile radius, and
can prosper from their
presence. Go to page 16.

Art World News

Pejman Gallery is located in Scottsdale, AZ.

GALLERIES FIND COMPEI'ING
WITH ART FAIRS A CHALLENGE

Art fairs hold a lot of real estate in the art world today with
events, large and small, held across the world becoming des-
tinations for collectors. But how do local gallery communities
deal with these fairs coming into their areas and how do they
make the most out them in the long run? The big question be-
comes, how can they turn an influx of art lovers into customers
of their own? First step is to understand who the art fairs are

attracting and how one'’s local
gallery can catch their eye.
The big fairs get most of the
media attention, as they at-
tract A-listers and big money,
but smaller, more regional
shows are growing and their
impact can be sizable to art

districts and galleries as well.
Popularity in art fairs is grow-
ing with even Conde Nast
Traveller writing articles about
them, including one titled, “21
Art Fairs And Design Weeks
Worth Traveling For in 2026."

continued on page 10
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Click on advertisers’

Web addresses
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“Art fair clients are generally
more educated about the art
market, know the artists they
are looking to collect and are
looking for art that is not just
decor, but to collect.”

Shanan Campbell, page 12



www.framerica.com



www.macfineart.com



www.macfineart.com



www.painting-in-the-spirit-book.myshopify.com

INSIDE THIS ISSUE

VOLUME XXXI
ISSUE 5

ART WORLD NEWS

The Challenge of
Competing with Fairs

Art fairs hold a lot of real es-
tate in the art world today
with events, large and small,
held across the world becom-
ing destinations for collec-
tors, but gallery owners are
finding it difficult to compete.
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Tale of Two Cities

'or most of the art and
Fframing community, figur-

ing out where they live
is often a challenge. For many,
the demographic of how they
serve is often difficult to pin
down. At times, a community
enjoying an upswing bespeaks
of affluence. But as economic
storm clouds appear on the
horizon, such towns can very
much feel as mere mortals.

It's very hard for retailers to
read the tea leaves and predict
the customers state-of-mind
and actions. Broad events shift
not only attitudes but wallets.
Therefore art galleries and
framers must not only confront
real economic change but also
the perception of change. It's
like playing the glass is “half
full or half empty” game with
someone who is legitimately
very thirsty, setting the stage for
a very difficult contest.

Every gallery and frameshop
has the tools to win—product,
price and promotion. By manip-
ulating each element individually,
or in concert, each can effec-

tively alter the course of events
with any prospect or customer.
For many, the goal is to be able
to shift the value equation to
the point where the identity of
the business remains intact.

Not every move needs to
be a raucous break from tradi-
tion. Sometimes the augmenta-
tion on the service side of the
business can make the biggest
difference. For example, offer-
ing delivery and installation is
an attractive feature, especially
for older clients. One art dealer/
framer | know constantly hypes
this free service. He claims it
pays for itself because four
out of five times he's invited
into someone’s home and he
comes away with more busi-
ness. Such decisions and
change aren't necessarily in-
tended to move mountains,
rather just to motivate enough
people to make a hearty differ-
ence. Although you can't solve
all the globe’s problems, you
do have effective responses, if
chosen correctly, to make
a very big difference in your
own world.

John Haffey
Publisher
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ARTISTS & PUBLISHERS

SOCO Gallery Presents Scott Avett

“Jesus In A Pinto” by Scott Avett is an oil on panel
measuring 160 by 75 inches.

SOCO Gallery, Charlotte, NC, is presenting Boy, a solo exhi-
bition of new paintings and screenprints by artist and musician
Scott Avett. In this third solo show with the gallery, Avett con-
tinues his contemplation of faith, career and family with both
images of saints and angels, as well as his young sons. The
works are arresting yet comedic, bringing together the mun-
danity, vulnerability, joy and humor of boyhood. Avett is one of
members of The Avett Brothers, an American folk rock band
alongside his brother Seth Avett. For more information, call
the gallery at (980) 498-2881 or visit: www.socogallery.com.

Shaw Gallery’s Immersive Event

The Vault of
Shaw Gallery, lo-
cated in Naples,
FL, presents a
night featuring six
of the gallery’s
artists: Oleg Trofi-
mov, Andre Kohn,
Leonard Mizerek,
Stacy Barter,
Rogério Peixoto
and Rich B
Caliente, as well
as culinary experi-
ences. The artists
will be creating
work live, trans-
forming the gallery
into a dynamic live studio, with an ever-evolving creative experi-
ence for collectors. Working in multiple artistic styles, come to
life simultaneously—the event helps to bring collectors into the
process. Call (239) 261-7828 or go to: www.shawgallery.com.

“Sea Vacation” by Oleg Trofimov is an
oil on canvas measuring 24 by 24 inches.

