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SPECTRUM CHICAGO
MAKES ITS DEBUT

Spectrum Chicago featuring
highly collectible works from
across the U.S. and around
the world debuted October 7
to 10 and featured the Dis-
coveries Collection show-
casing affordable pieces at
$3,000 or less. The show
also included the Spectrum
Forum, Spotlight Program,
Art Labs and Meet the Artist
sessions. Page 28.

WHAT ARE SOPS AND
WHY DO | NEED THEM?

Sheila McCumby discusses
how Standard Operating
Procedures (SOPs), a step-
by-step recipe for how
things get done in your
shop, can help all of the
facets of a frameshop run
smoothly. Go to page 16.

YEAR-END EVENTS TURN
TO YEAR-ROUND SALES

Litsa Spanos says that

some of the greatest oppor-

tunities a retailer can bene-
fit from don’t begin with
someone looking to pur-
chase art, but rather begin
with a conversation, a con-
nection or an invitation.
Visit page 22 for more.

WHAT TO REVIEW AFTER
A GALLERY EXHIBITION

Katherine Hébert talks
about the benefits of learn-
ing how gallery owners can
use a formal exhibition
structure review to grow a
business and what exactly
that review might look like
in an effort to improve, not
only the day-to-day sales
strategies, but also future
events. Page 24.

Carousel Fine Art's West Palm Beach, FL, location.

CONSIGNMENTS HELP TO
STRENGTHEN RELATIONSHIPS

Selling consigned artwork owned by collectors is part of run-
ning a business today for gallery owners, and while some
may not want to offer the service, most find that it has ad-
vantages that go beyond bringing in sales. Some feel in-
clined to sell work on consignment as a way to hold on to
the client relationship that has been built over time. Beyond
that, it shows collectors that your business sees their art

sale as one that holds value,
today and in the future. But
handling the process cor-
rectly takes a well-struc-
tured strategy that allows
the gallery to profit from the
sale as well. The gallery it-
self has a lot to offer in the

space, effort, time, market-
ing and access to its cus-
tomer base that the current
owner of the artwork does
not have for a sale to be
acquired. This also rings
true for an artist looking to sell

continued on page 10

QUOTE OF THE MONTH:

Click on advertisers’
Web addresses
throughout the issue.

“Collectors’ tastes evolve, they
move homes and their collections
change. Helping them navigate
those transitions is a natural
extension of the advice we provide
when they first acquire a piece.”
Philippe Horowicz, page 14
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Consignments Build
Relationships

Selling consigned art owned
by collectors is part of running
a business for gallery owners,
and while some may not want
to offer the service, most find
that it has advantages that go
beyond bringing in sales.

Page 1

What To Review
After an Exhibition

Katherine Hébert talks about
the benefits of learning how
to use a formal exhibition
structure review to grow a
business and what exactly
that review might look like to
create future sales.

Page 24

What Are SOPs and
Why You Need Them

Sheila McCumby discusses
how Standard Operating Pro-
cedures (SOPs), a step-by-
step recipe for how things
get done in your shop, can
help all of the facets of a
frameshop run smoothly.

Page 16

Spectrum Chicago
Makes its Debut

Spectrum Chicago debuted
October 7 to 10 and fea-
tured events such as the
Discoveries Collection,
Spectrum Forum, Spotlight
Program, Art Labs and Meet
the Artist sessions.

Page 28

Year-end Events to
Year-round Sales

Litsa Spanos says that some
of the greatest opportunities
a retailer can benefit from
don’t begin with someone
looking to purchase art, but
rather begin with a conversa-
tion, connection or invitation.

Page 22

What's Hot in
Open Editions

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

Page 30

PAGE 5



The Price Is
The Window to
The Soul

n many levels the price
of a good or service
can mean many things.

In a dry mathematical senseit’s
the sum total of resources re-
quired to make a purchase. The
level of which, in part, is deter-
mined by the seller in response
to costs and desired margins.
Overall, a dry process that as-
pires consumers to buy and
sellers to sustain themselves
by choosing the magic number.

The real verve of a price is in
the mind of the buyer. In our
business, pricing decisions are
the battlefield where success
and failure are recorded. On the
art side, the question of
whether or not to post prices
for artwork has lingered. Re-
gardless of what side you fall
on, your assessment is driven
by your perception behind ef-
fect on the buyers mindset.

Lately, the challenge of an-
ticipate the psychological effect
of pricing decisions has be-

come significantly more difficult
with the evolution of dynamic
pricing in almost every market-
place. To sellers, this is the
strategy where pricing deci-
sions are made in real time in
response to current market fac-
tors. The practice has become
omnipresent. From fast food
to airfare, discount stores to
sporting events in both online
and brick-and-mortar the idea of
static pricing is going away and
consumers seem to like the
change when they can get a
better price, but hate the prac-
tice and those companies who
use it. Why? Because in the
jumbo techno mass that sellers
now have of their customers
exponentially increase the de-
gree of vulnerability they feel to-
wards the digital world and the
seller they believe who'is “play-
ing them” with their own infor-
mation. The last thing an art
gallery or frameshop wants to
do is create skepticism or dis-
trust. So the method that cre-
ates pricing and how it is
presented has just become
even more important.

John Haffey
Publisher

“Le Soleil II”
by Lisa Audit
from Roaring

Brook Art.
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Park West Gallery Opens in NYC

Park West Gallery
opened a new lo-
cation at 468
West Broadway,
New York, NY,
and debuted a
retrospective cel-
ebrating the art
and legacy of
American Pop art
icon, Peter Max. Park West Gallery’s John Block, left,
This highly cu- is shown with astrophysicist and writer
rated collection Neil deGrasse Tyson during the reception.
was introduced at

a reception featuring special programming and Q & As with
the artist's son, Adam Max; art historian, Peter Max Collec-
tion curator and author of The Art of Peter Max, Dr. Charles
A. Riley Il PhD and Park West Gallery's COO, John Block.
For further information, call (917) 287-4351, or go to the
gallery’s website at: www.parkwestgallery.com.

Rubine Red Gallery Artist in Museum

Rubine Red Gallery,
located in Palm
Springs, CA, has
announced that
the Arkansas Mu-
seum of Fine Arts
has completed
the purchase of
a painting from
gallery artist Lori
Larusso to be in-
cluded in their
permanent collec-
tion. The Kentucky
-based artist’s lat-
est painting col-
lection depicts a
parade of ob-
jects—the everyday, forgettable, or sometimes nostalgic
bits that we consume and discard. For her laboriously
painted panels, she uses masking tape, precisely shaped
and cut, to create sharply detailed paintings with distinct
areas of color. For further information, telephone Rubine
Red Gallery at (760) 537-7665 or go to the website located
at: www.rubineredgallery.com.

“Ladyface Vase 2" by Lori Larusso is an
acrylic and pigmented varnish on panel.

Pigment International Wins Award

Pigment International re-
cently participated in
the inaugural Spectrum
Chicago Art Fair, held at
the Merchandise Mart,
and was awarded the fair's
2026 Inaugural Partner
Award. Showcased at the
company’s booth was
artwork by artists Steve
Bravo, Jesse Howard,
Candace Hunter, Salome
Jaffe, Edo, Max Sansing
and Howard Simmons.
Pigment International is
a multimedia platform re-
porting on the art, people,
issues, trends and events
shaping Black contempo-
rary art and examining the linkages connecting historical and
contemporary Black art. For more information, phone (312)
206-2821 or go to the website at: www.pigmentintl.com.

