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Mark Moore Gallery, Culver City, CA, in business 18 years.

Software companies that work with the art and framing indus-
try understand that today’s retail environment is busier than
ever with added responsibilities, such as social media market-
ing, real-time inventory control, and on-the-spot pricing, that
they are helping to streamline the process and make efficiency
a daily occurrence. Many gallery and frameshop owners rely
on these software programs and their updates to keep busi-
ness running smoothly. That
doesn’t mean that with the
abundance of tools available,
retailers can’t get a little over-
whelmed. That is when soft-
ware providers step up and
work closely with their cus-
tomers to help make the

process as personalized and
easy-to-use as possible.
Doug Spinn, president of
Spinnsoft Software Solu-
tions, located in Mission
Viejo, CA, has been serving
this industry for the past 20

WHICH SOFTWARE DOES
YOUR BUSINESS NEED?

THE INDEPENDENT NEWS SOURCE

QUOTE OF THE MONTH:
“I don’t think I knew how to
make my business successful
until I could see what my 
business was really doing.” 
Leslie Villalta, on her implemen-
tation of software, page 28.

WCAF EXPO ROBUST,
DEFYING BLIZZARD

The WCAF Expo in January
was once again a strong
show despite blizzard condi-
tions along the Eastern
Seaboard two days before
the trade-only show opened,
causing havoc with travel
plans. Gene Liao of Ten
Plus proclaimed it an order-
writing show, and George
Leeson of Image Conscious
described it as sensational.
Full report begins page 20.

WORLD ART GROUP
LAUNCHES FABFUNKY

World Art Group has releas-
ed 1,000-plus images in the
FabFunky collection of
whimsical artwork by British
artist Kelly Stevens who cre-
ates her imagery on pages
of old books. Page 8.

CHOOSING NEW RETAIL
LOCATION OR 
RENEWING A LEASE?

If you’re considering relocat-
ing or adding a new gallery
or frameshop, it requires
some exacting research. If
you’re looking in a regional
mall, lifestyle center, or strip
shopping center, Jann
Sheehy’s article, beginning
on page 38, provides 
invaluable insights.

NEW INTRODUCTIONS
FROM MICHELANGELO 
SCULPTURE 
INTERNATIONAL

Larger sized bronze sculp-
ture editions of “The Pietà”
and “Moses” are now avail-
able, and the company is
looking to add a few select
galleries to its dealer 
program. Turn to page 12.

continued on page 12
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Artwork featured is 
Joe Berezansky’s 
“ No Worries”  from 
Lyrical Fine Art. 
Go to page 40.

Bon Art Debuts 
GoodARTS

Bon Art has released its
debut issue of GoodARTS,
an online magazine that can
be used by retailers to edu-
cate their customers and
staff on trends in the home
décor market.

Page 14

Design Star 2016:
Micah Paul Bolton

Micah Paul Bolton of Micah
Paul Creative was named
Grand Champion at the fourth
annual Design Star: Framing
Edition, hosted by Larson-Juhl.
He was assisted by Katrina
Magowan of the Studio Shop.

Page 30

WCAF Expo 2016
Show Report

Over 4,000 framing and art
retailers from about 47 coun-
tries attended the trade-only
WCAF Expo held in Las
Vegas where some 185 ex-
hibitors of art and framing-
related products participated.

Page 20

INSIDE THIS ISSUE
Legacy of Valencian
Tradition Lives On

The Valencian Tradition:
Joaquín Sorolla, Giner Bueno
& Eustaquio Segrelles, a
newly published book by DE
Fine Art, examines how the
influence of old Masters lives
on in new generations.

Page 16

Modern American:
Cubism and Picasso

A Cubism exhibition held at
Modern American titled, Cu-
bism: Picasso, Braque, Léger
opened February 18, 2016,
and features artwork by Pablo
Picasso, Fernand Léger, and
Georges Braque.

Page 24

What’s Hot in
Open Editions

What’s Hot in Open Editions
features a variety of the lat-
est best selling open edition
prints, some available as
print-on-demand images from
publishers, and includes con-
tact information.

Page 42

FEB16-toc-SK_Layout 1  2/29/16  10:05 AM  Page 1



ART WORLD NEWSPAGE 6

IN OUR OPINION

As the art and frame in-
dustry guardedly proj-
ects a sales increase

for 2016, the unmentionable
question is, what’s the
source of the gain? Typical
factors such as relative
strength in the economy
(low unemployment, low in-
terest rates) are traditional
marco factors that should
support optimism. Addition-
ally, the decrease in gas
prices and the improvement
of family finances (increased
saving rate, lower debt 
levels) are poised to help 
art and framing sales on
Main Street. 

But, perhaps the most 
intriguing game changer 
to the industry could be 
the ascendency of the male
shopper. Over the last two
years retail analytics have
identified a fascinating trend.
As referenced in the Wall
Street Journal, male shop-

pers are seemingly evolving
away from their linear, “seek
and destroy” shopping pat-
terns that largely focused 
on replacement purchases.
Now men are becoming
browsers and shoppers like
never before. Supported by
the use of technology that
yields consumers the control
of when, what, and where to
view products, adult males
are expanding the scope of
their buying decisions be-
yond traditional categories.  

In the art and framing in-
dustry where women have
greater influence in the 
overwhelming majority of
purchase decisions, the 
pool of prospective cus-
tomers is about to get larger,
really larger. To be success-
ful, frameshop and gallery 
owners need to blend tech-
nology into their selling 
efforts to market into the
man’s new world. 

MALE 
SHOPPERS 
ON THE RISE

John Haffey
Publisher 

All rights reserved. No part of this publication may be reproduced or transmitted in any form or 
by any means, electronic or mechanical, including photography, recording, or any information 
storage and retrieval system, without permission, in writing, from the publisher.

ART WORLD NEWS

Eastern U.S. & International
John Haffey, Publisher
Phone (203) 854-8566
Fax (203) 900-0225
jwhaffey@aol.com

Midwest & West Coast
Brooks Male, Associate Publisher

Phone (203) 854-8566
Fax (203) 900-0225

ADVERTISING SALES INFORMATION

Art World News (Volume XXI, Number 2) ISSN 1525 1772 is published 10 times a year 
by Wellspring Communications, Inc.: P.O. Box 129, Rowayton, CT 06853. 
Phone (203) 854-8566 • Fax (203) 900-0225; To order additional copies or back issues 
e-mail: jwhaffey@aol.com or fax to (203) 900-0225. Please indicate which month and year 
you are requesting. Single copy price is $10.00.

Editorial Advisory Board

Phillip Gevik, Gallery Phillip, Toronto, Canada
Steven Hartman, The Contessa Gallery, Cleveland, OH

Jeff Jaffe, POP International Galleries, New York
Heidi Leigh, AFA, SoHo, NY

Ruth-Ann Thorn, Exclusive Collections Gallery, San Diego, CA

Editor in Chief Sarah Seamark
sseamark@optonline.net

Managing Editor Koleen Kaffan
kkaffan@optonline.net

Production Manager Sue Bonaventura

Editor at Large Jo Yanow-Schwartz

Columnists Todd Bingham
mo@tbfa.com

Barney Davey
barney@barneydavey.com

Joshua Kaufman
jjkaufman@venable.com

Contributing Writers Greg Perkins
Cristi Smith
Zella Hannum

Publisher John Haffey
jwhaffey@aol.com

Associate Publisher Brooks Male

Information Technologist Joe Gardella

FEB16-Opinion-K_Layout 1  2/29/16  9:54 AM  Page 1



Wondrous Visions
Rich in Quiet Drama &

Luminous Light

TCE~FEB16_Layout 1  2/25/16  4:57 PM  Page 1



ARTISTS & PUBLISHERS

PAGE 8 ART WORLD NEWS

A new collection of
paintings by Ara
Berberyan that focus
on emotion is being
made available to
galleries by Elliot
Blinder of Art Tradi-
tions, Westlake Vil-
lage, CA. The
acrylics on canvas,
measuring 30 by 30
to 48 by 48 inches
and retailing for
$4,000 to $9,950, explore the emotions of anger, pathos,
curiosity, fear, and more. These twisted Orwellian charac-
ters, originating from Berberyan’s struggle to become 
an artist in Soviet Armenia, remind us of our human short-
comings, says Mr. Blinder. Most often they provoke a 
response from the viewer of “That’s not me.” A 34-page
four-color book on the artist, also known as Arbe, is 
included with the purchase of a painting. For further informa-
tion, call Mr. Blinder at (805) 496-7100 or visit the website
located at: www.wlvart.com.

Art Traditions Presents Berberyan 

“Envy” by Ara Berberyan, acrylic and
mixed media, 48 by 36 inches.

World Art Group,
Richmond, VA, has re-
leased over one thou-
sand images in the
FabFunky collection of
whimsical artwork by
artist and designer
Kelly Stevens. The
partnership and col-
laboration is available
as open edition prints
on paper and canvas,
as well as part of
World Art Group’s 
licensing division.
Kelly’s work focuses
on her love of animals
in a whimsical style.
The collection is ex-
pected to double by
the end of the year.
Phone (804) 213-0600 or go to: www.theworldartgroup.com.

FabFunky Collection from World Art

“Hug a Pug” from FabFunky 
measures 12 by 16 inches ($16).

Stephen Holland, who has
been the official artist of the
LA Lakers for about as many
years as Kobe Bryant has
played ball with them, has just
completed a portrait of the
basket ball legend to celebrate
his 20th year with the Lakers.
The painting, an acrylic on ma-
sonite board measuring 44 by
70 inches, will likely be hung
at Staples Center in Los An-
geles where the Lakers play.
Talks are underway as to
whether it will be published as
a limited edition print. Holland,
whose paintings retail for
$14,000–$100,000, with most
selling at $20,000, is repre-
sented by Limelight Agency,
Los Angeles. For more on Holland’s paintings and limited edi-
tion prints: www.limelightagency.com or (213) 765-0870.

Holland Celebrates Kobe Bryant

Portrait of basketball legend
Kobe Bryant by Limelight’s
Stephen Holland.

Some 77 artists from
New York, New Jersey,
and Connecticut, includ-
ing New York artist Jill
Slaymaker, participated
in an exhibition and sale
of small paintings hosted
in February in Jersey
City, NJ, by Drawing
Rooms. A silent auction
was held to benefit the
non-profit whose mis-
sion is to advance and
nurture the artistic and
cultural endeavors of
emerging and estab-
lished artists that have
“a vision that reflects
the vibrancy and diver-
sity of our communi-
ties.” Shown is “Disentangled by ”Slaymaker whose work
retails for $200–$8,000. Visit: www.jillslaymaker.com for in-
formation; for Drawing Rooms: www.drawingrooms.org.

