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Onessimo Fine Art, Palm Beach Gardens, FL. Page 12.

Galleries, it seems, are taking matters into their own hands to
mitigate the problem of being undercut by customers price
shopping on the Internet. Many gallery owners are finding a
way to maneuver around it by offering more unique work and
a more inclusive buying experience. Some have found that by
offering one-of-a-kind pieces of art and services allows them
to avoid customers having a basis for comparison. Adam
Cave, owner of Adam Cave
Fine Art in Raleigh, NC, has
found that building the rela-
tionship and elevating the con-
versation between the gallery
and the collector makes them
feel a part of the process that
they could not get anywhere

else. “Since opening in 2008,
our gallery has been repre-
senting artists from around
the country,” he says. “As a
part of our initial discussions,
we make it clear with each 
of them that they must have

GALLERIES COUNTERACT
INTERNET PRICE SHOPPING

THE INDEPENDENT NEWS SOURCE

QUOTE OF THE MONTH:
Discussing price shopping on
the Internet, Nancy Marshall
says the difference is “galleries
develop collectors, while web-
sites provide product. Personal 
relationships are what we still
have to offer.” Page 24.

WCAF EXPO: GOOD 
ENERGY AND POSITIVITY

There was an upbeat 
atmosphere at the WCAF
Expo with a general sense
that people are being more
proactive and positive about
the direction of their 
business. For a number of
exhibitors, such as Sun-
Dance Graphics and Ten
Plus, the show was better
than last year, and many
found the 2016 event to be
particularly strong. Full cov-
erage begins on page 26.

ROGER YOST OPENS
SECOND GALLERY 

Roger Yost, owner of The
Roger Yost Gallery in
Salem, OR, has opened
The Roger Yost Bay Street
Gallery on the Oregon
coast. Turn to page 14.

FRAMING APP FOR
SHOPPING ON
MOBILE DEVICES

EasyVision has launched 
a custom framing app,
vFramer, that enables 
consumers to make custom
framing choices from their
smartphones. The app is
designed to encourage
more consumers to 
purchase custom framing
via smartphone or tablet,
and connects them to their
nearest participating
frameshop. Page 16.

BASIL COLLIER: DEALER
EXTRAORDINAIRE

For the past 50 years, Basil
Collier has navigated the
globe, seeking out artists
and making a name for
himself in the industry. 
The homage is on page 18.

continued on page 10
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Artwork featured is Jan 
Weiss’ “ Early Spring 
Days,”  a POD image 

available on paper, canvas, 
acrylic, aluminum, and 
bamboo. Call Image 

Conscious, San Francisco, 
at (800) 532-2333 or visit: 

www.imageconscious.com.

FBG Acquires 
Atlas Saw and Tool

Fletcher Business Group,
provider of solution-driven
technologies for a wide range
of industries including custom
and OEM picture framing and
sign and digital graphics, has
acquired Atlas Saw & Tool
and Tem-Tech. 

Page 16

Courtney Wright 
Purchases Gemini

Gemini Moulding & Showcase
Acrylics has been purchased
by Courtney Wright, founder
of CDW Merchants, who has
also acquired the assets of a
printing company and is
rolling out the expanded capa-
bilities as Gemini Builds It.

Page 26

INSIDE THIS ISSUE
Marta Wiley’s New
Online Catalogue

Artist Marta Wiley whose
work is represented by
Marta Wiley Studios, also
known as a singer, song-
writer, and author, has intro-
duced a trade-only catalogue
of 2,000 of her images,
available online.

Page 14

What’s Hot in
Open Editions

This month’s What’s Hot in
Open Editions features a va-
riety of the latest best sell-
ing open edition prints,
some available as print-on-
demand images from pub-
lishers, and includes contact
information.

Page 34

Design Star 2017:
Malia Bolt

Malia Bolt of Purple House
Gallery & Frameshop was
chosen as the grand cham-
pion among more than 100
custom frameshops that par-
ticipated in the fifth annual
Design Star: Framing Edition,
hosted by Larson-Juhl. 

Page 29

L’atelier B Creating
For Begin Edition

Bégin Edition International
has recently established its
own art studio, L’atelier B,
headed by Patrick Bégin, to
create work for the Bégin
Edition Home Decor brand,
as well as specific projects
for its customers.

Page 10
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IN OUR OPINION

Just as monumental
snow and rain in the
West is upending the

region’s multi-year water cri-
sis, a similar drought ap-
pears to be abating within
the art and framing industry.
New hopefuls are entering
the industry.

At the West Coast Art
and Frame Expo in Las
Vegas perhaps the most up-
lifting storyline was the at-
tendance by new business
owners shopping the aisles
and taking seminars. Of
those who I chatted with,
their back stories were
unique but their excitement
was obvious. One had just
purchased equipment from a
defunct frameshop and was
creating an operation with,
as he put it, “a twenty-first
century approach.”

Another, took over a store
from a retiring family mem-
ber last year and has since
opened a second location.

The latter being more upscale
and designed to sell art, as
well as custom framing. He
was at the show with two em-
ployees who had signed up
for several seminars. Two
women from the upper mid-
west that had sold off their
craft store are opening a
new business next month
that offers framing and art to
the interior design commu-
nity. They are opening in the
suburb of a large city and in-
tend to create a showroom
downtown by year’s end.

The common thread
among the majority is the
embracing of technology,
whether on an operational
basis to enhance productiv-
ity or at the sales counter to
more effectively and prof-
itably close a sale. These
folks don’t need convincing
of the virtues of technology,
they just seem to be strug-
gling as to what facet of the
business to improve first. 

Welcome to all! 

NEWS FLASH:
NEW RETAILERS

John Haffey
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The winners of Tru
Vue’s Tru Frame-
able Moments Fra-
ming Competition
were announced
by the supplier
of high perform-
ance glazing pro-
ducts at the West
Coast Art & Frame
Expo in Las Vegas
in January. Best
in Show Judges’
Choice Award for
this fifth annual
framing contest went to Francine Hackerott of The Frame & I,
Prescott, AZ, for her design “Eternal Remembrance;” she 
received a prize valued at $3,500. The Fan Favorite Award
went to Andrea Tucker-Hatch of Cabinet of Curiosities, 
Stettler, Alberta, for her design, “They All Remember It 
How They Need To;” she was awarded a prize package 
valued at $1,000. For Tru Vue, visit: www.tru-vue.com.

Tru Frameable Moments’ Winners

From the left are Tru Vue’s president
Jane Boyce and director of marketing
Jen Gramm with Tru Frameable 
Moments award winners Francine
Hackerott and Andrea Tucker-Hatch.

Artist Guy Buffet cele-
brated his 74th birthday
at Lahaina Galleries in
Lahaina, Maui, in Janu-
ary where the center
piece was the birthday
cake made on the theme
of Buffet’s “Hana Baby
Pigs Crossing” paint-
ing. The artist’s limited
edition prints were avai-
lable, as well as original
paintings he created ex-
clusively for the event,
and it proved very suc-
cessful, in part because
he is well loved on Maui where he was a long-time resident.
His images depicting restaurants, people, and animals from
Hawaii to France have been commissioned by corporations
worldwide including Grand Marnier, and Absolut Vodka; he is
the signature artist for Champagne Perrier Jouet. His prints
retail for $400–$4,000 and his originals from $1,950 to
$40,000. Visit: www.lahainagalleries, (541) 350-3351.

Guy Buffet’s Birthday Celebration

Guy Buffet, seated, with far left and
far right, Lahaina Galleries’ owners
Jim and Nancy Killett; and clients
Greg and Marti Rosenbaum.

Industry veteran
Greg Perkins, an
artist and owner
of Greg Perkins
Consulting of At-
lanta, has been
awarded the Pro-
fessional Picture
Framing Associa-
tion’s highest
honor, the Lifetime
A c h i e v eme n t
Award. This award
is bestowed only
on PPFA mem-
bers whose ac-
tions, deeds, and vision have greatly strengthened the art
and framing industry, and who have distinguished them-
selves over their lifetime in their profession and community,
and have set a personal example of high principles, good
character, and business achievement. He was also given an
outgoing board member award as he is retiring to spend
time in his art studio. For the PPFA, visit: www.ppfa.com.

Greg Perkins Honored by the PPFA

PPFA Awards chairperson Meghan
MacMillan presents Greg Perkins, third
from left, with a Lifetime Achievement
Award. He is joined by previous winners
of the award, Rob Markoff, second from
left, and John Ranes.

Artwork by Michelle Rouch enhanced the inaugural gala
“For the Love of Country” hosted by The Pacific Aviation
Museum Pearl Harbor in Honolulu. The gala honoring WWII
veterans Gary Sinise and Sir Tim Rice, as well as dignitaries,
commemorated a ceremonial tribute of the 75th anniversary
of the Pearl Harbor attack on December 7, 1941, a day that
will live in infamy. Rouch, a self-taught artist with an engi-
neering background, presented a series of WWII paintings,
including the “USS Arizona” watercolor, above, that retails
for $2,200, framed. Prints in an edition of 500 on watercolor
paper, 14 by 4 inches, retail for $195 and open edition prints
sell for $29. E-mail: mrouch@gainbroadband.com for details
or visit the website: www.michellerouch.com.

Pearl Harbor Remembered

“USS Arizona” by Michelle Rouch is a watercolor painting,
24 by 8 inches, also available as a limited edition print.
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consistent pricing in every
region, as well as online.
This, along with the fact that
the artists are making origi-
nal work, has made price
shopping a non-issue.
We believe our strate-
gies have also led to
stronger online sales
for us.”

Mr. Cave stresses
that his increase in
sales is due, in part, to
being upfront about
the prices of their art-
work. “Our prices are
published on our web-
site so we receive very
few direct inquiries that
would be described as
‘price shopping.’ In
fact, this is one of the
reasons we decided to
publish prices. The more trans-
parency we can have, the
more clients can relax and
focus on choosing the best
art for their needs.”

Oftentimes, collectors will
already be familiar with the
gallery and know it as
a brick-and-mortar bus-
iness. This has helped
them to have confi-
dence to buy from the
gallery through its
website. “We routinely
sell work by our artists
to existing clients
across the country,” Mr.
Cave says. “In many
cases, I am aware that
the client has ‘shopped
around.’ But, with con-
sistent pricing, and
clearly published prices,
the client can relax,
knowing that they
aren’t paying too much, and
choose the piece that they
really want.”

