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CREATIVE CUSTOM
FRAMING: LEVITATED
MAGAZINE COVERS

Using Tru Vue’s Museum
Glass to create a three-di-
mensional “levitated” mount
is a reliable way to achieve
the effect while also protect-
ing the object. We can use
a similar method to create
the same sort of magical
look for other types of art-
work with Optium Museum
Acrylic. Go to page 16

to learn more.

2023 PRIORITIES
FOR BUSINESS
DEVELOPMENT

Gallery Fuel's Katherine
Hébert discusses trends
worth implementing into this
year’s list of priorities for a
gallery business’ develop-
ment plan. Go to page 20.

SEEING CLEARLY:
CHOOSING BETWEEN
GLASS OR ACRYLIC

Making the wrong call
when choosing between
glass or acrylic in creating
a display piece can have
significant long-term impli-
cations for the safety and
condition of your objects,
as well as the logistics for
how your installation will
work out. Visit page 18
for the story.

FRAMERICA DEBUTS
RIFTED OAK CARAMEL

Yaphank, NY-based
Framerica introduces Rifted
Oak, a new collection of
moulding highlighting the
inherent beauty of rift sawn
lumber provides a narrow,
very straight grain pattern
on its face. Go to page 14.

Art World News

Meyer Gallery is located in Park City, UT.

GROWING ARTIST ROSTER
BRINGS CHALLENGES

Navigating the world of artist selection is not easy for
today's fine art gallery owner. Add to their already growing
list of tasks to keep the business profitable is the tricky
process of bringing in new artists whose work has the
potential to attract new collectors, while also exciting exist-
ing ones. For each gallery this can be a unique process and
depends on many factors, the main one being saleability.

Successful  gallery/artist
alignment means being on
the same page with the
artist’s body of work, meet-
ing the needs and wants of
collectors, having similar
work ethics and being adap-
tive to the ever-changing

marketplace. Finding this
balance may not be easy.
Choosing an artist goes
beyond liking their work and
it may also be the gallery
owner’s job to educate them
on what it takes to keep your

continued on page 10
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QUOTE OF THE MONTH:

“We have established trust with
our large number of collectors
over the years, so it is important
that we bring to our collectors
well-vetted artists.”

Nancy Ouimet, page 12
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IN' OUR OPINION

IT'S
PROSECCO
TIME!

hampagne psyche is
often the source of a
current that flows to

make really good sales years in
the art and custom framing
business. When clients per-
ceive the glass to be half full,
they are more likely to self-in-
dulge and spend a little extra
money.

Now, sadly, it seems the
specter of recession has
shifted minds and hearts away
from the French bubbly to its
lesser priced ltalian cousin.
Prosecco typically sells at a
fraction of the cost yet still of-
fers a degree of indisputable el-
egance to begin or end a day.
It's a high-value choice whose
sales have been dramatically
out stripping the higher price
option over the last six months.
The moral of the story; the psy-
che of discretionary luxury pur-
chasers is becoming more
value driven.

Art Galleries, artists and cus-

tom picture framers need to
recognize the trend and to
pivot their sales pitches and
offerings accordingly. The easi-
est part is to adopt the “good,
better, best approach” by offer-
ing altematives at different
pricepoints. Displaying them in
an effective manner to highlight
each piece or a product's
virtues and characteristics, yet
it facilitates easy comparisons
when needed. That's the
simple part of the process.

The most challenging opera-
tional aspect of the sales
process is to listen effectively
to hear the cues that will
evolve into permission to close
a sale. Great art and framing
sales professionals listen in-
tently while controlling the
selling process. They know
what they are selling and how
to link it—the right way—to
buyers again and again. The
goal is to illuminate the value
of what the customer wants.
And when the approach works,
a glass of champagne is most
certainly in order.

John Haffey
Publisher

“Bar Harbour”
by Jeffrey Tover
from Image Conscious.
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“06’04” 48 X 48”

“06-117 48 x 367
“Matisse’s Blue Room” “A Comfortable Spot”
30x40” 36 x48”
“08-05” 48x36” “Music and Wine for Two”
20x 167

Great margins and easy consignment
opportunities for qualified galleries.

Call 631.682.2298 or e-mail: james@lamantiagallery.com.



ARTISTS & PUBLISHERS

Beverly Mclver’s ‘Dear God’ Debuts

Turner Carroll Gallery's
CONTAINER location
in Santa Fe, NM, was
the setting of an exhibi-
tion titled, Beverly
Meclver: An Introspective
Retrospective.  Fea-
tured during the artist’s
event were five new
works in her “Dear
God" series, as well as
her “Loving in Black
and White" series.
Each piece in "Dear
God" features a prayer
that reads as a journal
entry of events in the
artist’s life. Also during
the opening event, the
artist created a painting

“Dear God 4” by Beverly Mclver is
an oil on canvas, 30 by 40 inches.

live for the purchasing collector from the Cancer Foundation
for New Mexico's annual Sweetheart Auction. Mclver per-
sonalized the prayer in the painting for the collector. For de-
tails, call (505) 986-9800 or: www.turnercarrollgallery.com.

Victoria Montesinos’ New Artwork

Artist  Victoria Mon-
tesinos presents her
newest collection of
mixed media, acrylic, oil
and inks on canvas, as
well as smaller sizes
available on wood. After
having much success
with her paintings of
portraits and a series of
women, Montesinos’
work then evolved into
flowers. But, the pan-

demic brought new in- Victoria Montesinos’ “Sky is the
spirations. “In 2020, | Limit 6” is a mixed media on canvas.

got stuck in Florida and

with the lockdowns, solitude, etc., and | noticed the fantastic
shapes and colors of the Clearwater skies and started to paint
them,” she says. Retail prices range from $5,000 to $16,000.
Call Victoria Montesinos Art, Clearwater, FL, at (818) 659-5597
or visit: www.victoriamontesinosart.com.

