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HOW TO BUILD AN ARTIST/
GALLERY RELATIONSHIP
THAT THRIVES

Bringing an artist into your
gallery isn’t the finish line
—it’s the starting point. The
real work—and the real op-
portunity—lies in how you
keep them engaged, in-
spired and motivated. Go
to page 22 to learn more.

SURVIVING THE STORM:
HOW TO RECESSION-
PROOF A GALLERY

Gallery Fuel's Katherine
Hébert discusses how even
economic uncertainty can
bring opportunities with the
right marketing strategy that
helps maintain income and
set the gallery up for a
strong comeback when con-
ditions improve. Visit page
28 for more.

CUSTOMER RETENTION
IS HIDDEN GOLD

While acquiring new cus-
tomers is a necessary part
of growth for any gallery or
frameshop owner, industry
expert Sheila McCumby
talks about how a business
long-term success is funda-
mentally tied to its ability to
retain its existing customer
base. Page 16.

ART AND FRAMING
HOLDS STRONG DESPITE
ECONOMY FEARS

Anita Petersen says that
even when household
budgets shrink, people still
buy art because that emo-
tional connection is a pow-
erful advantage, and one
that continues to drive con-
sumer spending. Go to
page 26 for more.

Art Worild News

Maybaum Gallery is located in San Francisco, CA.

HOW TO BRING NEW ARTISTS
AND ART INTO A GALLERY

Presenting new artwork in a gallery takes a lot of planning
and marketing, so choosing the right pieces that resonate
with new, and existing, clients can be the difference be-
tween the work flying off the shelves or collecting dust. Re-
tailers know that attracting new customers is important but
in the art industry, repeat sales can hold more weight as
many that return have loyalty and confidence in the busi-

ness which often leads to
sales that increase in price
with each purchase. Under-
standing what collectors
today are looking for may
mean the gallery will have to
take a risk and expand the
type of work that they offer

to keep sales healthy. For
artists looking for gallery
representation, building a re-
lationship with a prospective
gallery is key and will take
some time. Exposing the
gallery owner to the artist’s

continued on page 10
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QUOTE OF THE MONTH:

“I typically spend a lot of time

researching and looking at vari-

ous artists before selecting one.

Sometimes | find something I love

that I'm not even looking for.”
Christina Maybaum, page 10
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GETLOCALPHOTOGRAPHY.COM

Presenting
the work of

Clifton
Haley

Visit www.getlocalphotography.com to
see the work of more than 60 photographers
from around the world.
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IN' OUR OPINION

How to
Promote Against
Headwinds

ometimes the path
ahead is as clear as
a crisp autumn day,

sometimes, like today, the path
is neither crisp nor clear. The
current blend of economic,
political, financial,and psycho-
logical information is indi-
gestible if taken in large bites.
There are too many factors
that can be reconciled with one
another to create a concise
view to what the immediate
future holds for art dealers,
frameshop owners and artists.

Consumers seek and need
comfort and they are having a
difficult time finding it these
days. Their assumptions and
pattems have been challenged,
or upended, and they are now
having extreme difficulty craft-
ing an understanding of the
economy, society and the near
future. Puzzling. So, what's a
marketer to do...give people
what they want. The answer is
in the brand. The intrinsic value
of a strong brand is its ability

connect and motivate con-
sumers under even the most
constraining scenarios. Brands
communicate assurances to
customers’ beliefs and feelings.
So, when life becomes unsolv-
ably complex, brands massage
the buying public into a better
frame-of-mind.

The challenge for galleries,
custom framers and artists is
to objectively evaluate the
strengths and weakness of
their brands and to manipulate
their marketing mix to empha-
size the strength and emotional
value of what they offer. In
this environment, tenure in the
marketplace matters a great
deal. Folks are less focused
on what's new than what
works for them. Therefore,
communicating strengths is
more likely to match best with
consumers needs.

Hopefully, the world settles
down to a more comprehensi-
ble scale soon. In the mean-
time, as always, building your
success relies most heavily
on you.

John Haffey
Publisher
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by Atelier B Art
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ARTISTS & PUBLISHERS

Gallery 71 Celebrates Anniversary

“Transitions” by artist Jon deMartin.

Gallery 71, New York, NY, is celebrating 31 years of presenting
original fine art and custom framing on New York City's
Upper East Side, with a group exhibition featuring the
gallery’s stable of artists. In business since 1994, Gallery 71 has
been home to curated solo and group exhibitions around a
particular theme. The anniversary group show features work
from artists such as James Stewart, Kathryn Keller, Thomas
Schaller, Stever Dreyer and Lana Privitera. For further informa-
tion, telephone (212) 744-7779 or visit: www.gallery71.com.

Studio EL Signs Artist Tim Kellgren

“Field Map 1” by artist Tim Kellgren.

Studio EL, Emeryville, CA, has signed artist Tim Kellgren and
represents his colorful works that feature a refreshing new
take on landscapes. An array of richly collaged, dimensional
textures on the surfaces of his works depict dramatic clouds
and distant horizons. Vibrant color combinations dance to
create uniquely angled perspectives on sweeping fields at
sunset. For further information, call (800) 228-0928 or visit
the company’s website located at: www.studioel.com.

Greenwich Workshop’s New Bye Work

Greenwich Work-
shop in Seymour,
CT, has released
new work by artist
John Bye featur-
ing vibrant photo-
realistic  images
of the American
West available as
limited and open
editions in various
sizes. Bye's paint-
ings are in the
collections of the
Booth  Western
Art Museum and
the James Mu-
seum of Western
and Wildlife Art.
For further infor-
mation, telephone
(800) 243-4246 or
go to the com-
pany’s website located at: www.greenwichworkshop.com.

Corey Helford Gallery’s Duo Exhibit

Corey Helford
Gallery, Los Ange-
les, is presenting a
duo exhibition fea-
turing solo work
by artists Arinze
Stanley and Oscar
Ukonu called The
Weight of Us. The
exhibit brings to-
gether the com-
pelling visions of
Nigerian contem-
porary artists Stan-
ley and Ukonu in
an intricate dia-
logue exploring the
depths of shared
humanity, emotional interconnectedness and the complex
interplay of individual and collective narratives. For more details,
call (310) 287-2340 or visit: www.coreyhelfordgallery.com.