Slaymaker’s Work at Drawing Rooms

Jill Slaymaker’s “Disentangled”
is an oil and acrylic on panel
with an 18- by 24-inch image.
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Voting on
the finalists
in Tru Vue’s
fourth an-
nual framing
competition
took place
at the West
Coast Art &
Frame Expo
in January.
The theme
was Making
the Ordinary
Ex t r ao r d i -
nary. Best in show went to Baer Charlton of Charlton Pro-
ductions, Portland, OR. Past judges award and attendees’
choice award went to Marlow Hill of Blackrabbet Framing
Studio in Atlanta; and Facebook winner was Michael Mixon
of Hanging Around Hoover in Hoover, AL. Each received a
supply of Museum Glass. For more on Tru Vue, manufac-
turer of specialty glazing, visit: www.tru-vue.com.

Tru Vue’s Framing Contest Winners

Baer Charlton, best in show winner, is joined
by, from left, Tru Vue’s Jen Gramm, director
of marketing; Jane Boyce, president; and
Maureen O’Connor, marketing associate.

Congresswoman Katherine
Clark, U.S. Representative
for Massachusetts, was
amongst those in atten-
dance at Dzian Gallery in
Natick, MA, for a show of
Pamela Sukhum’s paintings
and prints, as well as a
Beautiful Project workshop
with Big Brothers Big Sis-
ters. The Beautiful Project
was founded by Sukhum in
2006 on the premise that, in
John Muir’s words, “Every-
one needs beauty as well as
bread.” Pamella works glob-
ally, as well as domestically
in conjunction with galleries
to provide opportunities for
healing, transformation, and self-empowerment for under-
privileged children and adults through creating art. Her own
work is represented by Infinite Vision Art, Minneapolis. Visit:
www.infinitevisionart.com or call (612) 207-8148.

Sukhum’s Beautiful Project at Dzian

Pamela Sukhum, left, and
Congresswoman Katherine
Clark with Sukhum’s paint-
ing, “Amethyst Fields,” 72 by
48 inches ($11,400). Limited
editions are available.

An unveiling ceremony was
recently held for the instilla-
tion of Colorado sculptor
Mark Hopkins’ bronze
sculpture entitled “Call to
Duty” at Fire Station #4.
The 72-inch tall sculpture
was commissioned by
Grand Junction fire chief
Ken Watkins after he fell in
love with the maquette that
was displayed in his office
for over a year. Colorado
has been Hopkins’ home for
over 20 years where he
says the intimacy of wildlife
feeds his creative soul. His
sculpture collections vary
from delicate birds to histor-
ical busts, and his work sells
from a few hundred dollars
to $150,000 and up for life sizes. Visit his website:
www.markhopkinssculpture.com or call (970) 613-0322.

Mark Hopkins Honors Firefighters

“Call to Duty” a commission
by Mark Hopkins for Grand
Junction, CO, Fire Station #4.

Los Angeles
-based FM
Fine Art Gall-
ery was the
setting of a
centenn ia l
celebration
and exhibit
of Califor-
nia-centr ic
oil painter
Herb Korn-
feld  with
work from
the Alene
“Sam” Ko-
rnfeld Trust.
The exhibit, curated by the late artist’s widow, Sam Korn-
feld, featured some paintings never before seen in public
exhibition, and highlighted Kornfeld’s style referred to by art
critics as “California Modernism.” For more details, call the
gallery at (323) 466-9999 or visit: www.fmfineartgallery.com.

Kornfeld Centennial Exhibit in L.A.

Pictured at the opening are, from left, the
artist’s stepson Jon Rosenberg, curator and
the artist’s widow Alene “Sam” Kornfeld,
and FM Fine Art Gallery owner David Sarir.
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years and has seen firsthand
how retailers’ business has
grown after incorporating soft-
ware into their business. 

“Keeping software up to
date is very important,” he
says. “First, there are contin-
ual changes to keep up with
new computers and operat-
ing systems. Continual security
updates can cause problems
with all software, also creat-
ing ongoing development work.
Then there are new features
to keep up with the art world
and technology in
general. We are
now on our 2015
version and work-
ing on our 2017
version, as well as
a new Enterprise
Version for large
gallery organiza-
tions.” Mr. Spinn
says that software
has helped take
the industry from
a small business
mentality to a more
savvy and tech-
nologically advanced retail
environment. “When we first
started, galleries were send-
ing out 8 by 10 glossy photos
and having the clients send
them back when they were
done. E-mail was not even on
the horizon for this yet. Now
most galleries do a significant
portion of their sales through
e-mail, and we must not only
keep up, but constantly jump
ahead to introduce new ways
to use technology to sell.”

James J. Rieser, owner of
James J. Rieser Fine Art,
Carmel, CA, has been a
Spinnsoft customer since 2008
and credits them with helping
to make his business more
efficient. “I used to have a
manual system that was a
combination of handwritten

invoices, inventory notebooks,
and a Microsoft Access data-
base that I built myself,” Mr.
Rieser says. “I switched to
Spinnsoft because it could in-
tegrate invoicing, inventory
management and my website.
The updates have helped me
to also stay current with busi-
ness management and trends
without having to seek them
out on my own.” Some of
Spinnsoft’s updates have in-
cluded sales and marketing
tools, as well as making inven-
tory control, invoicing, and fi-
nancial reporting easier to use.

“Our number one focus is
to help galleries bring in more
customers,” Mr. Spinn says.
“That is why Spinnsoft has
evolved into a full digital media
marketing house with spec-
ialties in website design for
maximum exposure, social
media, and inbound marketing.”

Paul Dorrell, president of
Leopold Gallery in Kansas
City, MO, first purchased
Spinnsoft software in 2010.
“We needed a program that
allowed us to keep proper
track of inventory and our
clients as we expanded our
business.” The software
worked for him and today it
allows Mr. Dorrell to spend
time outside the gallery, con-
fident in the fact that the busi-
ness will run smoothly. 

LifeSaver Software of Holly
Springs, GA, has recently in-
troduced three new prod-
ucts. LifeSaver Cloud had a
soft introduction in 2015 and
was well-received. Paul Tho-
mas, president of LifeSaver,
says that people like the idea
of being able to run a full soft-
ware program on virtually any
smart device which gives them
more immediate access to
the business no matter where
they are, day or night. Life-
Saver Distributor Cloud is a
web-based solution allowing
much more flexibility for the

gallery and/or frame-
shop owner, such
as multiple simulta-
neous users, inte-
grated credit card
processing, shared
inventory, and the
ability to run the
software on virtually
any smart device
such as a tablet in
the warehouse. And
LifeSaver ArtCloud
allows any customer
to have an online
framing tool or a

stand-alone product, again
with the ability to run on virtu-
ally any smart device, so des-
igners can use it in the field.

“The LifeSaver Cloud Point
of Sale and the LifeSaver Art-
Cloud both price and visualize
the project, accept payment
either through a swipe or
shopping cart, and then send
those orders to any distribu-
tor that is on the LifeSaver
Distributor Cloud product,”
Mr. Thomas says. “The dis-
tribution product then reports
back with status updates such
as order confirmation, order
pick-up, and shipment infor-
mation.”

Marilyn Hanson, co-owner

NEW RELEASES FROM
MICHELANGELO 
SCULPTURE 
INTERNATIONAL

MONTARA, CA—Larger sized
bronze sculptures of “The
Pietà” and “Moses,” shown
above are now available from
Michelangelo Sculpture 
International, and the com-
pany is looking to add a few 
select galleries to its dealer 
program. The limited edition
bronzes were derived from
bronze castings from original
molds, owned by SRW Part-
nership and certified and veri-
fied by Casa Buonarroti. The 
original molds were made by
permission granted the Vatican
and various museums and
basilicas in Italy. Each original
mold is an impression cast
taken directly from the original
Michelangelo Buonarroti 
artwork. 

Michelangelo Sculpture Inter-
national has been granted the 
exclusive worldwide rights to
market reduced sized limited
edition bronzes of Michelan-
gelo works. “The Pietà,” half
life-size edition of 50, 31, by
30, by 16 inches, retails for
$60,000; “Moses,” three quar-
ter life-size, edition of 50, 45
1/2, by 21 1/2, by 25, retails 
for $65,000. 

Contact Mark Eaker at (650)
455-9932 or visit the website:
www.michelangelosi.com.

ART WORLD NEWSPAGE 12

CHOOSING NEW SOFTWARE

continued on page 14

Spinnsoft is working on an Enterprise Version of 
its software for large gallery organizations.

continued from page 1
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with her husband Tim of the
Burnsville, MN, location of
The Great Frame Up, has been
using Lifesaver software prod-
ucts since 1996. “We are cur-
rently running version 5.21.8.
Our needs are
up-to-date pric-
ing from vendors
and correct retail
pricing to match
our numbers. The
ability to keep re-
ports that can be
manipulated to
extract the data
that we need to
run our business
profitably and ef-
ficiently, and the
ability to track
customers are
also important. Retrieving past
orders to use for future de-
signs, reports for sales, ma-
terial usage, daily sales, etc.
are all at hand thanks to the
software. Mrs. Hanson stre-
sses the need
for good cus-
tomer service
because ques-
tions may arise
at any moment
and could lead to
loss of a sale.
“Customer serv-
ice is critical. In
the 20 years we
have been run-
ning LifeSaver
we have always
received prompt
service with any is-
sues that we have
experienced. Dependability is
key in these situations.”

Mr. Thomas notes that
being there to walk retailers
through the new technology
makes learning much easier
and less intimidating. “While
we are still developing up-
grades for our existing desk-
top products, we are also
putting a tremendous effort

into creating the ability for our
desktop customers to con-
vert to our Web-based prod-
ucts if they wish to move,”
he says. “It is a complex proj-
ect we hope to have done by
the end of this year.”

FrameReady by SoftTouch

Solutions Inc., located in
Petrolia, Ontario, Canada, is
in its tenth version, released
in April of 2015, and has
since then been updated to
include minimum price for

matboards to eliminate falling
below cost, the ability to up-
date all vendors at once to
the custom settings, a Glass
Usage report, an Art Tracker
to identify location and pro-
gress of work being done,
and 95 other additions, mod-
ifications, and fixes.

Carol Graham, director of
customer relations, works

closely with retailers. “Frame-
Ready is a frame pricing and
point-of-sale software for the
framing and art industry—
suitable for small or large
shops,” she says. “Our cus-
tomers let us know their ever-
changing needs and we work
to fulfil them. FrameReady,

and FrameReady
Lite, helps to han-
dle the toughest
framing jobs, in-
corporate the new-
est pricing strate-
gies, and keep re-
tailers up on the
latest trends.”