Bridgette Mayer, founder
and owner of Bridgette

Mayer Gallery, located in
Philadelphia, has been in
business since 2001. Since
that time, she has seen the
rise of customers using the
Internet and has learned that

the best way to combat it is
to really stay on top of the
careers of the artists she
carries. “Price shopping is
part of our current culture
with everyone being online,”
she says. “For me, I think it
is important to create great

relationships built on hon-
esty and integrity and most
of my clients come directly
to me to buy or sell.

“The challenge right now

is having several artists with
multiple galleries that don’t
always follow the set price
structure for a particular
artist. Those galleries are
also putting works online at

cheaper prices that is
making it a problem to
sell the same size at a
different given price
often dictated by the
artist. I will then dis-
cuss the pricing with
the artist in hopes they
will handle it.”

Ms. Mayer says that
not all customers are
this way. “Price shop-
ping comes into play 
in the mid-range mar-
ket. Prices should be
straightforward and an
even playing field
needs to be pre-

sented.”

Ken Warren, owner and
curator of Westport River
Gallery in Westport, CT,
says that today’s retail envi-
ronment is one of change
and having the ability to

stand out in a crowd.
“Price shopping keeps
you on your business
toes. And if everyone
is wearing a pink tutu,
a gallery or frameshop
today needs to wear 
a blue one with
sparkles,” he says.
“Change your mode of
business and look at
every potential client
with fresh eyes. People
are not numbers and
each sale needs to be
handled differently. You
need clients more than
they need you. So they

want 25% off, or more be-
cause they price shopped?
Two choices: work with
them or pray someone else 

L’ATELIER B FORMED TO
CREATE ART FOR BEGIN
EDITION HOME DECOR

LEVIS, QUEBEC—Bégin
Edition International has 
recently established its own
art studio, L’atelier B, to cre-
ate work for the Bégin 
Edition Home Decor brand,
as well as specific projects for
its customers. L’atelier B has
the capacity to develop and
paint around 1,000 unique de-
signs per year. The company
is headed by Patrick Bégin,
son of Impressionist artist
Guy Bégin, whose land-
scapes, still lifes, and garden
and café scenes have been
represented in galleries
worldwide. At one time, 
the company operated 
several galleries, but they
have since closed. 

Begin International took booth
space at the West Coast Art &
Frame Expo in Las Vegas in
January, and Patrick Bégin
said, “We have seen people
here that we saw 20 years
ago with Guy’s work in the
’90s.” Part of the purpose of
exhibiting was to introduce
the L’atelier B line to the U.S.
market. Currently it operates
warehouses in Calgary 
and Montreal, serving the 
Canadian market. Shown is
“Classic Woman,” an oil paint-
ing measuring 36 by 36
inches. Retail prices for the
L’atelier B line range from
$200 to $500. For details, 
go to: www.beginedition.com,
call (877) 837-2449, or e-mail:
pbegin@beginedition.com.
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COUNTERACTING INTERNET PRICE SHOPPING

continued on page 12

Neil Anderson’s “Earth Song 31, Summer-
time” is an oil on linen, measuring 62 by
52 inches from Bridgette Mayer Gallery.

Will Goodyear’s “Town and Country” is a
mixed media on panel measuring 32 by 36
inches from Adam Cave Fine Art.

continued from page 1
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walks in sometime in the fu-
ture. It is better to give them
something additional like a
book or include the framing
in the purchase and the-
reby maintain the price
of the artwork. The in-
tegrity of the gallery and
the artist’s work must
remain at the forefront.”

Mr. Warren says that
having the ability to spot
trends and to change
with them are vital to
staying afloat. “If you
don’t embrace change,
and be willing to change
yourself, you’re doomed
to fail. Sometimes these
changes come about by
a proliferation of collec-
tors using the Internet
to find the best price. You
must be O.K. with working
with them to come up with a
deal that you are both happy
with. Counteracting a move-
ment is like trying to
change the weather.
Part of having a gall-
ery today is knowing
what others charge
and doing our best 
to maintaining a level
playing field,” he says.

Christophe W. Mao,
owner of Chambers
Fine Art, New York
City, says that price
shopping is a neces-
sary evil, and one that
he prefers to avoid by
offering original art and
working closely with
his artists. “Since we deal
with living artists, the prices
we ask are determined in
consultation with the artists
themselves. The problem of
price shopping for us is more
likely to occur in the second-
ary market rather than the pri-
mary market.”

Mr. Mao’s collectors are

also educated in the process
of working with artists and
can appreciate how prices
are established. “We explain
to our clients that we take a
very measured approach to
establishing and increasing

prices and feel justified in
asking the prices that we do.”

Hether Bearinger, co-owner
and director of Canyon Fine

Art in Santa Fe, NM, believes
that working with artists that
have something unique to
offer a gallery and its collec-
tors is the best way to thwart
the price shopping consumers.
“We don’t list prices of high-
value items, as usually a dis-
cussion with the customer
on their tastes, desires, and
price range is needed. This

also helps to build a relation-
ship with them,” she says. “Our
artists see the value in exclu-
sivity and don’t give the exact
same inventory to multiple
galleries, so that we all have
different work to offer. What

that amounts to is that
the client is really pur-
chasing a piece of art
that they truly want.” 

Ms. Bearinger’s collec-
tors have grown more
savvy over the years and
see what goes into running
a gallery and being able to
offer something that is
special to their community.
“With the cost of doing
business as a gallery,
some will give similar (mar-
ginal) discounts as others
have, but the perception of
the ones that drastically
undercut prices, we have

found, is that collectors don’t
respect them as much. Art is
such a personal purchase and
it still needs to be special.”

Presenting artwork
that is unique and of good
quality, is the means by
which Nancy Marshall,
co-owner of Walls Fine
Art Gallery in Wilming-
ton, NC, counteracts
conversations with on-
line-price-shopping col-
lectors. “The artists that
we work with don’t make
reproductions, so every-
thing is one-of-a-kind.
You can’t ‘shop’ that be-
cause original work is
just not exchangeable,
one for another,” she
says. What helps to set

the precedence is that the
prices are established by the
artists themselves. The only
‘undercutting’ that we experi-
ence is in the auction mar-
ket, but living artists don’t do
well at auction.”

Ms. Marshall does notice

ONESSIMO FINE ART
DOUBLES ITS SPACE IN 
PALM BEACH GARDENS

PALM BEACH GARDENS,
FL—Debra Onessimo, 
who opened her gallery 
Onessimo Fine Art in tony
PGA Commons in 2002, finds
that perception does matter,
and when she had the oppor-
tunity to expand her space,
doubling it to 3,000 square
feet, she took it. Now, not
only can she show more art
on the walls, but give the im-
portant works she carries
more presence. There is also
room for the gallery to expand
its sculpture collection that
has risen from 8% to 38% 
of the business. “We have
added 21 large sculpture 
displays, as well as sliding
walls, and we have 
increased our street visibility
now that we have five large
windows, not just one. That
changes the perception of 
a gallery,” she says. 

Among the first shows at the
gallery following its expansion
was, “Salvador Dali & Pierre
Argillet: Thirty Years of Col-
laboration,” presented by the
Road Show Company with
Christine Argillet, daughter of
Pierre Argillet, Dali’s close
friend and publisher, in atten-
dance. Among the works, Ms.
Onessimo featured large tap-
estries from the collection,
one of which sold for six 
figures. Her next show, in
February, will feature Jürgen
Görg, who is represented by
Progressive Fine Art, and 
Estella Fransbergen. Follow-
ing it will be an exhibit of
Hessam’s work and later,
Duaiv. Ms. Onessimo credits
the gallery’s ongoing success
and expansion to the Palm
Beach Gardens community,
and the next generation of
young, modern art collectors.
For more information, visit:
www.onessimofineart.com or
call (561) 355-8061.

ART WORLD NEWSPAGE 12

continued on page 24

Wu Jian’an’s “500 Brushstrokes #12”
is an ink, watercolor, paper-cut, and
collage on Xuan paper measuring 
98 3/8 by 78 3/4 inches available from
Chambers Fine Art.

“French, Etendue Mauve” by Dominique
Dorie is an oil on canvas measuring 40 by
32 inches from Westport River Gallery.

PRICE SHOPPING
continued from page 10
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Artist Marta Wiley, also
known as a singer, song-
writer, and author has intro-
duced a trade-only catalogue
of 2,000 of her images, avail-
able online. Known as one of
the most prolific artists of our
time, they encompass many
categories, such as jazz, bal-
let, African American, Latino,
Spanish, American, Euro-
pean, French, Renaissance,
Italian, Middle Eastern, and
Orthodox Jewish, which she
describes as a celebration of
the cultures of the world, as
seen in the dance and cos-
tumes of the people. There
are also architectural render-
ings, florals, equestrian, ani-
mals, and more. 

Her work, represented by
Marta Wiley Studios, Litch-
field Park, AZ, is available to
publishers and licensors on
an exclusive basis, one
image at a time. The cata-
logue is being distributed in
partnership with CAP-Winn
Devon.

“It has been my goal for
20 years to launch a cata-
logue,” she says. “And I will
work with people on exclu-
sive imagery, rather than an
exclusive with the artist.” A
sampling of 200 images from
the catalogue can be view-
ed at: www.martawiley.com.
Permission is required to 
access a secure area for the
full catalogue.

The Mexican-born artist
paints almost every day, and
in 2016 alone completed
350 paintings, which she
thumbprints and also pro-
vides a certificate of authen-
ticity. Each morning, she
makes coffee and goes to
her studio, whether it be in
Phoenix, Los Angeles, or
Mexico, to paint and listen to
audiobooks, mostly focused

on history, science and auto-
biography. Historically, suc-
cessful artists have been

highly educated business
people, she believes, who
understood marketing and fi-
nance. From that standpoint,
she is making her artwork a
part of the Marta Wiley

brand which is augmented
by her many and varied inter-
ests. Over the years, she
has written numerous
songs, some of which have
reached Top 20 U.S. music
charts, such as “Beggar,”
“Signal,” and “Certainly.”

