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Art World News
SEPTEMB ER 2016
THE INDEPENDENT NEWS SOURCE
VININGS AND CURATE
GALLERIES OPEN

PROTSOUK TO GROW
DEALER NETWORK

Industry veteran Gary
Handler has just opened
Curate, a collaboration with
Vinings Gallery, in Rosemary Beach, FL. At the
same time, Vinings Gallery,
of which Mr. Handler is
co-owner with artist Denard
Stalling, has opened a new
location in the historic district of Roswell, GA, bringing the total to three Vinings
Galleries. Article, page 16.

Art & Design Publishing,
representative of Andrei
Protsouk’s work, is now
headed by the artist’s son,
Dennis Protsouk who
brings a background in
sales. Dennis’ mission is to
grow the dealer network in
the U.S. for Protsouk’s originals and limited edition
prints and work on a partnership basis with participating galleries. Page 8.

KATHERINA PERRY FINE
ART SIGNS KARDOS

SECURE HANG VALUE
PACK COMING SOON

Katherina Perry Art Inc. is
now representing the work
of Janos Kardos exclusively
worldwide. The Hungarianborn artist’s career as a
painter and sculptor spans
nearly 40 years. Page 18.

Secure Hang, a new installation solution for securely,
quickly, and accurately
hanging a wide variety of
picture frames, will soon be
available in a Value Pack.
Turn to article on page 22.

Curate, a newly opened gallery in Rosemary Beach, FL. Page 16.

BLENDING OLD AND NEW
METHODS TO BUILD TRAFFIC
Building traffic, and thus creating more opportunities to
make sales, has always been an important facet of any
successful business and art and framing retailers find that
getting creative and using all of the tools at hand becomes
vital. Most retailers’ sales are linked to customers visiting
the brick-and-mortar location and gallery and frameshop
owners are blending old and new methods to get people
in the door. Lynn Bozzay, hand. “We make sure to
co-owner with her husband change the art displayed in
Lary of Grafica Fine Art & the window regularly to
Custom Framing in St. Louis, catch the eye of passersby
MO, says keeping things and change the homepage
fresh in the physical location, (events) on our website
as well as the online pres- regularly,” she says.
continued on page 12
ence, must work hand-in-

QUOTE OF THE MONTH:
“The vast majority of our framing
sales come from art clients that
identify that they were treated
fairly and honestly in price and
quality of products and services
provided.”
Ken Warren, page 14.
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MD Abramowitz’s
New Collection

True Vue Framing
Competition

Groglass Debuts
Artglass UV 99

MD Abramowitz is introducing a new collection of
paintings with peace and
tranquility as its basis, following a long recovery from
the ravages of Hurricane
Sandy at her New Jersey
shore home and studio.

Tru Vue has named six semifinalists for its annual Framing
Competition, this year focusing on Tru Frameable Moments, and from this group,
three will showcase their entries at the 2017 West Coast
Art and Frame Expo.

Groglass, a developer and
manufacturer of anti-reflective and other high performance coatings on glass and
acrylic, presents Artglass
UV 99 designed to preserve
the true color, texture, and
beauty of framed artwork.

Page 12

Page 16

Page 22

Understanding Trends The Pros and Cons
And Lifestyles
Of Discounting

What’s Hot in
Open Editions

Awareness of trends is important, particularly for custom
framers. Larson-Juhl’s Jennifer Townsend describes the
process of spotting trends
and then shaping those ideas
into viable products, namely
new moulding designs.

Industry insider, Todd Bingham, defines discounting and
how it can help art and framing
retailers, as well as cause unnecessary conflicts on the perceived value of the work and
services, as well as whether it
will result in repeat sales.

What’s Hot in Open Editions
features a variety of the latest best selling open edition
prints for the month of
August, some available as
print-on-demand images from
publishers, and includes contact information.

Page 26

Page 30

Page 34

Artwork featured
is Steve Alpert’s
“ Portrait of a Woman.”
Go to page 10 for
more information.

ART WORLD NEWS

PAGE 5

SEPT16-Opinion-K.qxp_Layout 1 10/5/16 2:36 PM Page 1

IN OUR OPINION
WHAT MATTERS
SO MUCH,
MAKES VERY
LITTLE NOISE
ere at Art World
News, much of what
we do relates toward
forward thinking. The most
common theme of interviews
among galleries, frameshops, or artists is to reveal
the actions of the present in a
manner that they become a
prescription for others in the
future. On the commerce
side of the magazine, discussions with marketers focus
on plans and strategy that
support activities related to
growing their wholesale businesses in the near future.