Basquiat at The Bonnier Gallery

The Bonnier Gallery,
Miami, debuts a major
exhibition of approxi-
mately 100 works
by artist Jean-Michel
Basquiat, curated by
Grant Bonnier and titled
Jean-Michel Basquiat:
Selected Works, 1978
-1988. The exhibition
spans the artist's
entire documented ca-
reer, from early col-
lages and postcards
made while he was
stil a teenager in
downtown New York
through canvases
completed in 1987,
the year before his
death. The exhibition includes paintings, works on paper, sculp-
ture, photography, collaborative works with Andy Warhol and
pieces of ephemera. Visit: www.thebonniergallery.com.

Jean-Michel Basquiat's
“The Whole Livery Line” is an
acrylic, oil and oil stick on canvas.

Fox at Arcadia Contemporary

“Moonlight Grace” by Stephen Fox is an oil on linen.

Arcadia Contemporary, New York, NY, introduces Night
Moves, a solo exhibition of new paintings by Stephen Fox.
In this exhibit, the artist’s first with the gallery after more than
a decade of collaboration since 2014, explores the American
night of drive-in theaters and solitary roadside structures, as a
space where familiar places take on a heightened, aimost sym-
bolic presence. For further information, call (646) 861-3941 or
visit the website located at: www.arcadiacontemporary.com.

PAGE 8

ART WORLD NEWS



S. Guecione

Pres entei [)3 We&tr,or‘f River Gu[(eva

WestportRiverGallery@gmail.com
203-226-6934 ¢ Westport CT USA


www.westportrivergallery.com

COMPETING WITH ART FAIRS IS A CHALLENGE

continued from page 1

Big events, like Frieze, Art
Basel and the European Fine
Art Foundation (TEFAPF), are
starting to resemble an
octopus with each

the same collectors.” When it
comes to art fairs, Mr. Pejman
feels that they take more than
they contribute to a retailer’s
established business and the

Mountain America Expo Cen-
ter in Sandy, UT. Having ex-
hibited in art fairs in the past
in New York City, Ms. Horne
chose to do a wait-and-see
with the new local fair

arm representing
a new fair in do-
mestic and inter-
national locations,
as well as creating
smaller fairs that
feed off of the
crowds created by
the big guys. With
vast amounts of

to seen how others
fared and how the
show was received.

“I will certainly look
into the fair in 2027
to consider having a
booth, and think more
about the cross-polli-
nation that may come
with it since | saw that

exhibition space
filled with an un-
limited array of
booths, attendees are ex-
hausted after one visit. Many
gallery owners see that as
a no-win situation for them-
selves. And the list of new
fairs grow every year. These
events also attract a gallery’s
local collector base away from
their business and to the fair,
which equates to business
being taken away.

Horne Fine Art is located in Salt Lake City, UT.

arts community built off their
backs. “Let's take a city
where the brick-and-mortar
galleries have made a large
investment to make the area
an art destination. In turn that
attracts the art fairs to that
place. Conversely, you will be
hard pressed to find an area
with a weak art gallery market

a number of individual
artists and studios
had booths this year.”

As far as how the fair af-
fected her gallery, she says
that due to its proximity, it
wasn't as easy for attendees
to also visit the galleries in
Salt Lake. “It was not held in
the city center, but rather in
the outlying suburbs, so |
don't know how

Artist and gal-
lery owner Bob
Pejman of Pejman
Gallery in Scotts-
dale, AZ, in busi-
ness since 1988,
says that compet-
ing with fairs
like Scottsdale Art
Week can be frus-

that affected our at-
tendance. It would
definitely make co-
ordinating with at-
tendees harder for
us, since they'd be
in a far section of
the valley from our
studio.”

Also in Salt Lake

trating. “It is a
huge misconcep-
tion that art fairs bring new
buyers into the area. They
mostly attract the same buy-
ers that would have otherwise
bought from the local gal-
leries—unless it's a large in-
ternational event such as Art
Basel,” he says. “The reality
is that most art fairs compete
with local galleries by giving
the galleries’ existing clients
another place to buy art—
or put more bluntly, fairs are
competing with galleries for

Pejman Gallery is located in Scottsdale, AZ.

drawing in a large art fair.”

Artist and gallery co-owner
Karen Horne of Horne Fine
Art, Salt Lake City, UT, says
that as the world begins to
take notice of her area full of
affluent residents—many with
multiple homes—the art fair
community has suddenly de-
scended upon the area. New
fairs have debuted, such as
the Salt Lake Art Show, held
May 14 to 17, 2026, at the

is Phillips Gallery,

where director and
curator Meri DeCarlia says
that as more fairs crop up,
dealing with them will come
with a learning curve.