She plays the piano and
does the vocals in a style
she describes as alternative
music. She has also written
several novels, The Water
Daughter, The Shield & The
Eight Immortals, and The
Million Dollar Egg. She has
also been seen on Fox
News, CBS, CNN, and the
Oprah Winfrey Network. 

“I have to remind people
that the brand is power, and
it is the brand that is pushing
the paintings,” she says.
“For instance, if I decide to
do watches one day with
Sears, it should not take
away from the paintings, but
add to the value.” She does
free paintings for charity to
children’s hospitals and also
works with autistic children.
She says, “I am figuring out
how I can bring more value
to the world.” Currently, she
is earning her degree in psy-
chology and entertainment
law at Harvard, and wants 
to combine a career as 

both an artist
and a busi-
nesswoman. 

Over the
years she has
exhibited at
numerous art
fairs world-
wide. “I do the
shows to get
my creative
juices flow-
ing,” she says.
Fairs also pro-
vide an oppor-
tunity for news
plugs. “But

more and more what I 
would like to do is build the
catalogue and licensing op-
portunities.” She admits the
shows are very hard work. 
“I have gone to pretty much 

ROGER YOST GALLERY
EXPANDS, OPENING 
NEW LOCATION ON 
THE OREGON COAST

NEWPORT, OR—Roger 
Yost, a businessman, art 
aficionado, and owner of The
Roger Yost Gallery in down-
town Salem, OR, has opened
a second gallery, The Roger
Yost Bay Street Gallery. It is
located in a 6,500-square-foot
building that he purchased 
on the historic Bayfront of 
Newport, which attracts more
than 200,000 visitors each
year to the central Oregon
coast. Similarily, The Roger
Yost Salem Gallery is located
in a 7,500-square-foot former
bank space in an Art Deco
skyscraper he purchased.
This gallery offers contempo-
rary paintings and limited 
edition prints, as well as 
museum pieces that he 
purchases from auctions 
and private collectors. 

However, the Bay Street
Gallery will offer “something
for everyone” to appeal to the
many visitors to the area.
In addition to original paint-
ings and bronze sculpture, it
emphasizes hot blown and
optical art glass, wearable silk
art fashion, jewelry, Raku 
Potterworks, lacquer sculp-
tures by Hebi Arts, and the
largest selection of Disney
and Pixar Fine Art in the 
Pacific Northwest that is 
available from Collectors 
Editions. Retail prices range
from $250, for work by a 
local artist or for framed 
Disney Silver Series limited
edition prints “that are 
attractive to children and
adults alike.” 

“We are spreading our
wings,” he says, adding, “I
think the economy is on the
upswing.” The new gallery is
meeting or exceeding his ex-
pectations. For more, visit:
www.rogeryostgallery.com.

ART WORLD NEWSPAGE 14

MARTA WILEY LAUNCHES ONLINE CATALOGUE

“Flamenco” by Marta Wiley,
mixed media painting meas-
uring 30 by 40 inches.

“Jazz” by Marta Wiley is a mixed media
painting with a 40- by 30-inch image.

continued on page 33
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EasyVision Ltd. has laun-
ched a custom framing app,
vFramer, that enables con-
sumers to make custom
framing choices from their
smartphones. The app is de-
signed to encourage more
consumers to purchase cus-
tom framing, particularly the
elusive millennials who typi-
cally shop from their smart-
phones or tablets. The app
connects the shopper to
their nearest participating
frameshop where they can
place their order. 

Thomas Freitag, CEO of
Easy Vision and an industry
veteran, says, “This could
grow the industry. It is devel-
oped to help the business as
a whole, not one particular
supplier.” He envisages a
consumer playing with fram-
ing from their home on their
smartphone. “They might
frame one of their own pho-
tos, and send it to their
friends on Facebook, Insta-
gram, etc. or via e-mail. At
one point, they might want
to have a real frame. They
can then use the custom
frameshop button in the app
and get a map that shows
them all the participating
frameshops in iFramer. And
they can connect to the cus-
tom frameshop they select,
e-mail them the framed
piece, and get a quote for
the cost.”

Mr. Freitag, whose team
spent two years developing
the program, is confident
that consumers who frame
their photos and post them
on social media will convert
to real buyers. “At one
point, these people will not
want naked walls in their
home. Their friends will
come to them and say you
have done nice framing on
Facebook, why don’t you

have frames like that on your
walls? At some point they

are going
to buy a
frame.”

T h e
m o u l d -
ings and

matboards available to users
of the vFramer app are pro-
vided by suppliers that are
participating in the iFramer

Club. At
p r e s s
time, they
inc luded
Crescent,
Designer
Moulding,

Direct Moulding, Fotiou,
Framerica, International
Moulding, Omega Moulding,
Roma Moulding, and Spe-
cialty Matboards. The pro-
gram was launched at the
WCAF Expo in late January

during which over 250 cus-
tom frameshops signed up.
Custom frameshops use the
iFramer app to communicate
with the suppliers in the 
program. The virtual framer
loads the mouldings that
each participating custom
frameshop carries from the

suppliers; if a
c o n s u m e r
chooses a
moulding from
one of the
suppliers that
the store does
not carry, the
store can
order it from
that supplier
via a shopping

cart in the iFramer app or 
via e-mail. iFramer features
include FrameBuilder, a 
comprehensive frame and
matboard selector, frame 
ordering, sharing functions,
and customer support.
There is an area on the
iFramer website located at:
http://iframer.club where
frameshops can try out

F r a m e -
Builder to
see how
they like
it.

T h e
p rog ram
is free for
suppliers,
who are
asked to
place the
i F r a m e r
logo on
their web-
sites to
show that

they support the program.
For custom frameshops, the
basic package of 25 corners
is free of charge; the charge
for a full package of 4,000

FLETCHER BUSINESS
GROUP ACQUIRES 
ATLAS SAW & TOOL

EAST BERLIN, CT—Fletcher
Business Group (FBG),
provider of solution-driven
technologies for a wide range
of industries including custom
and OEM picture framing,
sign and digital graphics,
hardware, woodworking, and
float and glass fabrication,
has acquired Atlas Saw &
Tool and Tem-Tech. With 
locations in Illinois, Florida,
and Arizona, Atlas provides
high quality saw blades, 
cutting tools, and sharpening
services. Tem-Tech carries a
high capacity saw line, along
with repair/refurbish services
for all saw types.

Atlas joins FBG’s roster of
globally recognized brands as
a wholly-owned subsidiary
and will continue day-to-day
operations of its key brands.
Atlas serves a variety of mar-
kets including picture framing.
Using precise German CNC
grinders and associated ro-
botics, it sharpens blades and
tools to OEM specifications,
and serves customers nation-
wide. Atlas will continue to
provide custom saw blade 
design services, fabrication,
and re-sharpening programs
utilizing its premier selection
of American and Japanese
made core blades. The Tem-
Tech brand offerings will 
remain, including the large
capacity saw, CNC moulding
profile template machine, saw
service, repair and preventa-
tive maintenance programs,
including service, refurbish-
ment, and parts to support
Pistorius brand saws. “We are
excited to welcome Atlas to
the FBG family,” says Blair
Tomalonis, FBG president,
adding, “It allows us to pro-
vide additional solutions and
services, particularly in the
picture framing market.” 
Visit: www.fletcher-terry.com.
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FRAMING APP FOR SHOPPING ON MOBILE DEVICES

Screenshots of the virtual Framer on a
smartphone showing a design, at left, and
moulding choices at right.

A screenshot, left, of The iFramer Club where
participating moulding and matboard suppliers
make their products available to custom
frameshops that are a part of the program.

continued on page 33
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by Phil Koss
When you think of the
achievements during the
course of one’s
lifetime, and our
industry in this
modern era and
you think of some-
one who has
stood the test of
time, lived through
the recent history,
you think of a man
that should rece-
ive the highest ac-
colades. This man
is Basil R. Collier,
known affection-
ately as “Bas.”
An English gentle-
man, he came to
America over a
half century ago,
and has continued
to navigate the
globe to seek out
artists and art-
works making a name for
himself in the art industry
and around the world.

Basil Collier traveled to
the U.S. aboard
the Queen Mary
in 1950 and spent
his first month in
America in New
York. Then he
was off to see
this great land,
first stopping in
Chicago then on
to Miami and
soon after drove
from Miami to
Los Angeles with
a new-found
friend and pup-
peteer who had a
gig at the Bilt-
more Bowl. After
working for a bit as a suc-
cessful builder in Los Ange-
les, he ventured into the art
business in the late 1960s
all by chance, or was it fate
itself? 

His friend had an art open-
ing one evening, and Bas of-
fered to help out and pick up

the sculptures for the event
from an art studio in the val-
ley. While he was at the stu-
dio, the dealer who he had
never met before received a

new collection of Charles
Bragg prints. Bas took one
look at them and really liked
Bragg’s work so much that
he negotiated to buy 10
pieces for himself, and was

then offered the chance to
walk down the road and
meet the artist. He immedi-
ately accepted the offer and
went to the studio of
Charles Bragg, delighting in
the idea. He recalls the
meeting with astonishing
clarity; Bas told Bragg he
had just purchased 10 of his
pieces to which Bragg
quickly replied, “Do you
want to buy some more?”
Bas laughed and hit it off
with Bragg. Little did either
of them know that this was
the start of a 50-year friend-
ship and publishing career—
one of many artists, dealers,
and galleries that would be
touched and made better by
this new gentleman on the
scene and in the biz. 

When Bas returned to his
friend’s gallery he was very
excited to show his gallerist
friend the new Bragg prints
he had acquired. At that mo-
ment another couple was in
the gallery and they took
one look at the new Braggs

and asked if
they were for
sale. Bas an-
swered why
yes they are! A
h a n d s o m e
profit was
made and Mr.
Basil R. Col-
lier’s new ca-
reer was
officially on its
way. The rest,
as they say, is
history.

My story is a
little different
but equally as

life-changing. I had been
working for an art publisher
in the Midwest, and I had 
decided to go out on my

AMERICAN FINE ART
GALLERY, SPECIALIST 
IN EUROPEAN AND
AMERICAN ARTWORK

SCOTTSDALE, AZ—
American Fine Art, located
in Old Town Scottsdale’s Arts
District for decades, special-
izes in nineteenth, twentieth,
and twenty-first century 
European and American
work. The 12,000-square-foot
gallery showcases a variety of
media including paintings, 
serigraphs, lithographs, 
drawings, etchings, sculpture,
and unique hand-blown 
glasswork.