H

Having been in the art and
framing business for more
presidential election cycles
than I care to remember,
(O.K., Reagan’s first term!)
something so exciting is happening during this year’s
cycle that it is hard to believe.
People within the industry
aren’t talking about the elec-

tion! In year’s past, during the
months leading up to the
election and often extending
past inauguration in January,
the contest for the White
House had a numbing, polarizing effect of people’s ability
to act and plan. During previous presidential contests,
marketers froze budgets,
consumers grew weak, and
each seemingly pondered
the “what-ifs” associated
with an outcome. Thereafter,
only slowly did a brand of
normalcy return to the art
and framing industry.
This year, the contest has
been a most unifying endeavor as the vast majority
of people are talking about it
but aren’t using it as a crutch
to rationalize the behavior of
others—or their own. The result is a much more proactive
environment where doing
something now, far outweighs
the attraction of doing nothing. This is good and can ensure a strong finish to the end
of the year for the industry.
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ARTISTS & PUBLISHERS
Protsouk to Grow Dealer Network

DE Fine Art Represents Enric Pont

Art & Design Publishing,
representative of Andrei
Protsouk’s work, is now
headed by the artist’s son,
Dennis Protsouk who
brings a background in
sales. Dennis’ mission is to
grow the dealer network in
the U.S. for Protsouk’s
originals and limited edition
prints and work on a partnership basis with participating galleries. Andrei
Protsouk is well established
in the U.K. market, and is “Voluptuous Venice” by
intending to replicate that Andrei Protsouk is a handsuccess in the U.S. The re- embellished giclée on canvas,
launch of Art & Design Pub- edition of 195, 30 by 40
lishing, Stroudsburg, PA, is inches, retailing for $1,600.
planned for the New Year;
meanwhile Dennis Protsouk will be in discussions with select
interested galleries. He can be reached at (570) 476-4407 or
information is available at: www.andreiart.com.

Spanish artist Enric
Pont, who harmonizes multiple elements of Pop culture
into his paintings, is
now represented by
DE Fine Art of Atlanta. Pont frequently employs a
variety of media for
his collages including acrylic, oil, photography, and pixel
painting.
Pont’s
paintings continue to “Hollywood Legends” by Enric Pont,
be featured in solo mixed media on canvas, 39 by 39
exhibitions in the inches, retails for $3,950.
United Arab Emirates’ University of Ajman; in Russia, Mexico, Switzerland,
Argentina, the U.K., and with the Circle of Fine Arts in Valencia, Spain. For details on his paintings that retail for $3250 to
$3950, visit: www.de-fineart.com or phone (770) 300-9733.

Ed Cooley Print Benefits Polar Bears
During his expedition to Greenland
this summer, photographer Ed Cooley
witnessed first-hand
the affect on polar
bears of melting arctic sea ice. Now he
is offering his photograph of a polar
bear, taken on Arctic
pack ice east of “Eye to Eye” by Ed Cooley.
Greenland, as a print
entitled “Eye to Eye” with 15% of proceeds benefitting Defenders of Wildlife. The non-profit is working to ensure the
best science is being used to understand the full impacts of
climate change on wildlife and ecosystems. The print is available in sizes 14 by 11 to 120 by 96 inches retailing for $150
to $13,350. It is available from Ed Cooley Fine Art Gallery,
Rogers, AR, or by visiting: www.edcooleygallery.com, or
calling (479) 936-5851. For more on the work of Defenders
of Wildlife, go to the website: www.defenders.org.
PAGE 8

