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Conde Contemporary opens in Coral Gables, FL. Page 12.

How fair is the traditional artist-gallery split? For many years
it has been 50–50 on originals, but times have changed and,
given the high cost of doing business in some cities, is this
still an equitable split? We talked with several galleries to get
their views, and also the artist’s perspective. Jeff Jaffe, owner
of Pop International that has just relocated after two decades
in SoHo to burgeoning NoLita, says he believes the gallery
model has changed over the
last couple of years. “Rents
have increased and you have
to have traffic to support it.”
The gallery-artist split at Pop
International tends to be flex-
ible—sometimes 60–40; and
occasionally an artist re-

quests “X” amount. “Gener-
ally it is 50–50, but I don’t
have a real formula. The key
important element is the re-
lationship between the artist
and the gallery because it is
a partnership in many ways.

HOW EQUITABLE IS THE
ARTIST–GALLERY SPLIT?

THE INDEPENDENT NEWS SOURCE

QUOTE OF THE MONTH:
“Rents are exorbitant, out of touch
with reality, and the Internet is 
replacing everything. If you are
not willing to offer an experience
in your gallery, you will fall by 
the wayside, like so many 
retailers are.”   Brian Liss, page 12.

ARTEXPO, SOLO,
FOTO SOLO TAKING
PLACE APRIL 14–17

Some 425 exhibitors, many
international and including
galleries, publishers, inde-
pendent artists and fine art
photographers are antici-
pated at this year’s Artexpo
New York, SOLO, and the
newly introduced FOTO
SOLO, April 14–17, on 
Pier 94 in New York City.
Full article, featuring show
highlights, is on page 16.

MILLENNIALS DRIVE 
NEW ART SELECTION

Image Conscious is looking
to Millennials as they be-
come a sizable consumer
group, with artwork geared
to them as, “They have their
own ideas about everything,
including art.” Page 8.

LEGAL ISSUES: ART
APPROPRIATION REDUX

The second installment of
Joshua Kaufman’s article
discussing issues that 
anyone who creates or sells
art that incorporates third
party intellectual property
must deal with: copyright,
right of publicity, and trade-
mark claims, begins on
page 30. Mr. Kaufman, a
leading attorney in art,
copyright, and licensing 
law, collaborated on the 
article with Thai X. Nguyen.

WHAT’S HOT IN OPEN
EDITION PRINTS

The industry’s leading open
edition print publishers 
present their newest top-
selling images, some avail-
able as print-on-demand, 
on pages 42 and 43.

continued on page 10
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Artwork featured is 
John-Mark Gleadow’s 
“ Forever Young”  from 
John-Mark Fine Art. 

Go to page 38 
for more details.

Legal Issues: Art 
Appropriation Redux

In this month’s Legal Issues,
Joshua Kaufman, a leading
attorney in art, copyright,
and licensing law, explores
the Right of Publicity which,
unlike copyright, is governed
under individual state stat-
utes or common law. 

Page 30

Calendar: 
Industry Events

In this month’s Calendar, a
variety of industry shows are
listed, including some of the
New York events such as Art
New York, Frieze, the New
Art Dealers Alliance Art Fair,
as well as the trade-only
SURTEX.

Page 36

Why Buyers 
Gravitate to Texture

DE Fine Art finds success
with the textured impasto
paintings of Myung Jung,
aka Mario. In his work, 
dimension takes on new con-
notations, redefining what 
it means to be a landscape
artist.

Page 14

INSIDE THIS ISSUE

Just Exactly Who
Are Our Customers?

Todd Bingham explains why,
when an art and framing
salesperson interacts in a
gallery with a potential cus-
tomer, it’s not their demo-
graphic profile that matters
so much as getting to know
them as a person.

Page 34

Tru Vue Inspiring
Creativity

The winning custom framers
in Tru Vue’s fourth annual
framing competition held at
the WCAF Expo explain 
how they created their win-
ning frames using the 
theme Making the Ordinary
Extraordinary. 

Page 20

Presenting 
New Art Releases

We present the New Art
section featuring current 
releases of original and lim-
ited edition work in an array
of mediums, edition sizes,
image sizes, and price
points, as well as company
contact information.

Page 38
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IN OUR OPINION

Judging when, and if,
changes actually are tak-
ing place in the economy

is a tricky business. Most
often, it’s only when looking
backwards can one tell for 
certain that movements have
taken place in meaningful
ways. I think now for the art
and frame business, we can
firmly state that we are in an
improving marketplace. The
government and private re-
searchers have generally
agreed that consistent growth
has been measured in the
broad economy for at least the
last seven quarters suggesting
a solid turnaround. Although
great debate exists over the
most accurate source for cal-
culating growth rates, consen-
sus reigns as conditions are
improving, albeit slowly.

Typically, back-to-back quar-
ters of uniform change (increa-

se/decrease) serve as the 
statistical basis for the start of
a trend. In the art and framing
industry, hard data isn’t always
available to answer the ques-
tion, “How’s the industry
doing?” So for our part, the
hundreds of conversations we
have each quarter with suppli-
ers and retailers provide us
with the flow of qualitative and
quantitative feedback on the
health of our industry. 

Although unevenly distrib-
uted, feedback from the last
quarter of 2015 and the first
quarter of 2016 illustrate a
modest growth pattern has
emerged. Of course, a third
consecutive quarter of im-
provement will help build a
more certain picture. To reach
that point, industry decision-
makers will have to operate in
a cautiously optimistic mindset
to improve their businesses
and the industry at large. 

THE THIRD TIME
WILL BE
THE CHARM

John Haffey
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Image Conscious, San Fran-
cisco, is looking to Millennials
as they become a sizable
consumer group, with artwork
geared towards them. “This
is not their mother’s art,” says
the company’s John Munner-
lyn. “When we source art 
for this group, we do look 
for the classic subjects and
themes like animals, couples,
romance, and graphics but
with a twist or an edge focus-
ing on fantasy or a dreamlike
state, sometimes with a hard
and soft edge occurring in the
same image.” Mr. Munnerlyn
says that Millennials’ influ-
ence plays a role in how the
company chooses new art.
“We are continuously intro-
ducing new artists and images that appeal to a younger 
audience. They have their own ideas about everything includ-
ing the art they want to buy.” Call (800) 532-2333 for more
details, or visit the website at: www.imageconscious.com.

Image Conscious Looks to Millennials

“All You Need is Love” by 
Balazs Solti is available in
multiple sizes on paper, 
canvas, and on alternative 
substrates.

The Society of
Unique Artists
(SUA) held a suc-
cessful debut of
its Art Bar event
at AFA Gallery in
SoHo in January.
The Art Bar is a
new concept cre-
ated by SUA to
further its non-
profit mission of
promoting unique
artists and art
forms. Among the
artists in atten-
dance was Michael
Breach, a coffee artist who creates portraits in latte foam.
Each Art Bar event will be held at various galleries in the New
York City area, and will highlight the work of unique artists.
Footage will be featured on SUA’s television program, 
Extreme Art Television. Visit: www.suartists.org.

Society of Unique Artists’ Art Bar

Coffee artist Michael Breach, center,
with Ronnie and Jacqueline Simon, 
creative and executive director, respect-
ively, of the Society of Unique Artists.

Sculptor Mark
H o p k i n s ,
known for his
bronzes of
garden birds,
has just re-
leased a new
collection, this
time as minia-
tures. Three 
of the four
pieces are
black-capped
ch i ckadees
that measure less than 2 inches each; a male cardinal singing
his “Winter Song” is 3 1/2 inches from crown to tail. Shown
is “Family Reunion,” 6 by 11 by 5 inches. Mark has his hand
in every step of the process from wax pouring to welding and
patina in these very limited editions of 50. For details, call
(800) 678-6564 or visit: www.markhopkinssculpture.com.

Hopkins’ Miniature Bronze Birds

“Family Reunion” by Mark Hopkins, from 
his new collection of miniature bronze birds.

Fine Art Marketplace (FAM)
of Atlanta presents the open
edition prints of equine artist
Lisa Stockdell. FAM is a sales
outlet established by Digital
Arts Studio as a showcase of
the creativity of new, emerg-
ing, and established artists,
providing them with a site
from which they can offer
their prints. Stockdell is an
Atlanta-based artist who also
makes her original pastels
that sell for $400–$900 avail-
able through her website:
www.lisastockdell.com. Her
open edition print, “Caress
from the Wind,” shown, 
15 3/4 by 25 inches, is avail-
able as POD on paper and
canvas through Fine Art Mar-
ketplace. For more on the print, contact Barry Glustoff at
FAM at: barry@fineartmarketplace.com, (866) 352-9779.

Fine Art Marketplace Equine Artist

“Caress from the Wind” by
Lisa Stockdell, open edition
print, also available as an
original pastel.
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And that is a vital relationship
to me. We have had artists
for years and years because
we have a partnership. It
should be seen as such and
not a vendor-supplier relation-
ship; that turns my stomach.
They (artists) go to their stu-
dios and do battle—and we
have our rent and insurance,
and everything it takes to 
run the gallery. I advocate
having a conversation with
the artist where everyone is
comfortable.”