“Mountain Pass” by John Bye is avilable
as an open edition on canvas.

Stanley’s “Numb” is a charcoal, graphite,
pastel, color pencils and acrylic on paper.
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HOW TO BRING THE NEW INTO A GALLERY

continued from page 1

full body of work, current
portfolio, technique and
process helps show them
that the artist is worth in-
vesting wallspace and mar-
keting in. And, this is no
small investment as it
needs to not only show col-
lector appeal and quality,
but also provide reassur-
ance that representing the
artist's work will be a rela-
tionship that will grow for
years to come.

For gallery owners them-
selves, busi-

to meet several of them
face-to-face. There is less
pressure on the gallery
owners as well since they
are the ones approaching
the artists that they are in-
terested in, not vice versa.

For Christina Maybaum,
owner of Maybaum Gallery
in San Francisco, CA, find-
ing new work that will ap-
peal to her clientele takes a
lot of time and preparation,
but starts with catching her
eye first. “I am typically
looking for a specific type

cisco, we speak with a lot
of them. The art market it-
self has become very global
so you can attract buyers
from anywhere in
the world depending on
what you show. I'm always
open to presenting some-
thing unique and prefer not
to show one specific style.”

The minimal commitment
Ms. Maybaum would be
willing to show in her
gallery of a new artist's
work is four pieces, but
they must be capable of
providing work for

ness longevity
is vital and of-
tentimes  they
must seek out
new artists and
artwork to at-
tract new,
younger and/or
trend-forward
buyers. At the
forefront today
is abstract and
contemporary,

years to come. “I
only want to work
with artists that
are interested in a
long-term commit-
ment, so | expect
to start with at
least four works
and always antici-
pate getting
more. For May-
baum Gallery, we
are very invested

especially amo-
ng younger col-
lectors. Emerging artists
are also sought-after by
younger buyers as original
work by them may be more
affordable to acquire, as
well as offering a one-of-a-
kind piece for them to own.
Textured art, minimalist art,
Pop art, street art and graf-
fiti art are trending as well.

Exclusivity also plays a
role in offering work not
widely known, so smaller to
medium sized editions, as
well as large pieces for res-
idential spaces, are sought-
after today.

A good way to scout new
artists is to attend art fairs
and exhibitions as they
often feature emerging
artists and an opportunity

Maybaum Gallery is located in San Francisco, CA.

of work, like a metal wall
artist or a tapestry artist,”
she says. “I typically spend
a lot of time researching

and looking at various
artists before selecting
one. Sometimes | find

something | love that I'm
not looking for. That is typ-
ically with our painters be-
cause I'm always drawn to
great painting.”

Ms. Maybaum says that
she will not work with an
artist that makes cheap
replicas or uses machines
to make their work as
she prefers to present
work that is unique and
offers something different.
“I think there are so many
types of art collectors out
there, and here in San Fran-

in sharing a range

of voices,” she
says. “I am interested in
minority artists and those
of different sexual orienta-
tions. | have a mixed race
family and that often in-
forms my interest in really
being inclusive as a gal-
lerist.”

Shanan Campbell, owner
of Sorrel Sky Gallery with
locations in Durango, CO;
Santa Fe, NM; Easthamp-
ton, NY, and New York,
NY, says that the story be-
hind the artist and their
art is part of why people
seek out work that speaks
to them personally as a col-
lector. “At Sorrel Sky, we
look for artists who share
our gallery vision,” she says.

continued on page 12
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Minds Eye Photos
Photography by Alan Goldberg

“My work is somewhere
between photography
and art as [ tap into the
fabric of one’s soul.”

Limited edition of 25,
Signed by the Artist,
Complete with a
Certificate of
Authentication.

Alan Goldberg has exhibited at

Miami Art Week, Artexpo New York,
Art San Diego, Paris Art Expo, Palma,

Berlin, Zug, Basel, Athens, Venice,

Granada and Dubai and has been

published in Vogue, Millennium (15th
Edition), Contemporary Art Magazine

and Artist Closeup #25 magazines.

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

www.limitededitionsbyalan.com mindseyephotos1953


www.limitededitionsbyalan.com

FINDING NEW ARTISTS
continued from page 10

“We love working with
artists who understand that
art is about more than
aesthetics; it's  about
storytelling, craftsmanship
and creating emotional con-
nections.

“My father is artist Ben
Nighthorse Campbell and
growing up, | spent a lot of
time in his studio. It was
there that | learned early
that true artistry combines
technical  excel-

a true partnership. Relation-
ship building is paramount.
We maintain positive, long-
term relationships with our
artists through robust mar-
keting efforts and personal-
ized support.”

For Ms. Campbell, in-
tegrity and mutual respect
are key. “Poor communica-
tion or unprofessional busi-
ness practices are hard
for us to manage, as are
inconsistent quality and
craftsmanship. Our artists
must be committed to their

Santa Fe, SoHo and East
Hampton locations. The key
is finding artists whose
work has enough depth and
range to speak to different
audiences while maintaining
its authentic voice.

“The secret is in the
storytelling. Take David
Yarrow’s photography—his
work appeals to our long-
time Western art collectors
because of the subject mat-
ter and emotional impact,
but it also attracts contem-
porary art collectors in New
York because of his

lence with cultural
authenticity and
personal narrative.
Our  submission
process involves a
comprehensive
assessment by me
and our manage-
ment team. We
meet three to four
times per year to
review portfolios,
and we evaluate
past, current and
future trends in
the fine art world.”

In business

innovative approach
and celebrity collab-
orations,” Ms.
Campbell says.