Pigment International’s founder
Patricia Andrews-Keenan.

Davis Gallery Holds Artist Talk

Davis Gallery's
closing recep-
tion for Passing
Beauty, a solo
exhibition featur-
ing new works
by artist Amy
Banner Upde-
grove, featured
an artist talk.
Moderating the
conversation
was Mark K
Updegrove,
Presidential his-
torian and cor-
respondent for ABC News, Chairman and CEO of the LBJ
Foundation and former publisher of Newsweek. Through
her works, the artist explores the fleeting nature of perfection
and natural decay through tactile, three-dimensional collages
and builds. For further information, call Davis Gallery, Austin,
TX, at (512) 477-4929 or visit: www.davisgalleryaustin.com.

“and,” by Amy Banner Updegrove are a
glazed birch blocks in walnut mixed media.
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VENICE BIENNALE ARTIST
DEBUTS EXPANDED
EXHIBITION IN MIAMI

MIAMI—The Betsy, the
Michelin Key boutique hotel on
Ocean Drive in Miami Beach
known for its longstanding
commitment to the arts, is pre-
senting From Venice With
Love, a major hotel-wide exhi-
bition by internationally ac-
claimed Miami-based Haitian
artist Edouard Duval-Carrié,
curated by Pulitzer Prize-win-
ning Haitian-American visual
historian Carl-Philippe Juste.
While Duval-Carrié’s work is
currently on view at the 61st
International Art Exhibition of
La Biennale di Venezia, From
Venice With Love offers an ex-
panded presentation of his
work in Miami through Novem-
ber 15. Transforming The
Betsy into an immersive artistic
takeover, the exhibition unfolds
throughout the hotel’s public
spaces and on The Betsy Orb,
the hotel’s iconic architectural
public art platform. More than
an exhibition, the project ex-
plores Caribbean history, mi-
gration, memory and identity
while extending Duval-Carrié’s
practice beyond the gallery
through a multidisciplinary col-
laboration between artist and
curator. Shown is “The Betsy
Orb” by Edouard Duval-Carrie.
Visit: www.thebetsyhotel.com.

PAGE 10

CONSIGNMENTS BUILD RELATIONSHIPS

continued from page 1

their own work on consign-
ment. The consignor does
maintain legal ownership
until the sale is finalized.
The gallery owner then
takes a percentage of the
sale—typically ranging from
30% to 50%—to cover
their expenses.

Katherine Heébert, art
gallery business advisor
and owner of Gallery Fuel
(www.galleryfuel.com) says

standards, inventory nam-
ing conventions, condition
reporting, pricing approval,
artist documentation, loca-
tion tracking and status
updates. “This becomes
especially important as in-
ventory volume grows, so it
is best to set standards
early and enforce them
across the whole team,”
she says.

Ms. Hébert often tells
her clients that flexibility,

for all artists, even for
short-term collaborations,
should include consignment
terms alongside commis-
sion rates.”

Some key terms that
should be part of a consign-
ment contract with a collec-
tor must spell out the
commission split. Taking
into account the value of
the artwork, gallery owners
typically take a 30% to
50% commission of the

that while selling
consigned  art-
work is not that
prevalent in the
day-to-day run-
ning of an art
gallery today, it is
important to be
open to it.

“I don't see
very many gal-
leries doing it, but

final selling price.
the duration of
the selling process
must also be de-
fined. Commonly
the art is displayed
from 90 days up to
a year.

The gallery in-
sures the art
for 100% liability
against damage,
loss or theft while

| have suggested
it as an additional
revenue source in
the past to my clients,” she
says. “I'm for it but only
with clear parameters set in
place. | also think it can be
done online only, if a gallery
doesn’t have the storage.”

Part of the parameters
includes keeping detailed
and concise consignment
records as part of opera-
tional management. “Inven-
tory confusion creates
unnecessary stress quickly.
If artwork details, locations,
pricing, framing notes or
consignment information
are inconsistent, your
team spends valuable time
searching for answers in-
stead of selling.”

An artwork intake Stan-
dard Operating Procedure
(SOP) should include at
a minimum: photography

ADC Fine Art is located in Cincinnati.

not exclusivity for alterna-
tive gallery models, is a
great way to meet the
needs of their customers in
real time and keep busi-
ness coming back. “Some
galleries are moving away
from the traditional repre-
sentation model altogether.
Instead, they focus on
project consignment-based
relationships, rotating exhi-
bitions and long-term com-
munity building without the
commitment of formal rep-
resentation. This approach
allows for: greater inclusiv-
ity and diversity of voices,
more programming flexibil-
ity and reduced pressure
on limited gallery re-
sources. Even the most
heartfelt artist-gallery rela-
tionships are, at their core,
transactional. Establishing
clear, customized contracts

in their care. The

payment terms
must specify how and when
the collector (or artist)
gets paid after a sale has
been acquired. The average
amount of time of 14 days.
If the piece goes unsold
after the agreed amount
of time has passed, a clear
outline of how to handle
return shipping or pick-up
must also be mapped out in
writing. Adding a clause
stating that the artwork re-
mains your legal property
if the gallery files for bank-
ruptcy should also be in-
cluded in the contract.

Litsa Spanos, President
and founder, ADC Fine Art
in Cincinnati, says that
selling consigned artwork
is a rarity. “Your relationship
with a collector shouldn’t end

continued on page 12
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ROSENBAUM
CONTEMPORARY OPENS
THIRD FLORIDA LOCATION

HOLLYWOOQD, FL—
Rosenbaum Contemporary
has expanded to a third Florida
location, this one at 2868 Per-
shing Street in Hollywood. An
additional Boca Raton location
will also be opening soon. The
parent company, Rosenbaum
Art Company, is comprised of
Rosenbaum Contemporary,
RFA Decor, Yoffi Art, Rosen-
baum Framing and Rosen-
baum Art Services. Founded
in 1979 by Marvin and Howard
Rosenbaum and joined by
Lara Rosenbaum in 2012,

the company has been family-
owned for three generations.

Shown is “Quietud Interior” by
Ivan Loboguerrero, top, an oil
on linen measuring 74 3/4 by
74 3/4 inches. The piece is part
of Loboguerrero’s Hidden in
Nature collection of paintings
featuring plant-life environ-
ments that, upon much closer
examination, reveal hidden
human figures within. Shown
at the bottom is “Great Barrier
Reef” by Mira Lehr, a mixed
media triptych measuring 84
by 144 inches. For more de-
tails, call (561) 994 9180 or go
to the website located at: www.
rosenbaumcontemporary.com.
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CONSIGNMENT
continued from page 10

when the artwork leaves
your gallery. That's when
the next chapter begins.
Our primary focus has al-
ways been representing
and  supporting  living
artists. However, over the
past few decades, there
have been occasions when
I've helped collectors resell
artwork, particularly when
we've established a long-
standing relationship,” she
says.

‘I believe in
being a resource
to our collectors
throughout their
art-collecting

journey, and
sometimes that
means  helping

them find a new
home for a piece
they've enjoyed
for years. It's not
a regular part
of our business
model, but we're
always willing to
consider unique circum-
stances when it makes
sense for everyone in-
volved.”