Wild Apple Signs Leslie Trimbach

“Cape Cod Path” by Leslie Trimbach.

Wild Apple, Woodstock, VT, has signed watercolorist Leslie
Trimbach. She is creating and producing top-selling wall art,
available as print-on-demand, as well as home decor products,
gift and tabletop. Today, working from her home studio, she
loves to experiment and see how she can push the limits to
see what combination of tools and images she can use to-
gether to get a different outcome. “I rely on my fine art foun-
dation and drawing skills as a base, then make it contemporary
and current using techniques and technology,” she says.
Phone (800) 756-8359 or go to: www.wildapple.com.

Davis Gallery Presents Bouff!

Davis Gallery & Framing,
Austin, TX, presents “Bouff!
The Big Tease, " an exhibition
of new work by artist B
Shawn Cox. Over cham-
pagne, macarons and petit
fours, the artist discussed his
collection of new colorful and
diverse oil and acrylic on can-
vas and printed fabric, as well
as paper sculptures and other
media, that celebrates iconic
Texas big hair and the women
who wear it. The show also
includes new explorations in-
cluding oil on fabric, paper
cuts, folded paper and digi-
tally created lenticular col-
lages. Phone (512) 477-4929,
www.davisgalleryaustin.com.

“A Gentle Breeze” by B Shawn
Cox measures 40 by 60 inches
and retails for $6,700.

PAGE 8
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Romantic Realist

Hatch Photo Artistry, LLC.
6812 Stagge Rd.
Loveland, OH 45140
(513) 494-2625
www.hatchphotoartistry.com


www.hatchphotoartistry.com

CHOOSING NEW GALLERY ARTISTS

continued from page 1
lights on. This helps to cre-
ate an understanding of all
of the moving pieces that
are running the business.

In the process of choos-
ing a new artist, remember
that they are also choosing
you. Be sure to educate
them on the business’ his-
tory, growth and collector
base demographics. Being
represented by a gallery
has perks that can go be-
yond just having salespeo-
ple working on one’s behalf.
Remind the artist

Ms. Ouimet’s gallery fea-
tures an inviting 3,000
square feet of exhibition
space and a garden for
sculptural works. Finding
new artists can be a lot of
work and she says that she
has a specific time each
year dedicated to the
process. “Because of the
reputation of Canyon Road
and Santa Fe's art scene,
we receive more requests
for representation by artists
than we can handle. Re-
sponding has a significant
impact on our stretched

work that the gallery repre-
sents can be varied but
has continuity. “The com-
mon thread would be how
the work curates toward the
overall vision of the gallery
in its current manifestation,
and the heartfelt, unique
style of work. Sincerity,
drive and passion factor
highly into our choices.”

Setting guidelines for
artists, up front, is vital.
“We prefer the artist to
price their work, but are
often in the role of suggest-
ing or adjusting pric-

of the importance
of actively expos-
ing their work to
new people, help-
ing to build a col-
lector base,
promoting their ca-
reers, bringing in
sales, marketing,
hosting receptions
and providing an
inviting location to
experience the
work.

ing,” Ms. Ouimet
says. “We discour-
age artists from

putting us in that
role, because if the
artist is not satisfied
at some point with
sales, they will
often cite us as re-
sponsible for the re-
sults. Only the artist
ultimately  knows
what they need at
the end of the day.

Canyon Road Contemporary Art is located in
Santa Fe, NM.

Nancy Ouimet,
owner of Canyon
Road Contemporary Art, lo-
cated in Santa Fe, NM,
says that her gallery re-
ceives many solicitations
from artists seeking repre-
sentation. This month, she
welcomes two young and
visionary artists, Jessica
Bowles and Sienna Van
Slooten to her roster.

“When choosing a new
artist, we look for one
with a unique voice, an ease
of partnership between
gallery and artist with trust,
clear roles and responsive-
ness to needs; a curatorial
mix of work, heartfelt moti-
vations that translate into
the artwork and sales po-
tential,” she says.

resources. Therefore, we
have a streamlined submis-
sion process that we care-
fully explain to artists. We
try to respond to every re-
quest, as we are grateful
to all artists for our exis-
tence,” she says.

“We prefer to find the
artist by doing our own re-
search overall, than being
approached by artists, as
we have specific sales and
curatorial needs. And, we
dedicate our slow season
months to doing such re-
search. Bringing new artists
into the gallery during high
season can be chaotic.”

She says that style of art-

We do inform the
artists about our
competitive  envi-
ronment and help them with
the research.”

The ability to work to-
gether should be consid-
ered because taking on a
new artist is an investment
that should bring longevity
to both parties. Research-
ing the artist's established
track record of sales (or
lack thereof) must be con-
sidered.

“Ease of partnership is
paramount, as we have
over 30 artists, and main-
taining those relationships
needs to flow well,” she
says. An artist with an est-

continued on page 12
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Original paintings
from the
“Auratico”

Collection

2022

“Another Chance” 21 x 16 inches Qil on Canvas

“8 Ball”
21 x 30 inches

Qil on Canvas

(747) 272 4796  www.aghassi.art

Email: info@aghassi.art  Instagram: aghassiart


www.aghassi.art

NEW GALLERY ARTISTS
continued from page 10

ablished track record of
sales can be helpful in de-
termining if they will be a
productive member of the
partnership.

