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Sorrel Sky Gallery is located in SoHo, NY. 

When it comes to using artifical intelligence (AI) in the day-to-
day running of their business, gallery and frameshop owners 
acknowledge that it can help to make things more organized 
and run smoother with a small staff. But it is hard to ignore all 
of the attention AI gets today, good and bad. When it comes 
to using it effectively, many are finding that it is about learning 
new ways to do things, and staying up-to-date on the technol-
ogy. Administrative and oper-
ational duties are the most 
sought after attributes of AI 
for those in the art and fram-
ing business, but are obvi-
ously concerned about its 
use as an artistic technique, 
as well as its impact on the in-

dustry, long-term. Artists are 
legitimately worried about 
losing the human connection 
between art and artist, as well 
as art and collector. Kather-
ine Hébert, columnist, art 
gallery business advisor and

INCORPORATING AI EASES 
DAY-TO-DAY OPERATIONS

THE INDEPENDENT NEWS SOURCE

QUOTE OF THE MONTH: 
“My customers don’t need an AI 
framing consultant. They need  
somebody who can look at their 
piece, listen to its story, understand 
where it’s going. That’s still the  
heart of my business.” 
               SuAnne Martinez, page 18

FRAMING EXPO MOVES  
TO BIENNIAL FORMAT 
 
Framing Expo has adopted 
a new biennial schedule, a 
strategic shift intended to 
enhance the long-term im-
pact and value of the event 
for both exhibitors and at-
tendees. Preparations for 
the next Framing Expo are 
already in motion, with the 
event projected for March 
2028. This change reflects 
the evolving economics of 
trade shows across all indus-
tries. Trade show director 
Deborah Salmon said the 
move will create a more sus-
tainable experience. “By 
shifting to an every-other-
year cycle, we’re giving ex-
hibitors more flexibility, 
buyers more value, and the 
industry a stronger event 
with greater reach and im-
pact.” For more details, go 
to: www.framingexpo.com.

WHY GALLERIES NEED 
TO SELL AN EXPERIENCE 
 
ADC Fine Art’s Litsa 
Spanos says that galleries 
have an opportunity to be-
come something much big-
ger than just a business to 
view and purchase art: 
places where people gather, 
connect, celebrate and ex-
perience art in an entirely 
new way. Go to page 23.  
 
 
ARTIFICAL VERSUS  
ACTUAL INTELLIGENCE 
 
Strategies for Success’ 
Sheila McCumby says  
that while using AI as an 
operational tool, it is impor-
tant to remember that the 
fundamental distinction  
remains—artificial intelli-
gence is not the same as 
actual intelligence. Visit 
page 20 for more details.

continued on page 10
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Shown is  
“The Tune In”  

by Nathan Durfee  
from Robert  

Lange Studios.  
Go to page 8.
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IN OUR OPINION

The summer season often 
blows a cold breeze to 
folks in the art and fram-

ing business. Aside from the 
traditional “hot spots” that at-
tract holiday makers and their  
bountiful wallets, it was a sea-
son of tough sales for many. 
So let’s welcome Labor Day 
with a feeling of relief and hope. 
Even during droughts, the en-
trepreneurial spirit flows. The 
creativity and industry among 
us is what carries us forward. 
From the simple to the sophis-
ticated, I’m often amazed at 
what solution folks hatch to 
build sales. From “following the 
money” to polo matches to 
surfing competitions, art sellers 
move with an alacrity to bond 
and sell to their patrons.  
 
     Less capital intensive strate-
gies exist for everyone. One of 
the most effective has been 
how one gallery owner has 
leveraged creating inexpensive 
prints of local, now non-existing 
town landmarks and offering 
them at almost give-away 
prices. The result has been 
waves of new clients coming 

into the gallery and a copious 
spill over into their custom 
framing business. It has been 
the most cost-effective promo-
tion that delivered new folks to 
the gallery. Opportunity always 
exists. Sometimes it just takes 
a little more out of us to find it. 
Even among the downtrodden, 
hopes are very high for a prof-
itable finish to the year and 
there is no reason not to think 
that to be true.  
 
     Often the answer may lie on 
simply doing what you do bet-
ter. It might not be in the form 
of a creative revelation or 
breakthrough into virgin terri-
tory. Incremental gains are a bi 
product of just operating on a 
higher level by improving staff, 
systems and commitment to 
success. Perhaps the source 
of a gain is by way of AI. This 
issue of Art World News pro-
vides thought-provoking advice 
and observations to help art 
galleries and frameshops get 
their heads, and business, 
around what arguably is an un-
derdeveloped asset in most 
shops.
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Bruce Silverstein Gallery 
in New York, NY, cele-
brates 25 years with  
an exhibition titled,  
The 25th Anniversary 
Presentation, looking 
back at some of the 
most memorable shows 
which includes more 
than 150 exhibitions 
and 75 art fairs. Estab-
lished in 2001, the 
gallery’s principal focus 
is the representation  
of an international ros-
ter of contemporary 
artists, as well as,  
established artists of  
great influence. Phone 
(212) 691-5509 for 
more details, or go to the website at: www.brucesilverstein.com.

Bruce Silverstein Gallery’s Anniversary

“Untitled (Children at play on 
rooftops, Paris)” by André Kertész.

Third & Wall Art 
Group, Seattle, WA, 
announces the addi-
tion of Ray Russotto 
to its curated family of 
artists. The addition of 
Russotto’s charmingly 
sophisticated water-
colors offers interior 
designers, architects, 
design consultants 
and project specifiers 
fresh opportunities to 
incorporate distinctive, 
high-quality artwork 
into various projects. 
Designed with the 
needs of the design 
community in mind, 
the collection is avail-
able in a variety of  
customizable formats, including print substrates such as Chro-
maLuxe® metal, acrylic, wood, canvas, framed fine art or other 
materials. Call (877) 326-3925 or go to: www.thirdandwall.com.

Third & Wall Signs Ray Russotto

“Bike” by Ray Russotto.

Robert Lange Stu-
dios in Charleston, 
S.C., presents The 
Ways We Dream of 
Home, a new solo 
exhibition by Nathan 
Durfee, marking his  
20th solo exhibition 
with the gallery.  
Featuring a new col-
lection of paintings 
in the artist’s unmis-
takable style—a 
marriage of whimsy, 
narrative painting 
and Pop-surreal-
ism—the exhibit ex-
plores the many places, people, memories and imagined 
worlds in which we find a sense of belonging. For further  
information, call (843) 805-8052 or visit the gallery’s website 
located at: www.robertlangestudios.com.