Jill Choma,
owner and presi-
dent of Gilded
Moon Framing &
Gallery, Millerton,
NY, knows the im-

portance of having a soft-
ware program in a retail envi-
ronment. “In the early 2000s
when I changed careers from
a computer software instruc-
tor to a picture framer, I knew

I wanted a pro-
gram to help me
with my new en-
deavor,” she says.
“After evaluating
programs available
at the time, I found
FrameReady had
the most to offer
and it helped me
make sense of the
challenging pricing
involved in custom
picture framing. It
streamlines my 
ordering process,
keeps my vendor

prices up-to-date, organizes
customer orders, and lets me
search for any materials that
I may need.”

Ms. Choma says that find-
ing the right program is vital,
as she learned the hard way.
“Based on a consultant’s
recommendation, we briefly

BON ART DEBUTS ONLINE
TREND MAGAZINE 
ENTITLED GOODARTS

NORWALK, CT—Bon Art,
open edition publisher and 
licensor, has released its
debut issue of GoodARTS,
an online magazine that can
be used by retailers to help
educate their customers and
staff on trends in the home
decor market. The intention of
GoodARTS is to draw atten-
tion to the art available from
Bon Art, displayed in an inno-
vative way and inform the
reader of deign and color
trends. In addition to the com-
pany’s monthly catalougue
featuring its new releases, the
25-page online magazine 
offers retailers a creative way
to keep-up-to-date on what is
hot in the home décor indus-
try while also showing how
the company’s new work
complements them. 

“This is the first digital publi-
cation of its kind,” says Brett
Bonnist. “It is a new form of
marketing the wide array of
design services that Bon Art
can offer.”

Frameshop owners and
wholesale framers are the tar-
get audience of the publica-
tion, as well as retailers that
sell art and that carry Bon
Art’s work. To subscribe to
GoodARTS monthly release,
send an e-mail to:
info@bonartique.com with
“subscribe” in the subject line.
For further information, tele-
phone Bon Art at (203) 845-
8888 or visit the website at:
www.bonartique.com.

ART WORLD NEWSPAGE 14

continued on page 18

SOFTWARE UPDATES
continued from page 12

Lifesaver is developing an upgrade to assist desktop
customers to easily convert to web-based products.

FrameReady 10 features nearly 100 updates, such as
accurate matboard pricing and a Glass Usage report.
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Inspired by the retrospective
of Joaquin Sorolla’s work at
the Meadows Museum in
Dallas, Rhonda DiMatteo of
DE Fine Art, Atlanta, exam-
ines the influential artist’s 
enduring legacy on two con-
temporary Spanish painters
in DE’s newly published book,
The Valencian Tradition:
Joaquín Sorolla, Giner Bueno
& Eustaquio Segrelles. 

Sorolla, a turn of the 20th
century Valencian painter, re-
jected the popular trends of
French Romanticism in favor
of en plein air, or the method
of painting outdoors. Eschew-
ing the heavy use of symbols
and stylization which charac-
terized the techniques of the
time, he focused
on the iconic sun-
light that bathes 
his Spanish coastal
hometown. De-
picted through
loose brushstrokes
and sketchy line
work, light flickers
across scenes of
Valencian fisher-
men hauling their
catch, children 
running barefoot
through the waves,
and farmers driving
their cattle across
the shore. Known
as the “Valencian
Tradition,” Sorolla helped to
establish an appreciation for
everyday Spanish scenes in
an Impressionistic style. 

Though first realized by
Sorolla, this technique did not
dissipate with the stylistic
transitions of the 20th cen-
tury. Contemporary painter
Giner Bueno follows Sorolla’s
lessons in light while main-
taining his own unique 
style. Bueno, also raised on
the eastern Spanish coast,
learned the Valencian Tradi-

tion from his father. His focus
on the people of Valencia of-
fers nostalgia for the past,
while the sunlight effect gives
his paintings a sense of 
current movement. Bueno
also observes the Impres-
sionistic tradition of the out-
doors for inspiration, and 
the influence of Sorolla’s light
technique is apparent. Bueno
notes, “It is difficult for a 
Valencian painter to escape
the luminosity of our land, its 
colors, and its contrasts.”
This focus on light enables
Bueno’s paintings to suspend
specific time periods and
focus on the transience of a
moment.

Fellow Spanish painter 

Eustaquio Segrelles also
shares an appreciation for
the realities of the Valencian
lifestyle. He too hails from 
an artistic family, and learned
to capture light and the 
progression of everyday life 
in his hometown of Albaida,
a southern agricultural munic-
ipality with farm workers
closely tied to the land. Un-
constrained by specific time
periods, Segrelles uses an
Impressionistic style to give
modern viewers a glimpse
into traditional labor. We see

mothers teaching children to
weave baskets, fishermen
carrying their boat to the
surf, and farmers with oxen.
All of Segrelles’ scenes are
characterized by wide brush-
strokes, attention to contour,
and the attention to light
shared by Joaquín Sorolla. 

The cyclical nature of art
and the continuation of leg-
acy reinforce the necessity
to understand earlier pain-
ters in order to fully app-
reciate contemporary artists.
The Valencian Tradition chal-
lenges the notion of bygone
historical trends and instead
urges viewers to comprehend
that the past is not dead, but
rather continually recycled in
the present day. Just like the
sunlight is regenerated with
each new day, so too are old
Masters revitalized within the
styles of new generations.

The hardcover, 126-page
book with 110 color pages, 
is published by DE Fine 
Art primarily for galleries to 
give to their Bueno and Seg-
relles customers. To reach
the company, call (770) 300-
9733, www.de-fineart.com.

MICHAEL MONROE
ETHRIDGE OPENS 
STUDIO AND 
GALLERY IN NAPLES

NAPLES, FL—Artist Michael
Monroe Ethridge has just
opened a new studio and
gallery space in Naples,
where the focus will be mainly
on shows and events rather
than regular gallery hours.
“When we moved from
Arkansas to Naples almost
two years ago, Michael 
couldn’t wait to start looking
for his ‘dream studio’ which,
after a lot of searching, he
found,” says Lisa Ethridge,
the artist’s wife and marketing
manager of Michael Monroe
Ethridge Art. 

The two-storey 3,000-square-
foot space, located in the Art
and Design district, has 22-
foot high ceilings and four- 
by five-foot picture windows 
in which Ethridge’s art will be
displayed. “He has his grand
piano in the front so he 
can play when he needs to be
refreshed from painting or to
have musicians come in for
events,” says Ms. Ethridge. 

A grand opening was sched-
uled for mid-January in time
for the Naples art scene to
move into full swing.
Shown is “Harmony of the
Wind,” acrylic, 36 by 36
inches that sells for $3,900,
framed. His paintings sell for
$950–$12,000. For informa-
tion, call (239) 572-3277 or
visit the website located at: 
www.michaelmonroeart.com.
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LEGACY OF VALENCIAN TRADITION LIVES ON

“La Sombrilla” (The 
Umbrella) by Giner Bueno
is an oil on canvas with 
a 35- by 51-inch image.

“Pescadores de Valencia” (Valencian
Fishermen) by Eustaquio Segrelles, oil
painting with a 45- by 45-inch image.
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(under one year) switched to
another software program
and it was the biggest mis-
take we ever made! We gave
it a good try but found the
program to be very limited.”
In 2006 she switched back 
to FrameReady. “We have
grown our business because
of our use of the software.”

Most helpful to Ms.
Choma are the updates that
are simple to use and easy to
comprehend. “In other
words, software de-
velopers should un-
derstand the work
flow of our busi-
ness. It is fast-
paced with cust-
omer designs at the
front of the shop
and production
work in the back. It
is helpful to have
vendors on board,
too. When pricing
framing materials,
some vendors have
their own quirks and
it’s hard at the de-
sign counter to keep track of
it all.”

Scott Cox, co-owner with
his wife Karen of Rimrock Art
& Frame in Billings, MT, moved
from a previous software
company to FrameReady eight
years ago. “We switched be-
cause of the limitations that
the previous software pro-
vider would not address,” he
says. “We wanted more de-
tail and FrameReady had it.
And, FrameReady runs on
both Windows and Mac.
FrameReady does everything
we need for framing, gallery
sales, printing, inventory, etc,.
and always adds new great
features, sometimes right on
the spot when we call them.”

Garrett Weissbein, busi-
ness development manager

of Art Storefronts, Austin,
TX, says its important for re-
tailers to stay ahead of the
curve technology-wise to get
the most of out today’s retail
marketplace. “We at Art
Storefronts design and make
eCommerce and business
management software for
print studios, photographers,
and fine artists. And we work
everyday to push our art
eCommerce platform further,
offering our customers a 
professional web presence,
blogging features, robust
back-end functionality, and
patent-pending tools that

boost conversions.” With
this, updates become essen-
tial as the retail landscape
evolves. “Our software is
constantly being upgraded
and improved—making sure
that our members become
experts at growing their on-
line business is our number
one priority,” Mr. Weissbein
continues. “The reality is, our
members don’t necessarily
need more upgrades and fea-
tures, most small business
owners we speak with need
the education to be able to
implement an online strategy
above all else. You can have
all the best features and 
upgrades available, but if 
no one goes to your website
it doesn’t matter how amaz-
ing it is.”

Debbie Marino, founder

and owner of Prophetics
Gallery in Summerfield, NC,
agrees and chose Art Store-
fronts because of their
knowledge of how to drive
traffic to the website and
brick-and-mortar location. “I
needed a software program
similar to that used by
Saatchi Art and Fine Art
America where I could pro-
mote the various artists we
represent worldwide for our
gallery,” she says. “I did not
always use Art Storefronts,
but switched because they
understood the art world and
created the necessary soft-

ware needed to help
artists, print suppli-
ers, and galleries.”

For Ms. Marino,
the updates have
helped to make her
business stand out
among her competi-
tors. “The updates
have all been appeal-
ing, but my favorite is
the virtual 3D option
that displays the art in
various room settings
and the ability to 
select paint for the

back-drop. This helps cus-
tomers make a sound deci-
sion before ordering and feel
confident in their purchase.”

In response to the ad-
vances in how customers
pay for purchases in 2016,
SpecialtySoft has released
FramePro Version 5.0 that
offers integrated EMV (chip
card) credit card processing.
This enhanced security pin
and chip technology also 
allows payment acceptance
with Google Wallet and 
ApplePay, and also contains
many enhanced e-mail 
capabilities and security fea-
tures. Jeannette King, presi-
dent of SpecialtySoft, loc-
ated in Wilmington, NC, says
that the company has evolved

TRU VUE ENHANCES
MUSEUM GLASS AND
CONSERVATION CLEAR

MCCOOK, IL—Museum
Glass and Conservation
Clear will feature a smoother
surface with no ripples in
2016 as a result of changes
made to the conservation-
grade process Tru Vue uses
for both products. As part of
its ongoing commitment to
continuous improvement, 
Tru Vue has made it a priority
to eliminate visible ripples,
also known as “orange peel.”
Although they were subtle,
ripples could be seen when
the glass was viewed at a
certain angles.