“The Utah Arts Festival is
the biggest annual art fair
that we contend with,” she
says. “Few, if any, of our art-
ists participate. It is somewhat
quieter at the gallery during that
long weekend, possibly be-

continued on page 12
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ART FAIRS
continued from page 10

cause our clientele are there
instead of here. We partici-
pated in a show many years
ago at the South Towne Expo
Center. It was a lot of work,
and nothing sold.”

the entire local ecosystem
benefits from out-of-town col-
lectors, press, curators and
advisors who wouldn't other-
wise make the trip. We do not
exhibit at art fairs because the
cost-benefit analysis doesn't
compute for our galleries, but

Sorrel Sky through follow-up
and personal contact from
our skilled art advisors who
listen to clients. We learn
where they're from, what
else they collect and what
drew them to the work. It's
also important for our art
advisors to maintain on-

“The new Salt Lake
Art Show took place
at that same location,
(formerly South Towne
Expo Center) and |
spoke with someone
from a non-profit and a
for-profit gallery that
participated and they
said it was possibly
good for exposure but
disappointing overall.”

Making the most out

going touchpoints with
collectors and to be
patient. Out-of-town col-
lectors often buy again
six to 18 months later,
not next week.”

Smaller art fairs also
bring in a variety of clien-
tele which benefit from
special events and mar-
keting. “The collector
markets in Santa Fe are
the Spanish Market and
the Indian Market. There

of a spotlight being put
on an area seems like
a great way for restau-
rants, retailers and hospitality
businesses to thrive, but
gallery owners seem to be left
out of the equation. The key is
try to appeal to those atten-
dees who are already being
bombarded by a

Sorrel Sky Gallery’s Santa Fe, NM, location.

we do see a spike in foot traf-
fic because serious collectors
build entire trips around the
fair and explore the neighbor-
hood. There is a difference
between an art fair and a

is extensive pre-fair out-
reach to existing collec-
tors, and our art advisors
offer preview days and times.
We have big receptions and
events, and also artist talks
and demonstrations. For the
Indian Market we have some
extended hours because of
our events.

huge amount of
artwork in a short
period of time.
One way may be
to hold a relaxed
event in the gallery
space that people
can move freely
around in that is
more intimate and
less intimidating.

“We are very
strategic with our ad
placement in art fair-
related publications
and magazines that
are featured partners
with Indian Market in
particular. We create
digital catalogs and
print handouts for

Phillips Gallery is located in Salt Lake City, UT.

At Sorrel Sky
Gallery, with locations in Du-
rango, CO; Santa Fe, NM,
and New York, NY, owner
Shanan Campbell, finds that
foot traffic at her galleries con-
sist of those really looking for
an encompassing art experi-
ence, in the art fair and out.
“Santa Fe and New York are
the two locations that have
large-scale art fairs. In Santa
Fe, the fairs concentrate at-
tention—a week or two when

gallery experience. This is
our focus. The fair is high-
energy, transactional and
overwhelming. A gallery visit
can be the quiet, considered
counterpoint.”

Gathering information dur-
ing these out-of-towner’s
visits is vital. “The sale is the
start of the relationship, not
the end,” Ms. Campbell says.
“We build relationships at

collectors.”

Sales strategies may also
need to be adjusted when it
comes to art fair attendees
who have travelled to an area
specifically for the event.
“These clients are generally
more educated about the art
market, know the artists they
are looking to collect and they
are looking for art that is not
just decor, but to collect,” she

continued on page 14

ART WORLD NEWS





www.framingfabrics.com

ART FAIRS
continued from page 12

says. “Some are specifically
hunting regional artists they
can't find at home and for In-
dian Market they want indige-
nous artists. Fair week brings
the full spectrum, from first-
time buyers to seven-figure
collectors, often in the same
hour.”

Some basic tips to attract-
ing art fair attendees to a local
gallery or frameshop may be
to extend regular hours of op-
eration to attract show atten-
dees after show times. Also,
giving them a reason to ven-
ture out past the art fair and
into the local community to
see what the galleries have
to offer with receptions, art
walks and artist meet-and-
greets will give the business

access to a wider audience
than what would normally
walk into the gallery day-to-
day. Partnering with restau-
rants located near the art fair
venue will help to get the

als for them to take on their
way out with contact and
website information included.

Directing people to the
gallery website through such

Custom framers also have an
opportunity to benefit from
art fairs by marketing to those that
bought art during the event
with framing services that include
shipping to their residence.

word out on the artwork and
gallery. Placing art with sig-
nage can be a great way to
catch their eye while they
dine. Also, leave business
cards and marketing materi-

partnerships  may  start
a conversation that can lead
to sales, without them even
making it to the brick-and-
mortar location. Custom
framers also have an oppor-

tunity to benefit from art fairs
by marketing to those that
bought art during the event
with framing services that
include shipping to their resi-
dence. Making the process
seemless will be help create
a feeling of confidence with
the collector.

In Seattle, the art gallery
community has found a way
to combat the hole created
by large-scale art fairs in
the local community. Two gal-
leries are launching a brand-
new art fair called Assembly,
coinciding with the Seattle Art
Fair, running July 23 to 26.
Some 10 galleries from Port-
land and Seattle, and beyond,
will be exhibiting.

