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Opera Gallery, New York, with Andy Denzler’s work. Page 12.

While the retail climate for 2016 resembled a pendulum, going
up and down each month, the year is ending on an upswing.
Many consumers are finding that they have more money to
spend as a result of lower unemployment, higher wages, and
lower interest rates and gas prices. Art and framing retailers
have taken notice and are sharing what has worked for them
this year and how they can use those strategies to enhance
sales in 2017. Sales are im-
proving at Fort Worth, TX-
based Milan Gallery as the
presidential election cycle 
has come to a close, and
owner Tal Milan says that
what he takes into the new
year is that his audience for

marketing has become more
refined. “I’m learning for 2017
to be more specific on mail-
outs and not use a general 
list for specialty type shows,”
he says. “People appreciate
more targeted attention and

2016 LESSONS TO
RING IN THE NEW YEAR

THE INDEPENDENT NEWS SOURCE

QUOTE OF THE MONTH:
“Our focus has been customer
service and offering unique prod-
ucts and services—both have led
to increased sales at the design
counter. We’ve gained new cus-
tomers that typically would not
custom frame.” Del Bloss, page 10.

THE MAGIC OF
DISNEY FINE ART

In recognition of the popu-
larity of its Disney Fine Art 
collection of hand-signed
limited edition prints and
originals, Collectors Editions
has moved to build on that
success by introducing
entry-level work. The idea is
to help galleries attract new
Disney Fine Art collectors
and then grow them into
higher end purchasers. Full
article begins on page 16.

HUGO GALERIE TO
CONTINUE A LEGACY

Hugo Galerie has opened 
in SoHo in the same space
that was occupied for many
years by Axelle Fine Arts 
Galerie. Hugo Galerie foun-
der Reco Sturgis, intends to
carry on the legacy. Page 10.

INSIDE THIS ISSUE:
FOCUS ON FRAMING

Custom framers discuss
the benefits of adding 
corporate/commercial acc-
ounts and give tips on how 
to get the pricing right and
handle the volume, page
24. Tru Vue announces the
finalists in its Tru Frame-
able Moments Framing
Competition, page 18. The
history of Groglass is on
page 22; and New Framing
Products, pages 32–33.

WCAF EXPO: SO MANY
OPPORTUNITIES

A preview of the WCAF
Expo, National Conference,
and PPFA Convention in
Las Vegas in January, 
and the many events and
learning opportunities, is
presented on page 20.

continued on page 10
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Artwork featured is 
Matthew Cutter’s

“Rising Through the Fog,”  
an acrylic painting 
measuring 60 by 40 

inches, available from 
Cutter & Cutter Fine Art. 
Go to page 18 for more.

Tru Vue Framing
Contest Finalists

Tru Vue has tallied the votes
for its Tru Frameable Mo-
ments Framing Competition
and three finalists have been
named to show their pieces
at the WCAF Expo in Las
Vegas where Tru Vue cele-
brates its 70th anniversary.

Page 18

WCAF Expo: So
Many Opportunities

The 2017 WCAF Expo, a
three-day, trade-only event in
Las Vegas, January 23 –25,
featuring over 180 exhibitors
is held in conjunction with the
National Conference offering
more than 100 seminars, and
the PPFA Annual Convention.

Page 20

INSIDE THIS ISSUE
Thomas Charles’
New Russian Artists

Thomas Charles Editions in-
troduces six Russian artists
to the U.S. market, making
their work available as oil
paintings and giclée prints in
small editions, priced to bring
in new buyers and help them
grow their collections.

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

Art Recovery
Launches Artive 

Art Recovery International
has expanded its ArtClaim
database project with the
formation of Artive, a central,
not-for-profit data resource
with pertinent application to
due diligence practices in the
commercial art market. 

Page 14

Groglass’ 
Technology Roots

Groglass, supplier of spe-
cialty glazing products such
as cold storage, electronic dis-
play, and architectural appli-
cations, as well as museum
showcases and picture fram-
ing, has a history extending
back about half a century.

Page 22
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IN OUR OPINION

After an election cycle
that meant everything to
many, or nothing to a few,

we’ve all gone back to work
scratching our heads wondering
how it will affect our businesses.
As a political outsider has come
to establish a new political ma-
chine, the history books offer lit-
tle guidance to predict how the
art and framing industry will fare
over the next four years. So, as
with a child’s wide-eyed Christ-
mas list to Santa, here is a grab
bag of what we may expect.

Lower Taxes for small busi-
nesses: If campaign rhetoric is a
barometer, this seems to be
only a matter of “when and how
much” not “if.” This could only
add to the cashflow of the indus-
try and allow for a long overdue
increase in investment by sup-
pliers and retailers.

Regulation of Imports: The
tidal wave of copyright infringing
material from Asia has been a
double helping of coal in the in-

dustry’s stocking for a very, very
long time. If the government’s
renewed focus to upend this
trend is successful, it could
greatly improve the landscape
for a large swath of the industry.

Redistribution of Commerce:
If the new regime sticks to its
claim to make decisions in a
more business-like manner,
there will be winners and losers.
Consequently, the flow of
money will shift across the
country. Government will spend
differently, industries may pros-
per or suffer, and the capital
markets left guessing. 

Psychological Bounce: Al-
though it is early days, the
broad-based economy is buoy-
ant. Pre-election fears have yet
to manifest in a lack of confi-
dence among CEOs and con-
sumers. One feature of this
administration is speed. Even if
art galleries and frameshops’
cautious nature advises them to
be careful of what they wish for,
they won’t have to wait long to
see the result.

NOW THAT WE’VE
SEEN THE END OF
THE MOVIE, WHAT
DOES IT MEAN?

John Haffey
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Somerset House,
Fulshear, TX, is
representing the
work of H.C.
Zachry as open
edition canvases
with optional fra-
ming in its Water-
mark collection.
The artist has
many business
interests in the
Abilene/Dallas
region and is a
community advo-
cate. He owns Zachry Studio/Gallery, is chairman of Zachry
Associates, and CEO of Zachry Publications. This diversity
carries over into his paintings of scenes that pack an 
emotional punch from across the U.S. and Europe. For 
more details on his new releases, contact Watermark by
Somerset House at (800) 444-2540; visit: www.watermark
collection.com or go to: www.somersethouse.com.

Somerset House Presents Zachry 

“The Big Lonesome” by H.C. Zachry is
available as a canvas print with a 30- by
20-inch image and recommended retail
price of $239, unframed; $420, framed. 

The Studio Museum in
Harlem, NY, has award-
ed Derrick Adams with
the prestigious Joyce
Alexander Wein Artist
Prize that honors
artists of great vision,
innovation, and prom-
ise. Adams has just
produced two new
silkscreen editions,
“Turtle Floats” and
“Shark Float,” shown,
in the Publishing Resi-
dency Program at the
Lower East Side
Printshop in Manhat-
tan. The images, de-
picting African Americans relaxing in a pool, simply being, are
from the series Float on exhibit at Vigo Gallery in London, Eng-
land. For information on Adams’ work, contact the printshop
via e-mail: info@printshop.org or visit: www.printshop.org.

Studio Museum Honors Adams

“Shark Float” by Derrick Adams,
screenprint, 18 colors with collage
on the shorts; 30 by 30 inches,
edition of 16, retailing for $3,500.

Andrea Beren-
guer’s reputation
as an artist caught
the attention of
DE’s Rob Harris
who met with her
on his recent visit
to Spain. He was
impressed with
Berenguer’s inno-
vation and her
commitment to ex-
periment. This is
reflected in her
newest series of
work which high-
lights her love of
color and Expressionism. Inspired by 19th-century Neo-
Impressionist artists such as Paul Signac and George Seu-
rat, Berenguer references her mentors by infusing her paint-
ings with bright colors and pointillism, a technique in which
small dots of color are applied in patterns to form an image.
For more, e-mail: info@de-fineart.com or call (770) 300-9733.

DE Fine Art Partners with Berenguer

“Queen’s Pavilion Place des Vosges–
France” by Andrea Berenguer, oil on
canvas, 29 by 24 inches, from DE Fine
Art. Her work retails for $2,200–$3,100.

Wild Apple, Woodstock, VT, has signed Melissa Averinos
to represent her collection of landscapes, maps, still-lifes,
and abstracts as print-on-demand (POD) in multiple sizes
on canvas, poster paper, and fine art paper. Retail prices
range from $9 to $72. “Melissa is a multi-talented artist,”
says John Chester, co-owner of Wild Apple with his wife
Laurie. “Each piece is filled with texture and stunning color
that fits into today’s trend-forward homes.” For further 
information, telephone (800) 756-8359 or go to the com-
pany’s website located at: www.wildapple.com.