Among the artists it repre-
sents are Alvar, Azoulay,
Eyvind Earle, Stephen 
Holland, Peter Max, LeRoy
Neiman, Thomas Pradzynski,
as well as Calder, Tarkay,
Vasarely, Nierman, Wyeth,
Chagall, Dali, Erté, Miró, 
Picasso, Rembrandt, Renoir,
Norman Rockwell, and Andy
Warhol.

American Fine Art also 
specializes in fine art glass-
works, having its own hot
glass studio where clients are
invited to watch live glass-
blowing demonstrations. 
Master glassblowers repre-
sented include Jean-Claude
Novaro, Lord Crosbie, Doug
Merrit, Baron Svoboda, and
many more glass artists that
make the American Fine Art
glass team.

Currently on exhibit at the
gallery is “Andy Warhol Meets
Mr. Brainwash,” which
opened mid-January. It is 
described as a “whirlwind of
color, imagery, and iconic
emotion through the view of
two revolutionary artists,”
namely Warhol and 
Mr. Brainwash, aka contem-
porary artist Thierry Guetta.
For more on American Fine
Art, visit the website at: www.
americanfineartgallery.com.

ART WORLD NEWSPAGE 18

BASIL COLLIER ART DEALER EXTRAORDINAIRE

Basil Collier open for biz at an earlier 
Artexpo New York. Mr. Collier is a
accompanied by his wife Carol.

Basil Collier came to the United States from England
in 1950 on the Queen Mary, shown above.

continued on page 20
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own and open my own
gallery and become a dealer
for myself. The biggest and
best publisher at the time
was a man whom I had only
spoken to on the telephone,
but who I knew had a vast
knowledge of the art world
and its artists and, more im-
portantly, the art to back it
up. This, of course, was Basil
Collier. His stable of artists
was quite impressive: Joan

Miró, Pablo Picasso, Sunol
Alvar, Charles Bragg, Marc
Chagall, Michel Delacroix,
Theo Tobiasse, Erté, and
countless others. I made the
leap and flew to California,
the land of sunshine, movie
stars, and opportunity. Upon
arrival at the Bowcroft Street
location, and the largest art
warehouse I had ever seen,
he greeted me as if I had
known him all my life; he even
paid my cab fare. Basil had
the most engaging and sup-
portive business attitude that
I have ever experienced, still
to this day. His idea is, if you
do well we all do well, and

that every-
one should
be success-
ful and have
the oppor-
tunity he
had. So
after a few
hours creat-
ing my half
wish list
and half
grocery list,
Bas and I
wrote our
first order

together. Without exchanging
a dime, but only a handshake,
I had amassed what I believed
at the time was the finest se-
lection anywhere between
New York and Los Angeles.
Much like the relationship
Bas had with Charles Bragg,
for me this was the beginning
of a lifelong friendship and
business relationship be-
tween Basil and I. 

Bas is one of the finest
men on the planet, a man I am
so proud to call my friend, as
well as my business associ-
ate. I have never met anyone
ever who has the positive na-
ture, charisma, kindness, and
generosity that Basil has for
his friends, family, and busi-
ness colleagues. If I had never

met Basil I
w o u l d
never have
l e a r n e d
from him
and had the
successful
b u s i n e s s
career that I
have been
b l e s s e d
with since
we first
c r o s s e d
paths some
35 years
ago. I was

MODERN AMERICAN
EXCLUSIVELY 
SPECIALIZES IN MODERN
AND CONTEMPORARY ART

SCOTTSDALE, AZ—Modern
American, a large, open, and
airy gallery with a contempo-
rary New York City vibe,
opened its 5,000-square-foot
space on the northeast corner
of Marshall Way and Third Av-
enue, in the heart of Scotts-
dale’s historic art district, in
2015. Phil Koss, gallery direc-
tor and president of American
Fine Art, is also director of
Modern American. Courtney
Hood is its VP of gallery de-
velopment.

With a minimalist atmosphere
and unassuming environ-
ment, the gallery allows the
art on its walls, namely Mod-
ern and Contemporary, to
speak for itself, drawing col-
lectors from worldwide. The
variety of media includes
paintings, unique works on
paper, screenprints, litho-
graphs, mixed media, and
sculpture. Among the artists
represented are Andy Warhol,
Salvador Dali, Marc Chagall,
Alexander Calder, Joan Miró,
and Pablo Picasso.

Major exhibitions have in-
cluded “Salvador Dali at Mod-
ern American,” representing a
large breadth of Dali’s portfo-
lio with works from the artist’s
Don Quixote de la Macha,
Fairytales, and Fables of La
Fontaine series. Modern
American has also presented
Andy Warhol in a world-class
exhibit featuring paintings,
unique works on paper, and
limited edition screenprints,
including his John Wayne se-
ries. Another landmark exhibi-
tion mounted by the gallery
was “Cubism: Picasso, Léger
& Braque.”

For more on Modern Ameri-
can, visit the website:
www.modernamerican.com.
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Gathered at American Fine Art some years ago are, from
left, back row: Etienne Sordello, owner of Bacon on Cap
d’Antibes; Fred Tuck, wrestler; Basil Collier, and Phil Koss
of American Fine Art. Front row: Johnny Longue, pro golfer;
and Jean-Claude Novaro, Master glass artist.

Basil Collier, right, with Phil Koss, president
of American Fine Art, at the gallery with 
paintings by Claude Gaveau displayed.

Basil Collier, left, at the opening of the Angela 
Collier World of Birds Theater made possible
in large part by the Angela Collier Foundation,
The foundation was established by Basil’s
daughter Angela in 1996 to promote animal
rights and the prevention of cruelty to animals.

IN HONOR OF BASIL
continued from page 18

continued
on page 21
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always striving to do “a bit 
of biz for Bas.” We have 
published works together,
worked at art fairs, built busi-
ness, and stayed friends all
the while. Unfortunately dur-
ing Basil’s last trip I learned
that the great Charles Bragg
had passed and gone to the
great poker game in the sky
on January 9, 2017.  

With everything that has
happened in the art world in
the past 50 years, Basil Col-
lier has seen it all and done it
all. From the first charity auc-
tions, to fine art galleries, art
expos, and now the ever-
growing art fair circuit, Mr.
Collier has left an indelible
mark and continues to charm
all who meet him. Those
whom he has met and
worked with include artistic
giants such as Salvador Dali,

Jean Claude Novaro, Ed We-
ston, and Theo Tobiasse. He
recounts that on two occa-
sions he was to meet Marc
Chagall; to his regret be-
cause Mr. Collier has a great
love for the works of Marc
Chagall, Madame Chagall

had to cancel the appoint-
ment. However, Bas shared
with us an opportunity, of
which there were several,
that he got to work with Dali.
He met the artist in New York
at the St. Regis where Dali al-
ways stayed, and while they
were meeting in the lobby,
Captain Peter Moore, who
served in the army working
with Winston Churchill on se-
cret wartime operations,
came down with Dali’s
ocelots on leashes and
walked them right through
the lobby! 

Basil Collier has contin-
ued to be a tremendous suc-
cess in the art industry for
nearly five decades, but per-
haps even more impressive
is that he never has a harsh
word to say about anyone. In
fact, he lives his daily life as
though he has a personal
record to beat for how many
people he can make smile.

Ever the dapper Englishman
with a navy jacket and hand-
kerchief, the only thing
sharper than his dress is 
his wit. He is a mover and
shaker rarely slowing down
while always making time for
a nice meal, afternoon tea, a

visit with friends and family,
or to enjoy a glass of Johnny

Walker Blue.
He has fine
tastes in
everything—
just ask his
wife Carol;
and his con-
noisseurship
is compli-
mented by
big dreams
and a bold
pragmatism.
If it is your
birthday he
will happily
serenade you
with a few
rounds of
“ T i d d l e y -
Winkie Woo,”
and explain
the song’s

origin. In short, he is a man
who exhibits more than art;
he exhibits integrity, honor,
dignity and humility. He is the
ambassador and the spokes-
person for what the art world
has been and hopefully will
continue to be.

‘AMERICAN LIFESTYLES:
LEROY NEIMAN’ OPENS 
AT AMERICAN FINE ART 

SCOTTSDALE, AZ—
An opening reception for 
the exhibition “American
Lifestyles: LeRoy Neiman,”
which brings together nearly
200 works, will be hosted by
American Fine Art on March
23. The exhibit presents a
timeline of Neiman’s work 
offering a unique opportunity
to experience the artist’s de-
velopment over nearly six
decades, beginning with his
works for Playboy magazine
from the 1950s and conclud-
ing with the private edition
The Grenadier, published in
2011. Representing a wide
variety of technique and sub-
ject matter, this retrospective
includes original Neiman
paintings, mixed media, draw-
ings, sculptures, and prints.
Among them are the artist’s
most famous landmark works
including “Silver Dome 
Super Bowl,” “Resting Lion,” 
“Ali: Athlete of the Century,”
“International Auction,”
“Homage to Lincoln,” 
and “The Green Table.” 

LeRoy was the Chronicler of
the Good Life as seen in his
brilliantly colored works of
destination locations but what
truly launched his career was
the way he carved out his
own niche with his sports art,
capturing moments in sports
history full of energy and
movement. Perhaps Neiman
said it best, “I have painted
and sketched in casinos, ho-
tels, bars, massage parlors,
steam baths, in the salons of
elegant restaurants, on battle-
fields and football fields, in
law courts and on tennis
courts, in pool rooms and
swimming pools, from the
decks of luxury liners and
yachts and the doorways of
skid-row missions. To me it’s
all Neimanland.” Visit: www.
americanfineartgallery.com.
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Basil Collier with Courtney
Hood, VP gallery develop-
ment, Modern American,
with works by Dali, shown.

Modern American, the 5,000-square-foot gallery that opened in Scottsdale,
AZ, in 2015 and of which Phil Koss is the director.