In selecting new
artists, she has a
strategic criteria.
“We look for artists
who express uni-

versal themes
through  specific
cultural lenses,

demonstrate both
traditional mastery
and contemporary
relevance, create
work that can hold

since 2002, Ms.
Campbell has ac-
crued an educated staff
with a creative eye and a
developed ability to seek
out work and artists that
best fit their gallery loca-
tions. “Our curatorial team
looks for artists who have
honed their craft, but aren’t
afraid to push boundaries.
We also want artists whose
narratives speak to some-
thing deeper, broader and
more profound than bronze,
paint or photography. We
look for work that res-
onates with our ‘fresh
western’ approach, blend-
ing contemporary and tradi-
tional elements. Most
importantly, we want artists
who understand the busi-
ness side and are ready for

The Santa Fe, NM, location of Sorrel Sky Gallery.

practice and professional
growth.”

Balancing existing and
new customers is also a
tricky job. “This is one of
the most strategic deci-
sions we make,” she says.
“We don't select art exclu-
sively for existing clients or
solely to attract new ones;
we look for pieces that cre-
ate a bridge between both
worlds. Our approach is
what | call ‘progressive cu-
ration.” When I'm evaluat-
ing new work, I'm thinking
about our collectors who've
been with us since 2002,
but I'm also considering the
sophisticated art enthusi-
asts we're meeting in our

its own in a ranch
house in Colorado
or a penthouse in Manhat-
tan and those who under-

stand that great art
transcends demographic
boundaries.”

The risk is always great
and that is why, she says,
research and putting in the
work is essential. “I've built
my career on calculated
risks, from opening our first
gallery in Durango in 2002,
expanding to our Santa Fe
location in 2014, launching
in New York City in 2024,
and East Hampton in 2025.
We'll absolutely feature
something quite different
from our usual offerings if it

continued on page 14
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FINDING NEW ARTISTS
continued from page 12

aligns with our vision and
the artist demonstrates
genuine potential. We've
found that our most suc-
cessful ‘risks’ have been
artists who brought new
perspectives to familiar
themes rather than com-
pletely departing from our
wheelhouse.”

Presenting art that of-
fers a new perspective
story and or technique ap-
peals to a wider audience
and opens the door for
much opportunity. “Our
‘Let’s make that happen’
attitude means we're not
just hanging art on walls.
We're creating exhibitions,
facilitating collector relation-
ships and building careers.
We're active partners in our
artists’ success.”

While Ms. Campbell
says that they don’t have a
cut-and-dry criteria on what
an artist’'s body of work
should contain, they do
look for evolution in the
work, as well as the ability
to meet the needs of the
collectors. “We don't have
a rigid number of pieces of
art need from an artist, but
we typically want to see at
least eight to 12 pieces
for an initial showing. This
gives us enough variety to
properly introduce the
artist to our collectors and
allows for different price
points and subject matter,”
she says.

“More important than
quantity, we look for a co-
hesive body of work that
demonstrates the artist’s
vision, pieces that repre-
sent different aspects of
their practice, a range that
allows us to introduce

them to various collector
preferences and enough in-
ventory to sustain momen-
tum if the initial reception is
positive.

“The art world has taught
me that meaningful, lasting
connections between artists
and collectors don’t happen
by accident; they require
vision, commitment and
sometimes the courage to
take that calculated risk on
something extraordinary.”

At Prairie Hills Gallery,

To minimize his risk as a
gallery owner, Mr. Alison
uses a membership pro-
gram. “l ask all artists to
pay a membership fee to
be represented,” he says.

“The fee varies for dif-
ferent artists and offers
them different benefits
with all of them receiving
82% of the sales and no
exclusivity. For the monthly
risk they take to be in-
cluded, all the traditional
limitations are lifted for
them to grow as best and

Prairie Hills Gallery is located in Lawrence, KS.

located in  downtown
Lawrence, KS, owner
Mehrzad Alison says that
finding new artists and
work is easy, as there are
so many looking for repre-
sentation. “Galleries today
have a very hard time sur-
viving based solely on
commissions. Because of
that lax they tend to cater
to already well-known
artists to reduce the risk
factor. Because of that, so
many great new artists
have less and less oppor-
tunity to enter showrooms
and prestigious galleries
in order to start with a
high standard of represen-
tation.”

fast as they can. | do own
the gallery and | select the
artist and the work being
displayed for sale, to keep
a high standard of quality
and image. It is not a coop-
erative gallery, but, | re-
quire for all artists to
believe in their own work
and invest a minimal
amount in their own jour-
ney to success.”

Mr. Alison says that
using this strategy with all
of the artists being finan-
cially invested, allows the
gallery to offer many bene-
fits free-of-charge and is
able to survive in a high-
traffic location.

Owner of the gallery
since 1996, Mr. Alison is
also an artist himself, as
well as an art instructor of
painting classes for all
ages and all styles. The
gallery also features sec-
ondary market work, art
appraisals, art restoration
and custom framing.

“When it comes to se-
lecting artists, first and for
most, is the attitude. Sec-
ond is quality and consis-
tency in work. And third is
being able to afford their
customized monthly mem-
bership fees. That allowed
me to select many styles
and subjects without fear
of not being able to pay the
basic gallery expenses to
survive through any hard-
ship. The minimal commit-
ment that we require from
an artist is one year and,
depending on the size and
the monthly amount, the
number of pieces can very
from five and up.

“My main criteria in pick-
ing the artwork for the
gallery is quality, consis-
tency and dedication. What
| look for when choosing
the actual pieces is the
emotion-provoking concept
behind it; whether it is
done through colors, sub-
ject matter, brushstrokes,
composition or all of the
above. | look for what | call
the WOW factor, and not
just cliché subjects. | look
for dynamic attributes, in-
teractiveness, energy, sto-
ries and emotion-invoking
power,” he concludes.
“Though the gallery is
open to all artists, we tend
to end up mostly with local
and regional ones.”

Koleen Kaffan is Editor in
Chief of Art World News.
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INVENTORY FOR SALE

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

Westport River Gallery
Westport, CT

“High Stakes Blackjack Vegas” by Leroy Neiman

Serigraph on Paper, $3,900

Maser Galleries
Pittsburgh, PA

203.226.6932 412.687.0885
www.westportrivergallery.com www.masergalleries.com
Call for best deal. Call for best deal.
“Untitled”
by
Marjorie Minkin
Mixed Media,

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

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

Call for best deal.