On the Canyon Road
Contemporary Art YouTube
channel, a series of videos
are available featuring
gallery artists talking about
their work, careers, collec-
tions and studios to help
give collectors more insight
into the artwork that the
gallery has to offer. Market-
ing programs, such as the
YouTube series,

tors well-vetted artists. It
matters less whether the
artist is established or
emerging. What matters
most is the integrity of their
artwork.”

At Fragment, a contem-
porary art gallery guided
by a mission of promoting
LGBTOQI+, women and
BIPOC artists, located in
New York, NY; owner
Sergey Guschin says the
relationship between artist
and gallery is the most im-
portant aspect. “We under-
stand the gallery business
as a close collaboration be-
tween everyone who is in-

ways speaking with other
artists and curators, travel-
ling, spending time on the
phone and going through
social media. Generally, my
team and | look at the
artist's curriculum  vitae
(CV), including previous
shows, residences, etc.
But, most important is the
work itself. The next step
is initiating a Zoom call or,
preferably, a studio visit. If
it works at both sides,
we proceed with further
discussion of possible col-
laboration.”

Finding a good fit for his
gallery and collectors is
also part of the

are part of their
offerings and
help to expand
their own brand,
along with that of
the artist. “lIt is
not important to
us that the artist
self-represents
or markets,” she
says. "It seems
to have little
bearing on the
results. If the art-

process. “l don't
think it's style or
size that matters.
We never choose
artists by style of
work they make.
There should be
something more
important behind
it. Personal story,
research, ability
to think in-depth,
consistency of the

work is good,
and we are doing
a good job, sales follow.”

Educating the artist is
also part of the process.
“We have seen every kind
of behavior in regard to how
their work should be sold
and the guidelines of selling
without the gallery,” Ms.
Ouimet says.

“It comes down to
ethics. Like any important
partnership in an individual’s
life, commitment to the
partnership ensures suc-
cess. Eventually, cheating
from either side will become
apparent. We have estab-
lished trust with our large
number of collectors over
the years, so it is important
that we bring to our collec-

Addison Art Gallery is located in Orleans, MA.

volved in it with artists,
collectors, curators, art crit-
ics and institutions all play-
ing arole,” he says. “As an
artist-driven gallery, we put
the artist’s will, intent and
interest at the top of our
priorities. So, we always
discuss what's better for
the artist’'s career. But, it's
important to mention that
the price is defined not by
size or materials used, but
mostly by artist’s portfolio,
their visibility and the
amount of institutional
shows and collections that
they participate in.”

The artist search, and
work involved, is never-end-
ing for Mr. Guschin. “It's
going on all the time. I'm al-

artistic practice as
a whole—I| think
all of these have a
much bigger priority. There
are no easy people in the
world. And | don't believe
in ‘the easier the better’
principle of getting to know
someone. As in any rela-
tionship, it takes time to
fully  understand each
other. And sometimes it
doesn’t work. And it's ok.
We look for artists who
share with us the same prin-
ciples, goals and missions.
So when it all matches,
it can lead to fruitful collab-
oration.”

Marketing-savvy artists
bring with them an added
bonus of exposure for the
artwork and gallery alike.

continued on page 14
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Sensual
Colorist

“Sky is the Limit”
Mixed Media on Canvas, 50” x 40”

“Last Night”
Mixed Media on Canvas, 48” x 36"

Presenting Mixed
Media, Acrylic, QOil
and Inks
on Canvas.

“Just Smile”
Mixed Media on Canvas, 50” x 50”

VICTORIA MONTESINOS ART

(818) 659-5597 klimtoria@icloud.com
www.victoriamontesinosart.com


www.victoriamontesinosart.com

NEW GALLERY ARTISTS
continued from page 12

“We live in the digital
world,” Mr. Guschin says.
“It's better to have at least
a regularly updated Insta-
gram account. But if the
artist is referred to us by
another artist, curator,
writer or friend, the only
thing that matters is a
conversation, studio visit
and/or portfolio. We kindly
ask artists not to sell from
their studios though (or, if
it's crucially needed, hold
the same prices as in the
gallery). As we're working
off the atmosphere of mu-
tual trust, | be-

also feature off-site events
in the region,” she says.

Interacting with the public
is part of closing a sale at
the gallery, therefore, work-
ing with artists that are
open to this relationship
building is a big part of
Ms. Addison’s decision-
making process. It is also
a plus if they have a market
that they are actively culti-
vating through their web-
site, social media, events,
artist appearances, etc. “lt
definitely helps, though we
are also adept at success-
fully  bringing  unknown
artists to the market. But, if

prospective artists instruct-
ing them on the best ways
to present their work for
consideration electronically
(preferred): five to 10 sam-
ples sent as image files and
a recent biography and/or
CV. And for physical sub-
missions: portfolios, slides
and other materials sent via
US mail (returned to the
artist if return packaging
and postage are included).
“My gallery is located in a
mountain resort where cus-
tomers visit from all over
the world,” Ms. Meyer
says. ‘I like to represent
work by artists who live in
our region. The style varies.
Sometimes re-

lieve, everyone
understands that
it's better for
their career not
to sell from the
studio.”

At Addison Art
Gallery in  Or-
leans, MA, owner
Helen Addison

gional work s
thought of as small-
time but | think it's
a smart way to cu-
rate a gallery. Why
would | primarily
represent artists
who can already be
found all over the
country in multiple
markets? What's

says that for
her, choosing the
right artist re-
quires that the
work must appeal to her
collectors, it must impress
and intrigue them and the
artists themselves have to
be friendly and professional.
Also, their work should be
unique and not just dupli-
cates of other artwork
found in the gallery.