Wild Apple Signs Melissa Averinos

“Spring Woods” by Melissa Averinos is available as POD.
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MILAN GALLERY   
Giclée editions available upon request.  Open 7 days a week.
(817) 338-4278       www.milangallery.com

HENRIETTA MILAN

Milan Gallery, in business for five decades, presents Henrietta Milan’s 
original oil on canvas paintings. At this time, Milan Gallery is seeking two new gallery 
locations to represent her original artworks. Call us to represent this premier, and

proven, Impressionist painter’s work whose palette jumps off the canvas to 
catch the viewer’s eye.

Creations of Monet’s Pond, 30 by 48 inches

A Zeal for Nature, 30 by 40 inchesEuropean Countryside, 36 by 36 inches
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won’t attend just any show
that we have at the gallery.
This has allowed us to save
on postage and target the
correct audience with each
show.” Mr.
Milan has
also ex-
p a n d e d
some of the
g a l l e r y ’ s
services in
2016. It is
h a n d l i n g
m o r e
restoration
work for art-
work dam-
aged by
light, and it
has added
art hanging
for cus-
tomers. He’s also hosting
more unique events. “One
very successful first-time
event was a discovery show
where we picked 40 artists to
show out of 120
submissions. At
the opening re-
ception, we sold
over half of the
artists’ work
and were able to
find three new
artists for the
gallery that sold
four or five
pieces each. It
is getting harder
and harder to 
attract collec-
tors with dispos-
able income into
your business. You almost
have to have an event with a
big draw on top of the artist
and their work.” 

This can include hiring a
band, offering good food, or
having a wine tasting. “It al-
most has to be something
over and above the old meet-
and-greets with an artist.” 

Del Bloss, owner of Max
Black Custom Framing in
Granger, IN, also noticed that
refining things made cus-
tomers pay more attention
and helped to increase sales.

“One thing we did in 2016
was refocus our frameshop
by offering moulding choices
that clients wouldn’t find at
any other area framer,” he

says. “As a part of that, we
cut down on the number of
suppliers but increased the
hanging display for each
company we continue to
work with. We are also able
to use our unique selection
as a selling tool.” In an effort
to appeal to customers of dif-
ferent budgets, he added af-
fordable package pricing

options. “Our main focus has
been customer service and
offering unique products and
services—both have led to
increased sales at the design
counter. We’ve gained more

referral business and
new customers that typ-
ically would not custom
frame.” To continue this
momentum, Mr. Bloss
plans on expanding his
relationships with de-
signers for both residen-
tial and commercial
projects, as well as con-
tinuing with package
framing while working to
expand its choices.”

Bart Watkins, owner
of Liz-Beth & Co., a
gallery and frameshop in
Knoxville, TN, says that

with so many options that
consumers are bombarded
with it has been best to offer
products that can not be eas-
ily found on avenues, such as

A m a z o n .
“We have
tried to avoid
mass pro-
duced items
that we can
be easily un-
dersold on,”
he says.
“What has
worked in
2016 is fo-
cusing on
custom work.
This, of
course, in-
cludes fram-

ing but we chose to focus
more on specialty work like
shadowboxes, quilts, memo-
rabilia, and collectibles. Also,
we have a fine art printing
business in our gallery so we
were able to leverage that
into a photo restoration and
archiving business.”

HUGO GALERIE OPENS IN
SOHO TO CONTINUE THE
LEGACY OF AXELLE
FINE ARTS GALERIE

NEW YORK—Hugo Galerie
has opened in SoHo in the
same space that was occu-
pied for many years by Axelle
Fine Arts Galerie at 472 West
Broadway. Hugo Galerie
founder Reco Sturgis, who
was previously director of 
Axelle Galerie in SoHo, says,
“It is my goal to carry on the
legacy.” Axelle, founded in
1998 by Bertrand Delacroix,
established itself as a crucial
part of the New York City art
scene. After Bertrand’s 
passing in 2015, Axelle 
permanently closed. Hugo 
Galerie is representing many
of Axelle’s artists, as well as
seeking out new ones work-
ing in a similar aesthetic. 

Mr. Sturgis has named his
gallery after Bertrand’s pug
dog Hugo, just as Axelle was
named by Bertrand after one
of his father Michel
Delacroix’s dogs. Both Michel
and Fabienne Delacroix’s
work is represented at the
gallery along with more 
than a dozen other artists 
including Philippe Charles
Jacquet whose “Le Parasol
Juane,” oil on board, with a
39 1/2- by 39 1/2-inch image,
is shown. His paintings retail
for $3,500 to $17,000, while
prices in the gallery range up
to $110,000 for work by
Michel Delacroix. To reach
Hugo Galerie, call (212) 226-
2262 or visit the website:
www.hugogalerie.com.

ART WORLD NEWSPAGE 10

LESSONS LEARNED IN 2016

continued on page 12

Milan Gallery offers the work of many different artists,
including the fine art photography of Bob Callender.

The 2,500-square-foot Liz-Beth & Co. in Knoxville, TN, is a
gallery with an in-house frameshop.

continued from page 1
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Jack Rutberg, owner of
Jack Rutberg Fine Arts Inc.,
Los Angeles, in business
since 1979, has seen a lot of
retail trends come
and go. “Little seems
to change in our ap-
proach from year to
year, although we 
find ourselves spend-
ing far too much 
time these days with
social media and 
e-mailed newsletters
than the personal 
letter writing and call-
ing that drove our
communications in
the past,” he says. 
“I don’t see that
changing, although
I’m saddened by that.
The joy is in the shar-
ing and ‘virtual’ does not
offer what ‘actual’ can. Our
exhibitions are inspiring to
those who make the leap
from their iPhone and enter
the physical realm of our
gallery space.” The changing
world has historically played
a big role in
the psyche
of consumer
buying. 

“This past
year has been
challenging
in one re-
spect, the
e l ec t i ons .
No matter
the outcome, it has altered
people in ways that’s been
surprising. People need to
feel reassured again. Art can
offer a sense of this, but
these days too much empha-
sis is placed on economics
and celebrity, and art is often
last. Throughout history, the
most significant art endeav-
ors have been the exception
rather than the norm,” Mr.
Rutberg continues. “I just
hope to be fortunate to tap

into a wee bit of that realm
and hope there will be a 
public that might also be 
an exception to the norm.
But then, we’re merchants
and champions of illusion, 
so who knows.”

Creating a unique body of
work has been ArtInsights
owner Leslie Combemale’s
main pursuit at her Reston,
VA, gallery. One such project
is the Art Outsiders series of
original portrait work by Ten-
nessee Loveless and its sub-

sequent Borderline Series 
of limited editions. “This year
has been about focusing on
art that we offer exclusively
and over which we have pro-
prietary control,” Ms. Comb-
emale says. “Gone are the
days that we have to com-
pete with the wholesale com-
panies that also promote at
retail. It’s time for savvy art
gallery owners to leverage
their own knowledge of the
marketplace and feature

works that benefit them and
the artists, not primarily the
wholesale companies.”  

Using her current stable of
artists, she has been able to
work directly with them to

create some-
thing that is
new and sou-
ght after by
co l l ec to rs .
“I’m not so
much bringing
in new artists
as I am dis-
covering what
projects my
gallery can do
exc lus ive ly
with them. I’m
also finding
avenues of
p r o m o t i o n
that bridge IRL
(in real life) in-

teractions and social media
advertising.” This takes a dili-
gent study of marketing and
industry trends. “We are
thrilled to be doing better this
year than the last—up 20%
—and very proud of the proj-
ects we are developing be-

cause we feel
that the new
art market can 
benefit both
artists and
small busi-
nesses as
much (or
more) than
the big, mon-
eyed galleries
of the past.” 