Discussing the gallery’s
business model, Mr. Jaffe
says it’s important for a
gallery to adapt to the
changing environment in
terms of outreach, publicity,
marketing, and electronic
communication. “Survival is
based on adaptation,” he
notes, adding, “The Internet
is vital to us. We don’t show
prices, but a tremendous
amount of business is
done.” Much of it is gener-
ated through e-mail, social
media, and hubs like Yelp
and Instagram. Pop Interna-
tional also has a tremendous
following on Facebook. He
also sees outreach in the
local community as para-
mount, as well as holding
benefits. The gallery’s grand
opening on April 2 benefited
a local homeless shelter.

Heidi Leigh, co-owner with
Nick Leone of AFA Gallery in
SoHo, the Fashion Show Mall
in Las Vegas, and Chateau de
Belcastel in France, says she
has some flexibility with her
artists of about 10%, and only
5% at exhibition openings to
maintain the integrity of the
artist’s collection. Yet lately
she has found that ancillary
revenue streams from occa-
sional print publishing and the
sale of older inventory have

played a role in her galleries
continuing to aim for the
50–50 split. “Our gallery has
really evolved and, having a

new stable of contemporary
masters, the integrity of the
work has to be clear and con-
sistent. “We have been able

to endure it because we are
liquidating old animation art
on eBay and elsewhere, as
well as illustration art from our
archives. We also publish 
a few of our artists, such 
as Nicoletta Ceccoli, and
there is a larger profit margin
in that when we are the pub-
lisher and we sell the work in
our galleries.” 

Ms. Leigh says that offer-
ing the originals and prints of
Tom Everhart, represented
by Limelight Agency, is a

bonus. “Normally,
publishers will ex-
tend a nice price
to a high profile
gallery because
they understand
that supporting
the gallery is good
for the goose and
good for the gan-
der. And it targets
a whole different
economic bracket
(offering Ever-
hart’s prints to
support his origi-
nals), so to have
both is very nice. It
creates a way to
groom new collec-
tors.” Some gal-
leries just have his
graphics.

AFA Gallery is now avail-
able to rent for receptions
and the SoHo location has

even been the setting for
weddings. These receptions
bring attention to the gallery
and its artists. She is also
going to do art fairs to
broaden the reach of 
AFA Gallery. As Jacqueline
Simon, sales manager at
AFA in New York, notes,

LISS GALLERY MOVES
WITHIN TORONTO AND 
BEGINS PUBLISHING

TORONTO—Liss Gallery,
established in 1983, is mov-
ing one block within the city
from Yorkville Avenue to
Cumberland Street. Owner
Brian Liss says the new
1,500-square-foot gallery will
be in a much better location.
He plans to represent fewer
artists and, for the most part,
establish exclusive contracts
with those he works with. Mr.
Liss also has begun to pub-
lish some of his artists and
offer their giclées on canvas
in small editions of 80. To
reach him, call (416) 787-
9872 or visit the website:
www.lissgallery.com.

ARCADIA EXITS SOHO 
AND HEADS WEST 
TO SANTA MONICA

SANTA MONICA, CA—Arca-
dia Contemporary has left
SoHo after 16 years and
opened in the gallery enclave
of Bergamot Station in Santa
Monica. Owner Steve Dia-
mant has begun by taking a
900-square-foot space to get
his foot in the door and then
expand. “To get a larger
space, one needs to be es-
tablished here,” he explains.
And of his move, he says, 
“I am delighted.” Before the
gallery was even officially
open, movie director J.J.
Abrams, who had bought
from Arcadia Contemporary 
in New York, knocked on the
door and made a purchase.
Among the artists repre-
sented are Malcolm Liepke
and Jeremy Lipking who 
already have an established
collector base in California.
Retail prices at the gallery
range from $5,000 to
$30,000. For more 
information, visit: www.
arcadiacontemporary.com 
or call (310) 998-0050.

ART WORLD NEWSPAGE 10

HOW FAIR IS THE ARTIST–GALLERY SPLIT?

“Malecón” by Joyce Howell is an oil on canvas, 60 by 30
inches, from Wally Workman Gallery.

continued on page 12

“The Tease” by Daniel Merriam, edition
of 150 on paper with a 24- by 24-inch
image retailing for $1.200, is self-pub-
lished by the artist’s company Key-
stone Publishing and is available from
AFA Gallery, EC Galleries, and Bubble
Street, Merriam’s own gallery.

continued from page 1
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Kardos is a world-renowned painter and sculptor with 
a career spanning nearly 40 years and touching many 

continents. Since his first art showings over thirty years ago,
Kardos has since exhibited his works in countless galleries

and shows throughout Europe and the Americas. 
His art is appreciated by and graces the homes of 
many celebrities and respected political figures.

KARDOS
Katherina Perry Inc. Publisher of Fine Art Presenting
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“Art fairs are a way of devel-
oping a different clientele.
They bring exposure.” There
is, of course, the cost of ex-
hibiting at them. And is it eq-
uitable to maintain the 50–50
split when the gallery makes
such as investment? 

Ms. Leigh is going to ask
her artists to contribute to-
ward the cost of exhibiting 
in fairs. She also wonders 
if sometimes it would be
O.K. to ask an artist to con-
tribute towards other specific
costs, such as producing a
show catalogue or even the
cost of flying them in for an
exhibition opening. As she
says, in the final analysis,
the artist-gallery relationship
has to be mutually support-
ive. Otherwise, what are you
doing? “That is why working
with nice artists is para-
mount,” she states.

Brian Liss, owner of Liss
Gallery, Toronto, in
business 33 years,
says, “Artists, in
my opinion, have to
realize expenses
are very high, and
they have to be
supportive.” For in-
stance, he some-
times looks to
artists to share pro-
motional expenses
and his artists
shared in the cost
with Liss Gallery of
exhibiting at the Ar-
chitectural Digest
Design Show last
spring. But on a more funda-
mental level, Mr. Liss is mak-
ing changes to the way he
operates his gallery. Moving
forward, he will focus on a
smaller number of artists
and, for the most part, have
them sign exclusive world-
wide contracts for their orig-
inals and their prints, which

he will publish. “The Internet
mandates that we have to

do things exclusively, other-
wise you are just competing
with the next grocery store
down the road.

“Rents are exorbitant, out
of touch with reality, and the
Internet is replacing every-
thing. If you are not willing to
offer an experience, meet
the artist, and do wine tast-
ings and other events in your
gallery, you will fall by the
wayside, like so many retail-
ers are. You have to be ag-

gressive in developing your
clientele. Dealers have to
wake up.” He has heard of
retailers going to China and
paying 10 cents on the dollar
for artwork, then marking it
up significantly to pay sky-
high rents. And he fears that
the concept of quality has
been hollowed out. Mr. Liss
says he read somewhere
that a 70–30 split would be
good. 

Among the artists he plans
to publish are Johnathan
Ball, Rachel Isadora, Mal-
colm-Emilio Yarde, and
about 12 others. He bought
a printer some time ago, and
has already produced sev-
eral giclée on canvas edi-
tions, such as Greg Angus’
“New Frontier” that was
signed by William Shatner
who starred as Captain Kirk
in Star Trek.  

Stacy Conde of Conde
Contemporary, Miami, who
recently opened a second
location on Miracle Mile in

Coral Gables, FL, has
thought a lot about the
gallery-artist split. “Some
very successful people in
the art world have men-
tioned to me that I need to
change the structure and
take a higher percentage.

POP INTERNATIONAL 
RELOCATES FROM SOHO 
TO NOLITA IN NEW YORK

NEW YORK—After nearly 
20 years in SoHo, Pop 
International has relocated
south to the burgeoning dis-
trict of NOLITA, North of Little
Italy. The doors opened to the
new almost 2,200-square-foot
space on March 10. Owner
Jeff Jaffe says, “We got so-
licited by a landlord to make
the move and this area is ab-
solutely exploding. It was an
offer we could not refuse.”
The gallery at 195 Bowery, at
the junction of Spring Street,
is a block from The New Mu-
seum and the International
Center of Photography,
among other galleries, clubs,
and restaurants like Vandal,
as well as high-end shopping
and new hotels. Mr. Jaffe had
a demographic study done of
the area and feels “We are
getting in at the right time.”
Contact information remains
the same: (212) 533-4262,
art@popinternational.com,
www.popinternational.com. 

CONDE CONTEMPORARY
OPENS NEW GALLERY 
IN CORAL GABLES, FL

CORAL GABLES, FL—
Conde Contemporary, spe-
cialist in contemporary Cuban
art by artists living in Cuba
and in the diaspora, has
opened a second gallery on
tony Miracle Mile. The original
gallery and studio is in
Miami’s Little Havana district.
Owner Stacy Conde antici-
pates the new 2,400-square-
foot gallery will bring more
exposure and thus more
sales. Among the artists rep-
resented are her husband An-
dres Conde, Luis Enrique
Toledo, and Darian Rodriguez
Mederos. Prices are from
$1,500–$45,000. Call (239)
961-0452 or visit: www.
condecontemporary.com.