Call for price.

Ré Antiques & Interiors
North Kingstown, RI
617.510.0337  www.rerhodeisland.com
Call for best deal.

ART WORLD NEWS
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BUSINESS STRATEGIES

WHY CUSTOMER RETENTION IS HIDDEN GOLD

By Sheila McCumby
We spend a lot of time,
money and energy chasing
brand new customers, which
is akin to a business dating
app where we are endlessly
swiping right on strangers.
Meanwhile, we're ignoring
the people who already know
us and love us (or at least,
they like us enough to have
bought something once). The
real secret to growing your
business isn't just about find-
ing new fish; it's about keep-
ing the ones who are already
in the boat. Focusing on cus-
tomer retention is less like a
frantic fishing trip and more
like a “happy hour” with all
your best friends. They're al-
ready here, and they're ready
to spend.

The Facts Don’t
Lie: A Profitable
Choice

As a guest panelist during
a marketing webinar, | was
explaining how crucial cus-
tomer retention is when an
audience member, looking
utterly over-caffeinated and
defeated, insisted she was
too busy to even think about
it. | saw her thousand-yard
stare and knew exactly what
she meant. As a busy single
parent and small business
owner myself, I've been
there. My heart went out to
her.

Instead of just offering
advice publicly, | privately

scheduled a one-on-one
meeting. We pulled up a
spreadsheet, and | asked her
a simple question: “If you
spent just 15 minutes a day
on automated customer out-
reach; a few texts or emails
each day, do you think you
could bring in a couple of re-
peat customers a week?”

customers could add to her
bottom line; an extra $20,000
to $25,000 a year on a
$50,000 net income, | saw a
glimmer of hope in her tired,
overworked eyes. She
looked like she'd just found
the Holy Grail of spread-
sheets and finally understood
that making time for cus-

She agreed that 8 to 10
regular customers a month
was a reasonable number. |
explained that statistically, re-
peat customers spend more
than new customers...a lot
more. Her average sale was
$300. According to the num-
bers, her repeat customers’
average sale would be closer
to $500. When we calculated
how much a handful of repeat

tomer retention wasn't a
choice; it was a necessity, a
very profitable necessity.

Customer
Retention is Vital

The data on customer re-
tention isn't just compelling;
it's a cold, hard, slap in the
face with a money-filled

glove. Here are some facts
regarding the profitability of
marketing consistently to
your existing customers.

¢ |t's Cheaper: Acquiring a
new customer can cost any-
where from five to seven
times more than retaining an
existing one. This is because
you've already invested in
the marketing, sales and on-
boarding processes for your
current customer base.

e They Spend More:
Loyal, repeat customers are
not only more likely to make
future purchases, but they
also tend to spend more.
Some studies show that ex-
isting customers spend an
average of 67% more than
new customers. Over time,
this consistent spending con-
tributes significantly to a cus-
tomer’s lifetime value (CLV),
a key metric for long-term
profitability.

® Increased Profitability:
An article by business author
Amy Gallo in the Harvard
Business Review reported
that a mere 5% increase in
customer retention can lead
to a staggering 25% to 95%
increase in profits. This is a
testament to the power of a
loyal customer base and the
efficiency of a retention-fo-
cused model.

® They Become Your Best
Marketers: Happy customers

continued on page 18
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Through a fusion of
mediums and techniques,
my art seeks to challenge

the conventional and

provoke thought,
prompting a contemplative
journey into the depths
of individual perception.

“Contemporary Vision” 36"x48”
layers of pigmented epoxy on panel

“Extasea” 39°x39”
mica and pigmented epoxy on panel

“Butterfly Garden” 40"x70” oil on Belgian linen

Represented by:
Westport River Gallery, Westport, CT
Beacon Fine Art, Red Bank, NJ

John Fatse

JohnFatse@gmail.com

203.209.8584 . . e
; Woke up in a Dream” 36"x36
www.abstracta r‘tbyjohnfatse.com mica and pigmented epoxy on panel


www.abstractartbyjohnfatse.com

BUSINESS STRATEGIES
continued from page 16

become brand advocates.
They are more likely to refer
your business to friends,
family, and colleagues and
their word-of-mouth market-
ing is highly valuable and
often more trusted than tra-
ditional advertising. They are
also five times more likely to
overlook a delay or mistake,
highlighting the strength of
the emotional connection
they have with your brand.

e The 80/20 Rule in Ac-
tion: The Pareto Principle
often applies to customer
bases, with statistics sug-
gesting that 80% of a com-
pany's future revenue will
come from just 20% of its ex-
isting customers. This under-
scores the critical need to
identify and nurture your
most loyal patrons.

Ongoing
Marketing and
Engagement

So, how do you make
customer retention a core
part of your business strat-
egy? It's all about proactive
and consistent engagement
that goes beyond the initial
transaction.

1. Personalize, Per-
sonalize, Personalize

Customers today expect a
tailored experience. Use data
from past orders to under-
stand their preferences, pur-
chase history, and behavior.
Then, use that information to
create personalized commu-
nications and offers.

¢ Targeted Emails: Instead
of a generic blast, send
emails with product and art
recommendations based on
their past purchases and

preferences.

¢ Personalized Onboard-
ing: Tailor the initial experi-
ence for new customers to
ensure they are successful
with your products and
services from day one. Put
a gold star on the workorder
of a new customer, so you
can ensure that everything
goes perfectly, and they
have a positive experience
with your shop.

® Address Them by Name:
Simple gestures, like using

as a friend.

2. Master Customer
Service and Support

Exceptional customer
service is the backbone of
retention. It's not just about
resolving issues; it's about
building trust and demon-
strating that you care.

® Be Proactive: Anticipate
customer needs and poten-
tial problems. For example,
if you have a customer
who is concerned about
timely delivery, you can

their first name in emails
or other communication can
go a long way in making
them feel valued. Most POS
systems have a place for
customer notes in their
databases.

Write down key words
about their interests, pets,
children, etc., to give a more
personalized experience when
they come back into your
shop. They will see you
not only as a framer but

send proactive updates
about their artwork’s journey
to prevent anxiety.