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

WHY BIG BOXES CAN BE A BIG OPPORTUNITY

By Sheila McCumby
I've noticed a wave of frantic
SOS signals on social media
lately from independent
framers watching Big Box gi-
ants move into their territory.
There's a mounting fear that
these local shops will simply
wither away as the corporate
vacuum sucks up every cus-
tomer within a twenty-mile ra-
dius.

ever, and it might just change
yours. | had been deep in the
trenches rearranging the back
room of our family-owned
arts, crafts and framing store,
when my bookkeeper whis-
pered that | was being “sum-
moned” by some very
fancy-looking people standing
outside my office.

| emerged from the back

Consider this a courtesy
call.”

My dad and | didn't flinch;
we laughed. | looked her in
the eye and said, “The fact
that you're standing here
threatening us proves your
team skipped the market re-
search. You didn't realize you
were walking into territory
held by an established, prof-

wreckage of their destroyed
art to us to be saved.

Exactly one vyear later,
those same executives re-
turned. This time, the smug-
ness was gone, replaced by
a desperate job offer for me
to become their general man-
ager. After | recovered from a
bout of hysterical laughter, |
told them | wasn't interested
in trading my family

On paper, these
concerns are valid.
These  corporations
wield seemingly infinite
marketing budgets and
buy moulding by the
mile, often manufactur-
ing their own lines to
price points the “little
guy” can't touch. Their
perpetual “50% off”
ads are a masterclass
in retail gaslighting; they
hike regular prices to
atmospheric  heights

business. or my soul,
for a cubicle, and |
showed them the door
one last time.

How to Out-
Frame the Giants

If a Big Box is mov-
ing in, don't panic.
Sharpen your tools.
You don’t beat a giant
by trying to be a smaller
version of them; you
beat them by being
everything they can't

just to manufacture the
illusion of a bargain. It's a de-
ceptive shell game that has
worked on the average con-
sumer for years, despite
some giants landing in hot
water with the FTC due to the
illegality of running “perma-
nent” sales.

If a Big Box store becomes
your new neighbor, stand
firm, don't panic. Before you
start packing up your v-nails
and selling your chopper on
Craigslist, let me share a
story about the time | went
toe-to-toe with a titan. It
changed my perspective for-

looking like a Victorian chim-
ney sweep, sporting saw-
dust-covered jeans; there
may or may not have been
some spiderwebs in my hair.
The lead VP, draped in a de-
signer suit that cost more
than my first car, looked at
my dirt-streaked face with
pure, unadulterated disdain.

“We're opening a few
blocks away,” she sneered,
managing to look down her
nose at me despite my being
several inches taller. “And
we're going to do everything
we can to shut you down.

itable, local powerhouse.
You're panicking, and you
should be. The door is that
way. Good luck.”

When Big Box opened
nine months later, our sales
didn’t drop, they exploded.
We ended up with seven full-
time framers working over-
time because the Big Box
was essentially doing our
marketing for us. They got
the community thinking about
framing. They frequently
botched jobs with their “fast-
food” assembly line, and the
customers  brought the

be.

1. Stop the “Dis-
count” Death Spiral

You cannot win a race to
the bottom; the Big Box owns
the bottom. They have the
margins to play the “50%
off” game indefinitely. If you
try to match them, you're just
eroding your own value. In-
stead, sell the value of your
craftmanship and expertise.

e Staging Events over
Sales: Instead of a discount,

host an event. Invite a local

continued on page 18
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BUSINESS MANAGEMENT
continued from page 16

artist for a “Meet the Maker”
night. Serve decent wine, put
out a cheese plate, and give
a five-minute talk on the im-
portance of acid-free mats.
You aren't a discounter;
you're the center of the art
scene in your community.

¢ The Authority Play: Posi-
tion yourself as the local ex-
pert. When you talk about
conservation,  UV-filtering
glass, and reversible mount-
ing techniques, you make
their “stapled-to-cardboard”
approach look like a middle-
school art project.

elite specialist they refer peo-
ple to when things get “too
hard.”

3. The Great Grouchy
Customer Exchange

| am a patient woman, but
we all have encountered
those customers who feel en-
titled to closed corner frames
at readymade prices. Before
the Big Box arrived, we had
to suffer through these folks.
Now? We have a release
valve. When an entitled, im-
possible-to-please customer
starts sucking the soul out of
your shop, you can sweetly
suggest the giant down the
road. “You know, they run
some incredible specials that

customer there is no differ-
ence in quality. By pricing
yourself higher, you are send-
ing a powerful marketing
message: “| am the better
framer.” You aren’t selling
wood and glass; you're sell-
ing 30 years of experience
and peace of mind. If a Big
Box ruins a wedding photo,
they offer a refund and a
shrug. If you handle it, it's
done right the first time. Peo-
ple who value their memories
aren't looking for the cheap-
est option, they're looking for
the reliable, trusted option.