ART WORLD NEWSPAGE 12

William Shatner of Star Trek
fame signs “New Frontier,”
shown right, by Greg Angus.
The giclée on canvas, 36 by 36
inches, ($5,000), is an edition
of 79, reflecting the 79
episodes of Star Trek, the Orig-
inal Series. the print is available from Liss Gallery, Toronto.

“Flatiron Mashup” by UR
New York (SKI & 2ESAE)
aka Fernando Romero and
Mike Baca is a mixed media
on canvas, 20 by 44 inches,
retailing for $7,500 from
Pop International.

ARTIST–GALLERY SPLIT
continued from page 10

continued on page 18

MAR16-news-Cover-Pg2-KSK_Layout 1  4/5/16  5:02 PM  Page 1



*Ad Template-revised_Layout 1  4/5/16  9:16 AM  Page 1



DE Fine Art has found great
success with the impasto
paintings of Myung Jung,
more commonly known as
Mario. The Korean American
artist is one of DE’s top-sell-
ing unit artists today, with gal-
leries in markets like San
Francisco, Lake Tahoe, CA;
and Aspen, CO, each selling
over 25 Mario paintings a
year. “The success,” says
Robert Harris, president of
DE Fine Art, “is in the amaz-
ing way Mario creates vari-
ous levels of texture
throughout his paintings.”
Using up to 20 tubes of
paint, he builds the tex-
ture in stages starting
from a smooth back-
ground to a heavily tex-
tured and three-dimen-
sional foreground. The
depth of his dimensional
build-up of pure oil paint
can be as high as 1 to 
1 1/2 inches from the sur-
face of the canvas, giving
the work a sculptural qual-
ity. While the exterior 
of the paint dries fairly
quickly, the interior can
take months to fully dry. 

The contrast between
the smooth, but dynamic
blue or red skies with the
heavy impasto and vi-
brant fusion of color in
the foreground gives
Mario’s work a wow fac-
tor and enhances the
drama of each unique
landscape setting, says Mr.
Harris. The bountiful fields 
of blooming flowers, the 
picturesque vineyards, and
the swaying hay fields all 
represent an Arcadian dream
where the beauty of nature is
exaggerated. The poppies or
sunflowers in the foreground
push into the viewer’s space,
blurring the line between art
and reality. This undefined 
delineation of space results

from Mario’s technique as a
realist artist and his ability to
render the landscape with
natural accuracy.

The White Tree series is
one of his most popular, 
and some collectors believe
these paintings to have
spiritual significance, 
relating them to Mario’s
tragic accident. In 2002,
The Southern Spirit, a
Salvation Army publica-
tion, featured an article

titled, “From Brokenness to
Blessing: The Art of Healing,”
which discussed the fall that
left Mario temporarily blind
and paralyzed. Afterwards,
not knowing if he would ever
recover, he lost the will to
live. Then, as described in the
article, he had a dream where
he was urged by Jesus to
eat. In the dream, he accep-
ted the food and the very next
day felt nourished. The white

tree, it seems, has come to
embody the gift of recovery
and healing, which for many
is a religious, spiritual, or tran-
scendental experience.

Mario’s impasto paintings
give viewers a window into

another world, but also some-
thing a little more physical
and concrete as demon-
strated by the sculptural qual-
ity of his work, notes Mr.
Harris. Dimension takes on
new and interesting connota-
tions in his paintings where
he redefines what it means 
to be a landscape artist. His
work sells for $800–$9,800.
For DE, visit: www.de-fineart.
com or call (770) 300-9733.

BRILLIANCE IN COLOR
PRESENTS ‘MASTERS OF
THE MEDIUM’ TO CONFIRM
ST. AUGUSTINE’S 
PLACE ON THE ART MAP

ST. AUGUSTINE, FL—The
exhibition “Masters of the
Medium,” featuring the work
of 19th and 20th century Mas-
ters, opened mid-March at
Brilliance in Color. This
major exhibit follows last
year’s Oil Painters of America
exhibition hosted by the
gallery which is owned, along
with sister gallery Galeria del
Mar, by Cutter & Cutter. The
company’s partners Matthew
and Mark Cutter say, “These
exhibitions are a labor of love
for us, and our intention is to
continually reinforce to the
residents and visitors of our
area that true fine art can be
found right here in our own
backyard.” For those who
love “things of lasting beauty,”
this is an experience, they
say, that is well worthy of at-
tending. “It is truly worthy of
any one of North America’s
greatest cities,” says Mark
Cutter. Work featured in-
cludes that of Miró, Degas,
and Chagall, as well as that 
of contemporary masters
such as Dean Mitchell whose
“Tampa Bay Port” is shown, 
a watercolor 20 by 30 inches.
To reach Brilliance in Color,
call (904) 810-0460 or visit:
www.cutterandcutter.com.

ART WORLD NEWSPAGE 14

WHY BUYERS GRAVITATE TO TEXTURE

Above, detail of the
flowers in Mario
Jung’s oil paintings:
top right, “The Tree
of Knowledge,” 30
by 40 inches; and 
at right, “Only in My
Dreams,” 36 by 36
inches. The South
Korean-born artist’s
work has been repre-
sented by DE Fine
Art for many years.
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Some 425 exhibitors, many
international and including
galleries, publishers, inde-
pendent artists and fine 
art photographers are antici-
pated at this year’s Artexpo
New York, SOLO, and the
newly introduced FOTO
SOLO, April 14–17, on Pier
94 in New York City. The
show will be slightly larger
than last year, in part be-
cause of the launch of FOTO
SOLO featuring 34 juried fine
art photographers, some of
whom are well-known with
work in museums and presti-
gious private collections, and
others that are emerging. The
magazines Outdoor Photog-
rapher and Digital PhotoPro
are sponsors of the initiative.
As usual, the SOLO section
offers a nice group of estab-
lished SOLO exhibitors, as
well as exciting, new emerg-
ing artists, says Linda Mari-
ano, managing director of
marketing for the show’s 
producer, Redwood Media
Group. Although the number
of publishers exhibiting is
fewer than it used to be, Ms.
Mariano observes that gal-

leries are finding a greater
need to exhibit at art fairs,
such as Artexpo New York.
This is borne out by the 2016
edition of the European Fine
Art Foundation’s annual re-
port on the state of the art

market. In Artsy.net’s list of
the 10 most important take-
aways from the report is the
fact that across the trade,
dealers and auction houses
spent 3% more on so-called

supportive services to con-
duct business last year. An-
other key finding is that for
galleries, sales made at
fairs can contribute as
much as 40% to their total
revenue. “Galleries are re-
ally finding they (fairs) are
almost a mandatory means
of creating revenue and
breadth for their busi-
ness,” says Ms. Mariano.

From the standpoint of
attendance, pre-registra-
tion at press time was
ahead of last year. An ex-
hibitor relations team has
been reaching out via
phone and e-mail to poten-
tial trade attendees, as well
as exhibitors. Ms. Mariano
believes it important for
gallery owners and directors,
to attend the show so they
can see what other galleries
are doing, and also find new
artists for their own galleries
to keep their mix of artwork
fresh. The designated trade
day is Thursday. The show is
being marketed in print media

and online in such venues as
The New York Times, New
York Magazine, and WHERE,
and via social media, e-mail
campaigns, radio, and spon-
sorship and partnership 

marketing, and more.
Sponsors include Art
Brand Studios, Perrier,
Yotel, illy, Kind, Honest
Widewalls, Art Tour In-
ternational, Barnebys.
com, and Florida Design.

Education is a key
component of the show,
offering a robust pro-
gram of seminars. On
the Friday, the show will
have a special focus 
on design. The key-
note speaker is Pam
Danziger, specialist in
luxury marketing and
founder of Unity Mar-

keting, whose topic will be
“Marketing Art in Today’s
New Luxury Style.” 

Show hours are:
Thursday and Friday:
12  noon–7 p.m.
Saturday: 10 a.m.–7 p.m.
Sunday: 10 a.m.–6 p.m.
The opening night party on
Thursday is 4 p.m.–7 p.m.

For more on the show, visit:
www.artexpony.com.

REDWOOD MEDIA GROUP
ACQUIRES TWO ART FAIRS

HINCKLEY, OH—Redwood
Media Group (RMG), owner
of Artexpo New York, Art San
Diego, Spectrum Miami, and
Spectrum Indian Wells, has
acquired Red Dot Art Fair
and Art Santa Fe. RMG will
provide additional operational,
marketing, and promotional
support to the shows. “Red
Dot Art Fair and Art Santa Fe
are great additions to our
growing portfolio of fine art
shows and we’re proud to 
add them to the Redwood
Media Group lineup,” says
Eric Smith, president and
CEO of RMG.

Red Dot Art Fair, formerly
owned and produced by
George Billis, takes place 
during Miami’s Art Week each
winter, and for the 2015 
edition, shared the same lo-
cation as Spectrum Miami,
with entrance tickets valid for
both shows. Red Dot offers
artwork represented by
emerging, mid-career, and es-
tablished galleries. The 2016
edition is slated for 
November 30–December 4. 