While maintaining the re-
lationship may be the main
motivation when it comes
to consigned artwork, Ms.
Spanos feels that offering
this service is part of being
flexible to her clients’
needs. “For me, it's always
about relationships. Selling
artwork is just one part of
what we do. We're helping
people build collections,
create beautiful spaces and
connect with art they love.
Collectors’ needs change
over time. They move, ren-
ovate, downsize or simply
develop different tastes. |
want our clients to know
we're a resource they can
turn to throughout that jour-

ney, not just when they're
ready to purchase some-
thing new.

“When you help a collec-
tor beyond that initial
purchase, you're demon-
strating that you genuinely
care about their collection
and their long-term satis-
faction,” she says. “That
kind of service builds trust,
and trust is one of the most
valuable things we can de-
velop in this business.”

An additional perk is that
the gallery is also showing

Shown is Carousel Fine Art’s Chicago location.

its artists that they see
long-term value in their
work. “l think our artists
appreciate knowing that
a gallery is invested in
their long-term success. At
ADC, our mission has al-
ways been to support living
artists and create opportu-
nities for their work to
be discovered, appreciated
and collected. It's impor-
tant, however, to distin-
guish between supporting
an artist’'s career and guar-
anteeing that their artwork
will appreciate financially.
The art market changes,
and resale values depend
on many factors.

“What we can do is con-
tinue promoting our artists,
introducing their work to
new audiences and building
awareness of their careers.

That consistent exposure
can help strengthen their
reputation and market over
time.”

Ms. Spanos says that
the gallery must also take
into account a piece of
art’'s saleability.

“As with any artwork,
some pieces may attract
interest quickly because
they align with what collec-
tors or designers are ac-
tively seeking. Others can
take considerably longer.
| wouldn't take a piece

on consignment if
| didn't feel confi-
dent in my ability to
sell it,” she says.
“Being a gallerist
is like being a
matchmaker in a
lot of ways. | al-
ways say there
are three ingredi-
ents to any artwork
sale: the collector
has to love the
piece, have the
right space for it
and have the
budget for it. When all
three come together, that's
when the magic happens.”

Another way that offering
this service strengthens a
relationship is that the
collector now gets a peek
behind the curtain.

“| think it can be incredi-
bly eye-opening for collec-
tors. When you're pur-
chasing artwork, you see
the finished presentation
and the excitement of find-
ing something you love.
What you don’t always see
is everything happening
behind the scenes. There's
photography, marketing,
client outreach, presenta-
tions, relationship-building,
follow-up, negotiations and

continued on page 14
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CONSIGNMENT
continued from page 12

sometimes months of work
before a sale happens.
When collectors experi-
ence the selling side, they
can gain a much greater
appreciation for the expert-
ise, investment and effort
that goes into running a
successful gallery.”

Not turning away oppor-
tunity is key, Ms. Spanos
says. ‘| believe that every
positive client experience
creates opportunities for
future business. A collec-
tor who feels supported
and trusts your expertise is
more likely to return when
they're ready to purchase
again. Sometimes selling
an existing piece is part of
refreshing a collection or
redesigning a space. That
naturally creates opportuni-
ties to introduce new art-
work that better reflects
the collector’'s current
tastes and needs.

“But | never want a
client to feel that every in-
teraction has to lead to
another purchase. The re-
lationship comes first.
When you take care of
people, the business often
follows.

“Taking on previously
owned artwork requires
a different approach, and
it's important to recognize
that not every gallery is
equipped to operate in
both the primary and sec-
ondary art markets. Collec-
tors understandably have
an emotional attachment to
artwork they've purchased,
and sometimes their ex-
pectations about resale
value don’t align with what
the current market will sup-
port. Another considera-

tion is how resale pricing
might affect an artist's
existing market. | always
encourage collectors to
research their options, un-
derstand the fees involved
and have realistic expecta-
tions about pricing.”

At Carousel Fine Art,
with locations in Miami,
West Palm Beach, Chicago

“Their tastes evolve,
they move homes and their
collections change. Helping
them navigate those transi-
tions is a natural extension
of the advice we provide
when they first acquire a
piece.”

Mr. Horowicz feels that
keeping the collector-
gallery relationship strong
is a great

motivator.
“A collector
should feel
comfortable
coming
back to us
when their
needs
change.
Those con-
versations
give us a
better un-
derstanding
of  where
their collec-
tion is head-
ing and how
we can con-
tinue to
help. There
is also value

Corrigan Gallery is located in Charleston, S.C.

and  Atlanta, Philippe
Horowicz, founder and co-
owner with his wife Laura,
says that vetting prospec-
tive consignment work
for sale is important.

“We accept collector
consignments selectively.
When considering a work,
the key questions are
whether it fits our program,
whether we have an audi-
ence for it and whether the
collector’s expectations are
realistic. We want to take on
pieces we believe we can
represent effectively. Our
approach is to build relation-
ships with collectors over
time,” he says.

in a gallery
remaining
engaged with an artist’'s
work beyond its first sale.
That means presenting it
thoughtfully and treating
pricing responsibly. We
also need to be sensitive
to the artist's current
market and avoid creating
unrealistic  expectations
around resale.”

With its various loca-
tions, Carousel Fine Art
does receive requests to
sell artwork on consign-
ment.

“We regularly receive
secondary market inquiries
from collectors, typically
for works acquired outside

our gallery,” he says. “We
are selective and often de-
cline unless we feel confi-
dent we can find a buyer
within a reasonable time-
frame. For example, a col-
lector in Miami who was
moving back to Europe re-
cently consigned a large
Philippe Hiquily piece and
several other significant
works with us. We were
able to sell the collection
within two months through
our existing network of col-
lectors. Timing varies, but
that experience illustrates
why we focus on works
that are a strong fit for our
audience.”

Collectors  appreciate
knowing that the gallery is
the right place to bring
their work that has held
an emotional connection
throughout the years for
them and their family.

“The service can give
collectors a fuller under-
standing of the gallery’s
role. They see the conver-
sations, presentations, fol-
low-up, logistics  and
patience involved in finding
the right buyer. Clear com-
munication throughout that
process is essential, espe-
cially when a work takes
longer to sell than they
hoped. Our commission
ranges depending on the
selling price. We agree on
the terms upfront, including
pricing, any approved ex-
penses, and the amount
the collector would re-
ceive, so expectations are
clear before the work is
offered.

“Qur preferred approach
is to help the collector un-
derstand which route may
suit the work: a specialist

continued on page 20
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New Release by
Guillaume Azoulay
Master of the Line

“Encounter” is a silkscreen with hand-laid gold leaf.
Pre-publication price: $995

Call 818.501.4001 to order or email: MOEBITTAN @GMAIL.COM
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WHAT ARE SOPS AND WHY DO | NEED THEM?

By Sheila McCumby

If you have spent more than
five minutes in a picture
framing shop or art gallery,
you already know the truth:
framing is part wizardry, part
structural engineering and
part creative therapy for
clients who cannot decide
between a beige and cream-
colored mat board.

Behind every beautifully
framed canvas, shadowbox
or museum-grade master-
piece lies a delicate tangle of
processes. You have sev-
eral custom measurements,
glass cutting, mat cutting,
mounting techniques, hard-
ware selection, client intake
notes, inventory tracking
and gallery displays; but
framing is just slapping four
sticks together, right? How
hard can it be? Now, add a
busy Saturday morning, a
phone ringing off the hook,
and a new employee who

isn't quite sure where the
ATG gun lives or which side
of the conservation clear
glass faces out; suddenly,
what should be a smooth,
creative operation turns into
chaos.

it,” more mistakes happen.
Frames are chopped to
the wrong dimensions, deli-
cate artwork gets handled
carelessly and turnaround
times stretch from days into
weeks.