5. The Heart Behind
the Frame
When a client walks into

story” behind the artwork,
then prints a beautiful sum-
mary, often including photo-
graphs, to attach to the back
of the finished piece. It's a gift
for the future. Decades from
now, when a grandchild inher-
its that frame, they won't just
see art; they'll see the story
of why it mattered. To a Big
Box store, a customer is a
transaction; to an independ-
ent framer, they are family,
and their stories are the soul
of our craft. If a Big Box store
moves into your neighbor-
hood, it's an opportunity, not
a death knell. If you are proac-
tive, Big Box giants can't re-
place you; they exist to
handle the mundane, leaving
the masterpieces to

2. If You
Can’t Beat ‘Em,
Use ‘Em

| learned early on
that the Big Box
isn't just a competi-
tor, they are a free
lead-generation
service. When my ri-
vals opened, | didn't
hide. | walked in with
a giant basket of
muffins and a stack
of my business
cards.

the real experts Let
them handle the
mass-produced
posters, the cheap
prints, and the
bargain  hunters.
You get the big
spenders: the over-
sized challenges,
the designers, the
collectors, and the
neighbors who want
to support a local
master. There is no
contest.

| told their framing

manager, “I know how it
goes. You're going to get
swamped, or someone’s
going to bring in an oversized
heirloom that your corporate
equipment isn't built to han-
dle. When you're over capac-
ity or out of your depth, give
them my card. I'm happy to
take the overflow.”

They loved it. They saw it
as a safety net. | saw it as a
high-end funnel. They are built
for 8x10s and posters. They
are terrified of a six-foot oil
painting or a delicate shadow-
box for a military uniform. By
playing nice, you become the

might be more in line with the
budget you're looking for!”

You're not losing a cus-
tomer; You're outsourcing a
headache. While they are
busy wasting the corporate
giant's time, you are free to
focus on the profitable high-
value clients who actually ap-
preciate our craft.

4. Charge a Premium
for Premium Precision

This is the hardest part for
most independents, but it's
the most vital: Charge more
than they do. If you match Big
Box prices, you are telling the

my shop, | don't start with a
tape measure; | start with a
question: “Tell me why this is
special to you?" Suddenly,
I'm not looking at a piece of
paper or a swatch of fabric;
I'm hearing about a life-chang-
ing vacation, a beloved grand-
parent or a poignant memory.
In that moment, you cease to
be a vendor and become a
confidant; the guardian of
their history.

Rich Wagner, owner of
Imagine It Framed in Sims-
bury, CT, takes this connec-
tion a step further. He invites
clients to share the “real

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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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.

ART WORLD NEWS
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MARKETING TRENDS

SUMMER 2026 ART & FRAMING COLOR TRENDS

By Litsa Spanos
Summer 2026 is ushering in
a bold new era in both fine
art and custom framing.
Across the worlds of interior
design, fashion and contem-
porary art, one message is
clear: safe neutrals are fad-
ing and expressive color is
making a confident return.
Designers and collectors
that we work with are em-
bracing warmth, personality
and emotionally  driven
palettes that create spaces
filled with energy, sophisti-
cation and individuality.

One of the strongest influ-
ences this season is the
rise of earthy luxury tones.
Rich umbers, terracotta, clay
reds, olive greens and deep
burgundies are dominating
galleries and interiors. These
colors create warmth and
grounding while still feeling
elevated and modern. Art-
works featuring layered
earth pigments, expressive
brushwork and organic tex-
tures are especially resonat-
ing with collectors seeking
spaces that feel authentic
and curated rather than
overly polished.

At the same time, vibrant
statement colors are gaining
momentum. Pistachio-char-
treuse, cobalt blue, poppy
red, teal and saturated sky
blues are appearing in ab-
stract paintings, mixed
media works and large-scale
statement pieces. These
colors inject optimism and

personality into interiors and
reflect the growing move-
ment away from what many
designers call the “sad
beige” era. Rather than
blending quietly into a room,
today’s artwork is designed
to become the emotional
centerpiece of a space.

Soft pastels are also mak-
ing a sophisticated come-
back for summer 2026.

but the approach is becom-
ing warmer and more tactile.
Natural oak, walnut, burl
wood and handcrafted fin-
ishes are replacing stark
black and cold metallic
frames. Designers are in-
creasingly selecting frames
that feel organic and archi-
tectural, allowing the frame
to become part of the artis-
tic experience rather than
simply a border.

Buttercream yellow, blush
pink, pale mint, lavender and
powder blue are appearing
in contemporary florals, fig-
urative work and minimalist
abstract compositions. Un-
like the sugary pastels of
previous decades, these up-
dated hues are paired with
natural textures, clean lines
and warmer woods for a
more refined and luxurious
aesthetic.