Charlotte Jackson, former
owner and director of Art
Santa Fe, says, “After 15 suc-
cessful years of producing Art
Santa Fe, I believed that the
fair would benefit from being
part of a family of fairs. Its ac-
quisition by Redwood Media
Group accomplishes that
goal.” Santa Fe claims the
second largest art market in
the U.S., and draws visitors
from across the country and
internationally. Art Santa Fe
offers an overview of contem-
porary and modern art from
galleries in Europe, Asia, and
North and South America. 
The 2016 show will run July
7–10. To reach Redwood
Media Group, and for more
on the shows, visit:
www.redwoodmg.com.
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ARTEXPO, SOLO, FOTO SOLO HIGHLIGHTS

David Schluss’ “Moonlight
Dancing,” mixed media on can-
vas original, 48 by 48 inches,
retailing for $19,400, is avail-
able from Smart Publishing. 

Verus Art’s recreation of “La Mer
Agitée” by Monet is published in
an edition of 950. The size of the
framed print in Larson-Juhl’s
Senelar is 34 1/2 by 29 1/8 and
the retail price is $4,500.

Panama artist Lily Valdes’
“The Conscience,” mixed
media, 12 by 12 inches.
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And I understand why they
are saying this because we
have a lot of expenses. It is
the artist’s time, talent, and
materials but we have rent,
the cost of art fairs, and all
the expenses that go with
running a business.” Yet still
she feels more comfortable
with the 50–50 split based on
the fact that she represents
multiple artists but they only
have themselves. “And they
are not an assembly line. This
is not a factory with a ma-
chine pumping out product to
be sold on a shelf in Walmart.
They are people of immeas-
urable talent and value.

“I am not saying that gal-
leries are wrong or greedy
(to ask for a
higher percent-
age). I may be
the one who is
stupid, but I am
going to main-
tain the 50–50
split.”

Conde Con-
temporary spe-
cializes in
contemporary
Cuban art by
artists living in
Cuba and in
the diaspora,
including her
husband An-
dres Conde.
Like AFA’s Ms.
Leigh, she
says, “I want
to work with
people I like as
humans so it is a really pos-
itive experience.” 

Likewise, Steve Diamant,
owner of Arcadia Contem-
porary that has relocated
after 16 years in SoHo to
Bergamot Station in Santa
Monica, CA, says he would
not defray the high cost of

rent by lowering the artist’s
split. As he points out, gal-
leries have
historically
m i g r a t e d
from high to
lower rent
areas. In
the ’80s
g a l l e r i e s
flowed into
SoHo, and
when rents
began ris-
ing, moved
to Chelsea,
and now as
rents rise
there, to
the East Vil-
lage, the
Flower Dis-
trict in Mid-
town, and
H a r l e m .

“They have
to go where
it is possible
to sell art
and not have
the rent be
overwhelm-
ing.” How-
ever, this
was not a
factor, he
says, in his
move to
Santa Mon-
ica. “I knew
we had a
client base
out here.”
He had previ-
ously rented
space on the
West Coast
to host suc-
c e s s f u l

shows for Malcolm Liepke
and Jeremy Lipking. Another
factor was that Arcadia
Gallery regularly exhibits at
the LA Art Show. “And that
has been the most success-
ful fair that we have done. 
It has always given us 
the strongest response in
terms of sales. We sold 

24 originals at the event
this year.” He continues,

“It’s about
the work, and
it always has
been. I have
artists with
lower and
higher prices,
but the rea-
son I have
them is be-
cause of the
work. That is
why I have
such long-
lasting rela-
tionships with
artists is they
know I work
as a partner,
and most
p a r t n e r s
work on a
50–50 split.
What they do

is as important as what I 
do, and I consider myself
their partner.”

In fact, Wally Workman,
owner of the gallery of the
same name in Austin, TX, in
business 36 years, says, “I
never thought of asking the
artist to take a little less. I
would hate to propose that
to an artist. I would hope our
business can cover itself.”
She says the gallery has
grown significantly over the
years. “But we did that
slowly so we could afford
our growth.” 

She concedes that she
has heard of galleries asking
artists to split advertising
costs. “We have never ap-
proached an artist to do that,
but one artist did ask me if I
would consider it, and we
split it.

“I would hope galleries
can organize their business
better,” she says, adding,
“Some do framing for extra

WILD APPLE GRAPHICS
LAUNCHES NEW BLOG

WOODSTOCK, VT—Wild
Apple has launched a new
blog, located on their website:
www.wildapple.com, to help
tell the story of their artists,
artwork, and company to re-
tailers and their customers.
“To tell our story of art and to
inspire everyone to love art,
artists and creativity as much
as we do, is why we are doing
the blog,” says John Chester.
co-owner with his wife Laurie.
“As a B2B we’ve traditionally
kept things closed off and we
only marketed directly to the
industry. But the world is
changing. We know that 
consumers are influential 
in helping retailers choose
products.”

While the blog is accessible
to all, Wild Apple’s catalogue
will require a wholesale login
to see prices and inventory.
“At the end of the day, it is a
consumer in a store, or 
online, buying a piece of art
or art-licensed décor, and we
want them to be inspired to
get to know our amazing
artists and designers,” Mr.
Chester says. “Today, an 
audience, even for a B2B, is
so much bigger and broader.
Of course we still have our
wholesale, customer-exclu-
sive catalogue, but this blog
is geared to a much wider 
audience including retailers,
manufacturers, consumers,
artists, bloggers, writers, and
everyone who loves art 
and decor.”

The blog will feature articles
that will help retailers inspire
their customers to decorate
with art, as well as tips on
hanging and decorating with
art, art care, and more. 
Retailers can also share
those articles on their social
media channels. For more 
details, call (802) 457-3003 or
go to: www.wildapple.com.
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“Hilvanando el Tiempo” by
Luis Enrique Toledo del Rio
is an oil on canvas, 26 by
40 inches, from Conde
Contemporary on Miracle
Mile, Coral Gables, FL.

Nicoletta Ceccoli’s “Blue Bird
and the Fox” is a new limited 
edition print published by AFA.
The edition of 95, archival pig-
ment ink on paper, 14 by 18
3/4 inches, retails for $595.

ARTIST–GALLERY SPLIT
continued from page 12

continued on page 41
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Each year the Tru Vue Fram-
ing Competition at the West
Coast Art & Frame Expo rec-
ognizes custom framers for
entries that demonstrate a
high level of design skill,
craftsmanship, and creativity. 

This year’s theme, Making
the Ordinary Extraordinary,
boosted the challenge, ask-
ing participants to take ob-
jects of everyday life and
transform them into memo-
rable pieces of art through
the creative use of moulding,
matting, and glazing.

The winners of the com-
petition, in its fourth year,
provided ideal examples for
the theme. All three demon-
strated how to translate in-
spiration into the physical
construction of a framing
package, not only preserving
and protecting personal
treasures, but also display-
ing them in a way that ele-
vates their visual interest
and artistic appeal.

The three finalist pieces
were shown and judged at
the Tru Vue booth at WCAF
Expo in January and gener-
ated plenty of attention from
visitors. Each of the finalists
were given one of the four
competition awards, all of
which included a complimen-
tary supply of Museum Glass:
• Baer Charlton of Ameri-
cana Frame in Portland,
OR: Best in Show,
Judges’ Choice (Grand
Prize).

• Marlowe Hill of Blackrab-
bet Framing Studio in At-
lanta: Attendees’ Choice
and Past Winners’ Selec-
tion Award, a new prize
this year.

• Michael Mixon of Hanging
Around Hoover in Hoover,
AL: Facebook Fans’
Choice Award.

“We know from custom
framers that their customers
often are most excited about
framing something that has a

high level of personal value,”
says Jen Gramm, director of
marketing at Tru Vue. “These
are the kinds of objects that
often require custom framers
to apply their ingenuity and
craft at the highest level.”

A first-time entrant in the
Tru Vue competition, Mr.
Charlton has been custom
framing for several decades.
His winning piece, “War
Over,” is a representation of
his commitment to hand-
crafted construction and
story-telling through custom
framing.

The overall effect of “War
Over” is the image of a purse
spilling onto a table, revealing
the woman from the person-
als inside. The piece features
black moulding finished to
match an actual purse that is
incorporated into the frame at
the top. The contents of the
vintage bag “spill” onto three
layers of Tru Vue 

Optium Museum Acrylic and
are directly mounted to the
acrylic to create a layered ef-
fect that allows for visibility of
all the items. The mat is
crafted from real veneer
wood to look like a tabletop.
Everything is protected by a
top layer of Museum Glass.

Mr. Charlton has a natural
curiosity about people and
the stories they tell, and was
inspired to create “War
Over” when considering ob-
jects that are highly personal
but also ubiquitous in peo-
ple’s lives. Each item chosen
for the piece is genuine, in-
cluding sugar rationing
stamps and a vintage life in-
surance company brochure.
“Picture framing is about how
you tell a story,” says Mr.
Charlton. “It’s my job as a

custom framer to play a sup-
porting role and create fram-
ing that enhances the story,
not get in the way of it.”