* Offer Omnichannel Sup-
port: Make it easy for
customers to reach you
on their preferred channels,
whether it's through phone,
email, live chat or social
media.

® Use Feedback to Im-
prove: Actively solicit feed-
back through surveys and

polls. Show customers that
you are listening by making
tangible changes based on
their suggestions.

3. Create a Sense of
Community

Engage customers by fos-
tering a community around
your shop. This creates an
emotional connection that
extends beyond the product
itself.

e Online Forums or
Groups: Create a space
where customers can con-
nect with each other, share
tips and get support. This
could be something like, “Art
Happenings in Our Town,”
or “Supporting Local Art”
as a Facebook or Instagram

page.

® Host Events: As an inde-
pendent framer or gallery, it's
important to establish your-
self as the authority in your
area. Virtual or in-person,
events like webinars, work-
shops or classes can bring
your customers together and
deepen their relationship with
your brand.

e Showcase Customer
Stories: Nearly every piece
of art brought into your shop
has a story. Feature your
customers in your marketing.
Write heartwarming social
media posts or customer
spotlights that make them
the heroes.

4. Build a Loyalty
Program That Rewards

Loyalty programs are a
classic, effective way to in-
centivize repeat business and
show appreciation.

e Tiered Rewards: Create
a tiered system where cus-
tomers unlock greater perks

continued on page 20
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BUSINESS STRATEGIES
continued from page 18

and benefits as they spend
more. This can include
exclusive discounts, early
access to new products or
free shipping.

e Gamification: Use a
point system, badges or
punch cards to make engag-
ing with your brand a fun and
rewarding experience.

e Referral Programs: En-
courage existing customers
to spread the word by re-
warding both them and the
new customer they bring in.
| sent any customer who re-
ferred a friend a $20 coupon
to apply on their next pur-
chase. My referrals went
up and my existing cus-
tomers were pleased with
their bonus.

Obviously, acquiring new
customers is a necessary

is fundamentally tied to its
ability to retain its existing

part of growth, however a
business’ long-term success

customer base. By prioritiz-
ing engagement, delivering

value, and building genuine
relationships, you transform
your customers from mere
transactions into your most
profitable and powerful brand
advocates. And sometimes,
they end up being friends.

Sheila McCumby, owner of
Strategies for Success, a
small business consulting
firm, connects with audiences
worldwide as a popular
speaker, writer, mentor and
teacher. Her podcast, ‘The
Framing Chronicles’ focuses
on challenges faced by inde-
pendent companies in the art
and framing industry. With
decades of experience as a
picture framer and shop
owner (since the early 90s),
she’s dedicated to helping
small businesses boost prof-
its and streamline operations.
For more details, visit: www.
mystrategies4success.com.

PAGE 20

ART WORLD NEWS



www.parkwestgallery.com

Tina Palmer

“Light in the Woods”
36 by 48 inches, $4,800

Over 20 years as a professional artist working
with fine art galleries across the U.S.
Opportunities for new gallery representation.

703.798.1240
www.tinapalmergallery.com
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KEEPING ARTISTS HAPPY

HOW TO BUILD A RELATIONSHIP THAT THRIVES

By Litsa Spanos

Bringing an artist into your
gallery isn't the finish line—
it's the starting point. The
real work—and the real op-
portunity—lies in how you
keep them en-

trends and client feedback
help them stay in tune with
what's resonating. Share
what's working and what
isn't, and encourage honest
dialogue. At ADC, we pass

Prioritize Visibility

Exposure keeps artists
energized. Regular market-
ing—press, social media,
newsletters and corporate
connections—reminds the
world of their work.

gaged, inspired
and motivated.
Over the years at
ADC Fine Art,
I've learned that
an artist's happi-
ness depends on
consistent com-
munication, fair
treatment, mean-
ingful opportuni-
ties and genuine
care.

SmartSell members
are featured in our
magazine, gallery

shows and client pre-
sentations, giving them
visibility well beyond
our walls. The more
artists are seen, the
more motivated they
are to keep creating.

That belief inspired the
creation of SmartSell, our
exclusive artist accelerator
membership program.
SmartSell provides artists
with coaching, educational
courses, marketing support
and gallery opportunities de-
signed to help them grow
and succeed. With tiered
memberships ranging from
Starter to Ultimate Plus,
artists can select the level of
support that best matches
their goals. What follows are
the core practices I've found
most effective for keeping
artists happy—and how
SmartSell helps bring them
to life.

Communicate Often
and Clearly

Artists want to know how
their work is doing. Regular
updates on sales, market

along observations about
client preferences and
trends so artists feel in-
formed, supported, and
ready to adapt when
needed.

Be Fair and
Transparent
Trust hinges on

clarity. Commission struc-
tures, payment schedules
and pricing policies should
be consistent and clearly ex-
plained.

tier of membership. Make
sure you never reach out
their customers without
their consent or price your
work lower in your studio/
website.

Celebrate the Artist

Recognition matters. Cel-
ebrate  milestones—first
solo shows, major sales,
anniversaries. Invite artists
to share input in exhibition
planning or themes when
possible. With SmartSell,
recognition is woven into the
experience: members are
highlighted in  marketing
campaigns, honored in exhi-
bitions and included in con-
versations that help shape
future opportunities.

Support Creative
Experimentation

Encourage artists to take
risks.  Experimenting

Making an
Investment in
Professional
Growth

Artists thrive
when they're learn-
ing. Beyond techni-
cal skill, they need
tools to navigate
the business of art.

with new media, larger
formats, or innovative
styles keeps their prac-
tice fresh. While not
every piece will be in-
stantly commercial, the
encouragement to ex-
plore fosters long-term
creativity.

Right now, trends

Workshops, coach-

ing and resources make a dif-
ference. SmartSell provides
access to expert-led courses
covering everything from art
licensing to corporate sales—
practical guidance that helps
artists expand their reach and
refine their strategies.