When it comes to intro-
ducing new artists to collec-
tors, she says that emails,
social media and opening
receptions are most effec-
tive. “The one-on-one rela-
tionships usually start at
the receptions. We do a
great deal of work connect-
ing our artists with all of
our collectors, which in-
cludes hosting more than
20 receptions and events
a year at the gallery. We

Photo by Daniel Greer
Fragment is a contemporary art gallery in New York, NY.

an artist is selling directly to
the public, they are compet-
ing with the gallery. We do
not represent any artists
selling directly.”

Meyer Gallery, located in
the Historic District of Park
City, UT, first opened its
doors in 1965. Over the
past 58 years, the gallery
has seen the market
change, as well as collec-
tor’'s tastes.

Owner Susan Meyer
says that when it comes to
choosing the right artists
today; quality, price, unique-
ness, artist location and
presentation all work to-
gether in making the deci-
sion. The gallery’s website
features a section for

interesting  about
that?”

She says that
when it comes to price-
points, choosing work that
meets various criteria is
what she seeks out. “The
price itself isn’t highly impor-
tant. The critical part is if |
believe the price of the
artwork is fair. The quality of
the work, the reputation of
the artist, the presentation of
the art and the artist’s record
are all factors that impact the
price. Lesser galleries will
sometimes price unrecog-
nized and low quality work
at high pricepoints because
the work has a popular, on-
trend look right now. This
serves the gallery nicely but
it doesn't serve the customer,”
she says. “Better galleries

continued on page 19
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EPHRAIM UREVBU

Ephraim Urevbu
“"Migrants”

Acrylic and paper on board
60"x 48"

$18,900

Ephraim Urevbu

“All that Jazz”
Hand-pulled/Signed &
Numbered Serigraph
38"x 42"

$2,500

Ephraim Urevbu
“Midnight Blues”
Hand-pulled/Signed &
Numbered Serigraph
38”x 38"

$2,500

ZEINU MUDESER

Zeinu Mudeser
“A Time To Remember”
Acrylic on canvas
24" x 20"

$4,500

(201) 521-0782


www.urevbucontemporary.com

CREATIVE CUSTOM FRAMING

FRAMING A LEVITATED MAGAZINE COVER

By David Lantrip

Using Tru Vue's Museum
Glass to create a three-di-
mensional “levitated” mount
is a reliable way to achieve
the effect while also pro-
tecting the object. We can
use a similar method to
create the same sort of
magical look for other
types of artwork with Op-
tium Museum Acrylic. In
this example the artwork

is @ magazine, but it also

works well with items
such as:

° Comic books

° Documents

° Crocheted doilies
o Flags

o Papercuts

The mounting method
works by applying even,
gentle pressure to the art-
work to hold it in place
against the glazing. Depend-
ing on the design and the
artwork, it may be simple
mechanical pressure from
the positioning of the art-
work, or pressure can come
from batting placed behind
the artwork. This pressure
works to hold the artwork in
place, with no adhesives or
stress, between the backing
and the acrylic.

Of course we all know that
artwork should never touch
the glass, and that is still
true. However, in this type
of design we use acrylic, not
glass. Acrylic has very differ-
ent thermal properties as
compared to glass, so there

is very little chance that
condensation will form on it.
With a presentation like this,
acrylic is mandatory. The
magazine is held to a slightly

Mylar would wrap tightly
around to the back of the
magazine and placed it back
inside the front cover.

Next, | cut a
piece of black foam
board about one
eighth of an inch
(3mm) smaller than
the magazine and
placed it on the
back of the maga-
zine, face down, and
wrapped the Mylar
flaps to the back of
the board. The flaps
are secured with a
strong double-sided
tape, bumished well.
Then the mounted
magazine is mounted
to the background
mat with dots of
glue and tape to
hold it in place while

the glue dries. Keep in mind

undersized backing with
Mylar.  Given the
magazine's  weight

and the slick paper
it is printed on, it
needs more support
than can be given by
the pressure mount
alone. To start with,
| cut a piece of Mylar
slightly narrower than
the width of the mag-

azines and about one

and a half times its height. |
placed it under the front
cover and folded the flaps at
the top and bottom around to
the back of the magazine. |
then removed the Mylar and
used a burishing bone to
crease the folds so that the

that the adhesives are not in
contact with the magazine,
just the foam board.

Every part of the magazine
is now mounted, with only
the front cover free. This is
where magic happens, and

it's ridiculously easy. Instead
of cutting the mat and foam
board strips to line the sides
of the frame to give one
eighth of an inch (3mm) or
more clearance from the glaz-
ing, | cut them to be about one
sixteenth of an inch (1.5mm)
smaller than the height of the
mounted magazine. Once the
frame is fit, the slight pres-
sure holds the cover down
and the magazine in place.

Optium Museum Acrylic is
essential to the success of
this design. Its thermal prop-
erties allow placing the art-
work directly against it, and
its antireflective coatings
mean that there are virtually
no reflections, especially im-
portant with an all-black de-
sign like this. Give it a try with
some samples for your store
and you'll be able to sell de-
sign that will really impress
your customers with your
framing magic. Your sales of
Optium Museum Acrylic (and
your profits) will increase.

David Lantrip, MCPF, GCF, is
director of education for The
Great Frame Up, Deck the
Walls and Framing & Art Cen-
tre, and a member of both the
PPFA International Board of
Directors and the PPFA Cer-
tification Board. For further in-
formation about Museum
glass, telephone Tru Vue, lo-
cated in McCook, IL, at (800)
621-8339 or go to the com-
pany’s website located at:
www.tru-vue.com.
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INSTALLATION TIPS

SEEING CLEARLY: GLASS OR ACRYLIC?

by Kelly Bennett,
founder of Art Pro Net
There are so many decision
points to prepping objects
for display. From picking the
frame stock to the color of
the walls, it can often be
overwhelming to come up
with the right combination of
materials. One aspect that
can be surprisingly compli-
cated to negotiate is the de-
cision between using glass
or acrylic.