IN HONOR OF BASIL
continued from page 20
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that collectors today use the
Internet to stay on top of
pricing in the art market, but
that they are far more edu-
cated than in previous years
and can decipher what is ap-
propriate to their buying
needs. “Collectors do
look at all the web-
sites of the galleries
that show a certain
artist’s work, but they
will decide based on
the painting rather than
on price. Free shipping
and 20% off won’t get
them to buy a painting
they don’t love.”

People also look to
a gallery that they have
a relationship with to
present to them a
level of quality in the
work that they cannot be
guaranteed when searching
unfamiliar websites. “It is
the gallery’s responsibility,
using its experience, expert-
ise, and passion for art, to
select the great paintings
from an artist that will
resonate with its col-
lectors,” Ms. Marshall
says. “Quality natu-
rally varies from one
painting to the next.
Choosing art from a
picture on a screen is
a crap shoot—even if
the buyer knows the
artist. Making a trip to
a gallery to see the
actual work is chea-
per than a bad deci-
sion. And where the
collector really wins is
in working with a gall-
ery that brings art to her home
—all the variables are known
and good decisions are easy.”

One point missing from
the equation for a collector
may be the idea of service.
While they may come into
the gallery asking for a bet-

ter price that they have seen
online, that is the time that
the gallery can present to
them the services that be-
come part of the price. “A lot
of art websites have never
been brick-and-mortar, and
their concept of service means
fast shipping and easy re-
turns. Not a lot of collectors

will be aware of this. They
may get blinded by the lower
price. 

“In the gallery business,
‘service’ means education,
comparison, relationship, sit-

ting in front of a painting and
talking about it for an hour,
art restoration, bringing the
artist and the collector to-
gether for dinner, etc. It is an
entirely different ballgame.
We focus on art consulting,
bringing artwork into collec-
tors’ homes, and hopefully

developing real collectors.”    

But, Ms. Marshall feels that
the idea of price shopping on-
line is not going to go away
altogether. “The Internet, in
general, is a problem for gal-
leries that is not going away.
Online art sales are on the
rise because of the high cost

of owning a brick-and-
mortar gallery and also
because of the vast im-
provement in, and accept-
ance of, sophisticated
Internet marketing. Why
spend money for rent,
utilities, catering, clean-
ing service, employees,
if I can work from home
and still serve my artists
by loading the car with
their paintings and driv-
ing four hours to the 
collector’s home? The
difference seems to be
that galleries develop

collectors, while websites
provide the product. Personal
relationships are what we
still have to offer. On-demand
videos and Facebook friends
are great, but they can’t do
the job that a face-to-face

conversation can.”

Mr. Cave concludes
that the bottomline that
precedes most sales is
the trust built between
collector and gallery.
“Much about price
shopping reflects the
fact that the client does
not personally know the
galleries they are deal-
ing with and does not
identify them as a part
of their community. By
focusing on relation-
ship building, we can

take the time needed to ex-
plain our pricing and clarify
any issues that they did not
get answers to while doing
an Internet search.”

Koleen Kaffan is Managing
Editor of Art World News.

PORTLAND GALLERY
ASSOCIATION A KEY 
DRIVER TO FOSTERING 
THE OREGON CITY AS 
AN ARTS DESTINATION

PORTLAND, OR—The 
Portland Art Dealers Asso-
ciation (PADA) has marked
the 30th anniversary of its
First Thursday art walks, a
once-monthly, year-round
event when 11 galleries in
and around the Pearl District
host opening receptions for
new exhibitions. Today, the
event remains the driving
force behind Portland’s suc-
cess in becoming one of the
nation’s most vibrant and dis-
tinctive visual art communities.

PADA president Daniel
Peabody of Elizabeth Leach
Gallery says, “It is a great 
collaborative group of 
galleries, and we have unified
promotions, plans, and open-
ings on the same night, for
the most part. That kind of
collaboration has really made
the galleries a cultural force in
the community.” He adds,
“Part of what we are doing
through outreach is that, over
time, we are creating a visual
literacy in the community, and
people realize that they, too,
can buy art and that art is ac-
cessible.” He says the eco-
nomic impact is significant in
that the arts events have
boosted business for neigh-
borhood restaurants and bars.

PADA’s mission is: Commit-
ment to upholding profes-
sional standards and
practices; to provide opportu-
nities for the development of
artistic expression, and to 
foster educational programs
for a better understanding of
fine art by the general public.
PADA has launched a new
website located at: www.
padaoregon.org with informa-
tion on member galleries, as
well as Portland Art Focus
member organizations.

ART WORLD NEWSPAGE 24

Charles Movalli’s “Morning Harbor” is 
an acrylic on canvas measuring 30 by 
24 inches from Walls Fine Art Gallery.

Paige Bradley’s “Expansion” is a lifesize
bronze with electricity measuring 45 by 
60 by 27 1/2 inches from Canyon Fine Art.

PRICE SHOPPING
continued from page 12

FEB17-CoverStory-pg3-S_Layout 1  2/22/17  5:51 PM  Page 1



PAGE 25ART WORLD NEWS

HalfPageStacked_Layout 1  2/22/17  7:05 PM  Page 1



There was an upbeat atmos-
phere at the West Coast Art
& Frame Expo in January in
Las Vegas, and a general
sense that, hopefully, busi-
ness is improving. Jim Mc-
Nickle of Fletcher Business
Group said, “People coming
by know exactly what they
want, and they are looking to
purchase. Right now we see
people ready to invest in
equipment.” Gene Liao of
Ten Plus agreed, saying that
for him the show was better
than last year, and many
found the 2016 event to be
particularly strong. Mr. Liao’s
business, too, was up in
2016 over the previous year.
“And I think 2017 is going to
be even better,” he said. It
was also encouraging that
there were people new to the
industry in attendance at the
show, produced by Hobby
Pubco in conjunction with the
National Conference and the
PPFA Annual Convention. “I
talked to a number of people
who are getting into custom
framing,” said Jen Gramm of
Tru Vue, supplier of high per-
formance glazing that cele-
brated 70 years in business. 

Drew Van Pelt, CEO of
Larson-Juhl, said, “There is
an open mindedness in the
paths forward and ways to
grow, and people are being
more proactive and positive
about the direction of their
business rather than taking a
defensive position.” He sees
both opportunities and obsta-
cles ahead, “And we try to
provide tools to navigate
this.” The millennials, he
notes, enjoy nice things that
have meaning and signifi-
cance for them. “The oppor-
tunity for engaging with them
is good, but they are more in-
terested in researching on-
line, and they want designs
and products that reflect their

aesthetic.” The consumer
path to purchasing is chang-

ing, and mobile and online
growth is skyrocketing. To
enable framing retailers to
better serve those con-
sumers that prefer to buy on-

line, Larson-Juhl has a
software tool in the Beta
stages of development called
The Framing Studio, a cross-
platform design solution. An-
other new revenue stream

for retailers was introduced
by Larson-Juhl in the form of

Brushstrokes Por-
traits, where a
consumer can
submit a photo-
graph of family
members to a
frameshop, and
the shop can have
Larson-Juhl repro-
duce the photo to
have the look and
texture of an oil
painting.

A number of
others among the
180 or so ex-
hibitors of art and
framing-re lated
products and

equipment also make specific
efforts to help retailers do
better business, among them
Tru Vue. “People were thank-
ing us for what we are 

contributing to the in-
dustry,” said Ms.
Gramm. Some of the
open edition print pub-
lishers, such as PI Cre-
ative Art, Wild Apple,
and World Art, provided
trend information to
keep retailers on the
cutting edge. “This is
always a great show for
us,” said World Art
Group’s Lonnie Lemco.
“We make appoint-
ments from 8 a.m. until
the doors close, and
there is not a quiet mo-
ment for us for the
most part. We don’t
rely on hope. We do
our best to make it hap-
pen.” Likewise, PI Cre-
ative Art’s Andrew
Cohen made many ap-

pointments, yet also enjoyed
walk-in traffic. “After all the
years of doing the trade
shows, I felt I knew most peo-

GEMINI MOULDING &
SHOWCASE ACRYLICS
PURCHASED BY
COURTNEY WRIGHT

ELGIN, IL—Courtney Wright,
a longtime customer of 
Gemini Moulding & Showcase
Acrylics, has purchased the
company from Fred Campbell
who founded Gemini some 40
years ago. Ms. Wright is the
founder and former president
of CDW Merchants which she
subsequently sold to Bunzl
PLC of London, England.
After she closed on Gemini in
August of 2016, she pur-
chased the assets of a print-
ing company from Iowa as
part of the strategy to rev up
sales at Gemini and to ex-
pand its offerings to manufac-
ture clients’ printing needs
in-house. Now, the brand 
revitalization and expanded
capabilities are rolling out of
the Elgin facility as Gemini
Builds It. The rebrand is
packaged under a new logo,
website, and showroom.

“The moment I worked with
Gemini I knew this was a
solid company with amazing
quality products. Now I have
the opportunity to build the
team, implement new busi-
ness acquisitions, and ulti-
mately take this company to
the next level, which is really
my cup of tea,” says Ms.
Wright. Gemini’s current staff
have been retained and for-
mer VP of Operations, Ted
Jung, will take on an 
expanded roll as Senior VP of
Supply Chain and Key 
Accounts. Two new collec-
tions were released in time for
the West Coast Art & Frame
Expo in January, Platinum
and Precision. “We created
them to appeal to millennials,
and they received a great re-
sponse,” she says. 

To reach Gemini Builds It,
visit: www.geminimoulding.
com or call (800) 323-3575.
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GOOD ENERGY AT WCAF EXPO

Framerica’s Gene Eichner, left, co-
chairman; Corinne Ferrara, director of
marketing; and Josh Eichner, executive
vice president, in the Framerica booth
that highlighted the framing supplier’s
newly released American Barn Collec-
tion, replete with a model horse looking
out over the barn door.

Crescent enjoyed a busy show
where, among its introductions, it
presented several add-on items for
point-of-purchase from custom
frameshops such as Color Notes
dry erase boards and Coloring
Mats with pre-printed designs.

continued on page 28

FEB17-News-WCAFstory-P1_Layout 1  2/22/17  6:18 PM  Page 1



FullPageAdTemplate_Layout 1  1/11/17  10:11 AM  Page 1



ple in the industry, and have
been surprised by new intro-
ductions with great potential.”