Nathan Durfee’s 20th Exhibit at RLS

Durfee’s “Dreaming in Emerald” is an  
oil on panel measuring 48 by 48 inches.

Bentley Art Publishing’s Detti Work

Bentley Art Publishing, located in Elk Grove, CA, has added 
28 new images by Italian romanticized historical artist  
Cesare Agostino Detti to its website at: www.bentleyart 
publishing.com. Detti (1847–1914) was an Italian painter 
known for his romanticized historical and genre scenes, often 
set in the 17th and 18th centuries. All the new images are 
available for printing via POD Exchange and can be viewed 
at the Bentley Art Publishing website. For further information, 
call (925) 997-7145 or visit: www.bentleyartpublishing.com.

“An Elegant Gathering” by Cesare Agostino Detti.
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founder of Gallery Fuel 
(www.galleryfuel.com), has 
studied the use AI in the in-
dustry and recently at-
tended a seminar on its 
newest technology. She 
says that while it has a  
lot to offer, it won’t likely  
replace the most important 
parts of the business. “AI 
isn’t a substitute for good 
business systems. It actu-
ally makes having good  
systems more important. If 
your information 
is scattered across 
email, spread-
sheets, some-
one’s head and 
six different appli-
cations, AI isn’t 
going to magically 
fix that. It needs 
good information 
and context to 
work from.  

 
“ G a l l e r i e s 

should be think-
ing about their 
operating system alongside 
their AI strategy,” she says. 
“When you organize your 
knowledge by documenting 
your processes, define your 
brand voice and get your 
data into a form that is  
accessible and usable, then 
AI becomes much more 
powerful.” 

 
Those just getting ac-

quainted with AI for their 
business should go into it 
with an open mind, Ms. 
Hébert says. “Every gallery 
owner should be experi-
menting with AI for three 
things: thinking, creating 
and organizing. It can be a 
remarkably useful second 
set of eyes. Gallery owners 
can use it to brainstorm 
marketing ideas, develop 
exhibition project manage-
ment or concepts, analyze 

sales or inventory data, 
draft communications, take 
meeting notes and turn 
rough ideas into something 
usable. The possibilities are 
endless, exciting and some-
times overwhelming.” 

 
To get the most out of it 

though, one must have a 
solid system for it to work 
from. “There is an impor-
tant distinction between 
simply opening ChatGPT 
and asking it questions and 

actually setting AI up to 
work for your business. The 
quality of the output de-
pends heavily on the quality 
of the information and in-
structions you give it—
garbage in, garbage out. 
Give AI a clear understand-
ing of your gallery, from 
your brand voice to your 
artists and your goals and 
the results become dramat-
ically more useful. 

 
“I also encourage gal-

leries to create reusable 
skills and instructions for 
the things they do repeat-
edly. Instead of telling AI 
from scratch every time 
how you want a newsletter 
written or how you analyze 
an exhibition, you can teach 
it your process once,” she 
says. “Add a clearly defined 
brand voice and AI be-

comes much more consis-
tent and sounds like you. 
The goal is to reduce the 
amount of time spent start-
ing from a blank page, not 
have AI do everything. 
Good results still need your 
judgment. Don’t be afraid to 
question AI and push back 
if you’re not getting what 
you need.” 

 
Ms. Hébert says that a 

big benefit of incorporating 
AI into a business is the 

amount of work 
that can be accom-
plished. “I think the 
biggest opportunity 
is capacity and 
that’s how I’m 
using it within 
Gallery Fuel for my 
clients. AI has the 
potential to act like 
a second employee 
or even temporary 
help that you as-
sign a specific role. 
Small and midsize 
galleries and frame- 

shops are often incredibly 
understaffed. In many cases, 
one person may be doing it 
all, so they often feel com-
pletely overwhelmed and 
like they are constantly 
playing catch up. That 
leaves little room for grow-
ing the business. 

 
“You might not need an-

other full-time employee, 
but you may need someone 
to help prepare for an exhi-
bition, create marketing ma-
terials, analyze your sales 
or inventory data or just 
help you catch up on admin-
istrative work,” she says. 
“AI can increasingly fill 
some of those gaps when 
utilized in a smart way. 
Imagine an AI that doesn’t 
just help you write an email,

ART WORLD NEWS

INCORPORATING AI EASES DAY-TO-DAY TASKS

Sorrel Sky Gallery is located in Santa Fe, N.M.

DR. THOMAS E. LOCKHART 
III’S NEW BOOK FEATURED 
IN FORBES MAGAZINE  

DENVER, CO—Published this 
month in Forbes magazine is 
an article about the newly re-
leased coffee-table book by 
artist Dr. Thomas E. Lockhart 
III and titled, Painting in the 
Spirit: A Journey of Art and 
Soul. Co-produced with collec-
tor Taroue W. Brooks, and  
published by Wellspring Com-
munications, sister company of 
Art World News magazine, the 
book features 80 images from 
the artist’s diverse body of 
work, and spans two decades 
of the artist’s career. The 
Forbes article tells the story of 
how the book came to be and 
puts a spotlight on the art’s de-
piction of Black history and ex-
periences. It also discusses 
how Black art continues to gain 
market attention, but how own-
ership among Black Americans 
remains limited. Brooks says  
that the book works to demys-
tify the process of acquiring 
and collecting work, while en-
couraging wealth building 
through art. The article also 
highlights Lockhart’s faith as 
inspiration for his work as he 
signs the back of each piece 
with three letters: “TYG,” short 
for “Thank You, God.” Shown 
is “Roses Redefined I,” a 
mixed media on gallery-
wrapped canvas in an edition 
of 80. Call (720) 219-3460 or go 
to: www.lockhartgallery.com.

PAGE 10
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but understands your artists, 
inventory, upcoming exhibi-
tions, collector history, mar-
keting calendar and internal 
processes and can help  
you identify what tasks 
need attention and prepare 
the work for you. I believe 
that could be transforma-
tional for a small or strug-
gling gallery.” 