Complex systems cause
confusion and inefficiency.
When your frameshop oper-
ates on unspoken rules,
assumptions, convoluted
work order slips or “that’s
just how Bob always did

The real secret to running
a profitable, stress-free
framing  business isn't
working longer hours or
hiring a staff full of mind
readers; it is simplicity and
consistency.

Complexity Costs
You Money

Why do picture framing

shops and art galleries
get tangled in complex
workflows? Usually, it's

because business owners
build systems organically
over years. You adapt on
the fly, add a step here, in-
troduce a workaround there,
and before you know it,
your shop’s operational
workflow looks like a ball
of tangled wire.

When these patchwork,
knee jerk, processes are
overly complicated or poorly
documented:

1. Employees get con-
fused: If three different pic-
ture framers use three
different methods to hinge

continued on page 18
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STAFFING TIPS
continued from page 16

a delicate watercolor, quality
control goes out the win-
dow.

2. Productivity plummets:
Staff spend half their day
asking questions, searching
for misplaced materials or
fixing errors that could have
been avoided.

3. Customer trust erodes:
Nothing ruins a gallery’s
reputation faster than a
damaged print, a late job or
a customer receiving a

pure magic. An SOP is sim-
ply a step-by-step recipe for
how things get done in your
shop.

Here are some key SOPs
all framing shops should in-
clude:

e Art Intake & Condition
Reporting: A standardized
checklist for inspecting in-
coming artwork. Is there ex-
isting foxing, creasing, or
tape residue? Documenting
this before taking custody of
the art protects both you
and the client. Most POS

outs, and multi opening mat
designs so there is no doubt
how all the art components
fit within the frame.

e Glazing & Cutting
Safety: Post step-by-step
safety instructions for han-
dling museum glass, acrylic
and heavy glass lites, includ-
ing proper cleaning tech-
niques (hint: direct spraying
liquid cleaner onto glass
over art is recipe for disas-
ter) How are reusable
pieces of glazing supposed
to be stored to minimize
scratching or chipping?

course, the damage couldn’t
have occurred when they
tried to cram a 40x60 print
into a Mini Cooper?

Pro Tip: Keep your SOPs
short, visual, and accessible.
Laminated one-page cheat
sheets posted right above
the joiner, mat cutter or fit-
ting station work 10 times
better than a heavy 200-
page binder sitting in a dusty
office drawer.

2. Proper Tools

You wouldn’t ask a chef
to chop vegetables with a
butter knife, so don’t

frame with ugly cor-
ners.

Simplicity improves
productivity across the
organization. ~ When
your processes are
straightforward  and
easy to follow, your
team spends less time
playing detective and
more time doing what
they do best: creating

expect your framers to
produce museum-qual-
ity joins with worn-out
blades or misaligned
equipment. Providing
proper tools isn't just
about buying top-tier
under-pinners, pneu-
matic point drivers or
computerized mat cut-
ters (CMCs). It's about
organizing them:

e Tool Shadow
Boards: Label where

exceptional  framed
artwork and delighting
new and existing
clients.

Pillars of a
Smooth Framing
Operation

To streamline your busi-
ness, you need three core
elements: clear procedures,
proper tools and straightfor-
ward communication chan-
nels. Let's break down how
to apply these specifically to
your business:

1. Clear Procedures
(Standard Operating
Procedures)

Standard Operating Pro-
cedures (SOPs) sound dry
and corporate, but in a cus-
tom frameshop, they are

systems allow you to attach
photos to your customer’s
work orders. Make sure
the customer acknowledges
and initials the annotated
damage on a workorder, art
ID tag or other document
before they walk out the
door.

e Measuring & Order
Entry: “Measure twice, cut
once” isn't just a cliché; it's
a financial strategy. Stan-
dardize how order slips are
filled out (e.g., exact opening
size vs. overall glass size,
mat margin widths, reveal
dimensions, etc.) Most POS
systems have notes sec-
tions for clear communica-
tion. Take pictures of design
sketches, shadowbox lay-

e Archival & Mounting
Standards: Communicate
clear rules on when to use
reversible mounting tech-
niques (hinging with Japan-
ese tissue and wheat starch
paste) versus pressure-sen-
sitive dry mounting.

e Quality Control & Final
Inspection: Have a final
checklist before art goes
into the pickup bay: Are the
corners tight? Is the glass
dust-free inside? Is the wire
installed at the proper ten-
sion with bumper pads at-
tached? Take a final picture
before you wrap up the art
for the customer, we've all
had customers claim that
the frame corner was
chipped in our shop; of

tools belong. When the
ATG tape gun, wire
cutters and fillet chopper
have a dedicated “home,”
framers spend zero time
hunting down tools. | had
two of everything needed to
join in our shop. The handles
were painted red and green
and they corresponded with
their own tool caddy. Every
evening the caddies were
replenished for the following
day, extra ATG rolls, framing
points, glass cleaner, mi-
crofiber cloths, etc. Going
back and forth to the supply
cabinet when your ATG gun
runs out is frustrating and it
wastes valuable time.

e Maintenance Sched-
ules: Establish routine SOPs

continued on page 20
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“Adirondack Retreat” by Gert
Acrylic on Canvas, $3,250

Westport River Gallery
Westport, CT

“High Stakes Blackjack Vegas” by Leroy Neiman

Serigraph on Paper, $3,900

Maser Galleries
Pittsburgh, PA

203.226.6934 412.687.0885
www.westportrivergallery.com www.masergalleries.com
Call for best deal. Call for best deal.
“Untitled”
by
Marjorie Minkin
Mixed Media,

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

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

Call for best deal.

Call for price.

Ré Antiques & Interiors
North Kingstown, RI
617.510.0337  www.rerhodeisland.com
Call for best deal.
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STAFFING TIPS
continued from page 18

for equipment care. Change
mat cutter blades fre-
quently, especially when
you're cutting an expensive
fabric mat, calibrate wall
cutters weekly, drain your
air compressor, and service
pneumatic joiners regularly.
Clean, sharp tools prevent
accidents, material waste
and costly re-cuts.

3. Straightforward
Communication Channels

In custom framing, half
the battle is translating a
customer’s vision into ac-
tionable work orders for the
back room.

e Front-of-House to
Back-of-House Sync: Es-
tablish a uniform method for
writing notes on work or-
ders. If a customer wants a

1/4" reveal on a second
mat, that instruction must be
recorded in the exact same
spot on every single ticket.

e Client Expectation
Management: Create clear
client-facing communication
templates for turnaround
times, pickup reminders
and custom quotes. When
clients know what to ex-
pect, your staff spends less
time answering status-up-
date phone calls.

e Internal Question Pro-
tocol: When a tricky
restoration or oversized
shadowbox comes in, who
makes the final call on the
construction method? Des-
ignate a clear point person
so staff aren’t left guessing.

Simplicity Works

When you simplify your

workflows, something won-
derful happens: your shop
becomes predictable in the
best possible way. Your
employees feel confident
because they know exactly
what is expected of them
and have the tools to de-
liver. Your turnaround times
drop, your material waste
plummets and your profit
margins grow.

Best of all, your clients
experience consistent, high-
quality craftsmanship every
single time they drop off a
piece of art.