Steven Scott Gallery’s Trefny Show
Steven Scott
Gallery in Baltimore recently
hosted its tenth
solo show for
Frank Trefny
featuring his
still lifes and
shore-scapes.
“He is always
highly successful here and his Artist Frank Trefny, second from left, with
shows
sell collector Gene Plichta on his left and
briskly,” says friends Jim Zynda far left and John and
gallery owner Ellen Latronico, far right.
Steven Scott.
Trefny has participated in numerous museum and gallery
exhibitions over the past 45 years across the U.S., primarily
in the Mid-Atlantic region. The artist’s work is represented
in many corporate and private collections. His oil paintings
on board, linen, and canvas sell from $1,200 to $12,000.
For more information, visit the website located at: www.
stevenscottgallery.com or call (410) 902-9300.
ART WORLD NEWS
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A&P
Tal Milan’s Famous Olympic Lift!
Tal Milan, director of
Milan Gallery in Fort
Worth, TX, along with
his brother Rome, attended their eleventh
Summer Olympics this
year in Rio, a fact that
caught the attention of
many news outlets.
Their mother, artist Henrietta Milan, was a national
champion Tal Milan pictured at the Rio Olymgymnast, and athleti- pics lifting his daughter Sophie.
cism runs in the family.
Tal is pictured, above, lifting his younger daughter Sophie in
the Rio Olympic swimming area. “Since returning home,” he
says, “I have lifted strangers that come in the gallery and ask
to be lifted!” Among the headlines they garnered were,
“Brothers’ Unique Tradition Defines Olympic Pride.” What Tal
says he really enjoys is the coming together of so many nations and meeting people from around the world. To reach
Milan Gallery, and for more on its artists, including Henrietta
Milan, visit: www.milangallery.com or call (817) 338-4278.

Tomasz Rut Tribute to the Olympics
Tomasz Rut, for
whom the Olympics
has a special meaning, has created
several paintings
dedicated to the
various disciplines.
His father, Tadeusz
Rut,
was
an
Olympic
athlete “High Jumper” by Tomasz Rut is an oil
representing Poland on canvas measuring 50 by 32 inches.
in three different
Olympics in hammer throw. “One of the most celebrated
athletes in Poland and my childhood hero, he won a medal
at the Rome Olympiad in 1960. I’ve been always fascinated
by athletic competitions which to me represent the ultimate
in the human search for glory and perfection. I suppose,
to a degree this ambition that inspires our human greatness
is reflected in my artwork.” Rut’s originals sell for $5,000
to $100,000. Visit the website at: www.tomaszrut
studio.com or telephone the Tomasz Rut Gallery, located
in Boca Raton, FL, at (954) 856-0516.
PAGE 10

Women in Military Service Honored

Steve Alpert’s “Portrait of a Woman” is a triptych, with
each panel measuring 30 by 40 inches.

Military artist Steve Alpert’s “Portrait of a Woman,” was unveiled this summer at the Women in Military Service for America Memorial at the entrance to Arlington National Cemetery.
The triptych, showing three different views of a female soldier
saluting the U.S. flag, represents a portrait in courage. The
New York artist observes, “Courage is what an ordinary person does in an extraordinary situation. ’Portrait of a Woman’
honors the girls next door who went and signed up, volunteered for the armed services. They took the oath to protect
the Constitution, the Bill of Rights, and the pursuit of the American Dream. I define that as courage, and I see them as heroes.” For more on his work, visit: www.stevealpertart.com.

Gift of Holland Painting for Ortiz
In baseball, when
the greats retire
and take their last
pass through the
parks, typically
they are honored
on the field by
the teams they
played. On the occasion of Boston
Red Sox David
Ortiz’s last visit Baseball great David Ortiz, right, watchto Anaheim, the es Angels all-stars unveil the team’s gift
Angels arranged to him of a Stephen Holland painting.
with sports artist
Stephen Holland to have a painting of the “Big Papi” himself
to be presented on the field by their own all-stars Albert Pujols,
far left, and Mike Trout, third from left. Holland’s work is represented by Limelight Agency of Los Angeles. For more, visit:
www.limelightagency.com or e-mail: info@limelightagency.com.
ART WORLD NEWS
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HENRIETTA
MILAN

Fragile Hillside Poppies, 30 by 30 inches

Trails of Claude Monet, 30 by 40 inches

Rise and Shine, 48 by 48 inches

Milan Gallery, in business for five decades,
presents Henrietta Milan’s original oil on canvas
paintings. At this time, Milan Gallery is seeking
two new gallery locations to represent her original
artworks. Call us to represent this premier,
and proven, Impressionist painter’s work whose
palette jumps off the canvas to
catch the viewer’s eye.

Texas Countryside Home, 36 by 36 inches

Devotion to Monet, 30 by 40 inches

MILAN GALLERY

Giclée editions available upon request. Open 7 days a week.