 
Shanan Campbell, owner 

Sorrel Sky Gallery with lo-
cations in Durango, CO; 
Santa Fe, NM, 
and New York, 
NY, says that AI 
is not necessarily 
a new technology 
but a progression 
of how business 
is run today. “AI 
is a wonderful 
tool, and it’s here 
to stay. I began 
studying it when 
ChatGPT launched 
in November 2022, 
and within the year 
I went through pri-
vate one-on-one training 
with business coach Amy 
Yamada, who was teaching 
entrepreneurs how to use 
AI without losing their au-
thentic voice—exactly the 
balance I wanted,” she 
says. “I think about AI the 
way I thought about the 
Web and email when they 
arrived. If you’re not in front 
of it, using it and under-
standing it, you’re behind 
the curve. We intend to be 
one of the first to use it 
well, not the last to catch 
up. When we opened 25 
years ago, almost no gal-
leries had a real website, 
and we invested heavily in 
ours. We were very early to 
offer online shopping.” 

 
Staying up-to-date on the 

technology and what it has 
to offer a business is impor-

tant, Ms. Campbell says. 
“We’re exploring quite a few 
things right now. We use AI 
to help clients visualize art in 
their own spaces before it 
comes home with them, 
which has been a wonderful 
addition to the experience. 
We also lean on it for proof-
reading and sharpening our 
communications, not writing 
them,” she says. 

 
“Beyond that, we use it 

to draft internal policies, 
staff training materials and 
to work through logistics 
and budgets for our shows, 

presentations and off-site 
events. One of the first 
ways I used it was for re-
search: having it study 
every blog we’d written to 
see which ones got the 
most attention, and why. 
We’re continually testing 
new uses. Anything that 
helps us serve our collec-
tors and artists better, and 
run a tighter operation, is 
worth a look.”  

 
When it comes to AI’s 

limitations, she says that 
the human factor cannot be 
replicated. “It’s a strong  
assistant and a poor author-
ity. It doesn’t actually know 
our artists or their work, 
and it will write something 
fluent that’s simply wrong. 
We tried using it to write 
descriptions of an artist’s 
work, and the results were 

genuinely bad. In a business 
built on knowing the work, 
that gap matters,” she says. 
“We use several AI plat-
forms because they have dif-
ferent strengths, and we’re 
careful not to trust any of 
them blindly. In a sea of AI-
written content, we lead with 
our own words.” 

 
Brand perception in the 

eyes’ of a collector needs 
to remain strong to maintain 
consumer confidence. Los-
ing that can be detrimental. 
“That’s a real risk, and one 
we watch closely,” Ms. 

Campbell says. “I 
can spot AI-written 
text a mile away. 
When I see web-
site copy or con-
tent from our team 
that reads that 
way, I flag it and we 
fix it. We hold the 
same line in hiring: 
if a cover letter is 
obviously AI-writ-
ten, we pass. I want 
to hear from the 
person applying, 
not an AI version of 

them. This business was 
built over 25 years on rela-
tionships, not transactions. 
People can feel the differ-
ence when something is 
personal. It’s not unlike a 
handwritten note, which has 
become rare and means 
more because of it. The re-
lationship, the voice and the 
eye stay human. That’s non-
negotiable for us.” 

 
While it is too difficult to 

say whether AI has helped 
to bring in sales, it has 
played a role in Sorrel Sky 
Galleries consistent growth 
over the years. “We’ve 
grown significantly since 
2002 by embracing every-
thing from social media and 
Pinterest to our online pres-
ence and other digital tools.

STEPHEN HOLLAND’S THE  
LONGNECK CIRCUS SERIES  

SANTA BARBARA, CA—Artist 
Stephen Holland, a noted fig-
urative artist whose work has 
spanned six decades, presents 
a new body of work titled The 
Longneck Circus Series, fea-
turing a radical new perspec-
tive for the artist. A huge 
departure from his previous 
work, the series delves into his 
personal psyche and the expe-
riences of people, places and 
events of a surreal world of 
characters informed by The 
Bronx sidewalks of his youth. 
The acrylic on paper and can-
vas work are a continuation of 
his private collection of paint-
ings and drawings done 
throughout his years of paint-
ing commercial and fine art. 

“The Longneck Circus Series 
comes from The Bronx neigh-
borhood where I grew up,” he 
says. “There was always 
drama in the streets, charac-
ters hanging out on the corner 
and older neighbors looking 
out of windows onto the scene 
below.” Shown is “Louie’s in 
the Bronx,” top, and “Yellow 
Jam.” For more details, visit: 
www.longneckcircus.com. continued on page 16

Abbot Art is located in Farmingdale, NY.

INCORPORATING AI 
continued from page 10

ART WORLD NEWSPAGE 12

AUG26-CoverStory-pg2.qxp_Layout 1  8/28/26  6:16 PM  Page 1



FullPageAdTemplate_Layout 1  10/30/23  12:01 PM  Page 1

www.panoramas.com


PAGE 14 ART WORLD NEWS

MASTER OF THE LINE

Self-taught artist Guillaume 
Azoulay has achieved inter-
national recognition as an  
extremely gifted and suc-
cessful creator whose dis-
tinctive style conveys 
movement, strength and 
grace. Long celebrated 
across major capitals and 
prestigious institutions, 
Azoulay works in a variety 
of media and commands 
an avid base of collectors 
who seek the work of 
this accomplished “mas-
ter of the line.” 

 
Azoulay’s path to artis-

tic mastery is as uncon-
ventional as his visual 
language. Since the age 
of 13, a relentless thirst 
for adventure carried him 
to many parts of the 
world, earning his way by 
painting and performing 
as an actor. His global 
odyssey took a romantic 
and pivotal turn when he 
met his wife, Charmaine 
Seal, the noted Welsh 
ballerina. In 1976, the 
couple arrived in the 
United States, marking 
the start of a transforma-
tive chapter in his prolific 
career. 

 
Easily deconstructing the 

standard approach to the 
viewing of art, Azoulay 
states emphatically, “The 
subject matter is totally 
unimportant.” He explains 
with a twinkling smile, “In-
stead, observe the balancing 
of masses and voids, the in-

teraction between areas of 
darkness and light. The the-
atrics of composition are far 
more compelling than mere 
anecdote.” Indeed, critics 
and scholars frequently ob-
serve that the fundamental 
key to Azoulay’s art is, quite 

literally, reading between the 
lines. 

 
Included among the 

artist’s numerous achieve-
ments is the acceptance of 
several of his works into per-
manent museum collections 
worldwide. His pieces reside 
in the esteemed private col-
lections of former U.S.  

President Ronald Reagan, 
former French President 
François Mitterrand and the 
prestigious Nelson Rocke-
feller collection. In 1983, his 
international stature was fur-
ther cemented when he was 
selected to create the offi-

cial Kentucky Derby Festival 
poster. 