Before the holiday sea-
son hits, take a walk
through your frameshop or
gallery this week with fresh
eyes. Look for the bottle-
necks, the confusing steps,
and the misplaced tools.
Strip away the unnecessary
complexity, write down

straightforward procedures,
and watch your productivity
and peace of mind soar.

Sheila McCumby, owner of
Strategies for Success, a
small business consulting
firm, connects with audi-
ences worldwide as a pop-
ular speaker, writer, mentor
and teacher. Her podcast,
‘The Framing Chronicles’
focuses on challenges
faced by independent
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 profits and stream-
line operations. For further-
information,  visit  the
Strategies for Success
website located at: www.
mystrategies4success.com.

CONSIGNMENT
continued from page 14

dealer, an auction house or
another gallery with the
right audience. Any intro-
duction should be based
on a genuine fit. We should
be honest when we are not
the best outlet.”

And it is this honesty
that helps to strengthen
the relationship as well.
“Sometimes a collector is
making room for a new di-
rection rather than step-
ping away from collecting,”
he says. “Helping with that
transition can open a con-
versation about what they
want to live with next.”

Discussing the pros and
cons with the client must
also be part oft he conver-
sation. “The biggest chal-

lenge is aligning expecta-
tions. What someone orig-
inally paid, what they
hope to receive and what
a buyer is willing to pay
today can be different
figures. There are also
practical considerations:
condition, provenance,
transport, insurance, stor-
age and how long the
work may remain available.
All of those need to be
addressed before accept-
ing it.”

If handled properly, the
brand of the gallery and the
artist should not be under-
mined. “The way it is han-
dled matters,” he says.

“A carefully selected
work, presented with the
same attention as the rest
of the gallery, can fit natu-
rally into the program. The

risk comes from accepting
work that does not fit, pric-
ing it unrealistically or re-
peatedly discounting it.
Our selection should re-
main coherent regardless
of who owns the piece. For
me, the real measure of
the relationship is whether
the collector feels well ad-
vised throughout the life of
their collection.”

Lese Corrigan, owner of
Corrigan Gallery located in
Charleston, S.C. says that
offering consigned artwork
for sale is also about help-
ing to support an artist’'s
career.

“Keeping an artist’'s
value up and finding good
homes for art is our main
motivation when it comes
to selling consigned art-
work. Not all of the collec-

tors’ whose artwork we
have sold have been exist-
ing customers of ours. We
have seen a lot of con-
signed work enter our
doors. We make sure to
keep contracts with the
collectors and usually take
30% of the sale price for
the gallery. Each case
needs to be considered
uniquely and can be based
on space available in the
gallery, acknowledging that
consigned work does bring
in fewer dollars for us
and that bargaining during
the sale is stiffer,” Mr.
Corrigan says. “Remaining
flexible is important in
today’s market. You never
know what might come in
the door.”

Koleen Kaffan is Editor in
Chief of Art World News.
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YEAR-END EVENTS TURN TO YEAR-ROUND SALES

By Litsa Spanos

As the year winds down, cal-
endars fill with holiday par-
ties, corporate celebrations,
fundraisers and networking
events. For galleries and
frameshops, this busy sea-
son presents an opportunity
beyond traditional holiday
sales. It's a chance to reach
new audiences, strengthen
relationships and turn events
into lasting business oppor-
tunities.

After years in the art busi-
ness, I've learned that some
of our greatest opportunities
don’t begin with someone
looking to purchase art.
They begin with a conversa-
tion, a connection or an invi-
tation. The power of
partnerships is the power of
people. And when you bring
the right people together,
opportunities follow.

Make Your Space
Work Harder for You

At ADC Fine Art, we've
always believed a gallery
should be more than a place
to display and sell artwork. It
should be a destination
where people gather, cele-
brate and experience art.
That's why we regularly host
corporate events, nonprofit
fundraisers, networking
gatherings and private cele-
brations.

Every event introduces
our gallery to people who
might never have visited oth-
erwise. They're surrounded

by artwork, making connec-
tions and experiencing our
space in a welcoming envi-
ronment. Some may pur-
chase artwork that evening.
Others may return months
later for a piece they remem-
ber, a framing project or an-
other event.

at ADC Fine Art, offering
nonprofits discounted venue
rentals and donating 10% of
artwork sales made during
their events back to their or-
ganizations.

The nonprofit gains a
beautiful venue and addi-
tional fundraising opportu-

For gallery owners, con-
sider how your space could
serve purposes beyond re-
tail. Frameshops can host
artist receptions, creative
workshops or designer gath-
erings. The goal isn’t simply
filling your calendar. It's cre-
ating opportunities for peo-
ple to experience your
business firsthand.

Partner With a Pur-
pose

Some of our most mean-
ingful partnerships involve
nonprofit organizations. We
frequently host fundraisers

nity. Guests enjoy a
memorable experience.
Artists gain exposure to po-
tential collectors. And our
gallery builds valuable com-
munity relationships. It's
proof that business growth
and giving back can go hand
in hand.

Build Relationships
With the Connectors

Another strategy we've
embraced is cultivating rela-
tionships with event plan-
ners and professionals who
connect people and busi-
nesses. We host gatherings

for event planners, inviting
them to experience our
gallery and envision possibil-
ities for their clients. We
also offer incentives encour-
aging them to book future
events.

One strong relationship
with an event planner can in-
troduce your business to
hundreds of potential cus-
tomers over time.

The same principle ap-
plies to interior designers,
architects, corporate execu-
tives and hospitality profes-
sionals.  These natural
connectors work with clients
who may need artwork,
framing or art consultation.
Instead of waiting for those
customers to discover you,
build relationships with the
people already serving them.

Turn Exposure Into
Opportunity

Getting people through
the door is only the begin-
ning. Give them a reason to
return! One effective strat-
egy we use is providing gift
certificates to event atten-
dees toward artwork, cus-
tom framing or future venue
rentals.

Someone attending a hol-
iday party may not be shop-
ping for art that evening, but
a gift certificate encourages
them to return, explore our
services and potentially be-

continued on page 23
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come a customer.

Think creatively about
converting event attendees
into future clients through
special offers, invitations
and thoughtful follow-up. Ex-
posure creates awareness,
but relationships create busi-
ness.

Think Beyond the
Season

While the holidays natu-
rally bring people together,
the value of these partner-
ships extends into the new
year. A fundraiser could lead
to a corporate art commis-
sion. A networking event
might introduce you to an in-
terior designer. A private
celebration could inspire
someone to become a col-
lector.

As you plan for 2027, ask
yourself: Who could | collab-
orate with? What experi-
ences could | create? How

isn't another advertisement.
It's opening your doors,
bringing people together and
letting the art spark the

can | bring more people
through my doors?

Sometimes the most
powerful marketing strategy

conversation.

Because the more eyes
on the art, the more oppor-
tunities for everyone.