The quality of the UV-protec-
tive coating still adheres to
the company’s rigorous per-
formance criteria, including
99% protection. Custom
framers will experience the
same features and benefits of
both glazing, as Tru Vue has
maintained all other product
specifications, including care
and handling.

“Our customers expect the
best, which is one of the 
reasons people come to them
custom framers to have their
personal treasures framed,”
says Jen Gramm, director of
marketing at Tru Vue. “Be-
cause of this we are always
working hard to bring custom
framers the best glazing in
the industry, as we have been
doing for the past 45 years.”

The smoother surface im-
provements to these glazing
products comes just a year
after Tru Vue introduced 
enhancements to its anti-
reflective products, including
Museum Glass, UltraVue, 
and AR Reflection-Free, 
making them easier to clean
and more durable.
For more information, visit 
the company’s website:
www.tru-vue.com.
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continued on page 28

SOFTWARE UPDATES
continued from page 14

Art Storefronts software is continually evolving
and is strongly based in educating its retailers.
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The WCAF Expo in January
was once again a strong
show despite blizzard condi-
tions along the Eastern
Seaboard two days before
the trade-only show opened
causing havoc with travel
plans. Gene Liao of Ten Plus,
picture frame manufacturer,
proclaimed it an order-writing
show, and George Leeson of
Image Conscious described
it as sensational. “It was our
best show in years in terms
of prospects and new busi-
ness which is a lifeline for
us.” Josh Eichner of Framer-
ica noted that many people
moved their flights up to
avoid the snowstorm, and
the show opened with a big
crowd. “We have had an in-
credible reaction to our new
mouldings. People were
here, and we got
validation.” Paul
Noble, vice presi-
dent, business
development at
Larson-Juhl, said,
“We are really
pleased with at-
tendance. And
what I am im-
pressed by is 
the attitude of 
attendees—it is
far more upbeat.
Their sentiment 
is fantastic about
not only our 
products but their
business. How
we feel about this
industry is really
important be-
cause that affects how much
time consumers spend with
framing. The (positive) im-
pact we can all have on con-
sumers is significant, and
then the industry grows.”
Tru Vue’s Jen Gramm
agreed. “I think the show
went really well. People
were coming into our new
booth and asking what is

new. Attendees were very
upbeat and positive.” She
felt many had 
enjoyed a good
fourth quarter.

As David Roe
of Rosenstiel’s
observed, “It is
the only trade
show in the world
(serving the art
and framing indus-
try) that is really
working. Atten-
dance has been
good, possibly be-
cause the Las
Vegas Market is
on at the same
time. That is a bonus. And
the number of people coming
here to learn is encouraging.”
Jack Dempsey of Crescent

added, “People fly in from all
over the world for the educa-
tion. It’s impressive when a
custom framer comes here
to learn how to do better
framing. It shows dedication
to the industry.” More than
100 seminars and workshops
were offered by the National
Conference that runs concur-
rently with the WCAF Expo,

both produced by Hobby Publ-
ications and Picture Framing

Magazine. The show was
also the setting for the PPFA
National Conference that 
offered additional seminars
and also certification exams.
The PPFA is now owned by
Monarch Expositions, a newly
formed company owned by
Bruce Gherman and Deborah
Salmon, principals of the
WCAF Expo and publishers
of PFM. Many see this as
very encouraging, that after a
long hiatus, the industry now
has the opportunity of having
a viable and effective trade
association. Networking op-
portunities for industry mem-
bers to learn more about 
the “new” PPFA took place
at the Welcome to Vegas 
reception and president’s 
dinner, a sold-out event with
new members signed up.

Over 4,000 framing and art
retailers from about 47 coun-
tries, on a par with last year,
attended the trade-only show
where some 185 exhibitors
of art and framing-related
products participated and well
over 100 seminars and work-
shops were offered. “With
the weather and all the prob-

FRAMERICA PAIRS RUSTIC
WOODS WITH ELEGANT
GOLD OR SILVER ACCENTS

YAPHANK, NY—Framerica’s
newest product category, re-
leased at WCAF Expo, pairs
rustic woods with elegant 
gold or silver accents. The 
coupling captures the trend
toward eclectic, mixed media
moulding finishes. “It’s always
fun launching at the show,”
notes Josh Eichner, Framer-
ica’s executive vice president.
“The reaction is genuine and
orders are instant for winning
products.” Warm Chestnut is
available in profiles ranging to
3 inches. Call (800) 372-
6422, www.framerica.com. 

PRESTO INTRODUCES 
CADENCE

BETHEL, CT—Presto Frame
& Moulding introduces 
Cadence, a line of moulding
made of Swedish pine. The
finish is polished and the 
outside edge has a chiseled
embossing in black that fades
into the finished wood panel.
Width sizes are 7/8-inch and
1 1/2 inches. Call (800) 431-
1622, www.prestoframe.com.
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WCAF EXPO ROBUST, DEFYING BLIZZARD

Pictured with the first Verus Art textured
recreations are, left, Paul Noble, 
Larson-Juhl vice president, business
development; and Mario Mazzone, 
Larson-Juhl business development
manager. The Verus Art recreations 
are, van Gogh’s “Iris,” at left; and
Monet’s “La Mer Agitée.”

At the Penny Lane and Abbey Road Fine
Art booth are, from left, consultants
Lynda Gill and Stacey Hoenie, Abbey
Road’s Korin Gulshen, owner Zach
Jones, and founder Stephanie Jones.

continued on page 22
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lems with plane cancella-
tions, I think it is a positive
sign that attendance didn’t
suffer,” says Deborah Sal-
mon, show director, adding
that it indicates dedication by
framing and art retailers.
WCAF Expo highlights in-
cluded the fourth edition of
Design Star, hosted by Lar-
son-Juhl, and two sold-out
offsite photography trips,
one to Valley of Fire State
Park and the other to the
Las Vegas Strip at nighttime. 

A new initiative introduced
by the show organizers to
broaden awareness of cus-
tom framing and decorative
art was a tour of well-known
bloggers led by Steve
McKenzie and his wife Jill,
who operate the Atlanta-based
interior design and home fur-
nishings store, steve mcken-
zie’s. Blogger Kathy Austin
said, “This gives us a new
perspective on what is out
there, and what is available
in custom framing for our
customers and art opportu-
nities for our artists.” Blog-
ger Vicki Gladle Bolick wrote
on her Facebook page: “It
was truly an incredible expe-
rience...and quite frankly I will
never look at framing in the
same light again. Framing a
piece of art is truly a form of
artistry, and I’ll be sharing
more on my incredible expe-
rience. In this case, ‘what hap-
pened in Vegas won’t stay in
Vegas.’” Next year, this initia-
tive will be expanded to
deepen the reach of the in-
dustry into the interior design
community.  

Another innovation this year
was the Inspire Room cre-
ated by Greg Perkins of Greg
Perkins Consulting to gener-
ate frame design and display
ideas in custom framers to
take back to their shops. The

room was the setting for a
number of seminars related
to his displays of framed art.

Deborah Hill of Art Incor-
porated San Antonio, TX,
said, “This show is the high-
light of the year. I do tons of
education every year, you
have to advance your educa-
tion—and the best teachers
in the country come to this
show. I have been coming
here for 12 years, and you go
away motivated for the rest

of the year.” George Elliott of
Mimzi Art & Frame with two
custom frameshops in the
Quad Cities and three in the
Chicago area, primarily came
to buy equipment as he plans
to open more locations. “The
advantage of coming to this
show—and it was a very good
show this year—is that I could
see seven or eight saws and
compare them.” Similarly, he
could visit the booths of a
number of different software
vendors.

Among the new ventures
exhibiting at the show, Verus
Art, launched by Larson-Juhl
to provide re-creations of
masterworks that allow view-
ers to experience the visual
and tactile sensation of an
artist’s original, was received

with enthusiasm. “We have
got a lot of interest from gal-
leries,” said Mario Mazzone,
business development man-
ager at Larson-Juhl, who is
establishing an authorized
gallery program in North
America with exclusive terri-
tories. The prints in editions
of 195 sell for $1,000 to
$8,000, including the framing
in Larson-Juhl’s watergilded
Senelar Collection. 

At the Penny Lane Fine Art
& Licensing
booth, owner
Zach Jones
noted that
sales were
better than
last year and
quality con-
n e c t i o n s
were made.
“We felt this
year was bet-
ter in terms of
quality meet-
ings, orders
taken, and
overall inter-
est in the hun-
dreds of new
images that
we pre-

sented. We also had a really
great response to our new di-
vision of fine art and photog-
raphy images called Abbey
Road Fine Art and Licensing,
which was a relief as it is dif-
ferent from the normal look
we offer at Penny Lane.
There have been a lot of
changes in the art market but
we feel good about our place
in the industry. We know that
it is important that we con-
tinue to be fresh, new, and
adapt to the changes.”

AD Lines debuted more
than 1,000 new images in-
cluding the work of newly
signed artist Michael Romero
that garnered much attention.
“This year’s show seemed to 

CRESCENT DEBUTS JUTE
MATBOARD COLLECTION

WHEELING, IL—Crescent
introduces its new Jute 
Matboard Collection with a
distinctive open weave and
random slubs for a casual,
natural look. The collection,
available in six rustic colors
and four oversized options,
has an acid-free and lignin-
free bright white core back-
ing. Visit: www.crescentpro.
com or call (800) 323-1055.

SALON 1789 FROM
LARSON-JUHL

ATLANTA—Inspired by the
classic Louis XVI style, 
Larson-Juhl’s Salon 1789
collection, designed in con-
junction with Design Star
2015 Grand Champion
Francine Hackerott, features
historic French styling in two
up-to-date, hand leafed fin-
ishes, Versailles Silver and
Versailles Gold. The six pro-
files in a range of sizes have
heavy patina on the finishes
accenting the ornamentation
and replicating the look of
centuries-old frames.  
Visit: www.larsonjuhl.com.
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Pictured in front of the Framerica truck
made entirely of the company’s Liquid Black
moulding are, from left, Josh Eichner, exec-
utive vice president; Dave Rosner, 
senior vice president, procurement; 
Corinne Ferrara, director of marketing; 
and Gene Eichner, co-chairman.