 
Among his most cele-

brated creations is the iconic 
1981 work “Encounter.” 
Recalling its remarkable his-
tory in his own words: “In 
1981, I created ‘Encounter,’ 
a linear etching whose lim-
ited edition included a proof 

that, unbeknownst to me, 
was presented by a collector 
to President Ronald Reagan.  

 
“His gracious letter of  

acknowledgment remains 
one of the most meaningful 
tributes I have received as 

an artist. I was deeply 
touched to receive a 
second letter from Pres-
ident Reagan. I remain 
profoundly grateful for 
these two gestures of 
kindness and recogni-
tion.” 

 
Over the decades, 

“Encounter” continued 
its own rich artistic evo-
lution. The original com-
position, conceived 
through the movement 
and rhythm of line, later 
became the foundation 
for a silkscreen in which 
color entered as another  
element of expression—
transforming the charac-
ter of the work while  
preserving the energy 
and movement of the 
original image. 

 
Artist Guillaume 

Azoulay’s work, in vari-
ous mediums, is repre-
sented by Bittan Fine Art 
Inc., located in Valley Vil-
lage, CA.  

 
For further information  

on Azoulay’s artwork, tele-
phone (866) 219-9161 or  
go to Bittan Fine Art’s  
website located at: www. 
bittanfineart.com.

GUILLAUME AZOULAY’S JOURNEY OF ‘ENCOUNTER’
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AI is one thread in that pic-
ture, not the whole story,” 
she says. “This is a moment 
of real change, and I find it 
exciting rather than threaten-
ing. AI is going to reshape 
whole industries, and I ex-
pect it to affect the art world 
in significant ways.”  

 
One of those ways is  

visualization sales tools.  
“Through our art consulting 
business, Shanan Camp-
bell Art Consulting, we 
worked with a collector 
who asked us to commis-
sion five large paintings for 
an entryway and showed us 
‘examples.’ When I asked 
who the artist was, they 
told me it was AI. We used 
those images as concept 
only, and found an artist 
whose work came closest 
to his vision. For someone 
who has a hard time de-
scribing or visualizing what 
they want, AI can be an  
incredibly useful starting 
point,” she says. “Clients 
now research prices and 
value often coming to us 
knowing exactly what to 
compare against. I think 
that kind of transparency  
is healthy. Our artists  
maintain consistent pricing 
across their gallery partners, 
so we’re very comfortable 
operating in a world where 
clients have more informa-
tion than ever before.” 

 
At Abbot Art in Farming-

dale, NY, CEO Rashid Jalili 
says that using AI in the 
day-to-day running of a 
business is inevitable. “I 
believe every business, in 
every field, will eventually 
need to implement AI in 
some form—not to replace 
the work, but to advance 
research, automate what 

should be automated and 
build more efficient pro-
cesses and standard operat-
ing procedures (SOP),” he 
says.  

 
“At Abbot Art, I don’t rely 

on AI to run the business.  
I use it to advance ideas I 
already have: refining pro-
cedures, developing more 
efficient operational work-
flows for production and 
tightening the quality con-
trol checks that sit around 

them. The distinction mat-
ters. AI is a tool for sharp-
ening a process I already 
understand, not a substi-
tute for understanding it.” 

 
Mr. Jalili says that he 

uses AI mainly for develop-
ing and refining standard op-
erating procedures, working 
through production and 
workflow problems and 
drafting internal documen-
tation. “It functions as an 
operational thinking tool. It 
is not something our cus-
tomers ever see or interact 
with, and that is deliberate. 
If a task is repeatable and 

internal, it’s a candidate. If 
it represents the business 
to a customer, it isn’t.” 

 
Human input is what 

makes AI most effective for 
a business he says. “The 
clearest limitation is that  
AI is only as good as the 
person directing it. To reap  
any real benefit, the user 
has to be a genuine expert 
in the subject being devel-
oped—otherwise the out-
put sounds correct and is 

wrong, and in a  
production environ-
ment that costs you 
material, labor and 
a customer’s trust. 
AI can accelerate 
someone who al-
ready knows the 
answer. It cannot 
supply the answer 
to someone who 
doesn’t. That is the 
single thing I would 
want other frame-
shop and gallery 
owners to under-
stand before inte-
grating it into 
anything that touches 
production.” 

 
Maintaining cus-

tomer base confi-
dence is a worry for 

Mr. Jalili. “This is the real 
risk, and it’s precisely why 
I keep AI internal. AI im-
agery and AI-written emails 
or website copy are off-
putting and they will ac-
tively deter a customer 
from purchasing from a 
vendor. In our industry es-
pecially, people are paying 
for craftsmanship and a 
human eye—the moment 
the marketing looks gener-
ated, the credibility of the 
work behind it is called into 
question. It makes far more 
sense to implement AI 
within the internal structure 
of the business and its op-

erations than at the fore-
front with clients and cus-
tomers. 

 
“For the time being—

and until market sentiment 
changes, if it changes—it 
should not be relied on for 
phone responses, visual 
content or online customer 
communication. The market 
is currently frightened of AI 
as the thing that takes peo-
ple’s jobs. Putting it in front 
of your customers means 
absorbing that fear into 
your brand.” 

 
Using AI as part of the 

running of the business be-
comes part of the vast 
process. “It does not in-
crease sales by itself,” he 
says. “It can help generate 
new or existing marketing 
and branding initiatives and 
surface opportunities you 
hadn’t considered, but the 
usage alone doesn’t move 
revenue. Sales come from 
the quality of the product 
and the strength of the re-
lationship with the cus-
tomer. What AI can do is 
make the operation behind 
that product more efficient, 
which protects margin—
and that is a very different 
thing from growth. The in-
ternal-versus-customer-fac-
ing distinction is the whole 
ballgame right now. In the 
hands of someone who 
genuinely knows their 
trade, applied to internal 
operations, AI is a real effi-
ciency gain. Used as a 
shortcut on the customer-
facing side, it undermines 
the exact thing a gallery or 
frameshop is selling.” 

 
SuAnne Martinez, owner 

of West Annapolis Artworks 
& Fine Framing, located in  
Annapolis, MD, says that such

continued on page 18

West Annapolis Artworks & Fine Framing 
is located in Annapolis, MD.

INCORPORATING AI 
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technology should be used 
to handle busy work, but 
leave the creativity to the 
humans.  