ArtInsights has been par-
ticipating in more art fairs 
in an effort to present their 
exclusive artwork to a larger
audience. “We are starting
to do more art fairs, which
requires lots of research and
careful planning,” Ms. Comb-
emale says. “The art world 
is international, always, 
and we are constantly work-

OPERA GALLERY MOVES
UPTOWN IN NEW YORK
AND OPENS IN ASPEN

NEW YORK—Opera Gallery
with 12 locations worldwide,
opened a 4,000-square-foot
space on three floors on
Madison Avenue earlier this
year. At the same time, it has
opened a new Opera Gallery
in Aspen, CO, where many of
its clients vacation and have
second homes. It has also
moved its Florida gallery from
Bal Harbor to the Miami De-
sign District. Stephen Gross,
senior art advisor at Opera
Gallery Group, says the
Aspen gallery offers the 
opportunity to attract new
clients from the West Coast
where Opera Gallery does not
have a presence. Of the
Miami Design District loca-
tion, he says, “It is a new area
with a lot of restaurants open-
ing, and we wanted to be a 
pioneer—ahead of our time.”
This gallery is located on the
second level of The Palm
Court, a pedestrian plaza 
and open air event destina-
tion, so named for its many
palm trees. 

Specializing in modern and
contemporary art, Opera
Gallery has locations in 
major international destination
cities: London, Paris,
Monaco, Geneva, Beirut,
Dubai, Hong Kong, Singa-
pore, and Seoul, as well 
as Aspen, New York, and
Miami. The debut show in 
its Madison Avenue location, 
at the corner of 67th Street,
was curated by Gilles Dyan,
founder and chairman of
Opera Gallery who opened 
in Paris and Singapore in
1994. The show featured
works by Warhol, Calder,
Chagall, Picasso, Weiwei,
and more. To reach Opera
Gallery in New York, call
(646) 707-3299; for more 
on the artists represented,
visit: www.operagallery.com.

ART WORLD NEWSPAGE 12

continued on page 18

2017 STRATEGIES
continued from page 10

ArtInsights located in Reston, VA, features animation
and film art, as well as contemporary art, which will be
expanded in the new year.

R. Michelson Galleries has been in business for over 35 years.
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Thomas Charles Editions is
officially introducing six Russ-
ian artists to the U.S. market,
making their work available to
galleries as oil paintings and
giclée prints in small editions.
Three of them have been
known for some time to Tom
Barnes, owner of Phoenix-
based Thomas Charles Edi-
tions, and three are brand
new. The six are Alexander
Akopov, Alexey Alexandr-
ovich, Anastasiya Matveeva,
Constantin Lvovich, Dmitri
Annenkov, and Evgeniy Mon-
ahov. Mr. Barnes feels that

now is the time to officially
launch them. “In the art busi-
ness we have all suffered
since the Great Recession.
And this year has been par-
ticularly difficult because it is
a presidential election year. I
have been through five or six
in my career, and they have
an impact on the buying pub-
lic. They don’t spend so
much on discretionary items.
It colors people’s thinking.” 

When we talked in early
November, Mr. Barnes said
he already saw people begin-
ning to loosen up even be-

fore the election
result. “People
are just beginning
to get back to
normal spending
patterns.” About
four months ago,
Mr. Barnes vis-
ited Moscow and
St. Petersburg,
“and came back
with a very nice 
assortment of
subject matter
and styles.”

Their work will
be priced at a
level that gives
galleries the op-
portunity to get
buyers in at an
entry level of col-
lecting fine Russ-
ian art and grow their
collections up to the level of
his artist Alexei Butirskiy
whose prices have risen ex-
ponentially over the 15 years
that he has been represented
by Thomas Charles Editions.
“Butirskiy’s work was imme-
diately received in a highly
positive way in 2001 when
we were selling his paintings
for $5,000–$6,000. Today
they go for $55,000 to
$ 6 0 , 0 0 0 ,
and one of
his oils just
sold for
$70,000. In
today’s mar-
ket, people
recogn ize
quality and
are willing to
pay for it,”
he says.

Butirskiy
expanded
into other
mediums that are offered at
more affordable prices, in-
cluding watercolor and
acrylic. Now Thomas Charles

Editions can
supply gal-
leries with oil
pain-tings by
e m e r g i n g
artists that
have compa-
rable talent
with Butirskiy.
What is
unique about
these artists
is that they
are all gradu-
ates of the
most presti-
gious art
academies in
Moscow or
St. Peters-
burg. Those
who graduate
these acade-
mies have put

in as much time as a medical
doctor in the U.S. prior to
taking their residency, notes
Mr. Barnes. 

“There are very difficult
requirements to get ac-
cepted at these academies,
and every year there is a
paring down process. They
can continue the last three
years only if their professor
invites them back. Classes

are very small, and they
don’t want people wasting

NON-PROFIT ARTIVE IS
LAUNCHED AS IMPARTIAL
SERVICE TO IDENTIFY
CLAIMS OR TAINTS 
ATTACHED TO ARTWORK

LONDON, England—Art 
Recovery International,
provider of research, dispute
resolution, and art recovery
services, has expanded its
award-winning ArtClaim
database project with the 
formation of Artive. This inde-
pendent non-profit organiza-
tion has a mission to protect
and preserve the world’s cul-
tural heritage through the use
of technology. By providing a
central, not-for-profit data re-
source, Artive will create a
new permanent platform 
preserving cultural heritage. 

The Artive database system
and records will also have a
pertinent application to due
diligence practices in the com-
mercial art market. Artive will
be the first not-for-profit, im-
partial service for identifying
claims or taints attached to
works of art. Lawyer Christo-
pher A. Marinello will continue
to head Art Recovery Interna-
tional, and will serve on
Artive's advisory board. In a
statement, he says, “This 
partition fulfills our promise to
the art market to create an
ethical source for due dili-
gence totally devoid of con-
flicts of interest. Those who
discover a match or title dis-
pute when using the Artive
Database can engage their
own lawyer, expert, or law en-
forcement official to aid in the
recovery or restitution of an
object. With over $500 million
worth of artwork recovered
over the years, I am confident
that victims, dealers, insurers,
and collectors will continue to
reach out to Art Recovery In-
ternational to help resolve dis-
putes over title to fine art.” For
Artive, go to: www.artive.org;
for Art Recovery International:
www.artrecovery.com.

ART WORLD NEWSPAGE 14

THOMAS CHARLES’ NEW RUSSIAN ARTISTS

“Adoncia” by Anastasiya
Matveeva is a giclée on
canvas in an edition of 95
with a 24- by 35-inch image
retailing for $2,175.

“Boulangerie Viennoise” by Alexey Alexan-
drovich is an oil on linen, with a 30- by 20-
inch image retailing for $8,500.

“Music in My Head:
Dancing” by Evgeniy
Monahov, giclée on can-
vas, 17 by 32 inches, 
retailing for $1,850.

continued on page 28
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In recognition of the popular-
ity of its Disney Fine Art 
collection of hand-signed
limited edition prints and
originals, Collectors Editions
moved to build on that suc-
cess by introducing entry-
level work. The idea was to
help galleries attract new
Disney Fine Art collectors
and then grow them into
higher end purchasers.
“Through speaking with our
galleries we learned there
was a demand for entry level
Disney Fine Art,” says Kur-
tis Estes, operations man-
ager. “We listened and
created Treasures on
Canvas. Then we heard
from galleries that they
wanted to go up another
level, and we introduced
the Silver Series.”

• Treasures on Canvas
are gallery wrapped;
they are petite in size
and are limited to edi-
tions of 1,500, with a
retail price of $125.

• The Silver Series is
slightly larger; they
come custom framed
with a silver plaque in
limited editions of 500,
retailing for $250.

• Hand-Signed prints in
small editions, with larger
images, many hand-embel-
lished, have retail prices
from $395 to $1,200.   

“ T h i s
three- tiered
approach to
product de-
velopment
is not only a
great way
for us to
find gal-
leries, but
also for our
galleries to
find collec-
tors,” says
M i c h a e l
Young, co-
owner with Tim Dickson of
Collectors Editions. 

“I always say that with
Disney Fine Art comes Dis-
ney branding. In other words,
having the Disney name as-
sociated with your gallery in-

stantly creates a more wel-
coming and familiar environ-
ment for people who may not
normally venture into an art
gallery for whatever reason,
be it the fear of aggressive
salespeople, or concern over
their own lack of knowledge
in art history. By coupling your
gallery with the Disney brand,
you are thereby inherently
going to attract a broader au-
dience, and thus increase
foot traffic into your gallery,”
says Mr. Young.