WCAF EXPO
continued from page 20

continued on page 32
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GALLERY FOCUS

A Cubism exhibition held at
Modern American titled, Cu-
bism: Picasso, Braque, Léger
opened February 18, 2016,
and features artwork by Pablo
Picasso, Fernand Léger, and
Georges Braque. The show
is scheduled to run through
April of this year. Modern
American, the 5,000-square
foot gallery located in Scotts-
dale, AZ, has been in full
swing since the moment the
doors opened in 2015 and up
to this long-awaited exhibition.

Guests and visitors from all
over the world flocked to the
gallery, located in the heart of
Old Town Scottsdale, for the
show’s opening reception. With
its minimalist atmosphere, the
gallery values the ability of let-
ting the art speak for itself, by

providing a space to illuminate
the finest art available.  

The works by Master painter

and sculptor Pablo Picasso are
the main focus of the exhibi-
tion and vary from his early ca-

reer through to
1973 when he
died.

The exhibition
offers a bit more
attractive, joyful,
and even enter-
taining work by Pi-
casso than what
the public is used
to seeing. Later in
his career, Pi-
casso became
particularly inter-
ested in pattern
and texture, and
that is reflected in
his cubist compo-

sitions that show bits of wood
paneling, stone, and fabric. 

While other artists, in the

aftermath of the World War II
sought to purge environments
of decoration, Picasso played
with, and perhaps celebrated,
signs of bourgeois comfort. 

Also in-
cluded in the
exhibit, are
his ceramic
works, a
change of
pace from
the Analytical
and Synthetic
Cubism in-
corporated in
this collec-
tion. Many of
his ceramics
were made
at Madoura
P o t t e r y ,
which is now
famous due
to the fact
that Picasso

made ceramics there and
spent 27 summers creating 
his collection in this fascinating

MODERN AMERICAN: CUBISM AND PICASSO SHOW

continued on page 25

Vice President of Gallery Development at Modern 
American,Courtney Hood pictured at the Fernand Léger
National Museum in Biot, France, while creating this 
amazing exhibition.

Some of Pablo Picasso’s artwork featured in the Modern American exhibi-
tion ‘Cubism: Picasso, Braque, Léger,’ running through April 2016.

Pablo Picasso’s “La Pique en Rouge et
Jaune (The Bullfight in Red and Yel-
low),” 1959, is featured in the exhibit.
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medium. Additionally, Modern
American offers original expo-
sition lithographs created by
Picasso to promote his ce-
ramic collections.

One of the more notewor-
thy pieces in the exhibit is the
legendary “Dove of Peace.”
This original lithograph be-
came an iconic symbol of
peace, frequently used in war
propaganda and as part of the
peace movement itself. 

The printmaker Fernand
Mourlot has called it ‘one of
the most beautiful lithographs
ever achieved; the soft tones
attained in the feathers ...are
absolutely remarkable. This plate
conveys the maximum that can
be obtained with lithographic
ink used as wash.” Picasso’s
Dove collection, with three
works featured in this exhibition,
also served as the imagery for

the International Peace Con-
ference from 1949 to 1953. 

Picasso was introduced to
the medium of lithography 
by artists Georges Braque
and Henri Matisse in 1946,
who also worked with the

same renowned printmaking
workshop.

There are also several quin-
tessential works of Picasso’s
lovers and muses, including
Jacqueline Roque, Françoise
Gilot, Dora Maar, and Marie-
Thérèse. Still other works honor

Picasso’s Spanish heritage with
one of his favored themes of
bullfighting, including an incre-
dible linocut in red and yellow. 

The two French painters,
Braque and Léger, were also
crucial in the development of

Cubism. Some critics label
Léger’s evolution into his own

style as Tubism, named for its
emphasis on cylindrical forms.
However classified, Léger’s
work is profound, yet simplis-
tic, comprised of heavy black
lines and primary colors.  

One featured Léger work
depicts the
circus—as we
see often dur-
ing this time
period in art
and is echoed
in the works
by Picasso of
h a r l e q u i n s
and clowns—
also available
in the exhibit. 

C o n s i d -
ered one of
the most in-
fluential art
movements
in history, Cu-
bism invented
a new picto-
rial language
that inter-
preted the
flux of time,
space, and

motion. The movement broke
the mold of art as imitation,
but rather, art as creation. 

Picasso and Braque sacri-
ficed central perspective and
spatial recession that had
been practiced since the Ren-
aissance. With multiple per-
spectives in one composition,
the work becomes the distor-
tion of a fleeting moment, 
depicting three dimensional
forms while emphasizing the
two dimensional flatness of
their canvas.

Modern American also 
offers art in a variety of med-
iums, including paintings, works
on paper, etchings, lithographs,
mixed media, ceramics, and
sculpture. To learn more
about Modern American 
and its exhibition, Cubism: 
Picasso, Braque, Léger, call
(480) 941-0909, or go to:
www.modernamerican.com.

Courtney Hood and Phillips
Koss IV are contributing 
writers for Art World News.

Part of the exhibit features Picasso’s ceramic pieces which
brought a new dimension to the artist’s body of work.

Phil Koss, left, Director of American Fine Art in Scottsdale,
with Phillips Koss IV, Collections Curator at Modern 
American, take a short break while they assembled the 
exhibition this summer, at La Colombe d’Or one of 
Picasso and Leger’s favorite restaurants.

“Maya in a Pinafore” was painted in 1965
as part of Picasso’s children collection 
and features one of his daughters, Maya
Widmaier-Picasso.

MODERN AMERICAN
continued from page 24
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SOFTWARE UPDATES

over the years to meet the
needs of their customers.
“Our comprehensive, user-
friendly suite of software 
solutions offer the art and
framing industry multiple
packages for retail, whole-
sale, and production includ-
ing: VIEW, FramePro Lite,
FramePro Full Framing,
FrameProPOS, FramePro
Wholesale, FrameProChain,
and FramePro Production.
Some of our many features
include design visualization,
art module, general inventory
management, QuickBooks
interface, frame quoting, in-
ventory control, equipment
integration, production sta-
tions, and extensive report-
ing capabilities.”

Leslie Villalta, co-owner
with her husband Michael of
The Frame Shop, Los Banos,
CA, credits her implementa-
tion of SpecialtySoft software
for moving her business into
the modern age. “Prior to
using SpecialtySoft, all of my
work orders were handwrit-
ten,” she says. “To find a
customer’s history of prefer-
ences and previous orders, I
had A to Z files for each year
of completed work. All of
that is a thing of the past with
a POS system. It is the best
thing I ever did, and it took a
great leap of faith to go elec-
tronic. What I discovered in
that process is that a good,
thorough program offers so
much data about ordering,
pricing, history, customers,
and inventory, that I don’t

think I knew how to make my
business successful until I
could see what my business
was really doing.”

Mrs. Villalta relies on 
the price updates and sup-
port services provided by
SpecialtySoft. “At the front
counter, customers appreci-
ate that their previous work
can be brought up, reprinted,
and possibly duplicated for

future orders. Quotes are
simple to give with no more
guessing during the sales
process. The program allows
me to input my own actual
overhead numbers to deter-
mine what my products
should cost so that I can be
in business today and tomor-
row. Also, I know who my top
customers are at all times.
Controlling and counting in-
ventory is so much easier with
the system.” This proved es-
pecially useful for Mrs. Vil-
lalta when, in her first year of
using SpecialtySoft, her bus-
iness was audited by the

IRS. “Gathering accurate data
was key to a successful out-
come, and it took almost no
time to show the auditor that
we were on point with our
business data.”

At Choice Framing in Elk
Grove, CA, owner Sam Falk
chose SpecialtySoft because
it has enabled him to learn
the program and business-
improving tools at a comfort-

able pace along the way. “For
me, efficiency increases after
learning the basics of each
software program,” he says.
“There is always more to
learn as there are nuances
built into the program that
are not immediately appar-
ent. Calling the help desk 
at these companies, asking
how to do something either
gives you immediate solu-
tions or gives the companies
ideas for enhancements.”

Mark Roberts, owner of
Eagle Creek Gallery in Sav-
age, MN, has been using

software programs since the
mid-90’s, starting with a pro-
gram that worked in DOS.
As that platform was phased
out, he switched to Special-
tySoft in 2002. “At the time,
only our frame counter was
computerized,” he says. “Any
art or gift items that we sold
were still being written up on
paper invoices. We saw the
need to computerize those
steps as well, to manage in-
ventory and raise the profes-
sional look of the process. 
In some ways our needs
haven’t changed much, but
there is now a need to pro-
vide visualization of frame 
orders, manage e-mail lists
and the frequent framer re-
wards program, among other
things. I feel that our soft-
ware program has grown with
us. It is like another em-
ployee who can take care of
many of the monotonous,
labor intensive, data man-
agement steps and also
mine that data to prepare re-
ports that would be impossi-
ble to produce manually.”

Mr. Roberts concludes,
“When we began our frame
business in the early ‘80s,
the first ‘major’ piece of
equipment we purchased
was a moulding chopper. 
In 2001, we added a com-
puterized matcutter and in
2002 we added the Special-
tySoft POS software. If I
were opening a brand new
frameshop today, I would
make those investments in
the exact reverse order.”

Koleen Kaffan is Managing
Editor of Art World News.

SOFTWARE UPDATES
continued from page 18

SpecialtySoft’s FramePro Version 5.0 features integrated
EMV for credit card processing, as well as ApplePay and
Google Wallet capabilities.
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DESIGN STAR 2016

Anticipation ran higher than
ever for the awards cere-
mony of the fouth annual 
Design Star: Framing Edition,
hosted by Larson-Juhl, that
took place at the West
Coast Art & Frame Expo in
Las Vegas in January. Doug
Rozenboom, Larson-Juhl
senior VP, global merchan-
dising and product develop-
ment, emceed the event
that has informally become
known as the Oscars of the
framing industry. This year’s
Grand Champion is Micah
Paul Bolton of Micah Paul
Creative, Pine Grove, CA,
who has come close before,
winning a first and third place
in last year’s event. Mr.
Bolton was assisted in 
the creation of his winning
framing by Katrina Magowan
of the Studio Shop in
Burlingame and San Mateo,
CA, in business 100 years.
Both Ms. Magowan and Mr.
Bolton will collaborate with
Larson-Juhl on the design of
a new moulding collection.

Design Star has attracted
such interest from the 
custom framing community
worldwide that Mr. Rozen-
boom says that in future an
international edition of De-
sign Star may be added. He
notes that the contest pro-
vides a platform for Larson-
Juhl to be customer inclusive
and acknowledge that they
are the ones who interact
with consumers on a daily
basis and know their needs
and their reactions to prod-

ucts. “Product development
is not just about design,” he
says. “You have to validate
the idea; it has to be highly
saleable.”

Mr. Bolton said of his win,
“I am humbled and very
grateful to be this year’s De-
sign Star Grand Champion. 