(817) 338-4278

www.milangallery.com
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MD ABRAMOWITZ’S
NEW PEACE AND
TRANQUILITY PAINTINGS

KEYPORT, NJ—Following a
long recovery from the ravages of Hurricane Sandy at
her New Jersey shore home
and studio, MD Abramowitz
is introducing a new collection
of paintings. They include
“Yellow Parasol,” shown
above, an oil on Belgian linen,
24 by 36 inches, retailing for
$2,495.
For two decades the artist
has published her work
through Abramowitz Fine
Arts. Peace and tranquility
are ever the hallmarks of her
paintings. The artist has lived
a life of adventure and the experience of different cultures
while learning to love life and
appreciate the little things—
the laughter of a child, the
sound of the waves along the
shore. All of these emotions
and inspirations come to the
fore in her paintings that frequently feature dream-like
scenarios of shore scenes.
Abramowitz’s oils on Belgian
linen retail for $1,500 to
$25,000 and her prints,
mostly in editions of 20–25,
sell for around $650.
For more information, call
(732) 335-0380 or visit the
artist’s website at:
www.abramowitzfinearts.com.
PAGE 12

AVENUES TO GAIN SALES TRAFFIC
continued from page 1
tomers to keep traffic up. tion services, assistance
“More of our walk-in clients “The greatest producer of with selling art in the secondtell us they found us on the future sales would be from ary market, upcoming exhibiInternet than they
tions, etc. “We
used to and so,
also send a perthat is why we
sonal ‘thank you’
update our webnote to every client
site more freafter they pick up
quently.” Mrs.
their framing or art
Bozzay has found
purchases. That rethat some effecminds them of
tive ways to build
our appreciation of
traffic is to throw
their
business.
exciting events,
From this, we have
send out newsnoticed that cusletters and etomers frequently
blasts about their
return after they reevents, and postceive the personal
ing to various Grafica Fine Art & Custom Framing, St. Louis, MO,
notes. The best
online calendars. has been owned by Lynn and Lary Bozzay for 12
way to prospect
“We also host years, but has been in business for nearly 40 years. new clients is to
a monthly event
know one’s existcalled Third Thursday ‘Artful existing clients as they al- ing clients,” Mr. Saper says.
Conversations’ on various ready know about what the
art related topics that have gallery has to offer and may
“For example, if you know
attracted many new people already have an established that existing clients work for
to our business.”
relationship with gallery a certain company, you could
staff,” he says. “Our mission research and find others who
Some of these new cus- is to keep the gallery in their also work at the same comtomers include architects, in- mind so that whenever they pany. The best example of
terior designers,
that is university
and facility and
professors, govproperty
manernment workers,
agers that have
or physicians. One
become the Bozcan contact by ezay’s largest revmail other faculty
enue generators.
members, governmental workers,
“Keeping
and physicians and
those relationsend links to reships fresh is
cent newsletters
a big part of
and an invitation to
my focus,” Mrs.
visit the gallery for
Bozzay
says.
an upcoming exhi“Our secondary
bition opening or
stream of in- Owner Roy Saper opened Saper Galleries and
for framing servcome—one that Custom Framing in East Lansing, MI, 38 years ago. ices. Gallery manis also continually
agement
which
growing—is giclée printing have art and framing needs, does not play a continually
for local artists.”
they think of us.”
active role in communicating
with clients will experience a
Roy Saper, owner of
Part of Mr Saper’s mission slowdown in business.
Saper Galleries in East Lans- includes e-mailed newsleting, MI, agrees that one ters with brief descriptions of
“Communication is a key
must be very active in all what’s new at the gallery and to everything in life that informs of communications descriptions of services such
continued on page 14
with current and new cus- as conservation and restora-
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ARNOT GALLERY
REOPENS IN CHELSEA

BUILDING TRAFFIC
continued from page 12

volves others. To increase a
base of clients and activity
can best be achieved by actively pursuing the objective
by employing strategies that
are best suited to their operation and needs.”

NEW YORK—Arnot Gallery
has reopened in a 600square-foot space in the
Crozier Fine Arts Building in
Chelsea at 525 West 20th
Street between 10th and 11th
Avenues at the entrance to
the High Line. This follows its
move from the Cirkers building on West 55th Street that
changed ownership in May
requiring tenants to leave.
For 69 years, Arnot Gallery
was located on West 57th
Street when, along with other
small businesses, it was
given notice of non-renewal
for its lease, necessitating the
move to the Cirkers building.
At that time, the gallery adjusted its focus to become
more of an online gallery with
viewing at the showroom by
appointment. Vicki Arnot,
co-owner with her husband
Peter, said she felt that a
comprehensive online presence augmented by a brickand-mortar gallery was the
future for the art gallery business. Of the gallery’s second
move within a year, she says,
“I am a firm believer that
when one door closes
another opens.” For the
“Reopening Exhibition” Luigi
Rocca specially created a
new painting, “Beloved
Venice,” 39 by 24 inches,
shown above. Artists, living
and deceased, continue to be
represented by Arnot Gallery
including Malva, Cortès, Ray
Campbell, and Augustin
Ubeda. The phone numbers
remain (212) 245-8287; after
hours, (917) 570-7910; or go
to: www.arnotgallery.com.
PAGE 14