Framing trends are evolv-
ing alongside the artwork
itself. Minimal gallery-style
framing remains important,

One of the most exciting
framing movements for
summer 2026 is the rise
of bold color framing. Deep
olive, matte cobalt, bur-
gundy, terracotta and even
chartreuse frames are being
used to echo subtle tones
inside the artwork itself.
This creates a layered, inten-
tional presentation that
feels highly custom and edi-
torial. Colored frames are
especially effective in con-
temporary homes where
art is being used as a focal
point for storytelling and
self-expression.

Float frames and over-
sized statement presenta-
tions also continue to trend
strongly this year. Rather
than crowded gallery walls,
| recommend to our collec-
tors to opt for fewer but
larger works with dramatic
framing and generous mat-
ting. This creates visual im-
pact while allowing the
artwork room to breathe.
The overall aesthetic of sum-
mer 2026 is less about
perfection and more about
emotional connection, artis-
tic individuality and creating
interiors that feel deeply
personal.

Litsa Spanos is the President
of ADC Fine Art in Cincinnati,
Ohio, and the founder of
Art Design Consultants Inc,
SmartSell Membership, au-
thor “Secrets of the Art
World" and founder of ACA,
Art Comes Alive—one of
the nation’s premier art
recognition and sales pro-
grams connecting artists
with private and corporate
collectors. Her mission is to
support contemporary, living
artists and her company
ranks as the top 2% of
women-owned businesses
in the nation based on rev-
enue. 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 the website located at:
www.adcfineart.com.
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TEMPLATES FOR COMMUNICATION CONSISTENCY

by Katherine Hébert
One of the fastest ways to
improve brand execution is
to systemize your art gallery
brand and the messages
you repeat every week.
Templates help make your
communication consistent,
which builds trust with col-
lectors and reinforces your
brand voice.

They are also fast and
easy to insert, making your
brand strategy easier to
implement. It's part of a
brand strategy because
your brand isn't just what
you decide, it's what people
consistently experience
from your gallery business.
These templates are a sys-
tem for delivering your brand
on purpose, every time, in
the moments that matter
most to collectors.

Create (and train your
team to use) these five
core templates. Each should
include:  your preferred
greeting, your tone (warm,
confident or informed), your
brand “proof” (a credibility
signal) and a clear next step
for your clients and prospec-
tive buyers.

Once you define your
gallery’s positioning and
brand promise, you need
standards that ensure every
collector experiences that
promise consistently. These
templates turn your brand
strategy into repeatable
communication.

Template 1:

Inquiry Response
(The “Brand Moment”
Template)

This is often your first real
1:1 impression, so make it
count.

Include:

® Two clear next steps
(schedule a call/visit, re-
quest additional images, re-
serve a work)

Template 2:

Artist Announcement
(Email + Social Caption)

e A prompt, warm re-
sponse that mirrors your
gallery’s positioning

¢ Direct answers (price
/size/availability) with a con-
fident tone

e Context that increases
buying confidence (edition
details, provenance, condi-
tion, artist significance)

Use when introducing a
new artist, new representa-
tion, or a spotlight feature.

Include:

* A 1-2 sentence hook:
why this artist matters now
(This is your point-of-view)

e The artist's point-of-
view in plain language
(avoid jargon)

e 1-3 proof points (press,
collections, awards, curato-
rial context)

e Call to action: view
works / RSVP / book a
preview

Template 3:

Opening Invitation /
RSVP

Use for previews, recep-
tions, talks, and fairs.

Include:

e (Clear event details
(date/time/location + RSVP
link)

* What to expect (format,

highlights,  accessibility/
parking info)
e A collector-friendly

value line: what they'll gain
by attending

e A personal sign-off (es-
pecially for VIPs and prior
buyers)

Template 4:

Post-Opening Follow-
Up

Use within 24-72 hours
after the event. This is im-
portant sales messaging
that can enhance people's
experience with your gallery.
Don’t lose momentum.

Include:

® Thank you + specific ref-
erence (makes it feel per-
sonal)

¢ Alink to a viewing room,
price list, or top works

e An offer for the next
step: appointment, hold re-

continued on page 24
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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, Millenniuum (15th
Edition), Contemporary Art Magazine

and Areist Closeup #25 magazines.

Photography by Alan Goldberg ® Boca Raton, FL,

www.limitededitionsbyalan.com


www.limitededitionsbyalan.com

GALLERY BRANDING
continued from page 22

quest, or additional options
¢ A soft deadline if rele-

vant (show closing date,

availability changes)

Template 5:

Thank-You (Purchase
/ Support / Referral)

Use after a purchase, an
introduction, a significant
visit, or a helpful share.

Include:

e Genuine appreciation
and what their support en-
ables (artist + program)

e What happens next
(timeline, delivery, framing,
paperwork)

* A relationship-building
touchpoint (future preview,
studio visit, early access)

If one collector gets a
warm, expert, confident re-

sponse and another gets a
rushed, vague or overly
salesy response, your brand
becomes inconsistent. Tem-
plates help ensure the same
tone, the same level of clar-

brand asset. And it doesn't
hurt that it makes your job a
little easier, too.