I am blessed to have
such amazing people
in my corner. Thank
you Katrina Magowan
for doing an amazing
job on the project.” It
was Ms. Magowan
who extended the art
under the framing,
while Mr. Bolton cre-
ated the tread on the
moulding in Adobe Il-
lustrator and then cut
the 1,500 pieces of
tread with a laser and
spent 40 hours hand-
applying them. The
mouldings used were
Larson-Juhl’s Confetti

blue, Harlow, and Tate. He
says he has made similar
frames for customers of the
Studio Shop who are high
net worth car fanatics, and
they have sold for $3,500 to
$4,000. “It is a very small
clientele, but they are people
who appreciate fine hand-
made things.”

Entries for the 2016 De-
sign Star were judged in
seven categories by indus-
try veterans: Susan Gittlen,
Whispering Woods Gallery,
Holland, PA; Andy Shalosky,
The Great Frame Up, Morn-
ingside and Decatur, GA; the
team at The Gilded Lily, 
Monroe, GA; the team at 
Lionheart Framing, Atlanta;
Ken Baur of KB Consulting;
Leslie Klingner, member of
the Museum Services de-
partment at the Biltmore in
Asheville, NC; Deborah
Salmon, WCAF Expo show
director; Bruce Gherman,
publisher, Picture Framing

Magazine; Sarah
Seamark, Editor in
Chief, Art World
News; Linda
Omelianchuk, artist
and fine art pho-
tographer; and Jen
Gramm, director 
of marketing, Tru
Vue; as well as 
the Design Star
Champions of
2013, 2014, and
2015: Meg Glas-
gow, Christian Har-
well, and Francine
Hackerott.

Objects:
1st: The Frame Workshop of
Appleton: A Small Piece of
History.
2nd: Cyrus Custom Framing:
Chrome Bumper.
3rd: The Gilded Lily: 
Normandy Beach Landing.

GRAND CHAMPION MICAH PAUL BOLTON

Above: Design Star 2016 Grand
Champion Micah Paul Bolton, 
center, of Micah Paul Creative,
Pine Grove, CA, and Katrina
Magowan of the Studio Shop,
Burlingame, CA, who assisted 
him; with Doug Rozenboom, 
Larson-Juhl senior VP, global mer-
chandising & product development.
At right, their winning entry of
framing for “California Dreamin.’”
Below, a detail of the tread pattern
Mr. Bolton made on the moulding.

continued on page 34
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WCAF EXPO

have a much more positive
atmosphere,” company op-
erations manager Julie Shan-
non said. “We are hoping
that the decorative market
has turned a corner and that
prices cannot compress any
further. Time will tell.”

At the Editions Limited/
Studio EL booth, where the
Lantern Press line of retro-
inspired illustrations and vin-
tage artwork was shown,
artist Florence Delva was 
in attendance to speak with 
attendees and show her 
new work that specializes in
healthcare and healing envi-
ronments. Many new images
by artists such as Don Paul-
son, Chris Paschke, Teresa
Camozzi, Lola, Ken Elliott, and
Barbara Rainforth were re-
leased. Also introduced were
two new products, White Edge
Framed Canvas and the soon-
to-be-released Metallic Float
Frame. 

Andrew Cohen of PI Cre-
ative was very happy with
the turn out. “This show truly
exceeded our expectations,”
he said. “We had prepared
for the show, as we always
do, but encountered many
instances where all five of
our staff were engaged and
disappointed clients had to
wait semi-patiently for some
P.I. attention. Typically, the
WCAF Expo is not an order
writing tradeshow. This year
was different in that we
wrote some significant or-
ders for many of the images

that we were showcasing.”
Some 300 new print-on-
demand and open edition 
images were debuted by PI.
“This event has become our
new standard date for our
late winter and early spring
image releases.” Mr. Cohen
is already planning on ex-
panding his booth space for
the 2017 show. 

Chris Moseley of POD Ex-
change felt that the show
floor was very busy with peo-

ple looking to do business.
“We did meet a lot of new
contacts that will hopefully
turn into new business. We
also were able to finalize a
few more publishers to add
to our system.” For the eighth
consecutive year, Sundance
Graphics has exhibited and
Sarah Ruggiero says her
company was not disap-
pointed. “The WCAF Expo is
going to kick start 2016 and
propel Sundance in a good
direction. Any trade show is
a big investment and it is al-
ways a good sign when we

can honestly say that we are
looking forward to 2017.”
Some notable trends at Sun-
dance included gold accented
images, as well as watercol-
ors. The company debuted
hundreds of new images by
several new artists.

Lonnie Lemco of World
Art Group said that the win-
ter storm did not dampen the
atmosphere or enthusiasm.
“The show was very well at-
tended considering the disru-

ption caused
by weather on
the East Coast.
Also, we were
pleased to see
so many inter-
national cus-
tomers given
the strong U.S.
dollar which
tends to make
exports more
expens i ve .”
World Art Group
displayed over
800 new im-
ages including
the FabFunky

collection and customized
metallic foil prints.

Pansy Winterburn of Sage-
brush Fine Art said that the
first day of this year’s show
was better than the entire
show last year for them.
“The timing was not good
last year due to all the other
shows going on at the same
time. Also, with our change
to the Permission to Print
program, we have had sev-
eral customers that were not
printing last year but are
ready to have the discussion

now. Many have started print-
ing, which opens up more op-
portunity for business.”

There were new booths,
too, at this show which is 
always a positive indicator.
Among them, Tru Vue, Lar-
son-Juhl, Peterboro Mat-
boards, and Wild Apple—
many of them interactive. At
the latter, The back wall of
the booth, entitled Art Makes
the World Go Round, fea-
tured a map of the world
that attendees were invited
to grab a pin and mark their

continued on page 34

WCAF EXPO
continued from page 22

Jeff Smith, Epson manager, stands by as 
Angela Atencio from Crescent, matboard
supplier, looks at Epson’s new SureColor
S80600 64-inch roll-to-roll printer.

Jim McNickle, Fletcher
Business Group marketing
director, beneath signage
for the 8 Integrated Solu-
tions presented by six fram-
ing-related companies and
Mutoh America, supplier of
printers. They are Fletcher,
AMP, Picture Perfect,
Decor Moulding & Supply,
International Moulding, and
Encore Products.
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spot. It was fascinating to see
the reach of this show, and
watch the map gradually filling
up with pins marking home
countries around the world.

Moulding suppliers intro-
duced a plethora of new de-
signs, including Max Mould-
ing. But the company’s Au-
drey Liao points out the need
for retail custom framers to
market these products. “I
think retailers need to be
more proactive in getting ex-
posure from social media; to
look at ways of getting their
name and their products out
to generate customer inter-
est. “The younger genera-
tion lives on their iPhones,
so how can the retailer get
their product to portable de-
vices? I think it is very criti-
cal.” Ms. Liao added that for
Max Moulding, the East
Coast has been doing better
than the West Coast.

Framerica presented 142
new mouldings which focused

around six brand new profiles
ranging from 1 1/4 to 3 1/4
inches in width. Roma Mould-
ing introduced 57 new mould-
ings, and the company’s Tony
Gareri commented, “These
are very serious buyers (at
the show) with a discerning
eye. They want new, and 
they want fresh.” Many, he
said, wanted
to know the
story behind
a moulding
to tell their
customers.
Fotiou had
an interest-
ing story re-
lating to
Ame r i c a n
h e r i t a g e ;  
it has estab-
lished a 
partnership
with USA
Salvage, a
leading source for reclaimed
wood and barnwood picture
frames, as an exclusive dis-
tributor and marketer, and in-
troduced the frames at the
show. Jennifer Williams of
Wall Moulding appreciates

the chance to reconnect 
with her existing clients, as
well the opportunity to make
new ones. “It is always great
to visit with customers face-
to-face and build on those re-
lationships,” she said. “We
did have some great meet-
ings with lots of opportunity
being presented. The retail

frame industry appears to be
holding its own quite well and
the mood still seems posi-
tive. Overall the industry
seems up and down; but 
the bright spots appear to
be popping up more fre-

quently.” Wall Moulding 
introduced four new collec-
tions: Fresco, Forza,
Provence, and Grace. Uni-
versal Arquati featured many
new collections including
Collins and Country Colors 
II by Universal and Maison
and Vogue by Arquati. 

Epson rolled out its most-
advanced line of SureColor
S-Series roll-to-roll solvent
printers—the 64-inch Sure-
Color S40600, SC-S60600,
and SC-S80600. “People are
understanding that they don’t
have to go to a repro shop to
get their printing done and
can do it in-house and save
a lot of money,” said Epson’s
Jeff Smith. On the technol-
ogy side, many attendees
came to try out new, and 
updated, software first-hand.
Carol Graham of FrameReady
said that people were happy
to see what’s new and to
continue their education.
“There was a great deal of
enthusiasm and optimism
among the attendees,” she

Giving demonstrations of what Art Store-
fronts has to offer are, from left, Garrett
Weissbein and Sean Kermath. 

WCAF EXPO
continued from page 32

Mirrors:
1st: Patrick Moore Gallery:
Arched Mirror with Embellish-
ments.
2nd: The Frame & I: Pedestal
Mirror.
3rd: Manhattan Frame & Art:
Modern Luxe.

Textiles:
1st: Home Accents: Old

Gym Bag.
2nd: Hanging Around Hoover:
Needlework Waterfall.
3rd: Belle Framing: 
Pure Gold.

Documents:
1st: Romeo’s Fine Arts:
Grand Bohemian Table Top
Design.
2nd: Victoria Print Labs Inc.:
Someone Like You.
3rd: Artrageous Pictures 
and Framing: In Case of

Drone Attack.

Art on Canvas:
1st: Repartee Gallery: 
Betrothed by James.
2nd: Repartee Gallery: 
One Light by James.
3rd: The Frame & I, Arched
Wall Mural.

Art on Paper:
1st: The Studio Shop: 
California Dreamin.’
2nd: Lionheart Custom Fram-

ing: Shaky Knees.
3rd: Frame Workshop of Ap-
pleton: Niederwaldkirchen.

Photography:
1st: Cinda’s Custom Framing:
Customer’s Grandparents.
2nd: Cyrus Custom Framing:
Paper Doll–U.S. Army Air
Corps.
3rd: The Artist Framer: 
Celestial Clock.

Visit: www.larsonjuhl.com.

DESIGN STAR
continued from page 30

continued on page 36
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said. “There was lots to see
and do on the tradeshow
floor and an abundance of
training classes for all skill
levels. We were pleased to
see that our class on
FrameReady software was
sold out.” And this enthusi-
asm translated into sales. “The
minute the show opened, we
had two frame-shop owners
in our booth ready to place
their orders. We were plea-
sed with the number of new
clients who came on board
with our point-of-sale pro-
gram.” The company intro-
duced FrameReady 10.1 for
Windows, Mac, and iPad.