Ken Warren, co-owner
with his wife Pat of Westport
River Gallery and Framing,
Westport, CT, notes that
from a framing perspective,
customers want to feel as
though they are in the know
and are not being taken advantage of, thus leading to a
comfort level that will keep
them coming back. “People
are tired of being told what to
buy, upsold, overcharged,
and talked into costly framing
options,” he says.
“The perception is that it’s
easier to go online, when in
fact we find, with both framing and art, you need to meet
a client where they are, and
exceed their expectations. In
order to do that, you need to
know what a similar product
may cost elsewhere. Every
day you have to embrace
change, and go so far as to
ask clients what they want.
We find they are reluctant
to say what they don’t see
unless prompted. Nobody
today really asks for their
opinion, and the ‘join the
conversation’ mantra is not
always comfortable for everyone. Oftentimes, you need
to build a relationship with
someone before they tell you
what they really want.”
For Mr. Warren, part of the
relationship building is to
know the client’s lifestyle, as
well as their needs. “A trend
in Los Angeles may not be a
trend in Westport or Omaha
or Denver. The vast majority
of our framing sales come
from art clients that identify

that they were treated fairly
and honestly in price and
quality of products and services provided. So while keeping up-to-date on trends can
help, knowing your audience
is fundamental.”
Shari Cavin, owner of
Cavin-Morris Gallery in New
York, agrees that customer
relationships are the key
to building traffic. “Our customer base has become
more diverse since we
opened our doors more than
30 years ago, which is quite

particularly appropriate to
them. While all clients receive e-blasts, when we have
an idea of their sensibility we
try to meet that with a specific piece of art.”
Ms. Cavin adds that an important part of their marketing plan includes regularly
posting on their website,
running a blog related to
the website, posting images
on Pinterest, Tumblr, and Instagram; and subscribing to
Artsy.

Susan Gittlen,
president of Whispering
Woods
Gallery in Holland,
PA, has learned
that building traffic
comes with being
a respected member
of
your
community and
making sure that
people know who
you are and what
you have to offer.
“I always have
business cards
with me. You
never know who
you might meet,”
she says. “I attract new cusWestport River Gallery, located in West- tomers through
port, CT, features European, American,
attending several
and Asian fine art.
networking
groups, and have
enjoyable,” Ms. Cavin says. even met many new cus“The diversity is reflected in tomers at the gym. Being a
the uniqueness of work that member of religious and civic
we carry in the gallery, but is organizations and clubs also
also present in the willing- helps. It’s not so much
ness of younger collectors to about ‘selling’ yourself, but
look at more than one kind of creating—and building—relaart. Social media has helped tionships.”
us to present images and information that attract a
Ms. Gittlen adds that
younger audience directly to much of her customer base
them which has kept their in- includes people that have
terest in the gallery up. We been coming back since
also work to get new clients she opened her doors. “Our
by providing excellent per- product attracts older cussonal service, and remem- tomers and our county has
bering them when special
continued on page 24
pieces come along that seem
ART WORLD NEWS
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TRU VUE FRAMING
COMPETITION
SEMI FINALISTS
MCCOOK, IL—Tru Vue has
named six semi-finalists for its
annual Framing
Competition, this year focusing on Tru Frameable
Moments. From this group,
three will be chosen to showcase their entries at the 2017
West Coast Art and Frame
Expo. They are: Andrea
Tucker Hatch, Cabinet of Curiosities, Stettler, Alberta.
Bruce Shoults, The Great
Frame Up 533, Saint Louis,
MO. Kosal Eang, Framed By
Kosal, Monroe, CT. Francine
Hackerott, Frame & I,
Prescott, AZ. Michael Fitzsimmons, Westwood Gallery,
Westwood, NJ. Jan Falter,
Frame Depot Grand Junction,
CO; and Tara Wilson, Art &
Frame, Wichita, KS.
This year, Tru Vue is incorporating peer review into the
finalist selection, inviting custom framers to vote for their
choices in an online poll. “We
are excited to turn this level of
judging over to the custom
framing community and know
that they will be impressed
with the work their peers have
done,” says Jen Gramm, director of marketing for the
high performance glazing
manufacturer.
The theme, Tru Frameable
Moments, celebrates the
unique ability of custom framing to protect, preserve, and
display life’s most memorable
occasions. Custom framers
can access the online poll,
featuring photos of the actual
finished pieces, at:
www.tru-vue.com and on Tru
Vue’s Facebook page from
November 4–16. They can
then choose favorites based
on overall visual impact, design and creative elements,
and the story behind the
Tru Frameable Moment.
PAGE 16