Making the wrong call
can have significant long-
term implications for the
safety and condition of your
objects, as well as the logis-
tics for how your installation
will work out. There are
good reasons to choose
each one, and knowing your
medium, location, and future
plans are key to figuring out
which way to go.

Where To Start

When working it all out, |
like to start with the medium
and material of the object.
Whether you are planning a
case or a frame, think about
what your object is made
out of. Is the medium super
fragile and crumbly? Maybe
a pastel, charcoal, or unfired
ceramic work? Understand-
ing this is key for many rea-
sons. For instance, acrylic is
a terrible source of static
electricity.

A simple wipe-down of a
vitrine can cause enough

static to lift materials from
the surface of your object
and in some cases will raise
a whole sheet of paper.

Choosing Acrylic

In general, acrylic is a bet-
ter bet for making bonnets
for cases, but if you have
terracotta or cultural her-

installing the object or
case. If this is something
that you want to hang on a
wall, consider acrylic for
anything 30 by 30 inches
or bigger. The weight of a
single piece of glass can
significantly change the
weight of the work by as
much as 20, 30, or even
hundreds of pounds.

itage objects that are
crumbling, | would suggest
considering a design with
a glass window instead. It
will help keep the work
safe and stable. In frames,
glass can also allow for
minimal hinging and a
shallower rabbit or mat
so that the work has
fewer shadows cased by
a deep inset.

The next aspect to con-
sider is where you plan on

If you are framing some-
thing that will be installed
in a residential home or of-
fice, you should consider
acrylic to keep the work
lighter. Most sheetrock
walls are not backed with
plywood or rated for much
weight, and you might find
that you need to add struc-
tural support behind the
work to install it if there
is glass. It is also very
heavy when you start
making bonnets and vit-

rines, and can be dangerous
to have installers lift into
place.

One tip:

If you ever get in a
situation where you need
bulletproof glass for an in-
stallation, you can substi-
tute with half-inch acrylic.
It will absorb the impact
too and protect the object at
the same level of strength.

Location is also important
when you consider the
lighting of the work. Gallery
and track lighting can be
challenging with acrylic be-
cause there is a lot of
reflection that can interfere
with viewing a work. De-
pending on the scale and
budget of your project you
can consider glass to help
minimize this glare. There
are also non-glare plex
options, but they are not
more cost-effective, so it
really depends on the size
you need. Also, consider fu-
ture movements of the ob-
ject. Acrylic would be better
if the objects need to be
shipped, or changed out
regularly since it will be
much more durable for mov-
ing around and storing.

Choosing Glass

The future plans for the
object or casework is the
next point that | like to con-

continued on page 22
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NEW GALLERY ARTISTS
continued from page 14

know that if you look out
for your clients, they will
return to you for years to
come.”

The artist's likeability
goes beyond just having a
good repertoire with collec-
tors. They must also be
adaptive to the needs of
the gallery. “The reputation
or experience of their
personality is one factor
but | would say a track
record of performing well
under pressure and in com-
petitive environments is
more important,” she says.

“As a gallery owner, |
have to artfully accommo-
date the personalities and
temperaments of dozens of
artists, multiple staff mem-
bers, several suppliers and

service providers. That
doesn’t even include the
collectors and gallery visi-
tors who may be challeng-
ing. If | only worked with
easygoing people, | would
be limiting my business
opportunities greatly. That
said, | have worked with a
couple of artists who were
highly anxious and they
expressed that (loudly) to
myself and my staff. I'm
too old to bother with that
anymore.”

While having an online
presence does work in the
artist's favor, when it
comes to choosing new tal-
ent in the gallery, it's not
the make or break for Ms.
Meyer. “It can sometimes
be a bonus, but | just need
great work that's valued
by my collectors. Our col-
lectors don't care if the
artist is popular online or

at events. My top five sell-
ing artists are not highly ac-
tive online so that speaks
for itself.”

Setting sales guidelines
immediately  with  new
artists can help to cut down
on confusion later. “Artists
have every right to sell di-
rect to clients, but they will
lose my representation if
they sell directly to clients
whose patronage was initi-
ated through my gallery,
staff or marketing. | support
artists making money in a
variety of ways but if they
don’t consider my profits
earned marketing their
work to be an honest and
valuable part of our team-
work, then we won't work
together.

“Artists who enjoy the
benefit of me exhibiting
their work year-round,

posting their images on
my website and social
media, paying my staff to
sell their work, etc; then
an artist must actively
support my profits from
that effort. Most artists un-
derstand that gallery rela-
tionships are an investment
in their future,” Ms. Meyer
says.

“As gallerists, we get ex-
cited about new work by
existing and new artists.
We're stimulated by the
refreshed environment of
a room of new paintings. Al
artists should rotate their
work and provide fresh
pieces regularly to a
gallery. We benefit from
that boost of energy to stay
engaged and enthusiastic.”

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

2023 PRIORITIES FOR BUSINESS DEVELOPMENT

by Katherine Hébert

It is essential to regularly re-
flect on the state of your art
gallery business and look for-
ward to what you want it to
look like in three to five years.
Here | want to talk about
some recent trends you, as a
small gallery, may wish to
consider as you plan the pri-
orities for your art gallery
business development. Run-
ning a gallery with a small
staff often means your man-
agement is reactionary to
the moment. You are always
greasing that squeakiest
wheel. | encourage you to set
time aside at the end of each
year to think about the big
picture and your gallery busi-
ness development.