At ADC, we keep it sim-
ple: artists pay no hidden
fees, only standard commis-
sions. SmartSell adds an-
other layer of transparency
by ensuring artists know ex-
actly what opportunities and
resources come with each

like mixed media, digital
integrations, and socially en-
gaged art are energizing the
market. Galleries that em-
brace these shifts not only
stay relevant but also keep
their artists inspired.

continued on page 24
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KEEPING ARTISTS HAPPY
continued from page 22

Expand The Artist’s
Markets

Art isn't only sold on
gallery walls anymore. Cor-
porate commissions, design
partnerships, hospitality
projects and licensing deals
are growing avenues for
artists. Helping them tap into
these opportunities expands
their income streams and
audience. SmartSell equips
artists with knowledge to
connect with interior design-
ers, corporations, and li-
censing professionals, giving
their work new platforms
and broader reach.

Build Real and Last-
ing Relationships

Nothing replaces authen-
tic connection. Know your
artists’ goals, listen to their
frustrations, and cheer them
on. Show up for their open-
ings, share encouragement,

and provide honest feed-
back. At ADC, we view
artists not just as contribu-
tors to a gallery but as true
partners. SmartSell formal-

grand gesture. It's built on
small, consistent actions:
clear communication, fair
practices, visibility, growth
opportunities, recognition

izes mentorship, but at its
heart, it's about care—mak-
ing sure every artist feels
valued both professionally
and personally.

Keeping artists happy
doesn’t happen through one

and authentic relationships.
When artists feel supported,
their creativity flourishes—
and that benefits everyone:
the gallery, the collectors
and the broader community.
At ADC Fine Art, gallery rep-
resentation is only the foun-

dation. SmartSell builds on
it, offering tools, education,
exposure, and encourage-
ment that accelerate careers
and keep artists excited
about the future. When
artists are thriving, so is the
art—and so is the gallery.

Litsa Spanos is the Presi-
dent of ADC Fine Art and
works with private, corpo-
rate and commercial clients
for 30 years. Her mission is
to support contemporary,
living artists and her com-
pany ranks as the top 2%
of women-owned busi-
nesses in the nation based
on revenue. ADC Fine Art
has two locations: a 13,000
square foot gallery and cus-
tom frameshop in Cincin-
nati, OH's west end and
a gallery and custom
frameshop in the heart of
Ft. Thomas, KY. For further
information, visit the ADC
Fine Art website located at:
www.adcfineart.com.
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NAVIGATING THE MARKET

ART HOLDS STRONG DESPITE ECONOMY FEARS

By Anita Petersen

Even when budgets shrink,
people still buy art. They still
hang framed pieces in entry-
ways, gift notebooks with
beautiful covers and choose
the tea towel with strawber-
ries instead of the plain one.
In fact, during uncertain eco-
nomic times, the emotional
value of art often becomes
more important than ever.
That emotional connection is
a powerful advantage, and
one that continues to drive
consumer spending even
when other categories see
pullbacks. The art in your
shop may be beautiful, but
the reason it sells is anything
but fluffy. Here's why art
continues to perform even
when the economy wobbles:

1. Emotional Connec-
tion Leads to Action

Art isn't just decoration.
It's storytelling. Consumers
don't fall in love with a prod-
uct because of a SKU, they
fall in love with a feeling. A
cozy still-life, a floral that re-
minds them of home, a color
that lifts their mood. All of
this drives purchasing be-
havior in categories from
wall decor to stationery,
mugs and beyond.

2. Art Equals Afford-
able Luxury

When larger purchases
feel out of reach, small-scale
indulgence wins. A print, a
framed canvas, a pillow or a
notecard with stunning art
delivers joy without the guilt.

It's beauty that fits the
budget, and that's some-
thing people continue to
crave.

3. Art Helps Prod-
ucts Stand Out

In a competitive retail
landscape, shelf appeal mat-
ters. Artwork instantly ele-
vates a product’s perceived
value and gives it a unique

from work with an art licens-
ing partner, like Wild Apple,
they get more than just an
image bank; they get a
trend-savvy creative partner.

Here's what working with
an art licensing agent looks
like:

® Access to proven sell-
ers: A company like Wild
Apple works with top artists

story. When brands
want to differentiate,
adding art gives them
the visual language to do
it.

Resilience Starts
with Good Retail
Design

According to trend
forecasting from plat-
forms like WGSN and
Pinterest Predicts, con-
sumers are prioritizing
homes that feel mean-
ingful, joyful and per-
sonal. That emotional
connection has a meas-

urable business impact,
and it's exactly where art-
centered pieces deliver.

Design-focused products
help retailers weather mar-
ket slowdowns because
they're not just functional,
they're expressive. They re-
flect identity, mood and as-
piration, and that kind of
emotional spending doesn't
go away when the economy
shifts, up or down. It simply
gets more intentional. Not all
art is created equal. When
you or the suppliers you buy

and art directors whose
work is already moving at
retail. It's available to license
and is available to order as
prints, canvas, giclée or
print-on-demand with POD
Exchange.

® Production-ready digital
files: Wild Apple’s files are
high resolution and format-
ted for real-world product
application, from canvas to
wall murals and beyond.

e Trend-forward curation:
Our collections are con-
stantly evolving, based on

what's trending in fashion,
interiors, color forecasts and
global markets.

e Speed to market: With
over 50,000 images avail-
able, designers can move
quickly from concept to
product, an essential advan-
tage in a fast-moving econ-
omy.

In times of uncertainty,
consumers want meaning.
They want comfort. They
want color. And they want
products that bring a little
more humanity into their
homes. Art licensing sup-
ports those needs by deliv-
ering beauty that works
across categories, adapts to
shifting trends and continues
to inspire. Whether you're
developing a new collection
of wall art or adding new
home decor products to
your gallery or frameshop,
great art helps products
connect, and connection
drives sales.

Anita Petersen is Wild
Apple’s Director of Market-
ing. She shapes the brand
story, leads campaigns
across channels, and keeps
our social feeds vibrant with
trend intel from the art and
decor world. From strategy
to stunning presentations,
Anita makes sure Wild
Apple stands out. Follow Wild
Apple on social for the latest
trends and sign up for our
newsletter at www.wildapple
.com. Leam more about Anita
at www.thinkscarlet.com.
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SURVIVING THE STORM

HOW TO RECESSION-PROOF AN ART GALLERY

By Katherine Hébert
Running an art gallery dur-
ing tough economic times
can be daunting. Discre-
tionary spending is often
the first to be cut, which
can hurt an art gallery busi-
ness. So, what does an ac-
tion plan look like to ensure
your gallery survives?