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 recogni-
tion and sales programs con-
necting 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 revenue. ADC Fine
Art has two locations: a
13,000 square foot gallery
and custom frameshop in
Cincinnati, OH's west end
and a gallery and custom
frameshop in the heart of
Ft. Thomas, KY. For further
details, visit the gallery’'s
website located at: www.
adcfineart.com.
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WHAT TO REVIEW AFTER A GALLERY EXHIBITION

By Katherine Hébert

You have probably had good
and disappointing shows in
the gallery. Maybe you have
a formula for how you put
them together, market and
organize your sales pipelines
for exhibitions. Do you take
the time and care to review
each show with structure?
That is part of the process
that can be missed and hurt
your growth. So in this arti-
cle, let’s talk about how you
can use a formal exhibition
review to grow your busi-
ness and what exactly that
review might look like for

your gallery.

| understand the tempta-
tion to move on quickly. By
the time an exhibition
closes, you are probably
tired of looking at the task
list associated with it and ex-
cited (starting to feel over-
whelmed) by what's coming
up next. You may have
spent months coordinating
all the elements that bring
the show together—market-
ing, collector outreach,
events and sales follow-up
and now closing the door on
the exhibition can feel like a
huge relief. But before you
rush into what comes next,
| encourage you to do a
post-exhibition review.

Why is this so important
for growth? This review
gives you and your team a
chance to step back and ask
what the exhibition actually
accomplished. Think about

the connection it had to
your long-term goals for
the gallery and the artists.
What generated interest
and started conversations?
What did you do that helped
visitors connect with the
show? It's also a good time

doing next time?

I'm sure you have lessons
learned for each show no
matter how long you have
been in the business. With-
out a review, those lessons
tend to disappear into busy

to note which sales opportu-
nities still need attention,
so follow-up doesn’t drop
once you jump into the next
show'’s planning.

If you do have a routine or
formula for creating your ex-
hibitions, then what should
you repeat, change or stop

schedules, email threads
and individual memories.
The next exhibition begins,
and the gallery repeats many
of the same decisions, de-
lays and frustrations.

A simple review helps
your gallery apply what it
learned. A thoughtful review

allows you to evaluate those
results together instead of
relying on one number or
one person’s impression.

Schedule the review soon
enough that details are still
fresh. Ideally, meet within
one or two weeks after the
exhibition closes. If you work
alone, block out an hour and
treat the exercise as seri-
ously as you would a team
meeting.

So, where to begin? Re-
turning to the exhibition’s
original purpose after the
exhibition closes is impor-
tant. Every show you create
should have a goal or two.
Before reviewing the results,
go back to the reason you
organized the exhibition in
the first place. What did you
hope it would accomplish?

The goals may have in-
cluded:

e Selling a certain amount
of work

® Introducing a new artist
to your collector base

¢ Strengthening the mar-
ket for an established artist

e Attracting younger or
first-time buyers

e Testing a new event,
partnership, or marketing
approach

Whatever your business
goals, they give the show
direction and purpose. |
believe they are important to

continued on page 25

PAGE 24

ART WORLD NEWS



BUSINESS STRATEGIES
continued from page 24

define as you create your
exhibition calendar for the
year. If the goals were never
written down, that is your
first lesson for the next exhi-
bition. A clear purpose helps
guide decisions about the
artwork, audience, market-
ing, events and resources
from the beginning.

Try to judge the exhibition
against its actual goals
rather than vague feelings
about whether it was “suc-
cessful.” This is what | find
most galleries are doing now
and it's just less construc-
tive. A show designed to
build an emerging artist’s
visibility might produce mod-
est immediate sales but cre-
ate strong conversations
and future opportunities.
That's great, and that kind of
information matters!

Review Sales and
Open Opportunities

Begin with the financial re-
sults and sales activity con-
nected to the exhibition.
Here is where having a sim-
ple pipeline can save you
from leaving money on the
table that both you and the
artist need.

In your sales or exhibition
database, create properties
to review and capture these
key metrics.

e Total artwork sales and
revenue

* Number of works sold

® Average sale value

e Sales to existing collec-
tors versus new buyers

e Discounts offered and
their impact on margins

* Works placed on hold
that need special follow-up

® Payment status and any
outstanding invoices

e Commissions and artist

payments still due

Then look beyond com-
pleted transactions. Did any-
one express interest but
hesitate because of scale,
price, timing or installation
concerns? Should they be
added to the pipeline and of-
fered alternative works?

These conversations are
often more valuable than
they first appear. A collector
who did not buy during the
exhibition may still be a
strong future prospect for
the artist. Someone who
loved the work but needed a

exciting while producing few
meaningful conversations. A
small private event may re-
sult in several strong rela-
tionships.

Look at the quality of en-
gagement across the full run
of the show. Was attendance
as you hoped, or was the ma-
jority the wine-and-cheese
crowd looking to be seen?

Pay attention to recurring
comments as well. One per-
son’s opinion is simply an
opinion. When several peo-
ple raise the same question
or respond to the same part

A collector who did not buy
during the exhibition may still
be a strong future prospect for
the artist. Someone who loved
the work but needed a smaller
size or different price point
has given you useful information
to share with the artist.

smaller size or different price
point has given you useful in-
formation to share with the
artist. Have notes about
their hesitation been made in
their contact record? Things
like this often do get missed
when the day-to-day gets
hectic. Every warm lead
should leave the review with
a clear next action, an
owner, and a follow-up date.
“We should stay in touch™ is
too vague to make a real
sales opportunity.

Examine  Collector
and Visitor Engagement
Attendance numbers can
be helpful, but they tell you
very little on their own. A
crowded opening may feel

of the show, you may be
seeing a useful pattern that
you can then use in your
sales and marketing mes-
sages.

This information can im-
prove future wall text, sales
talking points, email content,
artist interviews and event
programming. You name it.
It can also help you under-
stand where visitors need
more education or context
before they feel confident
buying. That could be a
game changer for future
shows potentially.

Evaluate Marketing
Performance
No doubt most of your

exhibitions are promoted
through several channels,
but galleries do not always
compare what each channel
contributed.

Review the performance
of:

® Announcement newslet-
ter emails

e Collector previews

® Personalized outreach

¢ Social media posts and
videos

® Press releases and media
coverage

* Website exhibition pages

e Online viewing rooms or
catalogs

e Digital advertising

e Artist and partner pro-
motion

e Community calendars
and local partnerships

| know this feels like a lot
of information to collect, but
| should only take you 30
minutes or so and could
save you so much time as
you begin to see trends or
what doesn’t work. You can
adjust where you invest your
time and resources better.
Look for things like which
messages received the
strongest response and
whether personalized pre-
views produced better con-
versations than a general
email blast.

Also review the timing.
Were promotional materials
ready early enough to build
interest? | see this way too
often when marketing does
not have enough time to be
effective.

Marketing is easier to im-
prove when you can com-
pare actions with results.
Again, | recommend you
keep these metrics in an or-
ganized marketing or exhibit-

continued on page 26
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tion database so you can act
on the results and trends
without guessing. These can
become part of the gallery’s
exhibition marketing process
instead of being reinvented
next time.

Review Events and
The Visitor Experience

Opening receptions re-
main important, but they are
only one way for people to
experience an exhibition. If
you hosted artist talks, din-
ners, workshops, tours, col-
lector previews, community
events or digital programs,
review each one separately.

Think about the experi-
ence from the visitor's point
of view. Was it clear why
they were being invited? Did
the program help them un-
derstand the artist or art-
work more deeply? Did the
event make participation
comfortable for people who
may feel intimidated by gal-
leries? Why not send a very
brief survey out to your at-
tendees, so you can hear
straight from them what
their experience was with
the show or event?

You may discover that a
smaller, highly targeted
event created more value
than the opening. Or per-
haps a partnership intro-
duced the gallery to an
audience you would not
have reached alone. Those
are lessons worth carrying
into future planning.