Through the three-tiered
program, galleries can now
cater to a large section of po-
tential collectors who were
previously excluded due to
the lack of an entry-level
price point that is provided by
the Treasures on Canvas.
And by setting the price of
the Silver Series at an afford-
able $250, “not only are we
making the step from Treas-

ures on Canvas to
Silver Series an eas-
ier one to make, but
we’ve noticed that
more collectors are
willing to take the
larger step from the
Silver Series to
Hand-Signed prints.
These editions are
the gold standard of

UNITY MARKETING’S 
PAM DANZIGER NAMED 
TO LEADERS IN LUXURY
AND DESIGN PANEL

STEVENS, PA—The Home
Trust International has
named Pam Danziger,
founder of Unity Marketing,
to its prestigious panel of
Leaders in Luxury + Design
in recognition of her leader-
ship in market research 
serving the luxury home 
furnishings industry. Founded
in 2012, the Palm Beach, FL-
based Home Trust is an invi-
tation-only network of
companies that brings to-
gether the finest resources for
the home. It includes design
professionals, artisans, manu-
facturers, and advisors that
serve those who value design
and quality. Ms. Danziger
says, “It’s an honor to be
ranked among the luxury 
industry’s thought leaders.
Marketing starts with under-
standing the customer, and
that is my focus at Unity Mar-
keting.” The speaker, author,
and market researcher spe-
cializes in the market seg-
ment representing the world’s
most influential consumers.
The Home Trust International
offers a digital design center
and resource for high net
worth individuals, and oper-
ates in over 15 countries, as
well as in major wealth mar-
kets in North America.

In related news, Ms. Danziger
will be participating in Luxury
Daily’s fifth annual Luxury
Market Outlook conference in
January in New York when
she is scheduled to speak on
the shifting priorities, needs,
and expectations brought
about by the evolving luxury
consumer market and new
generational demographics. 

For The Home Trust Interna-
tional: www.thehometrust.com;
for Unity Marketing: www.
unitymarketingonline.com.
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“Don’t Be a Square” by Tom Mat-
ousek is a framed canvas edition
of 500 with an overall size of 
23 1/2 by 23 1/2 inches retailing
for $250. This piece is from the
Silver Series collection.

“Family Movie Night” by Michelle St. Laurent
is a framed canvas edition of 500 with an
overall size of 28 1/4 by 16 1/4 inches and a
retail price of $250. This piece, with a silver
plaque, is from the Silver Series collection.

“Mickey’s Creative Journey” by Tim Rogerson, a giclée on canvas,
edition of 1,500, measuring 24 by 8 inches, retailing for $125, from
the Treasures on Canvas collection, is available gallery wrapped. continued on page 22
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Tru Vue has tallied the votes
for its Tru Frameable Mo-
ments Framing Competition.
Three finalists have been
named to
show their
pieces at the
West Coast
Art and Frame
Expo, January 23 –25, in Las
Vegas. The finalists are: Jan
Falter of Frame Depot in
Grand Junction, CO;
Francine Hackerott of Frame
and I in Prescott, AZ; and
Andrea Tucker-Hatch of
Cabinet of Curiosities in
Stettler, Alberta. They were
chosen by popular vote for
framing packages that cap-
tured the essence of a Tru
Frameable Moment. 

The three finalists will
compete for two awards:
• Fan’s Favorite: Recipient
of the most votes from
WCAF Expo attendees
and online voting. The
winner will receive a $500
gift certificate to experi-
ence their own Tru Frame-
able Moment.

• Best in Show: Judges’
Choice (Grand Prize):
Chosen by a panel of cus-

tom framing experts. The
winner will receive a Tru
Frameable Moment Expe-
rience package, with a

$2,000 travel voucher and
a $1,000 gift certificate to
make the moment happen.

“Incorporating the Tru
Frameable Moment concept
into this year’s competition
showed how well custom
framers can connect with
their communities,” says
Jen Gramm, director of mar-
keting at Tru Vue. “We had
so many impressive entries
that not only reflected a high
level of design talent and
craftsmanship, but also a
passion for telling cus-
tomers’ personal stories.”

70th Anniversary
Party in Vegas

WCAF Expo attendees
are invited to visit the Tru Vue
booth #605 and vote for their
preferred entry to win the

Fan’s Favorite Award. And
while you are there, says Ms.
Gramm, pick up an invitation
to the Tru Vue 70th anniver-
sary party. All are invited to
celebrate with Tru Vue and
enjoy a free cocktail and hear
the Framing Competition re-
sults announced on Tuesday,
January 24, at 5 p.m. “We al-
ways look forward to the
WCAF Expo for the opportu-
nity to connect in-person
with our customers and oth-
ers in the industry,” says
Ms. Gramm, adding, “This
year is especially important
for us as we celebrate our
70th year in business.”

Tru Vue is a manufacturer of
high-performance glazing
products for the custom pic-
ture framing and museum
markets. Tru Vue is a leader
in both UV protection, as well
as anti-reflective and spe-
cialty glazing products for
these markets. The company
is located in McCook, IL, and
Faribault, MN, and is a sub-
sidiary of Apogee Enter-
prises, Inc. (Nasdaq: APOG).
For more information on Tru
Vue, visit the company’s
website: www.tru-vue.com.

MAJOR EXHIBIT OF WORK
BY MATTHEW CUTTER AT
CUTTER & CUTTER’S NEW
PONTE VEDRA GALLERY

PONTE VEDRA BEACH, FL—
A major exhibition of new orig-
inals by Matthew J. Cutter
took place at Cutter & Cut-
ter’s newest destination for
art lovers in Sawgrass Village
in early December. The firm,
which has operated in St. 
Augustine for nearly two
decades, presented over 50
oil, acrylic, and watercolor
paintings, celebrating the
popularity and success of one
of the gallery’s founders and
partners, Matthew J. Cutter.
Shown is “Light and Shadow,”
oil, 60 by 60 inches. 

“We are a family business
that delights in bringing things
of lasting beauty to our
friends and neighbors and all
those who enjoy the finer
things in life,” says Len Cut-
ter, president and proud fa-
ther of the award-winning
artist who has now achieved
a national following. Matthew
Cutter went on to say, “This
show is a celebration of not
only that beauty which sur-
rounds us but, in a way, it is
also a celebration of our new
gallery in Ponte Vedra Beach
and is filled with a feeling of
excitement about the future.”
His prices range from $700
for a framed 5- by 5-inch
piece up to $19,000 (framed)
for a 60- by 60-inch painting.
For information, call the
gallery at (904) 395-3759 or:
www.cutterandcutter.com.
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ing to build a stronger clien-
tele across the globe. The
Web is making it easier, but
it’s essential to offer a physi-
cal presence and meet the
clients so they feel a personal
connection and trust in our
ability to grow their collection
with integrity and insight. The
trick is to pay attention to the
way the market shifts as
events occur, altering public
perception and influencing
culture, sometimes very rap-
idly. We always have to be
prepared, but flexible. That’s

the secret to small business
success.”

At Westport River Gallery
located in toney Westport,
CT, co-owner Ken Warren
says that the key to success
lies in one’s ability to adjust to
change and know what your
competition (in all forms) is
doing. “Being open to new
ideas and going outside of
our comfort zone seems to
have paid off, at least for
now,” he says. “Selective
discounts have helped and
make relationship building
easier. If Macy’s can offer in-
credible deals to compete

with Amazon, then frame-
shops and galleries need to
rethink their methodologies,
too. Business will never be
what it was, but understand-
ing the new reality puts it in
perspective. Being open 9 to
5 only five days a week is so
20th century. But why stay
open after 3 p.m. on Fridays
when people just want to get
home? Rethinking what you
do and how, is vital. If clients
are out on Sunday, you have
to be open.”

Mr. Warren states that sales

2017 STRATEGIES
continued from page 12

continued on page 28

NOV16-News-TruVue-KSK_Layout 1  12/14/16  11:17 AM  Page 1



FullPageAdTemplate_Layout 1  9/28/16  12:21 PM  Page 1



The WCAF Expo in Las
Vegas, January 23–25, offers
a rare opportunity in that it
brings together all facets of
the art and framing industry
under one roof. From small
retailers to the large OEM
and Big Box buyers, atten-
dees come from worldwide
to see what is new in terms
of art and framing-related
products and equipment; to
participate in the many edu-
cational seminars and work-
shops, and to network.
Produced by Hobby Pubco,
the three-day trade-only
event at the Paris Hotel &
Casino is held in conjunction
with the National Conference
which begins a day earlier on
January 22, offering over 100
seminars and workshops.
The PPFA Annual Convention
also takes place at this time,
with networking events, sem-
inars, and CPF, MCPF certifi-
cation. A bonus for exhibitors
and attendees is that the
show will coincide with the
Las Vegas Market at World
Market Center which runs
January 22–26. 