 
“I think AI can be incred-

ibly useful when it’s used 
as a tool rather than a re-
placement for people. I’ve 
found it especially helpful 
for brainstorming, market-
ing, organizing ideas and 
looking at things from a  
different perspective. But 
my business is still very 
hands-on and personal. 
Someone brings me some-
thing that matters to them, 
and the design decisions 
we make together are 
based on experience, in-
stinct and conversation. I 
don’t think AI can replace 
that,” she says.  

 
“I use it quite a bit for 

marketing—helping with 
email campaigns, social 
media ideas, website 
wording, advertising and 
even working through 
ideas for photographs and 
displays. I also use it when 
I’m trying to organize an 
idea or figure out a better 
way to communicate 
something to a customer 
or business group. It’s al-
most like having another 
person to bounce ideas off 
of before presenting them 
to a client. 

 
“I’m a small-business 

owner, so I wear a lot of 
hats. AI can help me get 
through some of those jobs 
much faster. But, you defi-
nitely have to edit it. AI can 
sound too polished, too 
wordy or just not like me. 
Sometimes I’ll read some-
thing and think, ‘I would 
never say that.’ The same 
thing happens with AI-gen-

erated photographs. They 
can look beautiful, but 
sometimes they become 
too perfect. In my shop, 
things are layered, a little 
eclectic and imperfect—
that’s part of its personal-
ity. If an AI image suddenly 
looks like a perfectly styled 
showroom, it doesn’t rep-
resent my business,” she 
says. 

 
“I think the danger is los-

ing authenticity. If every 

email sounds AI-generated, 
every photograph looks ar-
tificially perfect and cus-
tomers only communicate 
through automated sys-
tems, you start losing the 
personality of the business. 
That would be particularly 
damaging for me because 
people come into my shop 
for advice and personal  
attention. They’re trusting 
me with artwork, family 
photographs, children’s art, 
travel pieces and things 
that may have tremendous 
sentimental value. I never 
want technology to get  
between me and that rela-
tionship. 

 
“What AI has done is 

make it easier for me to 
market the business con-

sistently and try things I 
might not otherwise have 
had the time or knowledge 
to do. It helps me create 
better emails, improve my 
website, work on advertis-
ing and keep coming up 
with new ways to reach 
customers. Whether that 
translates directly into a 
particular sale is difficult to 
measure, but it certainly 
helps me stay more visible. 
One of the biggest benefits 
for me has actually been 

confidence. There 
are parts of run-
ning a business—
t e c h n o l o g y , 
advertising, web-
sites, social 
media—that don’t 
come as naturally 
to me as framing 
and design do. AI 
gives me a place 
to ask questions, 
experiment and 
work through 
ideas without hav-
ing to know every-
thing beforehand. 

 
“At the same 

time, I think you have to 
know when not to use it,” 
Ms. Martinez says. “My 
customers don’t need an AI 
framing consultant. They 
need somebody who can 
look at their piece, listen to 
its story, understand where 
it’s going and say, ‘Here’s 
what I would do.’ That’s still 
the heart of my business.” 

 
Gallery Fuel’s Ms. 

Hébert says that getting 
started with AI is a process 
that business owners need 
to make their own. “The 
best way is to start small 
and make AI earn your 
trust. You don’t have to 
hand your entire business 
over to it. Pick one annoy-
ing, repetitive task and ex-
periment with it. See what 

it does well and where it 
makes mistakes. This will 
help you learn where your 
human judgment is still  
necessary. I also think 
some of the fear comes 
from treating AI as one  
big, mysterious technology. 
Try treating prompts like  
a conversation, instead of 
something similar to a 
Google search. Have a 
back and forth conversa-
tion. It’s much easier to  
understand when you think 
of it as a tool or potentially 
a collection of tools that  
can help you with specific 
jobs. Remember, at this 
point, no one knows every-
thing about AI. We are all 
learning,” she says. 

 
“I would also encourage 

gallery owners not to focus 
exclusively on the fear of  
AI taking someone’s job. 
For a small gallery, the 
more immediate question is 
often ‘What could I accom-
plish if I had an extra 10 
hours a week or hired a 
part-time employee to help 
with administration?’ I think 
that is a much more useful 
way to think about it. And 
don’t overlook the small 
stuff,” she says.  

 
“AI can help create 

checklists, turn meeting 
notes into action items, 
draft a follow-up email or-
ganize exhibition informa-
tion, prepare a first draft of 
a social media calendar or 
help document information 
that currently exists only in 
your head. None of those 
things are particularly glam-
orous. But saving 20 min-
utes here and 30 minutes 
there is exactly how you 
create capacity.” 

 
 

Koleen Kaffan is Editor in 
Chief of Art World News.

INCORPORATING AI 
continued from page 16
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“Adirondack Retreat” by Gert 
Acrylic on Canvas, $3,250

“Untitled”  
by  

Marjorie Minkin 
Mixed Media, 
Call for price.

Westport River Gallery  
Westport, CT 
203.226.6934 

www.westportrivergallery.com 
Call for best deal.

Rē Antiques & Interiors 
North Kingstown, RI 

617.510.0337    www.rerhodeisland.com 
Call for best deal.

Maser Galleries  
Pittsburgh, PA 
412.687.0885  

www.masergalleries.com 
Call for best deal.

New Canaan Gallery and Frame 
New Canaan, CT 

203.273.1999  
www.newcanaangallery.com 

Call for best deal.

“High Stakes Blackjack Vegas” by Leroy Neiman 
Serigraph on Paper, $3,900

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

By Sheila McCumby 
Artificial intelligence has of-
ficially invaded the art and 
picture framing industry, ig-
niting a heated debate 
across social media groups 
and framing forums. 
Opinions are radically 
divided: some framers 
are enthusiastically em-
bracing AI to automate 
everything, while others 
adamantly refuse to 
bow down to our future 
robot overlords. We’ve 
all seen Terminator, and 
nobody wants Skynet 
running their computer 
mat cutter. 

 
It is easy to see why 

the tech garners such 
mixed reviews. On the one 
hand, every week brings a 
shiny new application prom-
ising to write your web copy, 
manage social media, fore-
cast inventory and maybe 
even organize your moulding 

scrap pile (okay, maybe not 
that last one, that would  
require an actual robot).  

 
On the other hand, AI 

comes with troubling bag-

gage. It burns through stag-
gering amounts of energy 
and water, leaving a massive 
carbon footprint at a time 
when eco-friendly materials 
and sustainable wood sourc-
ing are top priorities.  