Sarah Ruggieri of Sun-
Dance Graphics knew this
year’s show was going to be
busy for her and her team be-
fore they even left their Or-
lando, FL, office. “It is hard to
believe that the WCAF Expo
continues to get better with
each passing year, but it is
true,” she said. “We recog-
nized how busy it was going
to be by how quickly the
meeting times were filling up.
Because of this, we brought
along an extra team mem-
ber.” She notes that this is
the show where SunDance
meets with its biggest cus-
tomers from throughout
North America.  

Russell Singler, CEO of
Art You Grew Up With Inter-
national, said that what gar-
nered much attention at his
booth, was the 45 new 
releases that they presented
including the PEANUTS
Comic Panel editions and
The Art of Des Taylor, as well
as an appearance of leg-
endary hip hop musician 
Darryl McDaniels from Run
DMC and the newest addi-
tions to his Darryl Makes
Comics DMC collection.
“The buzz phrase we heard
again and again from every-
one visiting our booth was ‘I
need something different,’”
Mr. Singler said. “We’re all
looking for that stand out
range or hook that will draw
more customers, and we
think we provide exactly that,
something different.” 

Mr. McDaniels was happy
to meet with attendees and
talk about his work. “It was
my first time at the event and
it was an inspirational and ed-
ucational experience,” he

said. “I was able to see the
support systems behind how
art is collected, presented,

and displayed. I now under-
stand there are many valu-
able components to the

world of art. I have always
seen Comics, and the cre-
ativity within, as ‘art.’ I am so
pleased to be able to offer
my ‘art’ in a way people
haven’t been able to experi-
ence before.”

Image Conscious debuted
some 50 new images as well
as its 2017 catalogue, featur-
ing hundreds more new re-
leases. “Sales are certainly
not what they used to be at a

trade show, but we do still
write orders for those cus-
tomers who like to stock art

in their gal-
leries and
showrooms
and use as
samples to
show their
clients,” said
Image Con-
scious’ John
Munner lyn .
“There was a
lot of interest
in the art we
are showing
so with fol-
low-up this in-
terest will
eventually de-
velop into
sales. The at-
tendees for

this show were wide and var-
ied. We still see the volume
framers, gallery owners, cus-

tom framers,
art consult-
ants, and e-
c o m m e r c e
accounts, but
we have also
c o n n e c t e d
with newer
niche ac-
counts, such
as, architects
or specialized
a c c o u n t s ,
say, in the
wine indus-
try.” The
company got
a very posi-
tive reaction

to its wall of artwork de-
signed to appeal to millenni-
als, much of it brightly
colored and Latino-inspired.

George F. Barnes of
Galaxy of Graphics agreed
that the show is a time to
touchbase with the existing
and new accounts. “To a
large extent, the show is not
really a ‘writing’ show—most 

LUXURY MARKETING’S 
NEW VOCABULARY

Stevens, PA— In 2017, mar-
keters who want to grow their
businesses, attract new
clients and customers, and
reach new levels of profitabil-
ity need to focus on the 4Es
approach to marketing rather
than the 4Ps, according to
Pam Danziger, founder of
Unity Marketing, specialist in
luxury marketing. Customers,
she says, are no longer
greatly influenced in their
buying decisions by: Product,
Price, Placement, and Promo-
tion. “Customers have new
priorities, new interests, and
new ways of engaging with
brands.” The 4Es approach to
marketing is described as: 
• Experience replaces 
Product. 
• Exchange is the new Price. 
• Everyplace becomes Place. 
• Evangelism is now 
Promotion. 

“Today’s marketers must an-
swer to a higher calling, one
that truly reflects the chang-
ing mindset, expectations,
and needs of customers,”
says Ms. Danziger. In the new
world of marketing, the expe-
rience a purchase gives to a
consumer, trumps the product
itself; rather than being price-
driven, although price does
matter, consumers are look-
ing for the value they derive
through the process of 
engaging with the product,
particularly respect for the
customer’s time in the sales
process. Everyplace becomes
place in that a store’s prod-
ucts must be accessible via
the Internet with its many 
different platforms, and also
in-person. Finally, Evangelism
is now Promotion in that 
customers’ favorable posts on
social media are the ultimate
in the new expression of mar-
keting promotion. For more
on Unity Marketing, visit:
www.unitymarketing.com.
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There was 
excitement at 
Fotiou’s booth
where a crowd
gathered for
the appear-
ance on the
first day of 
actress and
artist Jane
Seymour for
the introduc-
tion of the Dr.
Quinn Collec-
tion, a new
moulding series from Jane Seymour. 
An authentic Dr. Quinn costume from the
television drama series for which she won 
a Golden Globe award, was on display.

continued on page 30

WCAF EXPO
continued from page 26

At the Art You Grew Up With International
booth is, from left, CEO Russell Singler, 
musician Darryl McDaniels from Run DMC,
and business partner Andreas Sowa.
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DESIGN STAR 2017

More than 100 custom
frameshops from across
North America participated
in the fifth annual Design
Star: Framing Edition, hosted
by Larson-Juhl. Between
them, they entered a total of
375 designs that were
judged in seven categories.
In front of a packed crowd of
industry associates, the
Grand Champion Malia Bolt
of Purple House Gallery &
Frameshop in Gainesville,
GA, was announced by
Drew Van Pelt, CEO, Lar-
son-Juhl, at the West Coast
Art & Frame Expo in Las
Vegas in January. Her win-
ning entry was a 30- by 70-
inch custom framed mirror.

Similar to all the previous
Design Star Grand Champi-
ons, Ms. Bolt will collaborate
with Larson-Juhl’s design
team to create a new mould-
ing design. Five percent of
first year’s sales proceeds
from this collaborative de-
sign will go to a charity of her
choice. Previous Design
Star Grand Champions are:
Meg Glasgow, Christian
Harwell, Francine Hackerott,
and the duo Micah Paul
Bolton and Katrina
Magowan. “We have great
relations with all those we
have partnered with,” said
Doug Rozenboom, Larson-
Juhl senior VP, global mer-
chandising and product
development. “The key is
celebrating you, and what
we do together,” he told the
packed audience. The H4

moulding collection designed
in partnership with Mr.
Bolton and Ms. Magowan
and named with a nod to the
Hughes H-4 Hercules, other-
wise known as the Spruce
Goose, was on display in the
Larson-Juhl booth and will
be launched soon.

Malia Bolt, whose
Purple House Gallery &
Frameshop has been in
business since 2001,
designed her winning
custom framed mirror
specifically  for a cus-
tomer to hang in the
dramatic space above
her mantle, as shown in
the photo below.
“When I see the home
that my framing is going
into, that is what I enjoy
the most,” she says.
“When you look at art,
there are different vari-

ables with the style of the
home, and I like the knowl-
edge of that when I am de-
signing. If I don’t go to the
home, I ask the customer to
take photos of where the
framed piece will go because
there are many ways to
frame something.”

For her framed mirror, she
used mouldings from Larson-
Juhl’s Spencer Collection in
a silver finish with hand-leaf-
ing, rustic wood grain, and a
contemporary profile shape.
She created three levels to
the design, with a silhouette
outer frame and a recessed
border of 6-inch framed mir-
rors surrounding the central
mirror. She hand-cut the cen-
tral arch at the top and all the
angles. Of her win, she says,
“What I enjoy is learning and
staying out of my comfort
zone—and now being able to
work with the design team, I
will appreciate the energy
and feedback.”

In addition to working with
Larson-Juhl designers, the
Grand Champion was
awarded a $500 Larson-Juhl
moulding credit and first
place category winners a
$200 moulding credit. First,

second, and third
place winners also
received a framed
certificate and a cus-
tomized press re-
lease to market their
frameshop.

Entries for the
2017 Design Star

were judged in seven cate-
gories by industry veterans:
Greg Perkins, Greg Perkins
Consulting; Susan Losco,
marketing manager, Nielsen
Bainbridge; Jen Gramm, di-
rector of marketing, Tru Vue.

THE GRAND CHAMPION IS MALIA BOLT

continued on page 31

At left, the Grand
Champion Malia
Bolt’s winning design
of an arched mirror
shown in its room
setting; below, a
close up of the outer
edge of the framed
mirror comprised of
small framed mirrors.

Design Star 2017 Grand Cham-
pion Malia Bolt of Purple House
Gallery & Frame Studio,
Gainesville, GA; with Drew Van
Pelt, right, CEO, Larson-Juhl; 
and Jeff Cohen, Larson-Juhl
President, North America.
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of what we get from it is a lot
of ‘meet and greets’ where
we catch up with customers
we may not see in person
more than once a year, and
get their feedback on our
new imagery, as well as
trends they (and we) see for
the coming year. A lot of our
discussions on special pro-
grams and projects are cov-
ered during these meetings,
and helps to give us feed-
back for our artists. This en-
ables our art director to work
with our artists to help bring
these requests to fruition.”  

Jim Blakeway of Blake-
way Worldwide Panoramas
met with many new people,
including new frameshops.
“When was the last time that
you heard about new frame-
shops opening,” he said.
“The industry seems to be
more vibrant than previous
years and I thought the show
traffic was great, especially
on the first day.” Pansy Win-
terburn of Sagebrush Fine
Art said that attendees had a
great response to the just
under 1,000 images that the
company debuted. “The
show is more about present-
ing our upcoming programs
and having face time with
customers. We met with all
of our regular distributors of
the industry and had an in-
crease in Chinese factories
interested in using our art
this year. We know they are
there at every show but for
them to actually ask to use it
legally is a change.”

David Roe of Rosenstiel’s
said, “If you have the right
product, it is a good show.”
He did, however think it was

somewhat smaller, with
fewer publishers and was
also more machine-oriented.
The Las Vegas Market, tak-
ing place at the same time,
he felt helped a little with at-

tendance, providing a sec-
ond reason to come to the
show. As for his views on
the market, he said, “The
whole nature of retailing is
changing and this industry is
very poor in understanding

and adapting to change. At
the end of the day, you have
to understand what you need
to do to communicate with

the consumer.” A number of
seminars hosted by the Na-
tional Conference addressed
that particular point.