Systemizing tour art
gallery branding and creating

Systemizing tour art gallery
branding and creating
templates like these is not
the brand strategy; they're
how you deliver the strategy
consistently.

ity, the same “buyer confi-
dence” information, and the
same service standard re-
gardless of who is sending
the message.

That consistency is a

templates like these is
not the brand strategy;
they're how you deliver the
strategy consistently. Espe-
cially when you're busy!
To make templates work,
store them in one place,

assign ownership (who up-
dates them), and revisit
them quarterly. When your
templates  match  your
brand voice and standards,
every email becomes a
branding opportunity—and
your marketing becomes
more  effective  without
extra effort.

Columnist and industry ex-
pert Katherine Hebert helps
art galleries improve sales,
marketing, and operations.
She is the founder of Gallery
Fuel, a business advisory
practice and bespoke gallery
operating  system  that
helps small to mid-sized
galleries connect strategy
to day-to-day execution, cre-
ate clearer systems and
modernize how they run
their business. Learn more
at the Gallery Fuel website:
www.galleryfuel.com.
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WHAT'S HOT IN OPEN EDITIONS

Sunny Paws

“Sunny Paws” by Svetlana Aleinikova
measures 12 by 16 inches and retails for
$15. Also available as large format giclée
prints. Phone Penny Lane Fine Art & Li-
censing, New Carlisle, Ohio, at (800) 273-
5263 or go to the website located at:
www.pennylanefineart.com.

Sierra Hills 01

“Sierra Hills 01" by Lisa Audit
measures 36 by 24 inches and re-
tails for $35. Call Roaring Brook
Art, located in Elmsford, NY, at
(888) 779-9055 for more details,
or go to the website located at:
www.roaringbrookart.com.

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

Springful

Les Fleurs 3

“Les Fleurs 3" by Dusza measures 30
by 30 inches. Available on multiple sub-
strates and multiple sizes. Call Image
Conscious, San Francisco, at (800)
532-2333, or visit the website located
at: www.imageconscious.com.

Spring Blooms

“Spring Blooms” by Kim Allen is a
large format custom giclée on
matte paper measuring 36 by 24
inches (S102). Call A.D. Lines,
located in Monroe, CT, for more
information at (800) 836-0994 or
the website at: www.ad-lines.com.

“Springful” by Krystal Adams measures
from 8 by 6 inches to 76 by 57 inches and
retails from $25 to $1,200. Telephone Wild
Apple in Woodstock, VT, at (800) 756-
8359 or go to: www.wildapple.com.

Color Statement 53

Studio EL, Emeryville, CA, debuts David
Morico's “Color Statement 53" available as a
giclée on paper and canvas, as well as clear
acrylic, brushed aluminum, Baltic birchwood,
glossy laminate on acrylic in custom sizes. Call
(800) 228-0928, or go to: www.studioel.com.
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Sunny Dreams Il

“Sunny Dreams II” by Lanie Loreth
measures 24 by 24 inches and retails
for $25. For further information, call
SunDance Graphics located in Orlando,
FL, at (800) 617-5532, or go to the
website at: www.sdgraphics.com.

Champagne de Reves

“Champagne de Reves” by CAD De-
signs measures 24 by 30 inches and re-
tails for $40. For more details, call Galaxy
of Graphics, Fair Lawn, NJ, at (201) 806-
2100, www.galaxyofgraphics.com.

Blue Heron Il

“Blue Heron II" by Scott Brems measures 34
by 44 inches and is available in a variety of
sizes and substrates. For more information,
call Third & Wall Art Group, located in Seattle,
at (877) 326-3925 or visit the company’s
website at: www.thirdandwall.com.

2026 NCAA Basketball National Champions,

Michigan Wolverines

2026 NCAA Bas-
ketball ~ National
Champions, Michi-
gan Wolverines” by
James Blakeway
measures 40 by

13 1/2 inches and

retails for $39.95. For details, call Blakeway Worldwide Panoramas Inc. in
Minneapolis, MN, at (800) 334-7266, or go to: www.panoramas.com.

Choir ll

“Choir II" by Isabelle Z is available as POD.
Retail prices vary depending on size and
substrate, with a print on rolled loose matte
paper measuring 24 by 24 inches retailing
for $103.68. Call PI Creative Art, Toronto,
at (800) 363-2787, www.picreativeart.com.

Resonate in Gold Il

“Resonate in Gold Ill" by Ellie Roberts is
available as POD retailing from $S36 to $435.
For further information, phone C Brand Stu-
dios, located in San Diego, at (858) 554-
0102 or go to: www.cbrandstudios.com.