A past Facebook Fans’
Choice Award winner, Mr. Hill
took home two awards this

FOTIOU PARTNERS WITH 
USA SALVAGE 

WOODBRIDGE, Ontario—
Fotiou announces it has
signed an exclusive agree-
ment to distribute and market
USA Salvage wall decor
products to the North Ameri-
can retail framing industry in-
cluding moulding, tabletop
frames, and wall frames. USA
Salvage is a leading source
for reclaimed wood frames
and barn wood frames. They
have unique characteristics
such as original paint, knots,
deep grain and nail holes.
Materials are all sourced in
the U.S. and hand-produced
in North Carolina. Colors in-
clude whitewash, where white
paint has worn off in places
with the years, exposing un-
dertones of gray; and Elmo’s
red barn where red paint has
chipped off showing a layer of
blue, grays, and other colors.

Barry Diamond, Fotiou’s chief
marketing officer, notes that
Fotiou is known for its unique
and trendsetting product 
designs. “With the addition of
USA Salvage we have the 
opportunity to showcase the
ultimate example of these
qualities in an eco-responsi-
ble way.” Geo Krieg, presi-
dent of USA Salvage, adds,
“They (Fotiou) have a fantas-
tic reputation on the street
with retail framers for treating
them well. And taking great
care of your clients and cust-
omers is something that really
matters to us.” Visit: www. 
fotiou.com/usasalvage.com.
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TRU VUE INSPIRING CREATIVITY

Baer Charlton’s entry enti-
tled “War Over,” winner of
Best in Show, Judges’
Choice, Grand Prize.

Marlowe Hill’s “Espresso
Royale” garners two prizes,
Attendees’ Choice and Past
Winners’ Selection Award.  

continued on page 22
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year. His entry represents 
a personal interest, inspired
by his passion for and study 
of Italian art, culture, and 
architecture.

“Espresso Royale” imag-
ines one of the objects of
everyday Italian life, the
espresso-maker, as a human-
like sculpture in a
traditional Old Ren-
aissance niche. The
construction of the
piece required a
custom approach in
every aspect. The
inlaid frame was
hand-made using
walnut and curly
maple wood in pro-
portions that mimic
those of the archi-
tectural niches
found in many Italian
landmark buildings.
Mr. Hill, who spe-
cializes in hand-
crafting frames from
raw wood, finished
the frame with shel-
lac and beeswax, in keeping
with old-world tradition, and a
hand-cut piece of Museum
Glass.

Mounting the cast-alu-
minum espresso maker pre-
sented a challenge given its
weight. Mr. Hill worked with 
a local metalsmith to create 
a custom armature to secure
the pieces. Because the
sides of the coffee maker 
are slanted, the steel mount
was carefully cut to match
precisely. Long bolts secure
the coffee maker, passing
through hollow posts to a
steel plate at the back of 
the shadowbox. The lid is
held open with epoxy and 
a hidden wooden wedge. 
The backing is made of 3/4-
inch plywood covered in raw
linen. “Before I even started
making the frame, I needed

to figure out the geometry
and make pieces to hold it,”
says Mr. Hill. “I’m happiest
when I’m given a challenge
that no one else has seemed
to figure out yet.”

Mr. Mixon’s entry, “What
Happens in Vegas,” captures
memories of past trips to Las
Vegas and honors the home
of WCAF Expo. Crafted in
the shape of a slot machine,

the frame features a platform
at the bottom of the piece
that contains coins from var-
ious casinos. The main sec-
tion displays photos and
cards from around the city.
An L-shaped handle made 
of eight pieces of moulding
emerges from the right side,
mimicking that of a slot 
machine. At the top is a 
small square framed section 
encasing a coin from The
Paris, the site of WCAF
Expo. Mr. Mixon used rich
black and silver moulding 
for the frame, including 14
pieces in the main arched
portion, and a black suede
mat to add a sense of depth.
The entire piece, including
the platform, is enclosed with
Museum Glass.

“I had entered last year
with a piece that had the plat-

form element and was named
a semi-finalist,” observes Mr.
Mixon. “This year I wanted to
improve on that design and
see what else I could do with
it. Contests like this are an
excellent way to prompt cus-
tomers to ask for designs
that are outside the norm.”

The winning entries, as
well as others that were sub-
mitted for the competition,

not only displayed a
high level of talent in
design and craft but
also an opportunity to
encourage customers
to think differently
about what custom
framing can do. Ac-
cording to research,
people who purchase
custom framing want
to work with profes-
sionals who can turn
their treasures into art.
Yet customers don’t al-
ways consider how a
favored object could be
worked into a framing
package. The shadow-
boxes entered into the
competition illustrate a

variety of ways the ordinary
things that tell the story of 
a person’s life or memories
can be commemorated and
shared with others.

“This year’s theme was 
intended to get custom
framers thinking about the
various ways they can apply
their craft to help their cus-
tomers capture memories,”
says Ms. Gramm. “Even the
most mundane objects can
be turned into art. These are
the kind of pieces custom
framers can add to their dis-
play walls to show customers
they can do more than just
add a frame to a picture.”

The next Tru Vue Framing
Competition will launch on
June 1 with a new theme.
Visit: www.tru-vue.com for
full details.

MENTON COLLECTION
FROM MAX MOULDING

LOS ANGELES—Max 
Moulding presents Menton,
a French country-inspired 
collection in six vintage 
colors: sunflower yellow, soft
autumn leaf gold, rust brown
and orange, forest green, and
lighter shades of leaf and sky.
Menton has two profiles that
can be stacked together to
create versatile design.
Phone (800) 282-9966 or go
to: www.maxmoulding.com.

PRESTO PRESENTS DORY,
INTRODUCES CATALOGUE

BETHEL, CT—Presto
Moulding & Frame debuts
Dory, designed to capture the
feeling and texture of a ship’s
lapstrake planks with their
varying grain pattern and
butted seams. Dory comes in
a lighter natural finish and a
darker charcoal finish in 
1 1/2- and 2 1/2-inch widths.
Presto also releases its 2016
moulding catalogue showcas-
ing its veneers ranging from
raw natural to polished, re-
fined antiquity, as well as hun-
dreds of new designs in many
styles. Call (800) 431-1622,
www.prestoframe.com.
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Michael Mixon’s “What Happens in Vegas,”
winner of Facebook Fans’ Choice Award.

TRU VUE WINNERS
continued from page 20
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GALLERY FOCUS

“AmerICON POP” is the
latest in must-see exhibi-
tions at American Fine
Art offering collectors a
fine array of original
Warhol and Lichten-
stein. As a special ad-
dition to this collection,
American Fine Art also
features the highly
sought-after works of
contemporary Masters
Damien Hirst and
Takashi Murakami. At
American Fine Art this
collection is inspired by
the gallery’s drive to
value three characteris-
tics: relevancy, quality,
and collectability.

American Fine Art
has been an industry
leader for almost three
decades with its show-
case gallery located 
in Scottsdale, AZ.
While Warhol’s works
have always been 
a mainstay for this art
destination, the gallery
expanded its space
dedicated to the Mas-
ter to strictly feature
the “AmerICON POP”
exhibition throughout
the majority of its
12,000-square- foot
showroom. 

The effect produced
highlights the vivid
array of contemporary
Masters seldom seen
in the art world. Not
only does the artwork rival
that of many prominent 

museum collections, but the
atmosphere is unequalled

and the gallery offers the
added benefit of complimen-

tary consulting services.
Andy Warhol’s “Cowboys

and Indians” have been
greatly popularized by

American Fine Art, adding 
to the collectability of the

works because of
their regional interest
in the American
West, and South-
west subject matter.
In fact, while most
galleries on Main
Street, Old Town
Scottsdale’s infa-
mous Gallery Row,
specialize in South-
west and Native
American art, Andy
Warhol’s “Cowboys
and Indians,” fea-
tured at American
Fine Art, is one of
the few Southwest
collections. These
works are quite a 
departure from the
way the Southwest
is typically portrayed,
and are quintessen-
tial examples of 
Andy Warhol’s
unique approach to
American popular 
imagery and his 
most prized portrai-
ture.  

Some of the sub-
jects included in 
this collection are a
stoic portrait of the
Duke, John Wayne,
as well as the West’s
most famous Woman,
trick-rider and sharp-
shooter Annie Oak-
ley. Of course, if
you are looking for a

MASTERFUL ‘AMERICON POP’ EXHIBITION

continued on page 25

Above: Phil Koss, right, director of American Fine Art, with Phillips 
Koss IV, collections curator at Modern American, with Andy Warhol’s
“Diamond Dust Shoes,” shown.
Below: Interior view of “AmerICON POP” with Roy Lichtenstein’s 
“Musical Notes” at right, and Damien Hirst’s “Mickey” from 
his spin art series in the left forefront.
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more iconic or recognizable
Warhol, the gallery also of-
fers the always classy and in
fashion Marilyn Monroe or
Campbell’s Soup images.
What remains a crowd fa-
vorite are his “Diamond
Dust Shoes,” serigraphs
with diamond dust, which
sparkle and dazzle from
every angle, captivating the
viewer’s attention and keep-
ing their interest. 

The gallery
also features
very rare dou-
ble-sided work-
ing proofs from
Warhol’s Fac-
tory, as his 
studio was
known, which
are displayed
as if floating in
mid-air but in
reality are sus-
pended from 
a fine, high-
tensile wire above the
exhibition.  