The WCAF Expo will fea-
ture over 180 exhibitors. At
press time, some 45 coun-
tries were represented by
registered attendees and ex-
hibitors. “We are seeing a
growth in the international
presence,” notes show direc-
tor Deborah Salmon. There is
a noticeable increase in digital
imaging and printing compa-
nies. Many photographers
were walking the 2016 show,
and within the art and framing
industry there is also consid-
erable interest in digital print-
ing that is reflected in the
seminar offerings with a light-
room class and another print-
ing class added. Two special
events also relate to photog-
raphy: Nighttime Photogra-
phy, an instructive walk along

the Las Vegas Strip on Sun-
day evening; and Landscape
Photography, Valley of Fire,
expedition on Tuesday. 

“We have also expanded
at the higher end into special-
ized services,” Ms. Salmon
says, with the Society of

Gilders presenting a class for
the first time at the show on
the art of verre églomisé, gild-
ing and painting on the back
of glass. There are nine new
speakers for this show, and
Larson-Juhl, Tru Vue, Cres-
cent, and the Nielsen Bain-
bridge Group are all providing
new courses. The latter is
bringing a class on Innova-
tions in Preservation; Tru Vue
is sponsoring Ken Baur’s
class: Retail Boot Camp, 
Business Operations, among
others; and Crescent is spon-
soring industry consultant
Greg Perkins’ seminar: Maxi-
mize Every Customer’s Expe-
rience. The speaker at the
PPFA’s Keynote Luncheon on
The Inspiration Behind the
Design is  Paula Jackson
from Larson-Juhl. ”So we are
seeing an increased focus on
creativity to stand out from
the competition,” notes Ms.
Salmon. Social Media and
Digital Storytelling, a seminar
also sponsored by Larson-
Juhl, is showing a high enroll-
ment rate.

A major highlight of the
show will be the fifth edition
of Design Star: Framing Edi-
tion, hosted by Larson-Juhl

on Monday evening with
awards presented to the
top three winners in
seven categories, repre-
senting hundreds of
frame designs—and the
2017 Design Star an-
nounced. Then, on Tues-
day at 5 p.m., Tru Vue
hosts a celebration at its

booth of its 70th anniversary
and announces winners of its
Tru Frameable Moments
Framing Competition. New
this year, a cocktail hour is
being hosted on Tuesday by
the PPFA’s International
Framing Competition recog-
nizing the 2016 winners. Next
year, Wild Apple is sponsor-
ing the competition which will
have new parameters and an
extended reach.

Ms. Salmon comments on
the importance of attending
the show by saying, “In
speaking with retailers, the
opportunity to see new prod-
ucts and equipment is ex-
tremely important because
they (retailers) are always
looking for that competitive
edge. One small idea can
make a big difference when
they get back to their shop
whether it comes from a pur-
chase, a class, or a contact.”
Alexis Orlacchio, WCAF
Expo marketing communica-
tions coordinator, adds, “It is
hard to know what is going
on in the industry if you are
not on the show floor. Some-
thing will help you have a
profitable year—from walking
the show, attending a class,
or buying. It is really where
you need to be to understand
your industry and competi-
tion.” For registration and to
sign up for seminars, visit:
www.wcafshow.com.

RUTH DENT EXPANDS 
COLLECTING OPTIONS
WITH HER SCARF ART

ROCHESTER, England—In
recognition of the fact that
many collectors have limited
wall space, British artist Ruth
Dent is taking her art off the
wall to sell as limited edition
silk scarves with stories. An
artist at core, she founded her
brand Ruth Dent with the mis-
sion of transitioning ideas be-
tween paint, print, and thread.
She says, “Travels with my
scarf was born from the idea
of bringing my scarves to life
through their owners. My de-
signs are purposely limited to
ensure exclusivity and as
such my scarves are intended
to be ‘collectible’ pieces. All
my scarves start their lives as
paintings before working their
way onto silk scarves. Unlike
wall art, my creative designs
can easily be transported. By
wrapping my customers in a
work of art, I am effectively
enabling my art to travel and
gather its own stories and
memories.”

The silk scarves in editions of
100 or 480, measuring 53 1/2
inches square, retail for $225
and $175, respectively (at
press time currency rate).
They are packed in hand-
made, screen-printed packag-
ing, and come with a limited
edition label and story post-
card. For further information, 
send an e-mail to: ruth@ruth
dent.com, visit the website:
www.ruthdent.com or call
(011-44) 77-6782-4825.
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Groglass, supplier of spe-
cialty glazing products for
the picture framing industry,
headquartered in Riga,
Latvia, has a
history extend-
ing back about
half a century.
The company
derives its
technological
roots from AS
Sidrabe, a key
nano materials research
center for the Soviet aero-
space and defense sector
since 1962. After Latvia’s in-
dependence in 1991, AS
Sidrabe continued to make
production equipment to
meet the needs of technol-
ogy companies worldwide. 

In 2004, U.S.-based pri-
vate equity fund NCH, a ma-
jority shareholder in Sidrabe,
funded the creation of a pro-
duction company built on the
basis of Sidrabe’s technology.

Groglass was established
in 2004 and after the coating
equipment for its glazing

was designed, construction
began in 2007 on a produc-
tion facility. A year later, 
production started at the

Groglass fac-
tory in Latvia,
which is a Eu-
ropean Union
and NATO
m e m b e r
country. In
2014, a sec-
ond factory

was built in Riga, solely to
focus on picture framing.

Groglass products are
used in sectors such as cold
storage, electronic display,
and architectural applica-
tions, as well as museum
showcases and picture fram-
ing. They are exported to 45
countries including the U.S.,
Australia, Norway, Germany,
Switzerland, the Nether-
lands, France, and the U.K.  

Groglass’ products for
the custom picture framing
industry are:
• Artglass UV 99
• Artglass WW Protect 99

• Artglass WW UV 90
• Artglass WW
• Preservation Clear UV 99

Groglass chairman Alex-
ander Kelberg observes,
“Groglass’ success is based
on well-considered product
portfolio differentiation,
painstaking product research
and work development. How-
ever, the cornerstone of our
success is the skilled team
that works together. In ad-
vanced economies, one job
in the manufacturing sector
typically gives rise to about
eight more jobs in the serv-
ice industry, so we are
pleased to support almost
1,000 families and the Lat-
vian economy.”

For more information on
Artglass products, contact
Groglass, headquartered in
Riga, Latvia, via e-mail at: art
glass@groglass.com or go
to: www.groglass.com. Gro-
glass will once again be ex-
hibiting at the West Coast
Art & Frame Expo in Las
Vegas, January 23–25.

AN ARTIST TO FOLLOW:
JULIO REYES, 
REPRESENTED BY 
ARCADIA CONTEMPORARY

CULVER CITY, CA—
Widewalls, the international
magazine, blog, and
tastemaker for urban and
contemporary art, has 
selected Arcadia 
Contemporary's Julio 
Reyes as “One of the 10
American Painters Under 40
to Follow.” The magazine
states that the painters 
selected by their staff include
“some of the biggest discov-
eries that have been present-
ing groundbreaking works
during the last decade.” Of
Reyes, the magazine writes,
“Reyes is a true Master of
painting who manages to
achieve a delicate balance
between visceral realism and
ethereal concept in his
works.” Reyes’ “The Woven
Crown” is shown. The oil on
panel, 12 by 14 inches retails
for $7,900. His work ranges in
price from $2,900 to $60,000. 

Steve Diamant, owner of 
Arcadia Contemporary, notes,
“Reyes’ works depict quiet, 
intimate, and reflective 
moments, usually involving 
a solitary figure that enables
the viewer to project 
themselves into his paintings
and deal with the emotional
content that floods each 
of his works.” Visit: www.
arcadiacontemporary.com 
or call (424) 603-4656.
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our print pro-
gram. They are
for the more
discerning col-
lector who,
more often
than not, al-
ready has sev-
eral Treasures
on Canvas and
Silver Series
on their walls
at home, and
are now ready
to take their collection to the
next level.” 

All of the prints are made
in-house at Eclipse Workshop

under the supervision of mas-
ter printer Tim Dickson. “This

allows us to tightly control all
aspects of production, and en-
sures that our product meets
our high standards, as well as
those quality standards that

people have come to associ-
ate with the name, Disney. It

also allows us to be more
creative when developing
new product. With a
more discerning public,
and an ever-changing
print landscape, it is im-
perative that your prod-
uct be made with the
utmost attention to detail
and this, more than any-
thing, is why we’ve been
producing our own art
prints for over 30 years,”
states Mr. Young. 