Worse yet, AI is notorious 
for confidently inventing fake 
facts, known as “hallucina-
tions,” or delivering tone-
deaf advice that can be 
off-putting to customers, or 

worse, lose you money.  
 
It is likely you are already 

feeling AI’s presence right  
at your design counter. Cus-
tomers are walking into 
shops clutching smart-

phones with AI-generated 
mockups, asking for a  
frame that defies the laws  
of physics and a moulding 
finish that simply does not 
exist in the real world.  

 
These impossible 

renderings can be 
deeply frustrating to 
replicate, but on the 
bright side they serve  
a secret purpose: they 
are a visual shortcut  
to understanding your 
client’s underlying taste, 
color preferences and 
aesthetic vision before 
you pull a single sam-
ple off the wall.  

 
Amid all the hype, 

fear and legitimate opera-
tional headaches, we are 
overlooking a fundamental 
distinction: artificial intelli-
gence is not the same as act-

ARTIFICIAL VERSUS ACTUAL INTELLIGENCE

continued on page 21
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ual intelligence. 
 

What Is Artificial 
Intelligence?  

In the framing and gallery 
world, think of AI as an infi-
nitely fast, hyper-caffeinated 
intern who has read every 
book about framing on the 
internet, but has never actu-
ally touched a piece of art or 
cut a piece of foam 
board. 

 
AI does not “think.” 

It recognizes patterns 
across massive amounts 
of data and predicts 
what text or images 
should come next. 
When put to work in a 
small art or framing 
business, that capabil-
ity can be amazingly 
helpful. You can use  
AI for: 

● Marketing, Visuals 
& Content Creation: 
Map out a full month’s 
worth of social media 
captions before your morn-
ing coffee cools down. Mod-
ern POS software uses AI 
visualization features to proj-
ect custom-framed artwork 
directly onto images of a 
client’s living room wall, re-
moving hesitation on high-
ticket sales.  

 
Meanwhile, design plat-

forms like Canva or Photo-
shop use AI to clean up 
artwork glare or swap back-
grounds, while AI-drafted 
blog posts keep your local 
SEO sharp. 

● Customer Communica-
tion: Think of AI as a polite 
office assistant who never 
eats lunch or calls in sick. 

Web widgets handle late-
night questions about store 
hours and turn-around times 
so you don’t wake up to 
missed voicemails. It can 
draft classy email quotes 
and construct gracious re-
sponses to Google reviews, 
especially from “that client” 
who complains that custom 
wood moulding costs more 
than a plastic poster frame. 

● Operations & Admin: 
Voice tools like Otter.ai 
record client consultations 

so you never forget whether 
they wanted a blue or green 
mat on that complex shad-
owbox. Intelligent account-
ing software scans paper 
receipts and catches dupli-
cate vendor invoices before 
you overpay. Best of all, 
POS analytics evaluate  
historical sales data to  
stop you from panic-buying 
three miles of distressed 
barnwood moulding you’ll 
never sell. 

● Sales & Staffing: AI can 
draft targeted job listings  
for skilled framing techni-
cians, then scan a mountain 
of incoming resumes to  
filter out applicants whose 
only framing experience is 

hanging a poster with thumb 
tacks. Online intake forms 
can also automatically sepa-
rate legitimate, lucrative  
50-frame hotel orders  
from scammers and tire-
kickers, letting you jump on 
those high-value sales in-
stantly. 

 
AI turns three hours of  

tedious back-office typing 
and organizing into 20 min-
utes. That is real value, as 
long as you remember to 
proofread its work. 

What Is Actual 
Intelligence?  

Actual intelligence be-
longs to you, the framer who 
has built muscle memory, 
callouses and has thou-
sands of advanced design 
ideas, that were developed 
over years of real-world  
experience. 

 
AI can explain the physics 

of tension, but actual intelli-
gence is knowing exactly 
how much pressure to apply 
when breaking a 40-inch 
piece of glass on a wall cut-
ter so it does not explode 
into a hundred-dollar pile of 
glitter. Human touch is still 
essential. 

Actual intelligence is built 
on traits no software update 
can simulate: 

● Tactile Wisdom: Know-
ing instantly that a warp in a 
natural walnut moulding is 
going to mess up your join, 
regardless of how long it sits 
in a vice. 

● Diplomatic Tact: Tact-
fully guiding a client away 
from pairing a bright orange 
triple-mat with their antique 
family portrait without hurt-

ing their feelings. 
“Good art doesn’t nec-
essarily need to match 
your sofa.” 

● Conservation In-
stinct: Knowing that 
just because a glue can 
stick something down 
forever doesn’t mean it 
should. 

● Crisis Manage-
ment: Fixing a chipped 
corner join 10 minutes 
before the gallery exhi-
bition without sweating 
(or bleeding) onto the 
artwork. 

 

Data vs. Taste 
One of the biggest traps 

in modern business is as-
suming that access to more 
data leads to better deci-
sions. An AI tool can look at 
online trend metrics and tell 
you that pastel pink mats 
and distressed barnwood 
are trending in home decor.  

 
But actual intelligence is 

standing at your design 
counter, looking the client  
in the eye, and knowing that 
specific combination will 
look atrocious on their  
vintage concert poster. AI 
processes speed and options.

continued on page 22

BUSINESS MANAGEMENT 
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Humans provide taste, con-
text and sanity. 

 

The Goal:  
Work Smarter, 
Not Robotic 

The trick isn’t to fight 
technology or surrender to 
it. The goal is to outsource 
the mundane so you can  
devote your time to your 
craft. Let AI draft your pro-
motional emails, summarize 
vendor updates, transcribe 
client meeting notes and  
organize your POS sales 
records. Then, use the 
hours you saved to do what 
machines can’t: build gor-
geous custom frames, host 
gallery nights, talk to real 
human beings and build a 

brand based on trust and 
craftsmanship. 

 
Machines can assemble 

data at lightning speed, but 
they can’t care about the  
art. And in our line of work, 
caring about the art is the 
entire business. The future 

of the custom framing indus-
try doesn’t belong to soft-
ware, nor does it belong  
to shops that stubbornly  

ignore modern tools. It be-
longs to the framers who 
learn to use both, letting  
algorithms tackle the digital 
clutter so they can spend 

more time doing what they 
do best: applying true 
artistry, preserving history 
and building lasting relation-
ships with their customers.  