Roy Lichtenstein’s “Liv-
ing Room” demands atten-
tion in his work that is also
regularly featured at Ameri-
can Fine Art, but with
“AmerICON Pop” the
gallery curators drew corre-
lations between these two
Pop art giants. 

Beyond revealing the
journey of Warhol and 
Lichtenstein, the exhibit of-
fers insights into both artists
with museum-caliber curato-

rial history and biogra-
phical information on
specific works through-
out the exhibition. 

Unlike Andy Warhol,
Damien Hirst is a signif-
icant departure from
the typical stable of
artists represented by
American Fine Art. 
The gallery is pleased
to introduce many
clients to the unfamiliar
world of this contempo-
rary British Master.

Works
f e a t u r e d  
i n c l u d e
H i r s t ’ s  
f a m o u s
shark, spin
art, diamond
skull, and
huge butter-
f ly-themed
pieces. 

Likewise,
Am e r i c a n
Fine Art is

pleased to
p r e s e n t  
the work of
J a p a n e s e
contempo-
rary artist
T a k a s h i  
Murakami,
w h o s e
p a i n t i n g s
and sculp-
tures have
been fea-
tured in a
number of
museum ex-
h i b i t i o n s .
Featured in

“AmerICON POP” are his
flowerball pieces, as well as
his Mr. DOB character that 
appears in many of his 
serigraphs.

Collectors have an un-
precedented opportunity to
acquire some of the most
important and collectable
images of 20th and 21st
century art at American 
Fine Art’s “AmerICON Pop” 
exhibit. Approximately 100

works are featured and 
are available in this remark-
able collection. To reach
American Fine Art, and to
learn more about the exhibi-
tion “AmerICON POP,” call
(480) 990-1200 or visit the
gallery’s website located at:
www.americanfineartgallery
.com.

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

AMERICAN FINE ART
continued from page 24

Phillips Koss IV and guests in front of Andy Warhol’s celebrity
portraits of James Dean and Marilyn Monroe.

Phil Koss, director of American Fine Art, with Andy Warhol’s portfolio of 10
silkscreens of Marilyn Monroe.

Phil Koss
and Court-
ney Hood,
vice 
president
of gallery
develop-
ment, both 
wearing
the Andy
Warhol Foundation’s Con-
verse sneakers that are
adorned with Warhol’s
“Triple Soup Can.”
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LEGAL ISSUES

by Joshua Kaufman
and Thai X. Nguyen
Part two of a three-part arti-
cle that began in the January
2016 issue of Art World
News.

In terms of the use
of an individual’s
likenesses, we
deal with the Right
of Publicity, which
unlike copyright, is
at least supposed
to be uniform
across the coun-
try. The Right of
Publicity is governed under
individual state statutes or
common law. Generally
speaking, the courts have 
favored artists in this area,
although not universally. 

It is important to note that
courts have often found dis-
tinctions between the use of
a celebrity’s likeness in fine
art when it appears in an
original painting or a limited
edition or open edition print
versus when the same art-
work is licensed to appear
on commercial products. 

Certain courts do not find
a distinction, once they find
the use to be a fair use
under the Right of Publicity,
and do not find it matters
what product the likeness
appears on. Other courts
have taken a more “First
Amendment” expressive
speech approach and have
carved out exceptions to
the Right of Publicity but

only for fine arts, not for 
licensed goods. 

Here we review four of the
leading cases in the area. 

Case Study #1
In the first, Comedy III

Productions Inc. v. Gary
Saderup Inc., 25 Cal. 4th
387 (Cal.
2001), the
S u p r e m e
Court of Cali-
fornia ruled
against artist
Gary Saderup
for producing
l i t hog raphs
and T-shirts
bearing the
likeness of
The Three
Stooges. For
25 years, Saderup has been
making realistic charcoal
drawings of celebrities.
These drawings were then
used to create lithographs
and silkscreens. 

The court held that
Saderup violated the
Stooges’ publicity rights be-
cause his drawings em-

ployed “no significant trans-
formative or creative contri-
bution,” and only had the
“overall goal of creating lit-
eral, conventional depic-
tions of The Three Stooges
so as to exploit their fame.” 

And “…that when an
artist’s skill and talent is man-
ifestly subordinated to the
overall goal of creating a
conventional portrait of a
celebrity so as to commer-
cially exploit their fame, then
the artist’s right of free ex-
pression is outweighed by
the right of publicity.” 

So, when does the artist’s
right of free expression pre-
vail? When the celebrity

image is simply the raw ma-
terial for the art and it is pur-
chased primarily for the art
not the celebrity image. The
court uses Warhol portraits
as an example: “On the
other hand, we do not hold
that all reproductions of
celebrity portraits are unpro-
tected by the First Amend-
ment. The silkscreens of

Andy Warhol, for example,
have as their subjects the im-
ages of such celebrities as
Marilyn Monroe, Elizabeth
Taylor, and Elvis Presley.
Through distortion and the
careful manipulation of con-
text, Warhol was able to con-
vey a message that went
beyond the commercial ex-
ploitation of celebrity images
and became a form of ironic
social comment on the dehu-
manization of celebrity it-
self… Such expression may
well be entitled to First
Amendment protection. 

“Although the distinction
between protected and un-
protected expression will
sometimes be subtle, it is

no more so
than other
dist inct ions
triers of fact
are called on
to make in
First Amend-
ment jurispru-
dence.”

Case
Study
#2

Unlike Comedy III, the
Sixth Circuit, in ETW Corp.
v. Jireh Publ’g, 332 F.3d 915
(6th Cir. 2003) ruled in favor
of artist Rick Rush, who 
portrayed golfer Tiger
Woods in a painting entitled
“The Masters of Augusta.”

ART APPROPRIATION REDUX

continued on page 32

Joshua Kaufman. Thai X. Nguyen.

When an artist’s skill and talent is 
subordinated to the overall goal of 
creating a conventional portrait of a
celebrity so as to commercially 

exploit their fame, then the artist’s right
of free expression is outweighed by 

the right of publicity.
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The painting was a collage
of images depicting historic
sporting events and fea-
tured one image of Woods.
Woods sued Rush for violat-
ing his Right of Publicity. 

The court held that
Rush’s work was protected
by the First Amendment be-
cause it had “significant
transformative elements”—
it was a collage of images
and was used to celebrate
the significance of Woods’
achievement. 

Case Study #3
In Doe v. TCI Cablevision,

110 S.W.3d 363 (Mo. 2003)
hockey player Tony Twist
sued a production company
for its use of his name as a
comic book character. In as-
sessing whether the pro-
duction company’s use of
Twist’s name was entitled to
First Amendment protec-
tion, the court created the
Predominant Purpose test. 

Under this test, there is
no First Amendment protec-
tion if the marketed prod-
ucts’ predominate purpose
is to exploit the commercial
value of an individual’s iden-
tity, even if there is some
“expressive” content. 

The court ruled for Twist
and concluded that the use
of his name was “predomi-
nantly a ploy to sell comic
books and related products
rather than an artistic or lit-

erary expression,” and that
it was not entitled to First
Amendment protection. In
so finding, the court upheld
the jury’s $15 million award.

Case Study #4
New York artists can

breathe easy due to the
Cheryl Tiegs case, 110
S.W.3d 363 (Mo. 2003).
Ms. Tiegs is a famous
model and also an animal
activist who volunteered to
have herself cast (as a
sculpture) to test out a cast-
ing method that was going
to be used on animals in the
creation of a sculpture for

the United Nations. Tiegs
wanted to make sure it
would not harm the animals.
Happily for all concerned,
the casting process went
well and it was approved for
animals. 

The sculptor who cast
Ms. Tiegs, Mihail Simeonov,
and who also owned the
molds, thought that he had
something of value, the abil-
ity to make and sell limited
edition sculptures of Ms.
Tiegs. So, he sent the mold

to Ms. Tiegs’ apartment for
her to consider the idea.
But a workman at Ms.
Tiegs’ apartment shattered
the mold. The artist then
sued for the money he
claimed he would have
made from selling the sculp-
tures made from the mold.  

Ms. Tiegs’ defense was
that she did not agree, nor
would she ever have
agreed, to allow him to cre-
ate limited edition sculp-
tures of her, therefore, he
was not damaged. 

The court found that he
would not have needed Ms.

Tiegs’ permission to create
and sell, in New York, a 
limited edition for fine arts 
purposes, “[the New York
Rights of Publicity laws] do
not apply to plaintiff’s actual
and intended acts. An artist
may make a work of art 
that includes a recognizable
likeness of a person without
her or his written consent
and sell at least a limited
number of copies thereof
without violating [the New
York Rights of Publicity
laws].” 

This article will continue in 
a future issue of Art World
News.