For more information on
the Disney Fine Art collec-
tion, e-mail: sales@disney
fineart.com or visit the web-
site: www.disneyfineart.com.

“Memories of Magic” by Jim Salvati, a giclée 
on canvas, edition of 1,500, measuring 18 by 9
inches, retailing for $125, is from the Treasures
on Canvas collection, available gallery wrapped.

DISNEY FINE ART
continued from page 16
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A growing segment of the art
and framing business is the
addition of corporate, and/or
commercial, accounts. Many
custom framers are finding
that this expansion has led to
more revenue with less time
spent on the design as most
jobs require less decorative
framing. The challenges then
become pricing and the ability
to handle the volume. 

John H. Gaston, president
of Gastonart & Frame in
Shrewsbury and Northbor-
ough, MA, says that pricing
must be customized based on
the job, as each one varies.
“Something to really think
about is how you define corpo-
rate framing,” he says. “For
me it has always been those
jobs that require cost up-pric-
ing and are ultimately resold by
my client that can be design-
ers, decorators, etc. On the
flip side, if the local hospital
comes in with six certificates
to frame, that to me is retail
business, while to many, that
may be corporate work. That
type of job might be dis-
counted off my retail pricing,
but not as aggressively as
cost up-pricing. How each job
that comes in is defined is im-
portant when it comes to fig-
uring out the price.”

Mr. Gaston introduced cor-
porate work into his retail envi-
ronment unexpectedly one
day. “If not for my willingness
to take a less than desirable
contract many years ago, I
would have missed out on the
one customer that really
helped me get my business off
the ground.” From there, Mr.
Gaston was able to hire a new
employee for the project that
he kept on staff allowing him
more flexibility to venture out
of the gallery and network.
“You have to be willing to step
outside the store and go talk

to people. Look for opportuni-
ties to tell your retail cus-
tomers that you offer corp-
orate framing services. Be will-
ing to not get the full retail
price for everything. Always
be on the lookout for opportu-
nity and be willing to take a
chance. Sometimes, you just
need to be lucky.”

Cliff Wilson, owner of
Framed in Tatnuck in Worces-
ter, MA, says that corporate
/commercial framing is a big
discussion point in the indus-
try amongst his peers, but he

has learned that it has to be
done right. Mr. Wilson notes
that these jobs have added a
consistent 25% to 30% to his
overall business. Much of the
work tends to be framing
awards and recognitions and
therefore he makes sure to let

clients know that they use
mats that meet PPFA Level 1
(or Level 2) guidelines and that
their glazing meets, or ex-
ceeds, specified ISO stan-
dards. “Most of my successful
corporate work is with paper
based media so quality is im-
portant and clients appreciate
our expertise. For us, the best

marketing has
been word-of-
mouth,” he
says. “I attend
every Cham-
ber of Com-
merce meet-
ing, business
group event,
and public
gathering that
I can. I don’t
‘sell’ to them, I
just introduce
myself and
make sure as

many people as possible know
who I am and what I do.”

For Mr. Wilson, clients in-
clude museums, colleges, in-
surance companies, doctors,

restaurants,
p h o t o g r a -
phers, gal-
leries, news-
paper offices,
and interior
des i g ne r s .
“Some clients
order up to six
pieces at a
time, but they
come in on a
regular basis
(i.e. monthly
or quarterly).
Some are 12
to 100 pieces

in one order. We recently did
125 framed Mission State-
ments that were to hang at
every entrance at a college.”

Russ Wood, owner of Grey
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At Gastonart & Frame, corporate framing fits
into two categories: projects created directly
for the end-user and those resold through
decorators and/or interior designers.

Shown is a collection of letters given to
donors for the Korean War Memorial in
Worcester, MA, that were framed by Cliff
Wilson, owner of Framed in Tatnuck.

continued on page 26

ROCKWELL ART AND
FRAMING RELOCATES 
TO LARGER SPACE 
IN HUB OF WILTON, CT 

WILTON, CT—Rockwell Art
and Framing, in business 14
years and with six locations in
Fairfield County, has moved
its Wilton frameshop and
gallery from a location on an
increasingly busy highway to
the center of Wilton with easy
parking and walk-in access.
“We are already seeing a pick
up in business,” says gallery
manager Michelle Barrett. 

Although retail custom framing
is key, much of the company’s
business is derived from 
corporate work. Owner
Stephen Rockwell Desloge
says his focus is on high-touch
jobs where a lot of hand-
holding is provided for 
customers. An example, is
corporate work for country
clubs where volunteers are in
charge of redecorating 
projects. “Education has also
been good for us,” he adds.
Last year Rockwell Art and
Framing did work for Sacred
Heart University, Fairfield, CT.
Healthcare is another source,
and he recently completed a
big project at a new cancer
center for Yale-New Haven
Hospital. “This is where 
our focus is now,” says Mr.
Desloge. “Before the Great
Recession we sold hundreds
of thousands of dollars of art
out of our galleries. When that 
business evaporated we went
back to our core business of
framing.” Sometimes he will
work with an art consultant on
projects, other times inde-
pendently. “Corporate clients
are as varied in their require-
ments as retail clients,” he 
observes. In terms of pricing
corporate jobs, the amount of
service is factored in, he
notes. For more on Rockwell
Art and Framing, go to the 
website located at: www.
rockwellartandframing.com.
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Owl Framing in Lakewood,
CO, has found that there are
different tiers of corporate/
commercial work available to
custom framers. “There is the
more informal corporate sell-
ing, and then there is the
heavy duty, formal corporate
selling. As a one-person shop,
I take the more informal ap-
proach. Basically, I have four
different kinds of corporate
customers I work with: those
acquired through third party
like designers and decorators,
direct corporate clients for cor-
porate projects, direct corpo-
rate clients for employees,
suppliers, and/or their officers;
and the retail side with small
framing projects. The pricing
can change depending on
each of the circumstances.”
Mr. Wood finds that just get-
ting to know his customers
lives and livelihoods has led to
opening the door to corporate
jobs. “I have developed this
business by talking to people
(customers and non-cus-
tomers) and asking them
where they work, about their
businesses, maybe giving
them some ideas, and letting
them know I do corporate
work. Corporate is still a per-
son-to-person business.”

When it comes to the de-
sign element to framing corpo-
rate work, oftentimes one
design is chosen and carried
throughout the job to project
one continuous style through-
out the facility, or one that
helps to reinforce the com-
pany or organization’s brand.
“Most designs are clean and
practical,” Mr. Gaston says.
“Usually it is very price driven.
Quality is important, but con-
servation is not always a pri-
mary concern. It is about
achieving a particular look.”

Mr. Wilson says that each
job is unique and that is why

pricing must be well thought
out. “I have a target gross
profit percentage that I aim for.
I find the best price for materi-
als based on the job, make
sure I hit my target profit, and
that’s the quote I give to the
client.”

Corporate jobs need to also
be priced to accommodate the
added expense of handling
them. “I have to be willing to
abandon my P-O-S system
and work the price to the client
from my costs up,” Mr. Gas-
ton says. “As for finding the
time and resources to produce
larger jobs, that is often ac-
complished by simply manag-

ing the work flow. It is also
important to have additional
resources, people that you
can call on for temporary help
when needed.”

He also notes that competi-
tion for this type of framing is
aggressive with so many on-
line entities and Big Box
stores offering similar product.
“They gobble up a lot of the
art and framing sales that used
to come to us. There are other
sources for online framing that
give the illusion of being better
options.”

Mr. Wood agrees that all el-
ements of the project need to
be factored in when it comes

to pricing. “Price and volume
discounts are really not an
issue, if you look at pricing as
being based on costs of time
and materials. I use my estab-
lished package prices as a
basis for pricing for my corpo-
rate business. I stock all of the
materials and moulding so I
know what I have and what I
paid, so I am not concerned
about availability at a different
price. Sometimes, I will offer a
very slight discount in higher
quantities.”

One of the downfalls to cor-
porate framing is the time-
frame in which payment is
received. “Corporate pays dif-
ferently,” Mr. Wood says.
“Generally you don’t get
paid until about 30 days
after you have delivered the
framing, and you have pro-
vided an invoice. If you de-
liver, make sure you have
the invoice ready, and you
get a signature.”