The gallery sector will con-
tinue rapidly evolving to
keep up with changing
buying habits, technology that
makes managing a gallery
more efficient, and narrowing
focus on core elements of a
gallery’'s program. Galleries
need to ensure they prioritize
existing buyers and continu-
ally provide value to them
between sales. Try to create
tools that enable you to
proactively reach out to those
who purchased in the past
and start a new dialogue.
These tools should blend
upselling or cross-selling with
non-sales communications
that are generously helpful,
thoughtful, or amusing.

Utilize technology that gives
you greater insight into your

prospective collector’s buying
habits, preferences, and inter-
ests. This means regularly
tracking analytics from your
CRM, email marketing, search
engine optimization (SEO) and
social media. You could also
send an annual survey or feed-
back form after a sale.

Galleries will need to be
more proactive in developing
and promoting

help your clients understand
exactly what eco-friendly
choices have been made and
demonstrate the authenticity
of those choices in how you
do business. Today, going
green is a client acquisition
strategy. It can help attract
new art buyers who actively
shop from green companies,
and you can potentially re-
duce your gallery spending on

their gallery pro-
gram, mission,
values, and serv-
ices as a crucial
part of their sales
and  marketing
messaging to
separate them-
selves from their
competition. Put a
greater emphasis
on staff training
and outsourcing
specific tasks to

increase efficiency
and better enable
you to focus on business
development and leadership.
Most small art galleries aren’t
financially able to hire perma-
nent staff, to focus on specific
aspects of the business, such
as content marketing. Take
advantage of the growing gig
economy to hire someone
who can work remotely tem-
porarily and fill a skills gap
within your gallery’s staff.

Look for ways to be more
environmentally sustainable in
your business. If you adopt
green practices in your gallery
or if your artists do, you must

SOme resources.

Look for ways to extend
the sales cycle and enhance
the viewing experience with
additional programming or
supporting events around an
exhibition. This increases the
opportunity to create aware-
ness and contextual under-
standing of the artwork you
exhibit, thus making that
emotional connection for buy-
ers that often leads to a sale.
By offering diverse support-
ing events around a show,
you also meet your collec-
tors’ different preferences for

experiencing art.

Whenever possible, cus-
tomize your sales messaging
to specific clients or groups
of prospects. Customized
messages tend to ignite a
conversation; when that hap-
pens, you can build trust and
show you understand their
needs and values. Continue
to be transparent with pricing
both in the gallery and online.
Collectors have indicated in
numerous surveys that they
will more likely support art
galleries with price trans-
parency. This goes a long
way in building trust, espe-
cially with the next generation
of art buyers.

As online sales become a
more significant revenue chan-
nel for your gallery, reviews
also grow in importance. Sell-
ing art online isn't just about
whether someone falls in
love with a piece and their
ability to buy; it's also about
what other collectors have to
say about working with your
gallery and the artist. Find
ways to consistently incorpo-
rate client reviews into your
sales process so you can use
them as a sales tool online.

Unique experiences still
entice buyers. Look for ways
to provide inimitable and cre-
ative ways to present your
artists and allow art lovers to
get to know them. Blending
in-person and online experi-

continued on page 24
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INSTALLATION TIPS
continued from page 18

sider when deciding on
glazing. Focus on more than
just the single installation of
the work. If you are framing
something that needs to
travel on loan or collections
storage, look for acrylic op-
tions. Taping glass is a
possible process for trans-
port, but not a foolproof
one, and | have seen it fail
more than once. If you are
ever trying to figure out if
you need to tape something
that is already framed, touch
the glazing. Glass tends to
be cold to the touch. You
can also get a coin or
something metal and gently
tap on the surface. If it
makes a high pitched noise
it is glass and not acrylic.

If you are working on

sealing or encasing a work,
glass can be a better option.
It allows for less passive
changes between the inside
and outside environment. |

that is eight feet tall,
acrylic is going to have
way more benefits in weight
and durability. It is a blend-
ing of these decision points

Making the wrong call between
acrylic and glass can have
significant long-term
implications for the safety
and condition of your objects,
as well as the logistics for
how your installation will
work out.

would caution though that
this benefit gets less and
less the larger the climate
case. If you are looking
to seal something in a case

that will help you make the
right call.

Spending some time
learning about your materi-

als before making the deci-
sion will really help. There
are pluses and minuses
to both sides. If you think
through the whole plan
and work out where this
decision with leave you,
then you will maximize the
material and not be be-
holden to its challenges.
Just a little future conceptu-
alizing can you find the
clear and best choice.

Kelly Bennett founded Art
Pro Net to help strengthen
art professionals’ commu-
nity by broadening aware-
ness and creating a way for
clients and contractors to
connect. Art Pro Net offers
a wide range and scale of
services to support all levels
of a project. Call (713) 291-
4878 for details, or go to:
www.artpronet.com.
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ONIMUNICATIONS
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A trade magazine known as

the independent news source for

the art and framing industry.
Also, available at:

www. artworldnews.com

Book
and
Catalogue
Publishing

Marketing
opportunities,
such as e-mail

blasts and

advertising.

Contact John Haffey at 203.854.8566
or send an e-mail to: jwhaffey@aol.com



BUSINESS STRATEGIES
continued from page 20

ences around an exhibition
is still an excellent strategy
to reach larger audiences.
Video will still be the domi-
nant form of content created.
Short-form video is taking
over as the content type of
choice for viewers, and mar-
keters are listening. Your fol-
lowers will likely respond
positively to your shorter video
content that gets to the point
quickly and therefore stick
around longer on your social
pages exploring.