VININGS & CURATE GALLERIES OPEN
Industry veteran Gary Handler has just opened Curate,
a collaboration with Vinings
Gallery, in Rosemary Beach,
FL. At the same time, Vinings Gallery, of which Mr.
Handler is co-owner with
artist Denard Stalling, has
opened a new location in the
historic district of Roswell,
GA, bringing the total to
three Vinings Galleries. Mr.
Handler says, “I feel the
economy is better. It is definitely not consistent, but
there are positive signs.
There are people out there
who are participating in collecting art and in luxury living.
Even though there has been
an horrific change in
the economy over
the last 10 years,
for those corporate
executives who still
have their jobs, many
companies are doing
better than ever.
Top producers are
doing very well.”

Mark Gleadow, Gloria Lee, a nice offering, he notes, at
Chad Awalt, Fabio Napoleoni, the lower price level of
and Zheng
Li who were
all slated to
attend the
event and
dedicate
their
artwork to collectors. The
gallery is a
three thousand, seven
Photo by Thomas Spravka
hundred
The
new
Vinings
Gallery
on
Canton Street
square-foot
in
the
historic
district
of
Roswell,
GA.
space, situated almost
opposite the existing Vinings around $600, ranging to
Gallery on Elizabeth Way, but $8,000. Among the artists
differs in that it he has brought into the
has a more con- gallery is Maya Eventov, reptemporary flair resented by Progressive
and price points Fine Art. Prices at this gallery
beginning at a range from about $600 to
lower level, that $15,000.
will cater to a
different clientDiscussing Curate in
ele. “These may Rosemary Beach, Mr. Hanbe first-time buy- dler says he chose this
ers that once north Florida location for a
Vinings Gallery, in Gary Handler.
they become gallery in part because the
business 17 years,
comfortable, will beach resort is popular with
started with the Atlanta grow their collections with those from the Atlanta regallery and frameshop. Four higher priced items,” says gion, including a number of
years ago, Mr. Hanhis clients. “It is such
dler opened Vinings
an unbelievable desGallery on Elizabeth
tination, right on the
Way in the historic
water. I have been
district of Roswell,
working on this for
taking over the space
a year to find just
from Ford Smith Fine
the right spot, and
Art Gallery which
talking to different
has subsequently
brokers and landopened
on
lords. There is a
Roswell’s Canton
need for a gallery
Street. The newly
selling the artists
opened
Vinings
we represent, and
Gallery in Roswell The interior of Curate, a collaboration with Vin- there isn’t a similar
is also on Canton ings Gallery, in upscale Rosemary Beach, FL.
gallery even close.
Street. The occaWhen I got a call
sion was marked by a ribbon- Mr. Handler. Among those about this space in a prime
cutting ceremony with Ros- he intends to attract are the location near the luxury
well Mayor Jere Wood, and illusive millennials. Gloria boutique hotel named The
its grand opening took place Lee, for instance, whose Pearl, I got in my car the next
in mid-September. New to work is represented by
continued on page 24
the gallery are artists John- Crown Thorn Publishing, has
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ATTENDANCE UP AT
LAS VEGAS
SUMMER MARKET
LAS VEGAS—The Summer
Las Vegas Market saw an
overall attendance increase of
8% over last summer’s Market, with gift buyer attendance
up 28%. The summer 2016
edition also showcased the
largest-ever number of resources in the Market’s 10year history, with exhibitor
participation topping 3,100 for
the first time.
The increasing home décor
category also registered
strong attendance gains of
4% and the mature furniture
segment drew 3% more buyers than last year’s event.
The top five store types in descending order from the
largest percent of audience
were: furniture, gift, interior
design, decorative accessory,
and Internet-catalogue.
Buyers from 50 states attended. The majority, 63%,
were from the West, namely
California, Nevada, Arizona,
Texas, and Utah; 14%, Southwest; 11%, the Midwest; 7%,
Southeast; and 5% from the
Northeast. International attendance was up 10% over last
summer. Seventy three countries were represented; the
largest number came from
Canada, Mexico, China,
Japan, and Panama. Attendance from Asia saw a notable increase, particularly
from China and Japan. In all,
non-U.S. buyers represented
9% of buyers.
The Winter Market takes
place January 22–26, coinciding with the West Coast Art &
Frame Expo which runs January 23–25, with the Conference beginning a day earlier.
For WCAF Expo details, go
to: www.wcafshow.com; for
Market information:
www.lasvegasmarket.com.
PAGE 18