But when implemented
properly, the pros to doing
corporate framing can out-
weigh the cons. “Some of
the major pros are that it
can generate some signifi-
cant revenue and present
other great buying advan-
tages,” Mr. Gaston says.

“Not to mention it can keep
you busy in the slower times.
We all have time in our days
and weeks that can be filled
with this kind of work. Any
minute spent making money is
well spent. Even if it is not ‘re-
tail’ money. The cons, well you
earn a smaller margin and
often wait a little longer to 
get paid, but if you know 
that going in then it is just part
of the deal. I have always be-
lieved that any framing order
was a good one,” Mr. Gaston
concludes. “It has been my
objective from the start to be
willing to offer framing for as
many segments of the market
as possible. Corporate work is
just one segment.”

ROLAND DGA LAUNCHES
MPX-95 PRINTER FOR 
PERSONALIZATION 
IMPRINTING ON METALS,
PLASTICS AND MORE

IRVINE, CA—Roland DGA
Corporation, provider of 
digital fabrication tools includ-
ing 3D milling machines, 3D
printers, and engraving 
machines is launching a new
photo impact printer, the
METAZA MPX-95, as well as
an optional Gift Kit, for 
personalizing metallic and
plastic items with photos,
logos, names, messages, and
other decorations.

With its diamond stylus and
powerful impact force, the
MPX-95 can imprint on 
metals as well as plastics,
quickly and with pinpoint 
accuracy. Possibilities include
personalized pens, smart de-
vices, jewelry and pendants, 
trophies and awards, watches
and belt buckles. Incorporat-
ing a removable base table
and plate, the MPX-95 is 
capable of working with larger
items like golf club heads and
vases. The Gift Kit includes a
fully-adjustable center vise
with clamp pins that holds 
irregular-shaped items for 
repeat personalization, plus a
standard center vise that en-
ables imprinting onto different
items in quick succession.
The MPX-95 has a suggested
retail of $4,995, while the 
optional Gift Kit is priced at
$1,395. For more details,
visit: www.rolanddga.com.
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At Grey Owl Framing, using
conservation-grade materials is
par for the course as much of
the work is paper.

CORPORATE FRAMING
continued from page 24
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NEW ART

Ballet Pose 1

Lyrical Fine Art, Northport, NY, introduces Sean Carlson’s
“Ballet Pose 1,” an acrylic on canvas measuring 50 by 20
inches. The retail price is $2,800. For further information,
telephone (631) 651-5899 or go to the company’s website
located at: www.lyricalfineart.com.

Moon Rise

Simon Bull Studios, Carmel, CA, debuts “Moon Rise,” part
of the Big Sur series by Simon Bull. The giclée on canvas 
is in an edition of 195, measures 24 by 16 inches, and retails
for $475. A hand-highlighted Artist’s Proof edition of 20 
is also available, retailing for $775. For more information,
phone (831) 222-3966 or visit: www.bullart.com.

Cracking Up

Limelight Agency, Los Angeles, presents Tom Everhart’s
“Cracking Up,” a mixed media print on deckled edge paper
in an edition of 195. The image size is 39 1/2 by 25 1/2
inches and the retail price is $1,850. For further information,
telephone the company at (213) 765-0870 or visit the web-
site located at: www.limelightagency.com.

Magic Carpet

Ed Cooley Fine Art Gallery, Rogers, AR, presents “Magic
Carpet” by photographer Ed Cooley as a print available in an
edition of 100, in customizable sizes up to 120 inches wide.
The retail price begins at $95. For more information, call
(888) 217-0442 or go to: www.edcooleyfineart.com.

Gulf Coast Slab

Ashton Howard Fine Art, Pensacola, FL, introduces Ashton
Howard’s “Gulf Coast Slab,” a gallery-wrapped giclée on
canvas. The image is in an edition of 150 for each of 
the four sizes available: 24 by 8 inches ($150), 36 by 
12 inches ($300), 48 by 16 inches ($500), and 54 by 
18 inches ($650). For details, call (949) 350-5271 or go 
to the website located at: www.ashtonhoward.com.
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RUSSIAN ARTISTS

chairs if they are lacking in
drive and not making the 
effort. Students are not 
only trained in becoming a
fine artist, but also in the
history of art, and in the
study of human anatomy.
This is what draws me to
Russian artists—the caliber
of their art. 

“There are many fine
artists in the U.S., a number
of whom are self-taught.
But we feel the people who
have this critical, in-depth
training are the ones that
have the best chance of
success on an international,
as well as a local, basis.
They can paint in any sub-
ject matter or style.” 

When Butirskiy was see-

king a permanent visa that
would ultimately lead to
citizenship in the U.S., the
only way that he could be 
accepted was to demon-
strate that he has extraor-
dinary talent. 

An art expert confirmed
that Butirskiy filled this re-
quirement and recom-
mended he be granted the
visa in order to maintain
the artistic leadership po-
sition he has achieved
through his unique and ex-
ceptional work.

Three or four of the
artists Thomas Charles
Editions is now introducing
are personal friends of
Butirskiy. “And we have a
high confidence level be-
cause they have similar
talent and drive. So there
is an opportunity at the

entry level for those starting
to collect,” says Mr. Bar-
nes. Their oil paintings retail
for $4,000 to about
$10,000 and their giclées
on canvas that are pub-
lished in small editions sell
for $1,500 to $2,200.

The artwork of Dmitri 
Annenkov and Alexander
Akopov was presented in
the October 2016 issue of
Art World News on page 5
and page 8. 

For further information on
the artwork of the six
artists, contact Thomas
Charles Editions, located 
in Phoenix, AZ. Telephone
(623) 582-4500; send an 
e-mail to: info@thomas
charleseditions.com, or go
to the company’s website
located at: www.thomas
charleseditions.com.

“A Beautiful Evening” by 
Constantin Lvovich, giclée 
on canvas, edition of 100, 
24 by 40 inches ($2,175).

NEW RUSSIAN ARTISTS
continued from page 14

at his gallery and frameshop
are up 25% from last year but
feels most of that is due to
the economy picking up from
the weaker consumer buying
habits.

Paul Gulla, manager of R.
Michelson Galleries in
Northampton, MA, says that
sales increased 10% in 2016
because of the gallery’s
unique artwork and market-
ing efforts that allowed them
to reach out past the usual
art collector. “We expanded
our focus on original chil-
dren’s book illustration art

with work by Ed Young and
the estate of Gerald McDer-
mott and have increased the

presence of Mo Willems and
the Dr. Seuss collection.
Also, because we represent
the photographic estate of
actor/photographer Leonard

Nimoy, we brought his origi-
nal artwork to various 50th
anniversary Star Trek con-

ventions around the coun-
try.” R. Michelson Galleries
owner Richard Michelson,
was a good friend of Nimoy
and wrote a picture book

about his life, which further
spread the word of the art-
work and gallery. What
helped to boost the gallery’s
marketing reach was a seg-
ment on National Public
Radio (NPR) and other
news/media organizations.

For 2017, Mr. Gulla says
that they will be partnering
with other galleries in major
metropolitan areas to do ex-
hibits of some of R. Michel-
son’s artists’ work that they
feature, including that of Re-
becca Guay and Nimoy.

Koleen Kaffan is Managing
Editor of Art World News.

2017 STRATEGIES
continued from page 18

“The trick is to pay attention to the way
the market shifts occur, altering public

perception and influencing culture,
sometimes very rapidly. We always
have to be prepared, but flexible.”

—Leslie Combemale
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CALENDAR

January 11–15: LA Art
Show, Los Angeles Conven-
tion Center, Los Angeles.
Produced by Palm Beach
Show Group. For more infor-
mation, visit: www.laartshow.
com or call (561) 822-5440.

January 19–22: Art Palm
Beach, Palm Beach County
Convention Center, Palm
Beach, FL. Next Level Fairs.
Visit: www.artpalmbeach.com
or call (305) 490-4584.

January 22– 26: Las
Vegas Market, World Mar-
ket Center, Las Vegas. Visit:
www.lasvegasmarket.com.

January 22–25: PPFA
Annual Convention, Paris

Hotel & Casino, Las Vegas.
For attendee registration,
visit: www.wcafshow.com.

January 23–25: West
Coast Art & Frame Expo,
Paris Las Vegas Hotel &
Casino. (National Confer-
ence begins on January 22.)
Produced by Hobby Publica-
tions. Visit: www.wcafshow.
com or, for questions on the
trade show, e-mail: wcaf@
hobbypub.com, on the nat-
ional conference, e-mail: pfm
seminars@hobbypub.com.