 
 

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 further information, visit 
her website located at: www. 
mystrategies4success.com.

BUSINESS MANAGEMENT 
continued from page 21
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BEYOND THE WHITE WALL

By Litsa Spanos 
For years, galleries were 
thought of primarily as places 
to view and purchase art. But 
today, I believe galleries have 
an opportunity to become 
something much bigger: 
places where people gather, 
connect, celebrate and expe-
rience art in an entirely new 
way. At ADC, events have 
become an important part of 
how we introduce people to 
our gallery. We’ve hosted 
fashion shows, wine tastings, 
artist talks, workshops, 
fundraisers, corporate gath-
erings and community collab-
orations. This September, 
we’re hosting a Women’s 
Empowerment event that will 
bring another group together 
inside the gallery—not simply 
to shop, but to connect in a 
beautiful, creative environ-
ment. 

 
Every event is an opportu-

nity to introduce your gallery 
to someone who might never 
otherwise walk through your 
doors. Galleries can still feel 
intimidating to some people. 
They may assume they need 
to understand art before vis-
iting or should only come in 
when they’re ready to pur-
chase. Events change that 
dynamic. Guests come for 
the speaker, organization, 
wine tasting or celebration, 
and while they’re there, they 
experience the art naturally. 

 
They look. They ask ques-

tions. They discover a piece 
they love. They learn about 

your framing, installation or 
consulting services. Most im-
portantly, they become com-
fortable with your gallery.  

 
For nonprofit events, we 

take it one step further.  
ADC donates 10% of any  
art sales generated through 
the event back to the organi-

zation. Suddenly, the entire 
gallery becomes part of  
their fundraiser. Guests have 
an added incentive to pur-
chase because they’re also 
supporting a cause they care 
about. It’s a win for the non-
profit and a meaningful sales 
opportunity for the gallery. 

 
Successful events do re-

quire planning. We consider 
the partners involved, flow  
of the space, food and bev-
erage, entertainment, promo-
tion and how guests will 
interact with the artwork.  
The experience should feel 
special while still allowing the 
gallery and art to play a star-
ring role. 

Galleries can also benefit 
tremendously by opening 
their spaces to outside or-
ganizations. Your gallery may 
be the perfect venue for  
corporate receptions, non-
profit fundraisers, networking 
events, client appreciation 
parties and private celebra-
tions. But don’t assume peo-

ple know that. 
 
Make venue rentals visible 

on your website and social 
media. Connect with event 
planners, nonprofits, busi-
nesses and professional or-
ganizations. Show photos 
and videos of past events  
so people can envision their 
own gathering surrounded  
by art. 

 
Beyond rental revenue, 

every event introduces a new 
audience to your business. 
One gathering can lead to a 
new collector, framing client, 
corporate art project, de-
signer relationship, future 
rental or referral. 

That’s why I don’t meas-
ure an event’s success  
solely by what we sell that 
evening. I look at the new 
people who discovered 
ADC, the relationships we 
created and the opportunities 
that follow. 

 
Your walls may be filled 

with incredible art, but your 
space itself can be one of 
your greatest assets. Give 
people more reasons to walk 
through the door, and they 
may discover much more 
than they came for. 

 
 

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  
programs connecting artists  
with private and corporate 
collectors. Her mission is  
to support contemporary, liv-
ing 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 Cincin-
nati, OH’s west end and  
a gallery and custom 
frameshop in the heart of Ft. 
Thomas, KY. Visit the web-
site to learn more located 
at: www.adcfineart.com.

WHY GALLERIES NEED TO SELL AN EXPERIENCE
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SALES STRATEGIES

by Katherine Hébert  
Small and mid-size art gal-
leries manage an extraordi-
nary amount of information 
with very small teams. Artist 
details, artwork records, col-
lector conversations, exhibi-
tion plans, shipping arr- 
angements, marketing cal-
endars, contracts, invoices 
and follow-up tasks all need 
attention, often at the same 
time. 
 

As I’m sure you can imag-
ine or maybe are experienc-
ing first-hand, often the 
gallery’s information and 
workflows are scattered 
across too many places.  

 
I see it a lot with my 

clients. One person tracks 
collector conversations in 
their inbox. Exhibition dead-
lines live in the director’s 
head. Artwork information 
sits in inventory software. 
Marketing ideas are cap-
tured in a separate docu-
ment on someone’s laptop. 
Tasks are divided among 
notebooks, email threads 
and people’s memories. 

 

Making the  
Most of Tools 

Each tool may work well 
on its own, so it might be 
hard to see the problem. But, 
the friction appears in the 
gaps between them. Those 
gaps create duplicated work, 
missed follow-ups, inconsis-
tent information and last-

minute scrambles. They also 
make it harder for gallery 
leaders to see what is hap-
pening across the business 
as a whole and decide 
where to focus their time, 
energy and money next. A 
gallery operating system can 

bring those moving parts to-
gether and alleviate a lot of 
daily stress managing the 
gallery. 

 
What is an operating 
system for an art 
gallery? 

A gallery operating sys-
tem is basically a connected 

structure for managing the 
work of the gallery. It brings 
together the information, 
workflows, responsibilities 
and priorities that help a 
team run the business. And 
with so many moving parts, 
every little bit helps. 

Think of it as the working 
layer that connects your 
gallery’s strategy to daily ac-
tion. 

It can include: 
• Artist and artwork infor-

mation 
• Collector and prospect 

relationships 
• Sales opportunity 

pipelines and follow-up 
• Exhibition planning 
• Marketing campaigns 

and content 
• Projects, tasks, and 

deadlines 
• Meeting notes and deci-

sions 
• Standard operating pro-

cedures 
• Business goals and per-

formance measures 
• Finance tracking 
 

Value Comes 
From the  
Connections  

An upcoming exhibition 
can link to the participating 
artists, available artwork, 
collector outreach, installa-
tion tasks, press materials, 
marketing schedule and 
sales goals. Everyone can 
see the same picture  
without searching across 
several systems. For a  
solo gallery owner, that  
connected view reduces  
the mental load of keeping 
every detail in your head  
and makes it easier to see 
what needs your attention 
next for optimizing growth. 

 
Outside of the gallery, the 

same process can work.  
For arts and cultural organi-
zations, the structure may 
also connect programs, au-
diences, donors, grants, 
partnerships, events and re-
porting requirements.