While video is the hot
new(ish) kid on the block,
blogging is still very effective
and should be continued and
nurtured. Be mindful of the
format you use to make this
long-form content easier to
scan and read on smart-
phones. Break up long text
sections into shorter para-
graphs, and use bullets and
headers within a post. If im-
proving your SEQO is a priority
for your gallery's website,
you should post regularly.

Community connection is
vital. Continue to partner with
other art galleries, artists,
and businesses outside of
the art world to create fresh
art experiences. Collabora-
tions will expand awareness
and focus on nurturing art
lovers’ desire to start collect-
ing and take pride in support-
ing your gallery’s artists.
Many partnerships will also
continue to be useful for
cost-sharing, such as shared
booths at art fairs and ex-
panding into new markets.

Galleries must carefully
monitor the mobile experi-
ence they provide to clients
and prospects across their
marketing channels. Online
viewing experiences on your

website, email marketing per-
sonalization, SEO and mobile
optimization continue to be
critical to both the art discov-
ery and buying processes.
To see how the art gallery
sector, as a whole, continues
to evolve in the next decade
promises to be exciting. For
me, it is even more exciting
to watch how both emerging
and mid-level art galleries find
creative ways to be more
competitive in this crazy,
crazy art world you call home.

It is challenging to prepare
for what the future holds, and
while these trends are not all-
inclusive, consider those |
have included here as you
plan for your new year. Push-
ing an artist's career forward,
putting context to the artwork,
and continuously reaching
more art buyers through a
thoughtful gallery program is
an enormous job. Narrowing
your focus, trying to think out-
side the traditional gallery
model box, and investing in
training and technology will
make your actions more im-
pactful to the bottom line on
which your gallery staff and
artists depend. Including
some of these ideas and
strategies in your gallery
business development prior-
ities can help your future suc-
cess gain momentum and
increase sales.

Columnist Katherine Hébert
specializes in art gallery busi-
ness sales and marketing
strategies, as well as the
founder of Gallery Fuel, a
subscription-based service
that helps fine art galleries be
more competitive in today's
art market. Gallery Fuel is
dedicated to helping fine art
dealers and galleries in small-
to mid-sized markets grow
and improve their businesses.
To learn more about Gallery
Fuel: www.galleryfuel.com.
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OPEN EDITION PRINTS

SunDance

Graphics

“Lake Lore”
by Robert Gonzalez
Image Size:
24” x 36”
$30

800.617.5532

www.sdgraphics.com

www.sundancegraphics.com

“Bar Harbor”
by Jeffrey Tover
Image Size:
30" x 30"
$54 on paper

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

rag paper, acrylic,

metal, and wood.

www.imageconscious.com

800.532.2333

Studio

EL

“Koi Pond 3”
by Barbara Markoff
Available as POD
in multiple sizes.

E-MAIL:
customerservice
@studioel.com
1250 45th Street, #355,
Emeryville, CA 94608

800.228.0928

www.studioel.com

Image

Conscious

“On the Beach”
by Patrick Dennis
Image Size:
30” x 30”
$54 on paper

Available to resize and
print on paper, canvas,
cotton rag paper, acrylic,
metal, and wood.

www.imageconscious.com

800.532.2333

Sagebrush

Fine Art Inc.

Haddad’s
Fine Arts Inc.

“Trust the Journey”

by
Katie Doucette

Image Size:
16” x 20”
$22

5165 South 900 East
Murray, UT 84117

800.643.7243 www.sagebrushfineart.com

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

800.942.3323
Fax: 714.996.4153

www.haddadsfinearts.com
E-MAIL: cfskeen@haddadsfinearts.com
3855 E. Mira Loma Ave., Anaheim, CA 92806
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WHATI'S HOT IN OPEN EDITIONS

Authentic Beauty Il

“Authentic Beauty I by Isabelle Z is available
in any size and printed on paper and canvas.
A 24- by 36-inch image retails for $129.60 on
paper. Call PI Creative Art, Toronto, at (800)
363-2787 or visit: www.picreativeart.com.

and

Reflections

“Reflections” by Thomas
Tepstad Berge measures 30
by 20 inches and retails
for S29. For further informa-
tion, telephone Third & Wall
Art Group, located in Seat-
tle, at (877) 326-3925 or visit
the company’s website at:
www.thirdandwall.com.

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

Sea Turtle Reef |

information,
Graphics in East Rutherford, NJ,
at (888)
www.galaxyofgraphics.com.

Morning Courage

“Morning Courage” by Daniela Santi-
ago measures 22 by 28 inches
retails for $25. For further

telephone Galaxy of

464-7500 or go to:

“Sea Turtle Reef I” by Lucca Shepard
measures 20 by 16 inches and retails for
$18. Phone SunDance Graphics, located in
Orlando, FL, at (800) 617-5532 for further
information or visit: www.sdgraphics.com.

Gray Poppy
Garden Landscape

Rustic Garden

Neutral

“Rustic Garden Neutral” by
Danhui Nai is available as flat
canvas, fine art paper and poster
paper in sizes from 9 by 6 inches
to 54 by 36 inches. Retail prices
are from $20 to $80. Call Wild
Apple in Woodstock, VT, for

more details at (800) 756-8359 or go to: www.wildapple.com.