Churchill  once  said,
“Never let a good crisis go
to waste.” Even economic
uncertainty can bring oppor-
tunities with the right mar-
keting strategy. A
successful gallery that
weathers the storm will act
proactively. It's time to ad-
just spending and strategy
to achieve optimal business
results. In this article, we'll
discuss creating a gallery
marketing action plan to
tackle economic  chal-
lenges.

Evaluate Your
Gallery’s Best
Assets

The best strategy is to
stick with the marketing re-
sources you already have.
Focus on “always-on” mar-
keting efforts like your
gallery’'s website SEO, so-
cial media, art sales plat-
forms, or your existing
mailing list. These typically
have a more significant im-
pact than developing some-
thing new and untested.
Enhance these resources in-
stead of creating new ones.

Consider where your
best art sales leads are
coming from. Identify your
top-performing opportuni-
ties and resources that
work well and don’t carry
too much financial risk. Nar-
row your focus and pivot
your energy towards accel-
erating these opportunities.

Depending on the eco-

efforts move prospective
art buyers from awareness
to collectors and advocates
of your gallery. Lifecycle
marketing is about brand
building with a strong value
proposition.  This could
mean further developing
your gallery’s brand through
communications or your
gallery program.

Lifecycle marketing activ-

nomic downturn, some
lead-generating  sources
may not be viable. For ex-
ample, expensive art fairs
or sales platforms may
need to pause if sales don't
exceed expenditures. De-
cide what to keep and what
to pause.

Lifecycle Gallery
Marketing

“Always-on” marketing

ities might include:

e SEO

¢ Social media

® Brand awareness activ-
ities

e Paid advertising

® Marketing automation

e Email marketing

* Blogging

* Re-engagement cam-
paigns

e Affiliate marketing or
partnerships

¢ Referral or loyalty pro-
grams

e Third-party sales plat-
forms

Evaluate each of these
activities to determine
where to focus your time
and energy during tight
times. Emphasize brand
building and your value
proposition. Promotion of
your artists will continue
but may take on a softer
selling tone.

Create a
Recession
Action Plan

To help your gallery sur-
vive a difficult, and unpre-
dictable, economic climate,
consider these six key
steps. Some may need to
be implemented before a
crisis hits. These strategies
can help maintain income
and set the gallery up for a
strong comeback when
conditions improve.

1. Shift Your
Gallery’s Marketing
Message

Shift  your marketing
message from focusing on
selling artists to showcas-
ing your gallery program
and services. Connect with
your buyer’'s values and
needs. This shift will help
you:
® Build gallery brand eqg-
uity

e Show empathy for
clients and artists

continued on page 29
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SURVIVING THE STORM
continued from page 28

e Cast a wider net for
awareness

Your buyers may also be
struggling financially.
Choose messaging that
shows  empathy  and
demonstrates how the
gallery supports the com-
munity, clients, and artists.

2. Create Educa-
tional and Entertaining
Content

Share untold or rarely
told stories through gallery
content. Communicate sto-
ries that build brand aware-
ness and reflect value for
prospective buyers. Con-
tent creation becomes
more impactful during a re-
cession. Increase content
from your gallery as a soft-
selling technique that res-
onates with collectors.

Create long-form blog
posts, short videos, Insta-
gram stories, etc. Increase
gallery brand-forward con-
tent by at least 20%. Pro-
mote new content in your
regular newsletters without
overloading your email list.

3. Diversify Your Art

Gallery’s Revenue
Streams
Surviving a recession

may require creating new
revenue streams, even tem-
porarily. Consider these
ideas:

e Sell secondary works
from collectors

® Promote the gallery as
a rental space

e Offer collection man-
agement packages

® Develop an art rental
service for commercial
clients

* Charge artists an up-
front exhibition fee with a

lower sales commission

¢ Create paid lecture se-
ries or workshops

® Add a shop with unique
items like affordable jewelry
or home goods

Diversifying income
sources beyond art sales
commissions can ease fi-
nancial pressure. Some
ideas may require advance
planning and a slight busi-
ness model pivot.

recommendations from

artists you represent.

5. Set a Budget for
Gallery Advertising
Post-Recession

As a recession ends, col-
lectors will be more com-
fortable buying art again.
Increase marketing spend-
ing to catch up. Plan cam-
paigns for when conditions
return to normal. This is the

4. Adjust Your Art
Offering

After an economic down-
turn, your target market
may prioritize paying off
debts before buying art.
Offer less expensive art-
works by current artists or
introduce new emerging
artists with lower price
points. Unique items from a
gallery shop with high profit
margins could be easier for
buyers to justify.

Promote new artists as
available for a limited time
or as a special offering. En-
sure selected artists fit
all aspects of your gallery’'s
program. Get feedback and

time to reintroduce a sales
tone and leverage the brand
equity you've built.

6. Gallery
gency Fund

Create an emergency
savings account separate
from your regular business
account. Contribute a little
each month to help you
through tough times or
bounce back when they
end. Creating an emer-
gency fund makes good fis-
cal sense.

Emer-

History shows we can't
predict when a recession
will hit or its impact on
your gallery business. Mar-

keting an art gallery during
these times requires plan-
ning. You won’t have time
to figure out what to do
once sales dry up.

Preparedness
Pays

Preparedness for all
possibilities can help bring
success in this economy.
And, regardless of the re-
cession’s cause, you need
a plan that can be quickly
implemented. This plan
should include changes to
your business model that
strengthen your ability to
survive a crisis. Having a
“go-to” plan helps you in-
vest time and money wisely
during a recession.

Focus on your gallery’s
best marketing channels for
generating sales leads.
Shift your marketing mes-
sage to have an empathetic
tone and showcase your

gallery’'s  program  and
values.
Consider adding new

revenue streams to your
business. Crisis or not, it's
a good idea for the future.
| want to see your gallery
thrive in  good times
and bad.