ART WORLD NEWS

PAGE 27




OPEN EDITION PRINTS

SunDance Graphics

“Quiet Lotus Pond” by Patricia Pinto
Image Size: 24" x 12"  $20

800.617.5532

www.sdgraphics.com www.sundancegraphics.com

“Caterpillar Snack Bar”
by Kirsty Black
Image Size:

24” x 32” on standard paper
$48

Image is available to resize
and print on paper, canvas,
cotton rag paper, acrylic,
metal and wood.

800.532.2333 www.imagconscious.com

“Mandella 7”
by Debbie Wolff
Available as POD in
multiple sizes.

www.studioel.com

800.228.0928

Image

Conscious

“Stillness in Motion”
by Brenda Myrick
Image Size: 24” x 24”

on standard paper
$36

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 Tunne?

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.

INVENTORY LIQUIDATION

Over 6,000
expertly crafted
maritime prints

ready for fast

volume sale.
View the entire collection at

WWW.MARITIME-PRINTS.COM 860 399 6922

ART WORLD NEWS

Professional
ECFFQC%\-/E CREATIVE

CATALOGUE PUBLISHING

Wellspring Communications, Inc.,
parent company of Art World News,
presents its Custom Book Publishing
division to offer the trade a complete
line of editorial, design and printing

options to create elegant hard-
and soft-bound catalogues and books.

PHONE: 203.854.8566
e-mail: jwhaffey@aol.com
www.artworldnews.com
00 0 0000000000 000COOGNOGNOIONONONOINONONONONONONODO

PAGE 29


www.kolibriartstudio.com
www.stahlbush.com
www.thebigscan.com
www.maritime-prints.com
www.maxartpro.com

ADVERTISERS

COMPANY LISTING PHONE PAGE
ADC FIiNe ATt .t 17
www.adcfineartart 513.723.1222
Blakeway Panoramas ...........cccccooeviieiiiiiiiiiieeiiieeie e 15
WWW.panoramas.com 800.334.7266
Bittan Fine Art InC. ..ot 11
www.bittanfineart.com 866.219.9161
Easy Leaf Products .......cccviiiiiiiiiiiie 25
www.easyleafproducts.com 800.569.5323
Framerica ..o 1,32
www.framerica.com 800.372.6422
Framing Fabrics ........ooiiiii 13
www.framingfabrics.com 800.832.2742
Haddad’s Fine Arts INC...oovviiiiiiiiiiecce e 28
www.haddadsfinearts.com 800.942.3323
IMage CONSCIOUS .....uuuiiieieie e 28
www.imageconscious.com 800.532.2333
Lockhart Gallery ........cccoooiiiiiiiiiii e 4
www.lockhartgallery.com 720.219.3460
MAC ATt L 2,3
www.macfineart.com 954.990.5420

COMPANY LISTING PHONE PAGE
Museum Editions Ltd..........ccoooiiiiiiii 7
www.fazzino.com 914.654.9370

Park West Gallery ..........cocooviiiiiiiiiiiiicceec e 14
www.parkwestgallery.com 800.521.9654

POD EXChONGE.......viiiiiiiiiiieee e 6
www.podexchange.com 888.406.2858

Pure Art Printer ...t 24
www.pureartprinter.com 435.673.7873

Sagebrush Fine Art ..o, 28
www.sagebrushfineart.com 800.643.7243

SHAIO EL 1o 28
www.studioel.com 800.228.0928

SunDance Graphics .........oocieiviiiiiiiiee e 28
www.sundancegraphics.com 800.617.5532

Wellspring Communications ...........ccc.ccevviiiieeeiiiiiieeeiiieeeans 21
e-mail: jwhaffey@aol.com 203.854.8566

Westport River Gallery .........ccccccoiviiiiiiiiiiiie e, 9
www.westportrivergallery.com 203.226.6934

Wild APPle .o 31
www.wildapple.com 800.756.8359

Art World News, (ISSN 1525 1772) Volume XXXI, Number 5, 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 30

ART WORLD NEWS






www.wildapple.com



www.framerica.com

	001AWN_MAY2026WEB
	002AWN_MAY2026
	003AWN_MAY2026
	004AWN_MAY2026
	005AWN_MAY2026
	006AWN_MAY2026
	007AWN_MAY2026
	008AWN_MAY2026
	009AWN_MAY2026
	010AWN_MAY2026
	011AWN_MAY2026
	012AWN_MAY2026
	013AWN_MAY2026
	014AWN_MAY2026
	015AWN_MAY2026
	016AWN_MAY2026
	017AWN_MAY2026
	018AWN_MAY2026
	019AWN_MAY2026
	020AWN_MAY2026
	021AWN_MAY2026
	022AWN_MAY2026
	023AWN_MAY2026
	024AWN_MAY2026
	025AWN_MAY2026
	026AWN_MAY2026
	027AWN_MAY2026
	028AWN_MAY2026
	029AWN_MAY2026
	030AWN_MAY2026
	031AWN_MAY2026
	032AWN_MAY2026