THE FINGERPRINT OF JANOS KARDOS
Katherina Perry Art Inc. has
recently begun representing
the work of Janos Kardos
exclusively worldwide. This
Hungarian-born artist’s career
as a painter and sculptor
spans nearly 40 years and
touches several continents.
To date, the company has released three print editions,
and is also focusing extensively on his textured acrylic
paintings. “We recognize
talent and potential,” says
Katherina Perry. “It is not just
the mix of color and brushstroke, it is that when you
see the art you see
the fingerprint and
know it is this artist.”

stopping first in Italy,
where he was inspired by his surroundings in Rome,
Sicily, and Venice.
Later, he made his
home in Sweden,
Germany, Spain, and
eventually Venezuela.
Each new location
introduced him to “Joy” by Janos Kardos, acrylic on
new styles and influ- canvas, 40 by 30 inches.
ences, from classical
to modern. During the Kardos was by far the
1990s, he built a name for youngest of three siblings.
himself in Venezuela and “So everybody tried to conother South American coun- trol or teach me. Probably
that was the motivation for
me to become an artist—because I wanted to break the
rules and find my own voice
Though Kardos
and self-expression,” he
currently calls New
says. Kardos, who considers
York his home, he
himself a self-taught artist,
frequently
travels
says, “What most influences
and works in Germe is nature, especially the
many and Venezuela.
lavish beauty of the tropics,
His work can be
and Expressive artists like
found in galleries “Mykonos Summer” by Kardos,
Gaughan, van Gogh, and
across the U.S., acrylic painting, 40 by 40 inches.
Klee. My inspiration comes
South America, and
from inside me even when
Europe. Born in Budapest, tries, achieving the reputa- I paint a landscape or an
Kardos realized at a young tion of an accomplished and object or an abstract beage that he wanted to devote celebrated artist. All of Kar- cause my paintings are meshis life to the arts. After at- dos’ work centers on com- sages conveying the excitetending various artist work- municating the way he feels ment I feel about existence,
which includes nature, all
living things, and first of all
human beings.”

“La Lec” by Janos Kardos is a giclée on canvas, edition of
350, with an image measuring 48 by 24 inches.

shops, including that of
famed Hungarian artist Jeno
Barcsay, he yearned to travel
and expand his studies. In
1968 at the age of 22, he
embarked on his journey,

about life and nature, and
today he is deeply engaged
in his new pieces.
Born and raised in a middle
class family in Budapest,

He mostly uses acrylic
paint on canvas and various
thickening mediums for creating a strong texture to enhance the visual effect. His
paintings, in sizes from 20
by 16 to 70 by 50 inches,
have a suggested retail of
$1,400 to $12,000; his giclée on canvas prints in editions of 350 begin at $500.
For more details, contact
Katherina Perry at (917)
242-0363, e-mail her at:
katherinaperry1@gmail.com
or go to: www.facebook.
com/janoskardosart.
ART WORLD NEWS
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Katherina Perry Inc. Publisher of Fine Art Presenting

KARDOS

40” x 30”

©KATHERINA PERRY INC 2016

TRANQUIL

40” x 30”

©KATHERINA PERRY INC 2016

TOGETHER

Kardos
is a world-renowned
painter and sculptor
with a career spanning
nearly 40 years and
touching many
continents.
LA LEC

©KATHERINA PERRY INC 2016

©KATHERINA PERRY INC 2016

SPRING DAY AT THE PARK 50” x 40”

48” x 24”

KatherinaPerry-SEP16-pg2_Layout 1 10/6/16 3:28 PM Page 1

His art is appreciated by,
and graces the homes of,
many celebrities and
respected political figures.