Columnist and industry expert
Katherine Hébert specializes
in art gallery business sales
and marketing strategies, as
well as the founder of Gallery
Fuel, a subscription-based
service that helps fine art gal-
leries 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 busi-
nesses. Visit the website at:
www.galleryfuel.com.
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WHAT'S HOT IN OPEN EDITIONS

Regatta

“Regatta” by Beth A. Forst meas-
ures 40 by 30 inches and retails
for $72 on standard paper. Avail-
able on multiple substrates and
multiple sizes. Call Image Con-
scious, San Francisco, for moe in-
formation at (800) 532-2333 for
details, or visit the website located
at: www.imageconscious.com.

Fall Acorn Wreath

“Fall Acorn Wreath” by Cindy Jacobs
measures 12 by 12 inches and retails
for $12. Phone Penny Lane Fine Art
& Licensing, New Carlisle, Ohio, at
(800) 273-5263 for more details, or:
www.pennylanefineart.com.

Horse Shapes |

“Horse Shapes |” by June Erica Vess
is available as POD. Phone World Art
Group, located in Richmond, VA, for
further information at (804) 213-0600 or
go to the company’s website located at:
www.theworldartgroup.com.

Highland

Cow

“Highland
Cow" by Sally
Swatland s
available  as
POD. For fur-
ther informa-
tion, telephone Galaxy of Graphics in Fair Lawn, NJ, at (201) 806-2100 or
go to the company’s website located at: www.galaxyofgraphics.com.

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

Mediterranean View |

“Mediterranean View |” by Jenaya Jackson
measures from 6 by 8 inches to 57 by 76
inches and retails from $21 to $435. Phone
Wild Apple, Woodstock, VT, at (800) 756-
8359 or go to: www.wildapple.com.

A Perfect Day |

“A Perfect Day |I" by Liz Jardine is available
in various sizes and substrates in Third &
Wall's Print-On-Demand program. For details,
call Third & Wall Art Group, Seattle, at (877)
326-3925 or visit: www.thirdandwall.com.
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Countryside

“Countryside” by Leah Noel Art is a large
format custom giclée on matte paper
measuring 36 by 24 inches ($102). Call
A.D. Lines in Monroe, CT, at (800) 836-

0994 or visit: www.ad-lines.com.

Riverbend llI

“Riverbend IlI" by Christy McKee is
available as POD, retailing from $36
to $435. For further information,
phone C Brand Studios, located in
San Diego, at (858) 554-0102 or
go to: www.cbrandstudios.com.

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

Green Hills 1

Peony Morning Il

“Peony Morning Ill” by Lanie Loreth
measures 24 by 24 inches and re-
tails for $S25. For more information,
call SunDance Graphics, located in
Orlando, FL, at (800) 617-5532, or
go to: www.sdgraphics.com.

Buffalo Bills-Farewell Season at Highmark Stadium

Studio EL, Emeryville, CA, presents Chris
Paschke's “Green Hills 1,” 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 avail-
able upon request. Phone (800) 228-0928 or
go to: www.studioel.com.

Sunflowers Forever

“Buffalo Bills—
Farewell Season at
Highmark Stadium—
1973-2025" by
Christopher Gjevre
measures 40 by

13 1/2 inches and

retails for $34.95. For details, call Blakeway Worldwide Panoramas Inc. in
Minneapolis, MN, at (800) 334-7266, or go to: www.panoramas.com.

“Sunflowers Forever” by Lisa Audit measures
36 by 24 inches and retails for S$35.
For further information, telephone Roaring
Brook Art, located in EImsford, NY, at (888)
779-9055, or go to the website located at:
www.roaringbrookart.com.
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OPEN EDITION PRINTS

SunDance
Graphics
Fruit Bowl” “Pinwheel”
by Louise Lucas by Suzanne Nicoll
Image Size: Image Size: 22" x 28”
16” x 20” on standard paper
$18 $38
Image is available to resize
80061 75532 and print on paper, canvas,
cotton rag paper, acrylic,
www.sdgraphics.com metal and wood.
www.sundancegraphics.com 800.532.2333  www.imagconscious.com

Studio EL Image
Conscious
“Midmorning “Rowley Marsh No. 1”
Bloom 1” by Kathleen Robbins

Image Size: 30" x 30”

by Grace Carlon on standard paper $54

Available as POD in
mUItIpIe SIZES. Image is available to
resize and print on paper,
canvas, cotton rag paper,
acrylic, metal and wood.

800.228.0928
www.studioel.com 800.532.2333 www.imageconscious.com

Sagebrush Haddad’s
Fine Art Inc. Fine Arts Inc.
“Trust the Journey” “Repose”
by by E. Jarvis
Katie Doucette Image Size: 26” x 26”
Image Size: Also available as
16" x 20° a custom size giclée.
$22 800.942.3323
Fax: 714.996.4153
5165 South 900 East .
Murray, UT 84117 www.haddadsfinearts.com
. E-MAIL: cfskeen@haddadsfinearts.com
800.643.7243 www.sagebrushfineart.com 3855 E. Mira Loma Ave., Anaheim, CA 92806
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CLASSIFIEDS

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

Industry veteran with over 40 years experience will help you build
a simple magnetic website, develop an effective marketing strategy,
and PRODUCE SALES for art galleries and frame shops

* Low cost and effective website -« Individual consulting and

+ Clear instructions to get started guidance

+ Get free local promotion with « Combined brick-and-mortar
Google and digital marketing strategies

« Simple Facebook page (brick-and-click)

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

INVENTORY LIQUIDATION

Over 6,000
expertly crafted
maritime prints

ready for fast

volume sale.
View the entire collection at

WWW.MARITIME-PRINTS.COM 860 399 6922

ART WORLD NEWS

Professional
ECFFQC%\-/E CREATIVE

CATALOGUE PUBLISHING

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

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

PHONE: 203.854.8566
e-mail: jwhaffey@aol.com
www.artworldnews.com
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