Images referred to in this 
article can be viewed at: www.
venable.com/files/Publication
/09e7bfb3-1b1f-44a3-8d8f-
80fa8c434457/ Presentation/
Pub l i c a t i onA t t achmen t
/35452365-1ba5-4a94-a0f2-
897e42d9bcba/Art_Appro
priation_Redux.pdf 

Joshua Kaufman is a part-
ner in the law firm of 
Venable, LLP, and chair of
its copyright and licensing
group. Based in Washing-
ton, DC, Joshua specializes
in technology/online mat-
ters, anti-counterfeiting, art,
media, publishing, entertain-
ment, copyright, licensing
and trademark law, with
clients throughout the U.S.,
Europe, and Asia. He as-
sists clients in transactions
as well as litigation. He is an
adjunct professor at Ameri-
can University Law School
in Washington, DC. He suc-
cessfully argued a landmark
copyright/artist rights case
before the U.S. Supreme
Court and is a frequent
speaker on IP topics and
has published over 150 arti-
cles on various legal and
technology issues. He can
be reached via e-mail at:
jjkaufman@venable.com.

Thai X. Nguyen is an intellec-
tual property associate at
Venable LLP, Washington,
DC, who focuses her pract-
ice on copyright and trade-
mark matters.

An artist may make a work of art 
that includes a recognizable likeness 

of a person without her or his 
written consent and sell at least 

a limited number of copies 
without violating the New York Rights

of Publicity laws.

ART APPROPRIATION
continued from page 30
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by Todd Bingham
Exhaustive studies have
been done about this con-
cept. Data has been col-
lected, assembled, and run
through sociologi-
cal Cuisinarts. De-
mographic profiles
have been created,
the ideal target
customer has been
identified and iso-
lated. And all this...
for what? I think the
net result of all that
research is to elim-
inate a large number of po-
tential buyers.

Our customer does not
necessarily have a fixed av-
erage profile. If we were sell-
ing CDs of music performed
by head-banging garage
bands, it would stand to rea-
son that we would not mar-
ket that music to 55-year-old
college professors. But art
and framing don’t have such
restrictions. Everyone is a
customer for art and framing.
So it stands to reason that
before we attempt to sell to
them, we find out who our
customers are. In all of my
books, I spend a lot of time
and emphasis talking about
“qualifying” the customer. I
talk about what I think quali-
fying is, what it is not, how to
do it, how to recognize when
you have done it, etc. But
qualifying the customer is a
process, and as such it has
essential values and stages;
plateaus we reach and pass
through. A lot of what leads

to the decision that a cus-
tomer is “qualified” can be
instinctual—something that
good salespeople can smell
—wafting on the wind.

But it is also a
conceptual issue,
too. For many years
in this business, 
we salespeople were
spoiled rotten. Those
of us who came up
through the ranks
working for the
larger, multiple-loca-

tion gallery businesses (com-
panies who put most of their
galleries in high profile,

tourist-oriented locations)
enjoyed considerable suc-
cess. We were fairly well-paid,
based on the commission
structure the galleries would
offer, the price point of the
artwork, and the fact that the
traffic in those types of gal-
leries is high. And just by the
sheer numbers, even lack-
luster salespeople made a
bunch of money.

That is not so much the
case now. It’s much more dif-
ficult to make a living selling
artwork. The climate is very
different. But, the manner in
which (many, not all) sales-

people think of the customer,
the way they are regarded, 
is similar: “Well, it’s just the
customer. And you know
how ‘they’ are.” We sales-
people would tend to eyeball
them when they entered 
the gallery, and either right
then, or after a few brief
words with them, would at-
tempt to discern whether
they were “real” or not;
whether they were a viable
target. If they were buyers,
or tire-kickers. Or—and we
were all looking for this
guy—if we had a “whale,”
(what Las Vegas calls a 
high roller).

Now, that activity is obvi-
ously not about the cus-
tomer. That activity is about
us—the spoiled, self-cen-
tered, predatory salespeo-
ple. I admit, I did that for
many years. And I was rea-
sonably successful with it—if
you consider only the eco-
nomic aspects of that word.

However, I also noticed
there was some baggage
that went along with that
type of approach. Actually I
came to see a number of es-
sential problems:
• I burned out frequently.
• I wasn’t interested in—

and hence unable to
make—repeat sales to
very many customers.

• I wasn’t very proud or
happy with the way I was
performing my life’s work.

Sure, I was great at clos-
ing and “getting people to
buy,” but for what? The cus-
tomer would just as often 
go to another gallery after-
wards. But who cared? They
were just tourists and an-
other one would come along
in 10 minutes. It wasn’t until
after a long period of exas-
peration, being unhappy and
unfulfilled, and blaming it all
on the art business, that I 
realized my mistake: I was
putting myself ahead of the
customer—and the customer
knew it.

Putting aside the lack of
spirituality of what I’ve just
described (and one can’t, re-
ally), the short of it is this: If
everyone is a customer for
art, then everyone who en-
ters the gallery is a cus-
tomer. And everyone should
be treated that way. The pre-
mier treatment should not
be reserved for only the ob-
vious “hitters.” Salespeople
in the good galleries—no the
great galleries—realize that.
They know that even a per-
son who is not “qualified”
may become so in the near
future, or perhaps may have
a friend or relative who is
qualified.

JUST EXACTLY WHO ARE OUR CUSTOMERS?

continued on page 36

Todd Bingham.

The premier treatment should not be 
reserved for only the obvious ‘hitters.’

Salespeople in the great galleries 
already know that.
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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 New York,
Pier 94, New York City. Pro-
duced by Art Miami LLC.
Visit: www.artnyfair.com for
further 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.

May 5–8: NADA (New Art
Dealers Alliance) Art Fair,
Basketball City at 299 South
St., on the East River, New
York. Call (212) 594-0883 or

go to the website: www.
newartdealers.org.

May 7–9: FRIDGE Art Fair,
Angel Orensanz Foundation,
172 Norfolk St., New York.
For more information, e-mail:
info@fridgeartfair.com or
visit: www.fridgeartfair.com.

May 15–17: SURTEX, Jav-
its Center, New York. Pro-
duced by Emerald Expo-
sitions. For more informa-
tion, visit: www.surtex.com.

May 15–18: NSS (Na-
tional Stationery Show), Jav-
its Center, New York.
Produced by Emerald Expo-
sitions. Visit: www.national
stationeryshow.com.

June 16–19: Art Basel,
Basel, Switzerland. Organ-
ized by Art Basel. Visit the
website: www.artbasel.com.

June 21–23: Licensing In-
ternational Expo, Mandalay
Bay Convention Center, Las
Vegas. Advanstar Licensing:
www.licensingexpo.com.

June 23–26: ArtHamp-
tons, Bridgehampton, NY.
Produced by Hamptons Expo
Group: www.arthamptons.
com or (631) 283-5505.

July 7–11: Art Southamp-
ton, Nova’s Ark, Bridge-
hampton, NY. Produced by
Art Miami LLC. Visit:
www.art-southampton.com.

The predictable resistance
that salespeople have to qual-
ifying is with the time it takes
to do it. The new salesperson
tends to become anxious
about their initial encounter
with the customer if it ap-
pears as though they aren’t
getting to the point. This
salesperson wants to start
talking about the art right
away, before the customer
wanders away. But that often
works contrary to what we
want. It takes professional-
ism, confidence and most of
all, patience to recognize that
one must proceed in a linear
way, placing first things first.
It doesn’t do any good to at-
tempt to sell something to
someone before you have
them thoroughly qualified,

even if it means not getting up
to bat at all. This is a concept
that is difficult for most new
salespeople to grasp.

We have to know them.
We have to know who they

are, and they us. And we
have to do that in the time 
allowed us, whatever that
time frame may be. Cus-
tomers are at once those
people we love and respect
who facilitate our business
and without whom we could
not pay our mortgages. They
are also those people we

seem to hate. Customers are
two sides to the same coin.
I’ve talked a lot about the win
/win philosophy in my books
and I believe it. Behaving in an
upright and forthright manner
with our customers is the

best philosophy if for no other
reason than it promotes on-
going future business. But if
we’re going to be effective
with customers, it pays to
know who they are. Espe-
cially, in so far as how they
might behave during the sales
process—which can be any-
thing ranging from five min-

utes to an hour. 

So to be a good art sales-
person, one who cares about
the customer as much as the
commission, one has to know
who they are first: qualifying
is the only way to do that.
And qualifying is not listing all
the benefits associated with
the product or extolling the
characteristics of the last col-
lector who bought.

Todd Bingham is an art sales
trainer who, in association
with Art World News, has
written and published 10
books on selling art in a retail
gallery. This editorial is ex-
cerpted from his book, “The
Personality Paradigm—Retail
Art Customers: Who are
they? What do they want?”
He can be reached at: www.
toddbinghamfineart.com.

SALES TRAINING
continued from page 34

To be a good art salesperson, one who
cares about the customer as much as

the commission, one has to 
know who they are first.
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NEW ART

The Limit Is the Sky

Arnot Galleries, New York, presents Luigi Rocca’s “The Limit
Is the Sky,” an acylic on canvas measuring 39 3/8 by 27 1/2
inches. Price available upon on request. For further informa-
tion, call (212) 245-8287 or visit: www.arnotgallery.com.

Nautical 
Adventures

DE Fine Art, Peachtree 
Corner, GA, introduces
“Nautical Adventures” by
Pietro Piccoli, a mixed
media on canvas measuring
31 by 63 inches. The retail
price is $12,950. For further
information, phone (770)
300-9733 or go to the com-
pany’s website located at:
www.de-fineart.com.