February 16–19: Art
Palm Springs, Palm Springs
Convention Center, Palm
Springs, CA. Produced by
Urban Expositions. For more

details, visit: www.art-palm
springs.com or phone (312)
470-1255.

February 16–20: Art
Wynwood, Art Wynwood
Pavilion at 3001 NE lst Av-
enue, Miami. Produced by
Art Miami LLC. Go to: www.
artwynwood.com for details,
or call (305) 517-7977.

February 17–19: South-
eastern Wildlife Exposition,
Charleston, SC. For more
information, visit the web-
site: www.sewe.com or call
(843) 723-1748.

March 1–5: The Art Show,
Park Avenue Armory at 67th
St., New York. Produced by

the Art Dealers Association
of America. For further de-
tails, go to: www.artdealers.
org or call (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 more informa-
tion, visit the website: 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.
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NEW FRAMING PRODUCTS

Larson-Juhl’s Panzano Collection
Larson Juhl, Norcross,
GA, introduces the
Panzano Collection,
inspired by rich Italian
heritage by combin-
ing genuine Olive-
wood veneers with
overlapping textures.
Available in six pro-
files ranging from 1
1/4-inch to 3 1/4
inches, Panzano also
includes flat and sub-
tle scoop shapes.
Finishes are peat and
beechnut. Phone
(800) 221-4123 for
more information, or
go to the website at:
www.larsonjuhl.com.

Delta Adds Distressed Color Woods
Delta Picture
Frame Co.,
Miami, has
r e l e a s e d
nine new 
distressed
color woods,
available in
three pro-
files. Sizes
include 2 1/2,
1 1/2, and
3/4 inches.
Colors in-
clude light
blue, black,
red, white, light green, brown, gray, teal, and orange. For de-
tails, call (800) 327-5482 or go to: www.deltapictureframe.com.

Framerica Introduces Alloys
F r ame r i c a ,
Yaphank, NY,
presents Al-
loys, a line of
textured met-
als that re-
semble steel.
Finishes avail-
able are cop-
per, tungsten,
and platinum.
Alloys comes
in profiles
measuring up
to 3 inches.
For further in-
formation, call (800) 372-6422 or go to the website located
at: www.framerica.com.

Omega Moulding Debuts Era
O m e g a
Mou ld i ng ,
Bellport, NY,
introduces
The Era Col-
lection of five
profiles fea-
turing oxi-
dized metal
veneer ap-
plied on pine,
combin ing
distressed
metal with the
roughness
of pine. For
further infor-
mation, phone (800) 289-6634 or visit the company’s website
located at: www.omegamoulding.com.
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Reflections by Decor Moulding
Decor Moulding
and Southern
Moulding, Haup-
pauge, NY, pres-
ent Reflections,
a series of 10
styles featuring
angled slopes
available in five
colors: silver
metallic, gold
metallic, bronze,
gloss white, and
black metallic.
Sizes range from
2 1/2 inches
wide to 4 inches
wide, with a sub-
stantial 9/16 tall
rabbet. For more
information, phone (800) 937-1055 or go to the website 
located at: www.decormoulding.com.

Universal Arquati’s Italian Prime

Universal Arquati, Santa Clarita, CA, presents Italian Prime, Ital-
ian made moulding featuring oak grain, open grain, high gloss,
and matte finishes in four different profiles and in a variety of col-
ors. For further information, call (800) 668-3627, or go to the
website at: www.universalarquati.com.

Crescent Offers Hang It Perfect

Crescent, Wheeling, IL, introduces Hang It Perfect, a hang and
level tool that makes installing frames, mirrors, flat screen TVs,
cabinets, and shelves easy and accurate. Hang It Perfect will align,
level, mark, and hang the object level on the wall. Perfect for hang-
ing groupings of artwork and pictures on the wall. For more infor-
mation, call (800) 323-1055 or go to: www.crescentpro.com.

Ten Plus Debuts New Rustic Frames

Ten Plus Inc. located in Santa Fe Springs, CA, presents a new
design of the rustic readymades available in sizes from 24 by 24
inches to 48 by 72 inches. Custom sizes are also available. For
further information, phone (562) 404-0088 or go to the com-
pany’s website located at: www.tenplusframes.com.
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WHAT’S HOT IN OPEN EDITIONS

Gold Wing I

“Gold Wing I” by Gwen Babbitt meas-
ures 12 by 16 inches and retails for
$12. For further information, telephone
Gango Editions, located in Portland,
OR, at (800) 852-3662 or go to the
company’s website at: www.gango
editions.com.

Holstein Cow II

“Holstein Cow II” by Jade Reynolds is an
open edition giclée measuring 18 by 24
inches, retailing for $55. For more informa-
tion, call World Art Group in Richmond,
VA, at (804) 213-0600 or visit the website
at: www.theworldartgroup.com.

Here are the 
best selling prints 
from the month of

October

Eiffel Tower Night Lights

“Eiffel Tower
N i g h t
Lights” by
K a t r i n a
Jones meas-
ures 24 by 
36 inches
and retails
for $33. Tele-
phone Bon
Art, Nor-
walk, CT, at
(203) 845-
8888 or go
to: www.bon
artique.com.

Abstract Floral

“Abstract Floral” by Lanie
Loreth measures 36 by 24
inches and retails for $30. Phone
SunDance Graphics, located in
Orlando, FL, at (800) 617-5532
for further information, or go 
to the company’s website at:
www.sdgraphics.com.

Island Tide
Pool No. 5
“Island Tide Pool
No. 5” by Alan
Blaustein meas-
ures 35 by 15
inches and retails
for $32. Also
available to resize and print on canvas. For details, call Image Conscious,
San Francisco, at (800) 532-2333, or go to: www.imageconscious.com.

An Evening Out Neutral

“An Evening Out Neutral” by Julia Purin-
ton measures 36 by 24 inches and retails
for $27. For further information, telephone
Wild Apple in Woodstock, VT, at (800)
756-8359 or go to the website located at:
www.wildapple.com.
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Arboles Rojos

“Arboles Rojos” by Juan
Antonio Palacios meas-
ures 36 by 24 inches and
retails for $44. Also avail-
able as print on demand.
Call Canadian Art Prints,
Richmond, British Colum-

bia, at (800) 663-1166 or visit: www.capandwinndevon.com. Distant Horizon I

“Distant Horizon I” by Tava Studios meas-
ures 18 by 18 inches and retails for $20.
For further information, telephone Galaxy
of Graphics, East Rutherford, NJ, at (201)
806-2100 or go to the company’s website
located at: www.galaxyofgraphics.com.

Blossoms in 
Mason Jar
“Blossoms in Mason Jar” by
Tre Sorelle Studios measures
36 by 24 inches and retails for
$35. For more information,
phone Roaring Brook Art Com-
pany Inc., Tarrytown, NY, at
(888) 779-9055 or go to:
www.roaringbrookart.com.

Bridges Over the 
Seine River, Paris

“Brides Over the Seine River, Paris” by
Michael Setboun is available as POD on
paper and canvas in a variety of sizes. Send
an e-mail to Selected Artworks, Milan, Italy,
at: info@selectedartworks.com or visit www.
selectedartworks.com.

Noir et Blanche

“Noir et Blanche” by Man Ray
measures 20 by 16 inches and re-
tails for $34. Telephone Rosen-
stiel’s, London, at (011-44) 207
352 3551 for further information,
or go to the website located at:
www.felixr.com.

Minnesota Vikings–US Bank Stadium

“Minnesota
Vikings–US
Bank Sta-
dium (inau-
gural game)”
by Robert
Pettit has an
image that
measures 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

October
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“French Kiss I” 
by Gina Ritter
Image Size: 

12” x 12”       $10

OPEN EDITION PRINTS
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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

“In Progress” 
by 

Lina Alattar
Image Size: 
30” x 24”
$32

Image Conscious

800.532.2333 
www.imageconscious.com

“Tuxedo Cat” 
by Lucia Heffernan

Image Size: 
12” x 12”
$12

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

Available as POD 
and multiple substrates.

Available to resize 
and print on canvas.

800.228.0928
www.editionslimited.com
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SERVICES

Art World News
Custom Book Publishing
PHONE: 203.854.8566 

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

Professional

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.

CREATIVE COST
EFFECTIVE

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
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