The educational offerings
at WCAF
Expo have al-
ways been a
draw for at-
tendees, as
well as see-
ing what’s
new to take
back to their
businesses,
and the op-
portunity to
network with
colleagues.
Like many
f rameshop
owners, Del
Bloss of Max
Black Cus-

tom Framing, Granger, IN,
brought one of his employ-
ees to the show “so we 
can take advantage of the
seminars.” John Gaston of
Gastonart & Frame of
Shrewsbury and Northbor-

ough, MA, summed it up
when he said, “I am looking
for innovative ideas I can add
to my business, unique
frame designs, and printing
equipment.” 

The show saw a plethora
of product introductions,
among them many new
moulding designs from
Framerica. “We glean from
the fashion, jewelry, and inte-
rior design sectors to see
where we can harness those
trends,” said Corinne Fer-
rara, director of marketing.
Some are inspired by every-
day life, such as its new col-
lection American Bleacher.
Shades of grey, the new neu-
tral, were among its releases
and muted, cool silvers. 

Roma Moulding intro-
duced 85 new additions to
its moulding collections. This
was the largest release by
Roma in five years, according
to Tony Gareri. “There are a
lot of international atten-
dees,” he noted, from South
America, the Caribbean, and
Australia, among others.

Fotiou premiered its
newest collection, Sue
Wong Home Decor, a collab-
oration with the world
renowned designer Sue
Wong. It also introduced the
Open Hearts series and Dr.
Quinn Collection from the
Jane Seymour Home Decor
line, in addition to seven new
series from the FOTIOU and
HD Collection brands. “This
was definitely our best show

Tru Vue presi-
dent Jane
Boyce, left,
and director of
marketing Jen
Gramm at the
celebration of
Tru Vue’s 70th
anniversary, 
replete with a spectacular cake. Behind them is a display
commemorating Tru Vue’s history, 1946–2016, created by
Kosal Eang, Framed by Kosal, Monroe, CT.

continued on page 31

WCAF EXPO
continued from page 28

As part of the PPFA Presentation schedule,
Russ Wood of Grey Owl Framing in Lake-
wood, CO, gave attendees a demonstration
on how to paint bevels.

FEB17-News-WCAFstory-P3_Layout 1  2/22/17  6:23 PM  Page 1



ART WORLD NEWS PAGE 31

to date,” said Barry Dia-
mond, chief marketing offi-
cer. “With guest appear-
ances by Jane Seymour and
Sue Wong, in addition to a
special fine art display with
National Geographic Fine Art
Galleries, our booth was jam
packed with both returning
and new customers alike and
we couldn’t be happier with
the results.”

First-time exhibitor Se-
cureHang of Norwalk, CT’s
Carl Ferraro said, “For Marc
Fattahi and I the show was
the culmination of two years
in the development of the
SecureHang product lines.
The WCAF Expo was the
perfect place to launch 
SecureHang as it gave us
the opportunity to meet and
receive feedback from both
distributors and customers
from China, Japan, England,

Ireland, Australia, Canada,
and the U.S. I doubt there is
any other venue where I
would have been able to 
encounter the
same net-
working expe-
rience.” He
said Secure-
Hang looks
forward to 
e x h i b i t i n g
next year. 

D D B C
Products of
Wheeling, IL,
sister com-
pany to Cres-
cent, was
also exhibiting
for the first time. The com-
pany presented its large for-
mat printing capabilities
and possibilities on mat-
board, acrylic, aluminum,
wood, and other substrates,
and got a lot of great feed-
back, according to the com-
pany’s Scott Dvorak. 

A significant product re-
lease was made by
Michelangelo Moulding
which introduced 74 new

items, and expanded into
additional finishes. Omega
Moulding, which launched
five new collections, found
the show to be about the
same as last year’s in terms
of business, according to
David Merzin. But this year,
he particularly noticed peo-

ple exploring different ways
to do business in the framing
industry, as well as new
faces. 

Groglass, the Latvia de-
veloper and manufacturer of
anti-reflective and other high
performance coatings on
glass and acrylic, presented
its Artglass products in
large framed pieces to show
attendees the difference
that Artglass UV 99, Preser-
vation Clear UV 99, and its
other products can make in
the protection and visualiza-
tion of artwork. Epson’s Jeff
Smith said, “We love this
show.” Among its introduc-
tions was the SureColor
P5000, 17-inch printer and
two new Legacy papers in
satin and matte.

On the art side, Studio El
launched a line of acoustic
dampening artwork that can 

continued on page 32
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continued from page 30

Deborah Salmon, WCAF
Expo show director; Bruce
Gherman, publisher, Picture
Framing Magazine; Sarah
Seamark, Editor in Chief, Art
World News. 

Objects:
1st: Sara Applegate, Apple-
gate Gallery, Vienna, VA.
2nd: Emily Bardwell, Metro
Frameworks, located in
Wheat Ridge, CO. 
3rd: Mark Richards, Repar-
tee Gallery and Frameworks,

American Fork, UT.

Mirrors:
1st: Malia Bolt, Purple House
Gallery, Gainesville, GA.
2nd: Mark Richards, Repar-
tee Gallery and Frameworks.
3rd: Michael Derr, Frame-n-
Art, Corrales, NM.

Textiles:
1st: Christian Harwell, Cyrus
Custom Framing, located in
Canton, OH.
2nd: Michael Mixon, Hanging
Around Hoover, Hoover, A.L
3rd: Christian Harwell, Cyrus
Custom Framing.

Documents:
1st: Michael Gluckman,
Around the Edge Unlimited,
West Palm Beach, FL.
2nd: Tara Wilson, Art and
Frame LLC, Wichita, KS.
3rd: Susan Gittlen, Whisper-
ing Woods Gallery located in
Holland, PA.

Art on Canvas:
1st: Mark Richards, Repartee
Gallery and Frameworks.
2nd: Mira Clanton, Fast-
Frame of the Palm Beaches,
Palm Beach Gardens, FL.
3rd: Dave Wetterstroem,
FrameMakers of Powell, lo-

cated in Powell, OH.

Art on Paper:
1st: Christian Harwell, Cyrus
Custom Framing.
2nd: Dave Wetterstroem,
FrameMakers of Powell.
3rd: Kristen Ling, A Framer’s
Touch, Forest Grove, OR.

Photography:
1st: Mel Reeder, Accent Stu-
dio, Cherry Hill, NJ.
2nd: Julie Walsh, WorkShop
Gallery, Toronto, Ontario.
3rd: Dave Wetterstroem,
FrameMakers of Powell.
Visit: www.larsonjuhl.com.

DESIGN STAR
continued from page 29

Fotiou 
premiered
the Sue
Wong
Home
Decor 
collection
of mould-
ing, a col-
laboration
with the
world
renowned
designer
Sue Wong.
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be gallery wrapped or fram-
ed for use in the healthcare
sector and other environ-
ments where noise reduc-
tion is needed. The
company’s art director Au-
tumn Bailey said, “We don’t
do many shows any more
and this is our biggest op-
portunity to present what we
have been up to in the past
year and showcase the
artists we work with and the
art products we produce. It’s
a way to meet people face-
to-face and have conversa-
tions which you remember—
e-mails can be forgotten.” 

As with many open edi-
tion print publishers, a focus
of the Wild Apple booth was
to inspire retailers with what
they can do in their stores.
“And they can let their cus-
tomers know that this can
translate into their homes,
and thus help to sell more,”
said Anita Petersen. Among
the company’s introductions
were the ethereal images of
photographer Keri Bevan.
Marta Wiley of Marta Wiley
Studios, who sold about 30
paintings priced $1,500 to
$2,000, said, “We had a re-
ally good show and put a de-
posit down for next year.” 

Jennifer Williams of Wall
Moulding said she was ex-
cited to see the mix of atten-
dees from all facets of the
industry. “From the show,
we have some great oppor-
tunities in the works over the
coming months. We met a

variety of customers from
the hospitality industry,
OEMs, frameshops, and
photographers. In addition
we had some great meetings
with potential new vendors.
It was a nice balance of cur-
rent, new, and prospective
customers. The overall mood
at the show
seemed to be
more positive
than it has been
in years.” Wall
debuted eight
new collections,
including Crete
and Farmhouse. 

Larry Neu-
berg of Framing
Fabrics noted
that the positive
a t m o s p h e r e
among exhibit-
ors and attendees was evi-
dent. “We were excited by
the number of new cus-
tomers that we were able to
meet with,” he said. “We
also found that the atten-
dees were well-informed,
and that the majority of cus-
tomers that we worked with
were new prospects.”

On the software side, at-
tendees flocked to booths
looking for new products
and demonstrations. Paul
Thomas of LifeSaver Soft-
ware said that the industry
has fully embraced the idea
of owning a point-of-sale
software. “People were
coming to our booth that
had been to some of the
classes and were repeat-
edly told by educators that
they really shouldn’t leave

the show without P-O-S
software. 

“We also noticed a
slightly younger crowd that
was more interested in
technology and business
than craft. Not that craft
isn’t important. But it was

refreshing to see business
people who love art and
want to make a decent living
at it, while adopting the lat-
est technology to reach
those goals.” 

Lifesaver released the Ge-
nius device by Cayan, a full
featured card processing de-
vice that takes Apple Pay
and Samsung Pay, as well as
EMV, pin/debit, and gift
cards with finger signature;
the LifeSaver app that allows
customers to use their
smartphone or tablet as a
passthrough for the visuali-
zation; and a conversion
function to enable existing
customers to move from
their desktop software to the
new Cloud-based software.

Jeannette King of Special-

tySoft was also happy to see
more new business owners
attending the show. “We had
good sales on the show floor
and met with many good
leads from new shops, exist-
ing shops with new owners,
existing independent frame-
shops ready for automation,
chains, and production/
wholesale framers. Face-to-
face input from customers
on what is working, as well
as ideas for improvement, is
invaluable.” SpecialtySoft
debuted its new customer
contact documentation mod-
ule, new business manage-
ment reports, and expanded
e-mail capabilities. 

Mr. Munnerlyn of Image
Conscious said that shows
like the WCAF Expo offer
the one-on-one connection
that is still so necessary in
the industry. “Business is
out there; there is a demand
for art and framing. It is a
matter of zeroing in on what
the public wants, developing
new product types, and
adapting to a rapidly chang-
ing world. 