LifeSaver Software de-
buted three new products:
LifeSaver Cloud, LifeSaver
Distributor Cloud, and Life-
Saver ArtCloud. “It seemed
that the overall traffic for the

show was a little lighter, per-
haps due to the snowmagge-
don in the Northeast,” Life-
saver’s Paul Thomas said,
“but the people that did
make it were serious about

working on making their busi-
nesses more efficient.”

Jeannette King of Special-
tySoft also mentioned effi-
ciency as the reason atte-
ndees seek out software 

programs. “Framing business
owners visiting our booth un-
derstand their own, unique
business needs and were see-
king ways to increase pro-
ductivity through the use of

technology.”
The company
introduced its
FramePro by
SpecialtySoft
Version 5.0
that integrates
EMV for credit
card process-
ing and allows
p a y m e n t  
acceptance
with Google
Wallet and
ApplePay. It
also offers en-

hanced e-mail capabilities. 

Mohammad Elyas at the
FrameMe.com iPhone App
booth was busy giving demo-
nstrations of his new mobile
application that allows frame-

shops to engage in e-com-
merce and online framing.
Art Storefronts, a company
that designs and makes
eCommerce and business
management software, made
its show debut. “This was our
first year, so I don’t have any-
thing to compare it to, but
we were able to meet a lot of
our existing clients and intro-
duce the software to many
new frameshops, galleries,
and fine art printers,” said Gar-
rett Weissbein. “As someone
who personally speaks to
nearly 1,000 industry people
each year, I feel the market
as a whole is strong, espe-
cially for the frameshops that
incorporate printing into their
business. But most important
of all, is embracing and lever-
aging technology to reach
the growing online market.”

Reporting by Sarah Seamark
and Koleen Kaffan.

At the Wizard booth, Brian Wolf held 30-
minute educational sessions for attendees.

WCAF EXPO
continued from page 34

Epson has announced its
most advanced SureColor
S-Series roll-to-roll solvent
printers to date: the 64-inch
production S40600, S60600,
and S80600. 

Developed over a four-
year period, Epson engi-
neers incorporated the
latest imaging technolo-
gies including fourth-gener-
ation Epson UltraChrome
GS3 solvent ink chemistry,
a new precision media
feeding system, and a high
performance Dual-Array

PrecisionCore TFP print
head. These upgrades are
designed to provide im-
proved levels of productiv-
ity, image quality, and
reliability to the fine art re-
production markets, as
well as to the signage and
vehicle graphics markets.

Designed and manufac-
tured by Epson of Long
Beach, CA, this series fea-
tures Epson UltraChrome
GS3 solvent inks for print
quality, durability, and
media compatibility, plus

improved drying times to
drive productivity. The flag-
ship SureColor S80600
also incorporates a new
GS3 Red ink to produce
vivid output with an expan-
sive color gamut and color
vibrancy, plus optional white
or silver ink, for photo-
graphic output quality. 

When combined with the
new precision media feeding
system and high perform-
ance Dual-Array Precision-
Core TFP print head, the
SureColor S-Series is de-

signed to redefine the price-
performance equation, pro-
ducing high-quality, sellable
output at impressive produc-
tion speeds. 

The SureColor S40600
and S60600 are available
now through authorized dea-
lers, and the S80600, in April.
They are priced at $15,995,
$22,995, and $24,995, 
respectively. 

For further information,
visit the website located at:
www.proimaging.epson.com.

EPSON DEBUTS NEXT-GENERATION SURECOLOR S SERIES 64-INCH PRINTERS
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FATTAHI’S FINE ART
GALLERY
PRESENTS

Horseshoe Bay  
36 by 36 inches  oil  on canvas

Also available as a giclée on canvas 
in an edition of  75.

52 EAST AVE.
NEW CANAAN, CT 06840

MARCFATTAHI@GMAIL.COM 
203.966.8483   203.273.1999
WWW.MARCFATTAHI.COM

The Newest 
Oil on Canvas

by Marc Fattahi
“Since the age of three, 

I've been hypnotized by the sea. 
As a child, the ocean represented
limitless possibilities for me. 
Inspired, I traveled from 

country to country, learning, 
experiencing, absorbing 
cultures, techniques and 
appreciation for the beauty 
and diversity of this world.
When my brush hits the 

canvas, I feel like I am again,
three years old, gazing out into
the Caspian Sea and I am 

engulfed by contemplations of
the limitless potentials of this
life. From one ocean to the 

next, my life has changed, and 
I hope that within my work, 
I can inspire, or even spark a 
fire within someone to wake, 
go out and really, really, live.”

–
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LEASING ISSUES

by Jann Sheehy
Congratulations! Your gallery
has survived a very long eco-
nomic downturn and things
are starting to look up in the
world of art. Perhaps you are
considering relocating your
gallery, adding another loca-
tion, or have a lease renewal
coming up. This article offers
some suggestions, guide-
lines, and tips for making
sure you set yourself up for
the long haul.

New Location: Relocating
or adding a new gallery or
frameshop requires some 
research beyond finding a
spot and figuring out the rent.
If you’re looking in a regional
mall, lifestyle center, or strip
shopping center, it is impor-
tant to consider complimen-
tary co-tenancies such as
other home furnishings 
businesses, interior design
shops, home accessory
stores, etc. A gallery in the
middle of a children’s fashion
area is not going to translate.
While a gallery may be some-
what destination-oriented, try
to avoid end zone locations
next to the nail salon, shoe
repair, or barber shop.  

That being said, the im-
proved economy is driving in-
creasing rents and an art
gallery will not be able to af-
ford, nor would a landlord
merchandise, a center court
location with a gallery; do
your best to secure at least a
30-yard line location. Stand-
alone locations need to be

scrutinized with the same
guidelines, as well as by 
analyzing the entire street.
Watch pedestrian and traffic
patterns, and talking with
tenants about what it’s like to
do business in that neighbor-
hood.

With retail leasing getting
more competitive, you can’t
take for granted that a land-
lord will realize what a won-
derful merchandising oppor-
tunity they have in adding an
art gallery to their mix. In the
last five to 10 years, a flock
of new/junior agents are in-

volved in retail leasing and
they may have very little ex-
perience with art galleries.  

You’ll want to be prepared
in your landlord meetings 
to thoughtfully educate the
leasing agent with the follow-
ing checklist:
• Your business background
bio outlining education,
management, and admin-
istrative experience.

• Samples of your advertis-
ing and marketing to ex-
plain how you drive traffic
to your location.

• Your business financials:
If the balance sheet net
worth is under $350k,

then also provide your
P&L and personal financial
statement. Gather recent
bank and securities state-
ments to have ready, as
those are being requested
more frequently by land-
lord credit departments.  

• Keep in mind, the agent
has to qualify your busi-
ness with the landlord’s
lender and scrutiny has
gotten intense. The lease
is the backbone of landlord
financing, so help the
agent sell your concept in-
ternally and externally by
being thorough.

Renewals and landlord
relations: Hopefully, you
have been maintaining a
solid relationship with your
landlord. You’ve kept your
gallery clean, fresh, and in
good repair; you’ve paid your
rent and reported gross
sales on time; you’ve been
cooperative with all things
common area and marketing;
and you’ve been marketing
the daylights out of the busi-
ness, consistently proving to
the landlord what a great de-
cision they made to have you
as a tenant!  

You can be happy that
your landlord will likely want

to keep you for all those 
reasons, but don’t presume
you’ll get a better deal from
the landlord when it comes 
to renewing your lease. Most
are trying to figure out how 
to get more money while
they can. And, let’s face it, if
you weren’t profitable, you
wouldn’t be renewing. Land-
lords know this and, unless
you are in a distressed situa-
tion, your landlord wants ten-
ants who are performers in
every sense of the word.

Before doing anything,
here are some reminders:
• Check your lease to make
sure you are aware of
lease expirations, renewal
deadlines, and by what
method the renewal
needs to be processed.
You cannot afford to miss
critical lease dates or
send the renewal notice
incorrectly, so be sure 
that you have a complete 
understanding before pro-
ceeding.

• One year in advance, use
the same checklist noted
above to prepare for a
meeting with your land-
lord. Do not assume they
know anything about your
business, regardless of
how many times they’ve
been in your gallery or
said hello to you on the
street. 

• After the meeting send a
follow-up in writing to re-
cap what you discussed

CHOOSING NEW LOCATION OR RENEWING A LEASE

continued on page 39

Don’t presume you’ll get a better deal
from your landlord when you renew.

Most are trying to figure out how to get
more money while they can.
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CALENDAR

March 2–6: The Art Show,
Park Avenue Armory at 67th
St., New York. Art Dealers
Association of America.
Visit: www.artdealers.org. 

March 2–6: Volta NY, Pier
90, New York City. Pro-
duced by Merchandise Mart
Properties Inc. For details,
visit: www.voltashow.com.

March 3 –6: The Armory
Show, Piers 92 and 94, New
York City. Visit the website:
www.thearmoryshow.com.

March 3 –6: Pulse New
York, Metropolitan Pavilion,
125 W. 18th St., New York.
For more information, visit:
www.pulse-art.com. 

March 3 –6: Scope New
York, Metropolitan West
Pavilion, 639 W. 46th St.,
New York. For details, visit:
www.scope-art.com.

March 3 –6: art on paper,
Pier 36, New York City. Art
Market Productions. Visit:
www.thepaperfair.com.

March 16–20: Spectrum
Indian Wells, Renaissance
Indian Wells Resort & Spa,
Indian Wells, CA. Redwood
Media Group. For details,
visit: www.spectrum-indian
wells.com or call Rick Bar-
nett, (831) 747-0112.

March 30–April 3: The
Affordable Art Fair, Metro-

politan Pavilion, 125 West
18th St., between 6th and
7th Ave., New York. Visit:
www.affordableartfair.com
for information or call (212)
255-2003.

April 14–17: Artexpo New
York, SOLO, and FOTO
SOLO, Pier 94, New York.
Produced by Redwood Media
Group. For information, e-mail
Rick Barnett at: rick@red
woodmg.com or call him,
(831) 747-0112, or go to:
www.artexponewyork.com.

April 16–20: International
Home Furnishings Market,
High Point, NC. Visit: www.
highpointmarket.org or call
(800) 874-6492. 

April 27–May 1: Art Mar-
ket San Francisco, Fort
Mason Center, San Fran-
cisco. Produced by Art Mar-
ket Productions. For details,
call (212) 518-6912 or: www.
artmarketproductions.com.