Discuss the Exhibit
With the Artist

The artist should also be
part of the learning process.
Schedule a conversation to
review sales, inquiries, col-
lector feedback, marketing,

installation and career-devel-
opment outcomes. Share
patterns and observations
carefully. Avoid passing
along every casual com-
ment you heard in the
gallery, but they would cer-
tainly appreciate being in-
cluded in the review
process. It demonstrates
your commitment to them
and their career.

Ideas for what you might
discuss:

¢ Which works attracted
the most interest

® Questions or objections
that came up repeatedly

what you agree to do next.
After all, good intentions are
easily lost once everyone re-
turns to regular work.

Look Honestly at
Financial Performance

An exhibition can gener-
ate sales and still be less
profitable than expected. It's
a good idea to compare the
original budget with actual
expenses. ldentify surprises
and which costs were under-
estimated. Where did a
delay create an added ex-
pense? Did the gallery
spend heavily on something
that produced little value?

Exhibition planning often reveals
operational weaknesses because
so many functions must come
together on a fixed timeline.
Missing artist materials delay
marketing. Late inventory
information slows collector
outreach, etc.

* Responses to different
sizes, media, subjects, and
price points

e How effectively the
gallery communicated the
artist's ideas

® Press, curator, advisor,
or institutional interest

e What the artist felt
worked well

® What support the artist
needed but did not receive

* Opportunities to build
on the exhibition once it is
taken down

This conversation helps
both sides take responsibil-
ity for the results. It may lead
to better sales materials and
collaboration from the artist.
| suggest you document

Was there an investment
worth repeating because it
improved sales, engagement,
or the collector experience?
The goal is to make future
budgeting more accurate.

Review the Workflow
Behind the Exhibition

Now turn your attention
inward. Ask how did the work
feel for the team? Exhibition
planning often reveals opera-
tional weaknesses because
so many functions must
come together on a fixed
timeline. Missing artist mate-
rials delay marketing. Late in-
ventory information slows
collector outreach. Unclear
approvals create repeated
revisions. A task without a

clear owner can just sit until
it becomes urgent.

Ask your team some of
these questions to help you
understand how the whole
process can be refined or
even automated if appropri-
ate.

® Which tasks became
rushed?

* Where were responsibil-
ities unclear?

® What information was
difficult to find or lacking?

* Which approvals took
too long?

® Where did communica-
tion break down either inter-
nally or with an artist or
partner?

® Which tasks could have
started earlier?

® What should be dele-
gated, automated, or re-
moved?

® Which checklist or tem-
plate needs to be updated or
created?

Encourage honesty with-
out turning the review into a
search for blame. That is not
productive. You want to un-
derstand where the process
needs support so every-
one's job becomes easier
and you can focus more on
sale and other things that
matter towards your goals.

If the same problem has
occurred across several ex-
hibitions, you probably need
a clearer workflow or stan-
dard operating procedure.
Fixing that process can save
time and frustration through-
out the year. That can go a
long way for your business
growth and success.

Turn Observations
Into Decisions

A review is only useful
when it changes something.

continued on page 27
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As you discuss each area,
sort the lessons into three
simple categories:

Keep: What worked well
and should become part
of the regular exhibition
process?

Change: What needs a
better timeline, clearer own-
ership, stronger communica-
tion, or a different approach?

Stop: What consumed
time or money without con-
tributing enough value?

Then turn the most impor-
tant lessons into specific
actions. Assign an owner
and a reasonable deadline.
Update the relevant check-
list, template, budget, con-
tact record or marketing plan
while the context is still
fresh. Do not create a list
of thirty improvements that
nobody has the capacity
to implement. Choose the
few changes most likely
to improve sales, reduce
stress or strengthen the
experience for artists and
collectors.

Build the Review
Into Your Gallery’s
Operating Rhythm

The greatest value comes
when post-exhibition re-
views become a normal part
of gallery management.

A connected operating
system can make this eas-
ier. The exhibition's goals,
artwork, collector outreach,
marketing activities, events,
expenses, tasks and meet-
ing notes can live in a shared
structure. When the exhibi-
tion closes, the information
needed for the review is al-
ready connected instead of

scattered across inboxes,
spreadsheets and individual
memories.

The final review can then
be saved with the exhibition
itself. Lessons can be added
to templates and workflows.
Follow-up actions can be
assigned immediately.

The next exhibition begins
with the benefit of every-
thing the gallery has already
learned. This is one of
the reasons | created the

bottom line.

A Simple Post-Exhibit
Review Agenda

We have covered a lot. |
hope you see how a struc-
tured exhibition review can
be valuable. Use this agenda
to guide your first review:

¢ Revisit the exhibition’s
goals.

e Celebrate
wins.

® Review sales and open
opportunities.

¢ Discuss collector and

important

The greatest value comes
when post-exhibition reviews
become a normal part of gallery
management. A connected
operating system can make this
easier. The exhibition’s goals,
artwork, collector outreach,
marketing activities, events, ex-
penses, tasks and meeting notes
can live in a shared structure.

Gallery Fuel Operating Sys-
tem. Small gallery teams
gain more value from their
experience  when  their
work, information, and
decisions are connected.
The purpose is to help the
gallery learn and improve
without adding another
complicated administrative
burden.

You can begin without
changing all your technol-
ogy. Create one repeatable
post-exhibition review and
use it consistently. Over
time, your gallery will build
a valuable record of what
works for your artists, col-
lectors, team, market and

visitor engagement.

¢ evaluate marketing and
event performance.

® Review artist feedback
and career outcomes.

e Compare the budget
with actual expenses.

e |dentify workflow prob-
lems and team lessons.

® Decide what to keep,
change, and stop.

* Assign follow-up actions
and update your process.

If you can, delegate data
collection to members of the
team before sitting down.
Keep the meeting focused.
Sixty to 90 minutes is likely
enough. A large show or
art fair may need a longer

session or separate reviews
for sales, marketing and
operations.

Your exhibition still has
value to offer after the
artwork comes down. A
post-exhibition review helps
you capture that value
by looking at sales, relation-
ships, marketing, events,
financial performance, artist
outcomes and internal oper-
ations. It also gives your
team a clearer picture of
what worked and where
the gallery needs to im-
prove. This helps you all
to work more effectively
and efficiently.

Most importantly, it pre-
vents useful experience
from disappearing as every-
one rushes toward the
next deadline. You invest
too much time, money, and
care into exhibitions to start
from scratch every time.
Take one final step before
moving on. Review what
happened, record what you
learned, and carry the
strongest lessons forward.

That is how each exhibi-
tion helps your gallery
become more focused, ca-
pable and effective than it
was before.

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. To learn more
about Gallery Fuel, visit the
company'’s website located
at: www.galleryfuel.com.
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Award-winning artist Aprajita Lal, of Aprajita Art in Bridgewater,
NJ, presented her contemporary, vibrant nature-inspired paint-
ings with the Moments in Nature: The Light Within collection that
explores the fleeting, luminous pauses found in the natural world.

Eric Lee of Northbrook, IL, creates abstract surrealistic digital
mixed media work combining digital illustration, photos and cus-
tomized 3D rendering figures manipulated into paintings created
using Photoshop.

At the Jason Perez Art booth, artist PhilMyPortraits, Spring Hill,
FL, won the Directors Award for the 2026 Spectrum Chicago
show and introduced new paintings on canvas from his collection
featuring his elephant, duck, snake, pig and flower images.