“Gray Poppy Garden Landscape” by
Cynthia Coulter measures 40 by 30 inches
and retails for $50. Telephone Roaring
Brook Art, EImsford, NY, at (888) 779-9055,
or go to: www.roaringbrookart.com.
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WHATI'S HOT IN OPEN EDITIONS

Magenta Embrace

“Magenta Embrace” by Albert
Koetsier is a large format custom
giclée on matte paper measuring
32 by 24 inches and retailing for
$92. For further information, call

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

Gesture Il

“Gesture II” by Jackie Hanson is available
as POD retailing from $S42 to $311. For fur-
ther information, telephone C Brand Stu-
dios, located in San Diego, at (858)
554-0102 or go to the company’s located
website at: www.cbrandstudios.com.

A.D. Lines, located in Monroe, PUBLISHERS.

CT, at (800) 836-0994 or visit

the company’s website at: www.

ad-lines.com. Heat Rises
“Heat Rises”
by  Andrea

Pramuk is
available as
a POD on
multiple sub-
strates and in
multiple
sizes. Price
available
upon re-
quest.  For
further infor-
mation, tele-
phone Studio

New Day VI

“New Day VI" by Melissa Wang is avail-
able as POD. For further information,
telephone World Art Group, located in
Richmond, VA, at (804) 213-0600 or go
to the company's website at: www.
theworldartgroup.com.

2022 College Football Playoff National Champions

EL in Emeryville, CA, at (800) 228-0928 or
go to the website at: www.studioel.com.

San Cristobol

“2022  College
Football ~ Playoff
National Champi-
ons” by Christo-
pher Gjevre
measures 40 by

13 1/2 inches
and retails for $40. Call Blakeway Worldwide Panoramas Inc., located in
Minneapolis, MN, at (800) 334-7266 or go to: www.panoramas.com.

“San Cristobol” by Lisa Dearing measures
24 by 40 inches and retails for S58 on
standard paper. It is also available on multi-
ple substrates and multiple sizes. Phone
Image Conscious, located in San Francisco,
at (800) 532-2333 for more details, or visit
the website at: www.imageconscious.com.

PAGE 28

ART WORLD NEWS




CLASSIFIEDS

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

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

ART WORLD NEWS

PAGE 29


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

ADVERTISERS

COMPANY LISTING PHONE PAGE = COMPANY LISTING PHONE PAGE
AGRASST o 1T POD EXChONGE ...vviiiiiiiiiiiiiiiiie e 6
www.aghassi.art 747.272.4796 www.podexchange.com 888.406.2858
Art Pro NEt ..o 4 Redwood Art GrOUD ......cooiuviiiiieiiiee e 25
www.artpronet.com www.redwoodartgroup.com
Easy Leaf Products .......cccoviiiiiiiiiiiiice 24 Sagebrush Fine Art ... 26
www.easyleafproducts.com 800.569.5323 www.sagebrushfineart.com 800.643.7243
Framerica ..o, 1,32 SeCUre HONGS ..uuueiiiiiie e 17
www.framerica.com 800.372.6422 www.securehangs.com 203.273.1999
Haddad’s Fine Arts InC. ..oooovvvviiiiiiiieeiecee e 26 SHAIOEL oo 26
www.haddadsfinearts.com 800.942.3323 www.studioel.com 800.228.0928
Hatch Photo Artistry, LLC ......cooiiiiiiiiiee e 9 SunDance Graphics ........ccooeiiiiiieiiiiiiie e 26
www.hatchphotoartistry.com 513.494.2625 www.sundancegraphics.com 800.617.5532
Image ConsCioUS .....c.ooiiiiiiiiiiiiiiiiiiiiiiiie 26 TruVue INC. .o 21
www.imageconscious.com 800.532.2333 www.tru-vue.com 800.621.8339
James LaMantia .....ocviiiiii e 7 Ephraim Urevbu ........oooviiiiiiic 15
631.682.2298 901.521.0782

MAC A e 2,3 Victoria Montesinos Art ........oeueie e 13
www.macfineart.com 954.990.5420 www.victoriamontesinosart.com 818.659.5597
Park West Gallery..........ccoooioiiiiiiiiiiiiiecceeee e, 19 Wellspring Communications .............ooooiiiiiii, 23
www.porkwestga”ery.com 800.521.9654 e—moil: iwhoffey@ooLcom 203.854.8566
Pease Pedestals ...........ccccooiiiiiiiiiiiii e 22 Wild Apple .o 31
www.peasepedestals.com 847.901.4440 www.wildapple.com 800.756.8359

Art World News, (ISSN 1525 1772) Volume XXVIII, Number 2, is published 12 times a year by Wellspring Communications, Inc.,

PO Box 129, Rowayton, CT 06853. (Phone 203.854.8566) (Fax 203.900.0225). Single copy price $10.

Send address changes to: Art World News, P.O. Box 129, Rowayton, CT 068583.

PAGE 30 ART WORLD NEWS





www.wildapple.com



www.framerica.com

	001AWN_FEB2023WEB
	002AWN_FEB2023
	003AWN_FEB2023
	004AWN_FEB2023
	005AWN_FEB2023
	006AWN_FEB2023
	007AWN_FEB2023
	008AWN_FEB2023
	009AWN_FEB2023
	010AWN_FEB2023
	011AWN_FEB2023
	012AWN_FEB2023
	013AWN_FEB2023
	014AWN_FEB2023
	015AWN_FEB2023
	016AWN_FEB2023
	017AWN_FEB2023
	018AWN_FEB2023
	019AWN_FEB2023
	020AWN_FEB2023
	021AWN_FEB2023
	022AWN_FEB2023
	023AWN_FEB2023
	024AWN_FEB2023
	025AWN_FEB2023
	026AWN_FEB2023
	027AWN_FEB2023
	028AWN_FEB2023
	029AWN_FEB2023
	030AWN_FEB2023
	031AWN_FEB2023
	032AWN_FEB2023