“Given the ever-so-fast
digital and technological
world we live in, we can view
images on computers and
personal devices as soon as
they are produced. But,
touching, feeling, and seeing
true texture and color can
sell a product better than its
computer version; this is why
attending a trade show is still
important and necessary.”

Reporting by Sarah Seamark
and Koleen Kaffan.

WCAF EXPO
continued from page 31

Framing Fabrics owner Larry Neuberg,
left, and Rommel Villa who has been with
the company for 20 years.
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CALENDAR

March 30–April 2: The
Photography Show, Pier 94,
New York City. The Associa-
tion of International Photog-
raphy Art Dealers. Visit:
www.aipad.com.

March 1–5: The Art Show,
Park Avenue Armory at 67th
St., New York. Produced by
the Art Dealers Association
of America. Visit: www.art
dealers.org, (212) 488-5550. 

March 1–5: Volta NY, Pier
90, New York City. Pro-
duced by Merchandise Mart
Properties Inc. For details,
visit: www.voltashow.com.

March 2–5: The Armory
Show, Piers 92 and 94, New

York City. For details, visit:
www.thearmoryshow.com.

March 2 –5: Scope New
York, Metropolitan Pavilion,
125 W. 18th St., New York.
For more information, visit:
www.scope-art.com.

March 2 –5: Art on Paper,
Pier 36, New York City. Art
Market Productions. Go to:
www.thepaperfair.com or call
(212) 518-6912.

March 15–19: Art Boca
Raton, Research Park on the
grounds of Florida Atlantic
University, Boca Raton, FL.
Produced by Next Level
Fairs. For more details, visit:
www.nextlevelfairs.com.

March 15–19: Spectrum
Indian Wells, Renaissance
Indian Wells Resort, Indian
Wells, CA. Produced by
Redwood Media Group.
Contact Rick Barnett via e-
mail: rick@redwoodmg.com,
call (831) 747-0112 or go to
the website located at: www.
spectrum-indianwells.com. 

March 29–April 2: Af-
fordable Art Fair, New York
City, Metropolitan Pavilion,
125 W18th St., between 6th
and 7th Ave., New York.
Visit: www.affordableartfair
.com/fairs/new-york.

April 6–9: Dallas Art Fair
at Fashion Industry Gallery,
Ross Ave., Dallas. Produced

by the Dallas Art Fair Team.
For details, e-mail: kelly.
cornell @dallasartfair.com or
visit: www.dallasartfair.com.

April 21–24: Artexpo
New York, SOLO, and
FOTO SOLO, Pier 94, New
York City. Produced by Red-
wood Media Group. Contact
Rick Barnett via e-mail:
rick@redwoodmg.com, call
(831) 747-0112 or go to:
www.artexponewyork.com.

April 26–30: Art Market
San Francisco, Fort Mason
Center, San Francisco. Art
Market Productions. For
more information, visit: www.
artmarketsf.com or phone
(212) 518-6912.

everywhere in the world, al-
though not China.” At one
time she was mainly known
as an international artist, par-
ticularly in Japan where she
enjoyed great success. 

“Lately, I have focused on
the U.S. which is a strategic
decision. Even though the
market may not be as so-
phisticated as Europe, the
world looks to the U.S.” And
she intends to maintain the
pace of her workflow. From
the perspective of an artist,
she knows the importance of
evolving in order to stay rel-
evant. “So many artists have
their heyday, but can’t re-in-
vent themselves.” Produc-
tivity, she says, is part of the
process of staying fluid and

on the edge. Wiley’s mixed
media paintings sell for
$1,500 to $10,000. 

For further information,
visit: www.martawiley.com or
call Marta Wiley Studios at
(623) 824-2699.

“Happy” by Marta Wiley is
a mixed media painting with
a 30- by 40-inch image.

MARTA WILEY
continued from page 14

mouldings is $18 per month.
Both apps are available for
download from the Apple
App Store or from Google
Play.

When consumers view
the moulding and matboard
selections through the
vFramer app, they do not
see the suppliers’ names.
Mouldings are sorted by
color, veneer, and style,
such as modern, antique,
traditional, contemporary,
distressed, and so on. “The
best liked moulding wins.” 

Mr. Freitag, who has a
background in electrical engi-
neering, has been in the
framing industry since 1982,
He operates Sierra World-

wide, a moulding manufactur-
ing company based in Hong
Kong with manufacturing 
facilities in the Philippines
and China. 

At one time he was a 
leading supplier to Peter
LaMarche of LaMarche Mou-
lding, and as a tribute to the
late Mr. LaMarche he is using
the symbol on the iFramer
app of a red fleur-de-lis that
typically represents French
royalty.

For more information on
the iFramer program, visit:
http://iframer.club or e-mail:
info@iframer.com. 

For more details on the
vFramer program, go to the
website: http://vframer.com
or send an e-mail to:
info@vframerclub.com.

FRAMING APP
continued from page 16

FEB17-Calendar-Horiz-KSKK_Layout 1  2/22/17  5:24 PM  Page 1



PAGE 34 ART WORLD NEWS

WHAT’S HOT IN OPEN EDITIONS

Lily of Eucalyptus

“Lily of Eucalyptus” by Albert
Koetsier is available as print-on-
demand retailing from $15 to
$180. For further information, call
A.D. Lines in Monroe, CT, at
(800) 836-0994 or visit the web-
site at: www.ad-lines.com.

A La Mode – Melange

“A La Mode – Melange” by Emilie Ramon
measures 20 by 30 inches and retails for $68.
Image available in multiples sizes. Telephone
Rosenstiel’s, London, at (011-44) 207 352
3551, or go to: www.felixr.com.

Here are the 
best selling prints 
from the month of

January

City Bridge

“City Bridge”
by Aziz Kadmiri
measures 24
by 36 inches
and retails for
$44. Also avail-
able as print-
o n - demand .
Call Canadian
Art Prints, Rich-
mond, British
Columbia, at
(800) 663-
1166 for more
details, or

visit:www.capandwinndevon.com.

Winter’s Edge

“Winter’s Edge” by Tiffany
Hakimipour measures 36 by 
24 inches and retails for $30.
Phone SunDance Graphics, lo-
cated in Orlando, FL, at (800)
617-5532 for further information,
or go to the website located at:
www.sdgraphics.com.

Sunshine

“Sunshine” by Lisa
Audit measures 48 by
24 inches and retails for
$54. For further infor-
mation, telephone Wild
Apple in Woodstock,
VT, at (800) 756-8359
or go to the website located at: www.wildapple.com.

Fierce Grace

“Fierce Grace” by Tony Stromberg meas-
ures 24 by 18 inches and retails for $25. Also
available to resize and print on paper. For de-
tails, call Image Conscious, San Francisco,
at (800) 532-2333, or go to the website at:
www.imageconscious.com.
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Watercolor 
Landscape
“Watercolor Landscape” by
Cynthia Coulter measures 36
by 24 inches and retails for
$35. Call Roaring Brook Art
Company Inc., Tarrytown, NY,
at (888) 779-9055 or go to:
www.roaringbrookart.com.

Turn Left Can be Right

“Turn Left Can be Right” by Lars Van de
Goor measures 24 by 36 inches and retails
for $35. For further information, tele-
phone Galaxy of Graphics, East Rutherford,
NJ, at (201) 806-2100 or go to the website
located at: www.galaxyofgraphics.com.

Wild and Free

“Wild and Free” by Tammy Apple meas-
ures 12 by 16 inches and retails for $12.
Telephone Sagebrush Fine Art, Salt
Lake City, Utah, at (800) 643-7243 for
more details or visit the company’s web-
site at: www.sagebrushfineart.com.

Primavera Floral I

“Primavera Floral I” by Marietta Cohen
measures 24 by 12 inches and retails 
for $20. For more information, phone 
Bon Art, located in Norwalk, CT, at (203) 
845-8888, or visit the website located at:
www.bonartique.com.

Modern Medallions IV

“Modern Medallions IV” by June Erica Vess
is an open edition giclée measuring 16 by
16 inches, retailing for $30. For further in-
formation, call World Art Group in Rich-
mond, VA, at (804) 213-0600 or go to the
website at: www.theworldartgroup.com.

2016 Football National Champions

“2016 Foot-
ball National
Champions”
by Christo-
pher Gjevre
has an image
that meas-
ures 40 by
13 1/2 inches and a retail price of $30. Call Blakeway Worldwide Panoramas
Inc., located in Minnetonka, MN, at (800) 334-7266 for more information, or go
to the website at: www.panoramas.com.

Here are the 
best selling prints 
from the month of

January
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“Do All Things with Love” 
by Sarah Gardner

Image Size: 16” x 20”
$18

OPEN EDITION PRINTS

PAGE 36 ART WORLD NEWS

E-MAIL: 
sarah@sundancegraphics.com
9564 Delegates Dr., Building B, 

Orlando, FL 32837

SunDance Graphics

E-MAIL: customerservice@editionslimited.com
4090 Halleck Street, Emeryville, CA 94608

“Technicolor Trees 1”
(One of a set of three) 
by E. Loren Soderberg

Image size: 24” x 24”
Retail price: $35 
Available as 

Print On Demand 
on paper and canvas. 

Editions Limited

800.852.3662
www.gangoeditions.com
E-MAIL: info@gangoeditions.com

2187 NW Reed St., Portland, OR 97210-2104

“Casa 
Blanc II” 

by 
Jeni Lee

Image Size: 
48” x 24”

Gango Editions

“Magnificence” 
by 

Beth A. Forst
Image Size: 

32” x 24”
$32

Image Conscious

800.532.2333 
www.imageconscious.com

“Bad Girls” 
by Tony

Stromberg
Image Size: 

36” x 24”
$35

Image Conscious

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

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

“Repose”
by E. Jarvis
Image Size: 
26” x 26”

Also available as 
a custom size giclée.

800.942.3323
Fax: 714.996.4153

Haddad’s 
Fine Arts Inc.

800.532.2333    
www.imageconscious.com

407.240.1091
www.sdgraphics.com  

www.sundancegraphics.com

800.228.0928
www.editionslimited.com
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Small Ad

Classified Advertising Works
To learn more about affordable 

advertising rates in 
Art World News magazine, 

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

BIGResults
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