Brinton Farrand, of Farrand Fine Art, Indianapolis, IN, presented a
vast array of new artwork including “Beach Walk at Night,” shown
left, where the layered texture and dripping marks turn the scene
into a journey through both the physical world and the inner self.

Artist Mary Johnston of Carmel, IN, displayed a mix of older
works alongside some new pieces of her contemporary land-
scape and abstract paintings depicting natural elements, large
expansive skies, peaceful water and quiet green forests.

Mixed media artist Gina Wolfrum, located in Defiance County,
OH, presented the Gemstone Series, textural pieces that range
from contemporary abstractions to finely detailed florals blending
color and texture through unexpected techniques.
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Crimson Winter Duet

“Crimson Winter Duet” by Svetlana
Aleinikova measures 12 by 12 inches
and retails for $12. Also available as
large format giclée prints. Phone Penny
Lane Fine Art & Licensing, New
Carlisle, Ohio, at (800) 273-5263 or go
to: www.pennylanefineart.com.

Campania |

“Campania |” by Susan Jill measures 24
by 36 inches and retails for $35. For further
information, telephone Galaxy of Graphics,
located in Fair Lawn, NJ, at (201) 806-2100
or go to the company's website at:
www.galaxyofgraphics.com.

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

Queen Anne’s Lace Field Green

Autumn in Nature 01
On Aqua

“Autumn in Nature 01 on
Aqua” by Lisa Audit measures
14 by 11 inches and retails for
$10. Call Roaring Brook Art, lo-
cated in EImsford, NY, at (888)
779-9055 for more information,
or: www.roaringbrookart.com.

Whispers of Gold

“Whispers of Gold” by
Hannah Dawson is avail-
able as POD. Retail
prices vary depending on
size and substrate. For
more details, phone Pl
Creative Art, Toronto, at
(800) 363-2787, or go to the website at: www.picreativeart.com.

“Queen Anne’s Lace Field Green” by Patti
Bishop is a large format custom giclée on
matte paper measuring 36 by 24 inches
($102). Call A.D. Lines in Monroe, CT, for
more details at (800) 836-0994 or visit:
www.ad-lines.com.

Dam i

Studio EL, Emeryville, CA, debuts Lisa Tem-
ple’s “Dam II,” available as a giclée on paper
and canvas, as well as clear acrylic, brushed
aluminum, Baltic birchwood, glossy laminate
on acrylic in various sizes. Price available upon
request. For further information, phone (800)
228-0928 or go to: www.studioel.com.
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Floral Lady

HERE ARE THE
“Floral Lady” by Kali Wilson measures
16 by 20 inches and retails for $18. For BEST SELLING PRINTS

further information, telephone SunDance FROM SOME OF THE
Graphics, located in Orlando, FL, at (800) LEADING OPEN EDITION

617-5532, or go to the company's web-
site at: www.sdgraphics.com. PUBLISHERS.

Calm on the Coast

Fire Light

“Fire Light” by Maureen Kerr meas-
ures 30 by 30 inches. For more infor-
mation, call Third & Wall Art Group,
located in Seattle, at (877) 326-3925
or visit: www.thirdandwall.com.

“Calm on the Coast” by Julia Purinton
measures from 8 by 6 inches to 76 by 57
inches and retails from $25 to $1,185. For
further information, telephone Wild Apple
Resonate in Gold lll in Woodstock, VT, at (800) 756-8359 or
visit the website at: www.wildapple.com.

“Resonate in Gold llI" by Ellie Roberts
is available as POD retailing from $36 to Watson and the Shark
$435. For further information, telephone
C Brand Studios, located in San Diego,
at (858) 554-0102 or go to the website
at: www.cbrandstudios.com.

Notre Dame Fightin’ Irish Football

“Notre  Dame

Fightin' Irish Foot-

ball” by James

Blakeway meas- Bentley Art Publishing, Elk Grove, CA, pres-
ures40by 13 1/2 ents “Watson and the Shark 1778" by John
inches and retails Singleton Copley, available as an open edition
for $39.95. For in various sizes. retail prices start at $16. For
further information, phone Blakeway Worldwide Panoramas Inc., located in ~ more information, call (925) 997-7145,
Minneapolis, MN, at (800) 334-7266, or go to: www.panoramas.com. www.bentleyartpublishing.com.
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SunDance Graphics

“Fancy Blooms” by Lorenzo Collective
Image Size: 36" x 24”  $30

800.617.5532

www.sdgraphics.com www.sundancegraphics.com

“Soft Structure”
by Alonza Saunders
Image Size:

24" x 36"

Matte Giclée $102

203.501.0160

www.ad-lines.com

Studio EL

“Over Green Hills II”
by Alicia Bach
Available as POD in
multiple sizes.

800.228.0928
www.studioel.com

Pl Creative Art

“Glazed Echoes
White 1II”
by Cartissi

416.789.7156
www.pifineart.com

Sagebrush

Fine Art Inc.

“Trust the Journey”
by
Katie Doucette
Image Size:

16” x 20”
$22

5165 South 900 East
Murray, UT 84117

800.643.7243 www.sagebrushfineart.com

Haddad’s

Fine Arts Inc.

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

800.942.3323
Fax: 714.996.4153

www.haddadsfinearts.com
E-MAIL: cfskeen@haddadsfinearts.com
3855 E. Mira Loma Ave., Anaheim, CA 92806
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Not Technically Inclined or
Just Don’t Have the Tiume?

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
guidance

« Clear instructions to get started
* Get free local promotion with » Combined brick-and-mortar
and digital marketing strategies

Google
+ Simple Facebook page (brick-and-click)

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

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.

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

COMPANY LISTING

ADC Fine Art ..oooiiiveeiinnn.

www.adcfineartart

Blakeway Panoramas ..........

www.panoramas.com

Bittan Fine Art Inc. .............

www.bittanfineart.com

Framerica ..........ccooeeiinil

www.fromerica.com

Framing Fabrics .................

www.framingfabrics.com

Haddad’s Fine Arts Inc.

www.haddadsfinearts.com

Lockhart Gallery..................

www.lockhartgallery.com

www.macfineart.com

Museum Editions Ltd.............

www.fazzino.com

Park West Gallery ..............

www.parkwestgallery.com

PHONE PAGE
................................................ 1
513.723.1222
................................................ 13
800.334.7266
............................................... 15
866.219.9161
............................................ 1,36
800.372.6422
............................................... 17
800.832.2742
................................................ 32
800.942.3323
.................................................. 9
720.219.3460
.............................................. 2,3
954.990.5420
.................................................. 7
914.654.9370
................................................ 23
800.521.9654

COMPANY LISTING

POD Exchange..........cccvveeenn.

www.podexchange.com

Redwood Art Group ...............

www.redwoodartgroup.com

Sagebrush Fine Art.................

www.sagebrushfineart.com

Studio EL ...,

www.studioel.com

SunDance Graphics ...............

www.sundancegraphics.com

Wellspring Communications

e-mail: jwhaffey@aol.com

Westport River Gallery ..........

www.westportrivergallery.com

Wild Apple ...oooovvviiiiiiiii.

www.wildapple.com

Wizard oo,

www.wizardcutters.com

PHONE PAGE
............................................... 6
888.406.2858
............................................... 4
............................................. 32
800.643.7243
............................................. 32
800.228.0928
............................................. 32
800.617.5532
............................................ 29
203.854.8566
............................................ 21
203.226.6934
............................................. 35
800.756.8359
............................................ 16
888.855.3335
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