BUSY BUT STILL STRUGGLING TO MOVE FORWARD?

continued on page 25
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The warning signs of 
disconnected systems 

Of course a gallery does 
not decide to create a frag-
mented way of working. It 
develops gradually. A new 
tool solves an immediate 
problem, another spread-
sheet fills a gap, and team 
members create personal 
systems to keep up. 

 

Building an  
Information Base 

Over time, you may no-
tice that: 

• Important information 
lives in one person’s head or 
inbox. 

• Staff enter the same de-
tails into several places. 

• Tasks get lost after 
meetings. 

• Collector follow-up 
sometimes depends on 
someone remembering. 

• Exhibition planning be-
comes urgent too close to 
opening night. 

• Marketing is reactive 
because information arrives 

late. 
• Team members are un-

sure which version of a doc-
ument is current. 

• Leadership has difficulty 
seeing workload, priorities 
and progress. 

• Growth creates more 
confusion instead of more 
capacity. 

These are systems prob-
lems. Adding another dis-
connected tool may give 
temporary relief, but it can 
also add another place the 
team has to check. And re-
ducing unnecessary sur-
prises is key. 

 
 
Columnist and industry ex-
pert Katherine Hébert helps 
art galleries improve sales, 
marketing and operations. 
She is the founder of 
Gallery Fuel, a business ad-
visory practice and bespoke 
gallery operating system 
that helps small to mid-sized 
galleries connect strategy to 
day-to-day execution, create 
clearer systems and mod-
ernize how they run their 
business. Learn more at  
the Gallery Fuel website at: 
www.galleryfuel.com.

SALES STRATEGIES 
continued from page 24

For a solo gallery owner,  
a connected view reduces  

the mental load of keeping every 
detail in your head and makes  

it easier to see what needs  
your attention next for  

optimizing growth.
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WHAT’S HOT IN OPEN EDITIONS

Distant Mountains

“Distant Mountains” by Alonza 
Saunders is a large format custom 
giclée on matte paper measuring 
36 by 24 inches ($102). Call A.D. 
Lines in Monroe, CT, for more de-
tails at (800) 836-0994 or visit: 
www.ad-lines.com.

Here are the  
best selling prints  
from some of the  

leading open edition 
publishers.

Sunny Dreams II

“Sunny Dreams II” by artist Lanie Loreth 
measures 24 by 24 inches and retails for 
$25. For further information, telephone Sun 
Dance Graphics, Orlando, FL, at (800) 617-
5532, or go to: www.sdgraphics.com.

Renewal 1 & 2

Studio EL, Emeryville, CA, pres-
ents Jan Heaton’s “Renewal 1 & 
2.” Shown as a pair, the images 
are 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 
for more details, or go to: www.studioel.com.

Earthen Bouquet

“Earthen Bouquet” by Carol Robin-
son measures 30 by 30 inches and 
retails for $35. For further informa-
tion, phone Galaxy of Graphics in Fair 
Lawn, NJ, at (201) 806-2100 or go 
to: www.galaxyofgraphics.com.

Garden

“Garden” by Ray Russotto measures 15 
by 20 inches. 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.

Westlake View

“Westlake View” by Silvia Vassileva meas-
ures from 6 by 6 inches to 56 by 56 inches 
and retails from $25 to $520. For further in-
formation, telephone Wild Apple in Wood-
stock, VT, at (800) 756-8359 or visit the 
website at: www.wildapple.com.

AUG26-NOE-pg1.qxp_Layout 1  8/28/26  6:37 PM  Page 1



ART WORLD NEWS PAGE 27

Black Forest

“Black Forest” by Allison Pearce is available 
as POD. Retail prices vary depending on 
size and substrate, but start at $155. For de-
tails, call PI Creative Art, Toronto, at (800) 
363-2787, or go to: www.picreativeart.com.

Blueming 05

“Blueming 05” by Lisa Audit measures 
24 by 24 inches and retails for $25. Call 
Roaring Brook Art, located in Elmsford, 
NY, at (888) 779-9055 for further infor-
mation, or go to the company’s website 
at: www.roaringbrookart.com.

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.

New York Knicks

“New York Knicks” 
by James Blake-
way measures 40 
by 13 1/2 inches 
and retails for 
$39.95. For further 
information, phone 
Blakeway Worldwide Panoramas Inc. in Minneapolis, MN, at (800) 334-7266, 
or go to the website located at: www.panoramas.com.

Here are the  
best selling prints  
from some of the  

leading open edition 
publishers.

Resonate in Gold III

“Resonate in Gold III” by Ellie 
Roberts is available as POD retailing 
from $36 to $435. For further infor-
mation, telephone C Brand Studios, 
located in San Diego, at (858) 554-
0102 or: www.cbrandstudios.com.

Woodland

“Woodland” by Suzanne Nicoll measures 36 
by 36 inches and retails for $76. Available on 
multiple substrates and multiple sizes. Call 
Image Conscious, San Francisco, for more 
details at (800) 532-2333, or visit the website 
at: www.imageconscious.com.
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“River Cottage”  
by Louise Lucas 

Image Size: 24” x 24”      
$25

OPEN EDITION PRINTS

PAGE 28 ART WORLD NEWS

SunDance 
Graphics

“Turquoise 
Stones I”  

by Maria Lobo 
Available as POD 
in multiple sizes.

Studio EL

“Trust the Journey”  
by  

Katie Doucette 
 

Image Size:  
16” x 20”  

$22

Sagebrush  
Fine Art Inc.

“Thoughts” by Heyward 
Image Size:  

24” x 36” on standard paper 
$52

Image  
Conscious

800.532.2333   www.imageconscious.com

“First Light 1”  
by Jan Weiss  

Image Size: 36” x 27”  
on standard paper 

$58

Image Conscious

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

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

“Repose” 
by E. Jarvis 

Image Size: 26” x 26” 
 Also available as  

a custom size giclée. 
 

800.942.3323 
Fax: 714.996.4153

Haddad’s  
Fine Arts Inc.

800.532.2333       
www.imagconscious.comwww.sdgraphics.com    www.sundancegraphics.com

800.228.0928         
www.studioel.com

5165 South 900 East 
Murray, UT 84117

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

acrylic, metal and wood.

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

800.643.7243     www.sagebrushfineart.com

800.617.5532
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Small Ad

Classified Advertising Works
To learn more about affordable  

advertising rates in  
Art World News magazine,  

call John Haffey at 203.854.8566  
or e-mail: jwhaffey@aol.com.

BIGResults

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

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

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

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

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