May 3  –8: Art Miami New
York, Pier 94, New York City.
Produced by Art Miami LLC.
Visit: www.artmiaminewyork.
com for details, or call (800)
376-5850.

May 5–8: Frieze New York,
Randall’s Island Park, Man-
hattan. Produced by Frieze.
For further information, in-
cluding bus and ferry details,
visit: www.friezenewyork.com
or call (212) 463-7488.

and determine what kind
of documentation will be
used for your renewal.
Many landlords have new
leases and those will need
to be carefully reviewed;
some renewals are done
via lease amendment or
even a letter agreement 
in less formal circum-
stances.

• Pay attention to new
lease language, in particu-
lar, relocation language.
Because the cost of new
development and financ-
ing has got more compli-
cated and expensive for
retail developers, there 
is much more recycling
and remerchandising of
properties occurring than
ever before.  

Changes are being made
to outdated centers and addi-
tions are being made to suc-
cessful retail centers with
some amazing entertainment,
dining, and experiential com-
munity centerpieces. 

That recycling and remer-
chandising activity can some-
times allow landlords to force
tenants to relocate stores
and may even give them ter-
mination rights. 

Be sure that if your new
lease includes relocation lan-
guage, it specifies that all
costs of relocation be borne
by the landlord and try to in-
clude a pre-approved reloca-
tion zone lease exhibit. 

If you are in a renewal situ-
ation, use this opportunity to
better your position with this

type of language. Landlords
are not inclined to eliminate
relocation language these
days as it limits their flexibility
to recapitalize their real es-
tate, but having this language
and zone requirements will go
a long way to protecting your
business.

Your Business Is
Unique: Everyone’s busi-
ness is unique to their geog-
raphy, demographics, and
personal lifestyle. There is
no one way to work on a
new location, lease renewal,
or any other lease-related
transaction such as an as-
signment of the lease (re-
quired in the event you want
to sell your business), rent
restructuring, or early termi-
nation. Consider investing in
a professional to assist you
with site evaluation, negoti-

ate the deal economics, re-
view the lease documenta-
tion, and be your advocate.
A business broker, CPA, at-
torney, or financial advisor
can be helpful, but securing
the advice of a retail special-
ist who understands art gal-
leries and can coordinate
and manage the project is
priceless.

Jann Sheehy has been in-
volved in retail leasing for
over 30 years, with nearly 20
of those years on the tenant
side of the business. She has
direct experience in working
on new leases and renewals
for more than 350 galleries
during her career, and has
developed relationships of
benefit to a gallery or
frameshop. You can reach
her at: sheehyj@earthlink.net.

LEASE RENEWAL
continued from page 38
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NEW ART

No Worries

Lyrical Fine Art, Northport, NY, presents Joe Berezansky’s
“No Worries,” a giclée on canvas in an edition of 50, meas-
uring 26 by 20 inches. The retail price is $695. For further in-
formation, call (631) 651-5899 or visit the company’s website
located at: www.lyricalfineart.com.

Boat in Lillies

Artist Richard Boyer, located in Salt Lake City, UT, debuts
“Boat in Lillies,” a giclée on canvas in an edition of 275,
measuring 24 by 18 inches. The retail price is $275. For de-
tails, call (801) 359-4650 or go to: www.richardboyerart.net.

Heavenly
Johansen Fine Art,
Rancho Santa Fe,
CA, debuts Jay 
Johansen’s “Heav-
enly” as an oil on
canvas. The image
size is 35 by 60
inches and retails
for $12,000. For
more information,
call (831) 233-1166
or go the website
located at: www.
johansenfineart.com.

Cat and Woman
Winn Devon,
Richmond, BC,
presents “Cat
and Woman”
by Didier
Lourenço as
an open edition
giclée on can-
vas measuring
27 1/2 by 
27 1/2 inches.
The retail price
is $198.45 for
stretched and
$128.99 for
unstretched
canvas. For more details, call (800) 663-1166 or go to the 
website located at: www.capandwinndevon.com.
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GALLERY LIGHTS

At dk Gallery, located in Marietta, GA, are, from left, designer
and collector Ann Wisniewski, artist Holly Irwin, and collector
Liz Schupp. The painting shown is Irwin’s “The Salon,” a mixed
media on canvas measuring 60 by 48 inches.

At the Brooklyn, NY-based A.I.R. Gallery, sculptor Ann 
Pachner and gallery artist David Anthony Perez II are pictured
during the opening reception of Barbara Grinell’s exhibition of
new original work.

At Bella Arte Gallery, Midlothian, VA, artist Robert Finale, 
far right, celebrates his opening featuring new originals and
limited editions with, from left, co-owner Ed Klump, Robert 
Finale Editions’ Susie Finale, and co-owner Rena Klump.

Artist Erin Loree, left, celebrates with musician Marc Girardin
during a reception at Angell Gallery, Toronto, for her sold-out
exhibit “Midnight Bloom.” Artist Callum Schuster’s solo exhibit
“Akin to Skin” was also debuted.

John-Mark Gleadow’s new release, “Heroes” featuring super
heroes is discussed by Marcus Ashley Fine Art Gallery consult-
ants, from left, Brenda Tate, Leah Genovese, and Gavin Garcia
at the South Lake Tahoe, CA, gallery.

Pictured during the solo exhibition called “HOOF” of paintings
by Allison Schulnik held at Mark Moore Gallery, located 
in Culver City, CA, are, from left, collectors Lenae Day and
Anna Therese Kryczka.
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WHAT’S HOT IN OPEN EDITIONS

Majestic Leaves II
“Majestic Leaves II” by Cynthia Coul-
ter measures 18 by 18 inches and re-
tails for $15. Phone Roaring Brook
Art Company Inc., Tarrytown, NY, at
(888) 779-9055 or go to: www.roaring
brookart.com.

2016 Winter Classic
“2016 Winter
Classic” by
photographer
Rob Arra
measures 39
by 13 1/2
inches. Four
versions of
the image are available. The retail price is $29.95. For further information, 
telephone Everlasting Images, located in Cape Neddick, ME, at (800) 
937-0987 or go to the company’s website at: www.robarracollection.com.

Here are the 
best selling prints 
from the month of

January

World Map Indigo

“World Map Indigo” by Xander Blue 
measures 36 by 24 inches and retails 
for $35. Telephone Bon Art, Norwalk, CT,
at (203) 845-8888 for further information, 
or visit the company’s website located at:
www.bonart.artiq.com.

Sunrise

“Sunrise” by Danhui Nai meas-
ures 36 by 24 inches and 
retails for $27. Phone Wild
Apple, located in Woodstock,
VT, for more information at
(800) 756-8359 or go to the
company’s website located at:
www.wildapple.com.

Restless Mind
“Restless Mind” by Lina Alattar
measures 26 by 24 inches and retails
for $32. Also available to resize and
print on canvas. For further informa-
tion, telephone Image Conscious,
San Francisco, at (800) 532-2333, or
go to: www.imageconscious.com.

Rustic Gould I
“ R u s t i c
Gould I” by
Studio W is
an open edi-
tion giclée
mea s u r i n g
16 by 20
inches. The
retail price 
is $40. Call
World Art
Group in
R i chmond ,

VA, at (804) 213-0600 for further infor-
mation or visit the website located at:
www.theworldartgroup.com.
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USA Born and
Raised
“USA Born and Raised” by Dee
Dee measures 18 by 12 inches
and retails for $16. For more 
information, call Penny Lane 
Publishing, New Carlisle, Ohio,
at (800) 273-5263 or: www.
pennylanepublishing.com.

Love Hearts

“Love Hearts” by BoMo measures 30 by
20 inches and retails for $30. Telephone
Sagebrush Fine Art, Salt Lake City, Utah,
at (800) 643-7243 for further information
or visit the company’s website located at:
www.sagebrushfineart.com.

Deep Sea Jellies I
“Deep Sea Jellies I” by Paul Brent
measures 12 by 12 inches and retails
for $10. Image is also available as 
POD. For more information, call Gango
Editions, Portland, OR, at (800) 852-
3662 or go to the website located at:
www.gangoeditions.com.

Eloise II
“Eloise II” by
D e b o r a h
Pearce meas-
ures 24 by 36
inches and re-
tails for $42.
The image is
also available
in a variety of
sizes. Call
Rosenstiel’s,
London, at
(011 44) 207
352 3551 for
further infor-

mation, or go to the company’s website:
www.felixr.com.

Gold Summer Woods
Square
“Gold Summer Woods Square” by
Roberto Gonzalez measures 27 by
27 inches and retails for $32. Tele-
phone SunDance Graphics, Orlando,
FL, at (800) 617-5532 for further 
information, or visit the website:
www.sdgraphics.com.

Super Bowl 50

“Super Bowl
50” by Chris
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 Min-
netonka, MN, at (800) 334-7266 for more information, or go to the com-
pany’s website at: www.panoramas.com.

Here are the 
best selling prints 
from the month of

January
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“Bowl of Blooms” 
by 

Lanie Loreth
Image Size: 
36” x 24”

$30

OPEN EDITION PRINTS
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E-MAIL: sarah@sundancegraphics.com
9580 Delegates Dr., 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

“Above the Clouds” 
by 

Lina Alattar
Image Size: 
24” x 24”

Image Conscious

800.532.2333 
www.

imageconscious
.com

“Asian Elephant” 
by Britt Fredo

Image Size: 
18” x 24”

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 as POD 
and multiple substrates.

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

Fantastic Inventory for Sale

Bruno Bruni  
"Amor 1981"  

Limited Edition Print Lithograph
Size: 30 x 22 in  | 76 x 56 cm  

Edition: 22/75  
Hand Signed

Art Source Gallery
9748 S. Virginia Street
Reno, NV 89511
(775) 828-3525

artsourcereno@gmail.com
www.artsourcereno.com

Please call for a list of all works. 
Masters, Contemporary, Traditional and more. 
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Art World News
203.854.8566 

jwhaffey@aol.com
www.artworldnews.comCustom Book Publishing

Art books are vital to expand your collector base. By sharing your story and the vision
behind your art, collectors’ attraction to your work is validated, and it is increased, 

leading to more sales at better prices.

We work with artists, publishers and galleries to create elegant custom art books, 
crafted to match each customer’s individual requirements. We cover all facets of book

publishing, from concept development to delivery of the printed copies. 
We make it easy!

A Picture Tells
One Thousand
Words and an
Art Book Can
Sell a Thousand

Paintings

Art Books Sell Art

Expand the Conversation
Call or e-mail today to learn more and find out about our $7,500 special.

New Release. 
Trim 11.75" x 9.5" 
with 232 pages, 
100# Gallery Art 

Gloss stock. 
Full color with varnish.
Cloth-wrapped hard
case binding with 

laminated dust jacket.
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