Forever Young

John-Mark Fine Art, Staunton, VA, introduces “Forever
Young” by John-Mark Gleadow as a giclée on canvas, avail-
able in two sizes: 24 by 12 inches in an edition of 150, retail-
ing for $695 and 48 by 24 inches in an edition of 95, retailing 
for $1,550. For further information, call (540) 416-4529 or 
go to: www.johnmarkgleadow.com.

Heartbeat of the City

Thomas Charles Editions, Phoenix, AZ, introduces Alexei 
Butirskiy’s “Heartbeat of the City,” an oil on linen measuring 
31 1/2 by 22 inches. The retail price is $49,500. For more
details, call (623) 582-4500 or visit the company’s website
located at: www.thomascharleseditions.net.
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NEW ART

Flying Closer to the Sun
Infinite Vi-
sion Art in
Minneapolis
introduces
“ F l y i n g
Closer to
the Sun” by
P a m e l a
Sukhum as
a giclée on
canvas in an
edition of
195, avail-
able in two
sizes: 36 by
36 inches
and 48 by
48 inches. The retail price is $2,400. For more details, call (612)
207-8148 or go to: www.inifinitevisionart.com.

Bangs
Progressive Fine
Art, Mississauga,
Ontario, debuts
Terri Hallman’s
“Bangs” as an oil
and pastel on
paper measuring
22 by 30 inches.
The retail price is
$2,300. For more
details, call (800)
487-1273 or visit:
www.progressive
editions.com.

Misty Morning
Chalk & Vermil-
ion Fine Arts,
Greenwich, CT,
i n t r o d u c e s  
Liudmila Kon-
dakova’s “Misty
Morning” as a
hand -s i gned
archival print
with handmade
serigraph tex-
ture plates in an
edition of 325,
measuring 22
by 28 inches.
The retail price
is $1,975. For
further informa-
tion, call (203)
869-9500 or
visit the company’s website at: www.chalk-vermilion.com.

Spring
Crown Thorn Publishing,
San Diego, CA, introduces
“Spring” by Gloria Lee as a
mixed media on canvas in an
edition of 50, measuring 18
by 36 inches. The retail price
is $600. “Spring” is one of
four images from the artist’s
Four Seasons series featur-
ing “Summer,” “Autumn,”
“Winter,” and “Spring,” all
with the same image sizes
and retail prices. For more
information, call (619) 895-
3027 or visit: www.crown
thornpublishing.com.
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income and for a number of
those it is their main source
of income, but it cuts into
their art sales. I think they
lose their focus on promot-
ing the artists. They don’t
work as hard if they don’t
have to.

“I see my role as foster-
ing their career. We want
them all to grow. One has
just priced herself out of our
market because she has be-
come so successful and is
only selling in huge markets.
We hate to see them go,
but we like to think that it 
is a great accomplishment.”
Ms. Workman has always
encouraged her artists to be
in more than one gallery and
also in different markets to
even out their income. “The
industry standard has been
50–50 for years. They are
unique pieces and should be
treated as such. But some-
one has to put a value on
them if you are going to sell
them. We work with a lot of
emerging artists and help
them establish value.”

Artist Daniel Merriam,
whose work is available
through AFA Gallery, Exclu-
sive Collections Galleries,
and also his own gallery,
Bubble Street in Sausalito,
CA, has a perspective both
as an artist and a gallery
owner. “There is a point
where galleries are a stew-
ard of the art and then there
are galleries who see their
own value as being more

significant than the art. I
have found that when col-
lectors realize they are pay-
ing a 50% commission to
galleries for their contribu-
tion to the effort, they are
appalled. If they knew that
many galleries have pro-

moted lesser artists be-
cause they can get even
bigger markups on their
work, they’d become disen-
chanted.” 

As a retail venue, a
gallery is faced with the
same challenges that big
corporate stores face, he
says, but they don’t have
the same advantages.
“When we see a gallery 
still in business today, we
should be impressed that
both the gallery and the
artists have produced

something that can com-
mand a price that affords
them to compete with such
giants as Amazon or Crate
and Barrel. 

“It will always be a ques-
tion of the perception of

worth with any commodity
as real estate has recently
exhibited in its ups and
downs. As art and oil have
intermittently rallied for mar-
ket share, it reveals the cur-
rency of commodities with a
finite supply.”

As an artist, he says he
has had to stubbornly per-
sist to keep his commission
at 50%. “As a gallery and a
retailer of other artists’
work, I understand the cost
of making the art available
for the public to see in per-

son. If an artist consigns
their work to me, they’ve
given me not only merchan-
dise to stock my gallery at
no cost, but also some ex-
clusive rights of distribution.
I can't get that on any other
product unless I pay to pro-
duce it out of pocket.” As a
gallery owner he knows
what it’s like to pay for the
lease or purchase of a
store, the build out, electric-
ity, salaries, advertising, and
more. “As rents skyrocket,
it’s easy to see how a
gallery owner is motivated
to increase their markup.” 

The Internet does not
help. He notes that as the
Internet corners more of
market share, it conditions
consumers to spend more
time searching through their
smart phones than actually
walking down Main Street
looking into shops or gal-
leries. In his opinion, “This
automation into the pixilated
digital world echoes the
concerns of William Morris
regarding the industrial rev-
olution. 

“As artists and dealers,
we have a responsibility to
the collector and lovers of
art to keep the physical
world of art where our audi-
ence can really see it from a
marketing perspective and 
a moral one as well, and 
for that, both gallery and
artist need their commis-
sions to exist.” 

Sarah Seamark is Editor in
Chief of Art World News.

ARTIST–GALLERY SPLIT
continued from page 18

Arcadia Contemporary’s new location in Bergamot Station,
Santa Monica, CA. The gallery left SoHo after 16 years.
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WHAT’S HOT IN OPEN EDITIONS

Watercolor Flower
Sketch Blue II

“Watercolor Flower Sketch Blue II”
by Tre Sorelle Studios measures 18
by 18 inches and retails for $15.
Phone Roaring Brook Art Company
Inc., Tarrytown, NY, at (888) 779-
9055 or: www.roaringbrookart.com.

Los Angeles Dodgers
“Los Angeles
Dodgers” by
photographer
Rob Arra has
an image that
measures 39
by 13 1/2
inches. 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 located at: www.robarracollection.com.

Here are the 
best selling prints 
from the month of

February

The Stallion and the Marell

“The Stallion and the Marell” by Carol
Walker measures 36 by 24 inches and 
retails for $30. Telephone SunDance
Graphics, Orlando, FL, at (800) 617-5532
for further information, or visit the website:
www.sdgraphics.com.

Gilded City

“Gilded City” by Bob Krist
measures 40 by 30 inches and
retails for $54. The image is also
available in a variety of sizes.
Telephone Rosenstiel’s, London,
at (011-44) 207 352 3551 for
further information, or go to the
website: www.felixr.com.

Collecting
Waves
“Collecting Waves” by
Pierre Benson 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.

Le Souk VII
“Le Souk VII” by
Pela Studio meas-
ures 8 by 20 inches
and retails for $21.
Phone Wild Apple, 
located in Wood-
stock, VT, for more
information at (800)
756-8359 or go to
the company’s web-
site located at: www.
wildapple.com.
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Walk by the River
“Walk by the River” by Vladimir
Kostka measures 36 by 24
inches and retails for $35. Also
available to resize and print on
canvas. For further information,
call Image Conscious, San
Francisco, at (800) 532-2333,
or: www.imageconscious.com.

Driftwood Crab

“Driftwood Crab” by Jennifer Pugh meas-
ures 18 by 12 inches and retails for $16.
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.

Farming
“Farming” by Bonnie Mohr meas-
ures 18 by 18 inches and retails for
$20. For more information, call
Penny Lane Publishing, New Carlisle,
Ohio, at (800) 273-5263 or: www.
pennylanepublishing.com.

Indigo Floral II
“Indigo Floral
II” by Tim 
O’Toole is an
open edition
giclée measur-
ing 16 by 30
inches. The
retail price 
is $60. Call
World Art
Group in Rich-
mond, VA, at
(804) 213-
0600 or visit:
www.theworld
artgroup.com.Fox Love Mint

“Fox Love Mint” by Sharon Turner
measures 18 by 18 inches and retails
for $20. For further information, 
telephone Bon Art, located in Nor-
walk, CT, at (203) 845-8888 or visit
the company’s website at: www.
bonartique.com.

Daytona International Speedway

“Da y t o n a  
International
Speedway”
by James
B l a k ew a y
has an
image that
me a s u r e s
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 company’s website at: www.panoramas.com.

Here are the 
best selling prints 
from the month of

February
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“Out of the 
Jungle I” 

by 
Gina Ritter
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
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Autumn Rush     48” x 23”

Hillside     34” x 48”     Triptych

New Horizons     36” x 48” 
Triptych with gold and copper foil

Blue Suede Shoes 
36” x 60”

Explore the 
Bella Rotta 
Technique 

by

Scan the QR
Code to watch
video of the
Bella Rotta 
Technique 
in action.

127 Main Street, Northport, NY 11768
631-651-5899     www.lyricalfineart.com
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