©KATHERINA PERRY INC 2016

MYKONOS SUMMER

JOY

40” x 30”

©KATHERINA PERRY INC 2016

Since his first art showings
over thirty years ago, Kardos
has exhibited his works in
countless galleries and shows
throughout Europe and the
Americas.

40” x 40”

KARDOS
KATHERINA PERRY INC.

FOREST HILLS NY 11375
CELL: 917-242-0363
KATHERINAPERRY1@GMAIL.COM WWW.KATHERINAPERRY.COM WWW.FERJO.COM
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MFCF ENTERPRISES TO
DEBUT SECURE HANG
VALUE PACK

NORWALK, CT—MFCF
Enterprises, supplier of
Secure Hang, the newly introduced installation solution for
securely, quickly, and accurately hanging picture frames
of various types, sizes, and
weights without the need for
wires or measuring, is planning to introduce a Value Pack.
The Value Pack will make its
debut at the West Coast Art &
Frame Expo in Las Vegas in
January. The pack will include
six Hang It systems. Meanwhile, prior to the availability
of the Value Pack, orders of
10 Hang It systems will include five extra Hang Its, for
a total of 15.
The Secure Hang system is
designed by veteran custom
framer and artist Marc Fattahi,
owner of New Canaan Frame
and Art Gallery, New Canaan,
CT, who sees a need in the industry, both for galleries and
frameshops, for a faster, secure, adjustable system for
hanging picture frames.

To watch a video on how the
Secure Hang system works,
go to the company’s website:
www.securehang.com or for
more information, call (203)
325-6510 or e-mail:
info@securehang.com.
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GROGLASS DEBUTS ARTGLASS UV 99
Groglass, a leading developer and manufacturer of
anti-reflective and other highperformance coatings on
glass and acrylic, presents
Artglass UV 99. This anti-reflective glass with 99% UV
protection, is designed to
preserve
the true
color, texture, and
beauty of
framed
artwork.
Artglass
UV 99 is a
successor to Groglass’ antireflective Artglass, in that it
combines a high degree of
clarity with UV protection.
UV light is responsible for
fading damage and fading
cannot be reversed. Artglass
UV 99, providing conservation-grade UV-protection by
blocking 99% of ultraviolet
rays, is approved by the
International Organization for

Standardization (ISO 18902). in more than 45 countries, inArtglass UV 99 meets con- cluding the custom framing
servation standards
of both the Professional
Picture
Framers Association
(PPFA) and the
U.K.’s Fine Art Trade
G u i l d
( F AT G ) .
Artglass
UV 99 is
dually
coated
with
a
special
anti-reflective coating designed to offer great
clarity, and an absorptive UV filter. These
are applied in a way Artglass UV 99 from Groglass meets
that is intended to the conservation standards of the
leave no sign of PPFA and the FATG.
distortion or interference.
industry and museums. For
more information, visit the
Groglass is headquartered company’s website located at:
in Riga, Latvia, and its prod- www.groglass.com or e-mail:
ucts are utilized by industries artglass@groglass.com.

LIGHTING SYSTEM TO BETTER SEE ARTWORK
Method Lights, a Knoxville,
TN, company established to
elevate the
way people
see art, off
ers its patented LED products ML-200
and ML-Direct. They are designed to enable galleries
and frameshops, as well as
consumers to:
• Light their artwork from
the ceiling without wiring.
• Control the color temperature.
• Adjust the brightness.
• Determine the correct light
beam diameter to ensure
even, full coverage of light.
The ML-200 is a ceilingmounted, battery-operated
(rechargeable) LED picture/

art light with remote that easily installs in minutes. In the
energy saving mode, the
ML-200 can
provide up to
250 hours of light and the
ML-EZ Charging Kit allows

the ML-200 to be charged
without taking it off the ceiling (reaching ceilings up to
15 feet high).

The ML-Direct screws directly into a standard lighting
fixture, such as a recessed
ceiling light. The articulating light head can be
manually adjusted to
point in almost any direction. Method Lights’
LEDs provide over
50,000 hours of lamp life
while producing very little heat and almost no
UV radiation. For more
information on the lighting system, and also on
becoming a Method
Charging the ML-200 light with- Lights dealer, visit:
out taking it off the ceiling.
www.methodlights.com.
ART WORLD NEWS
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FRAMERICA INTRODUCES
TITANIUM

BUILDING TRAFFIC
continued from page 14

the most senior citizens in the
state of Pennsylvania. And,
our retired customers value
custom framing to preserve
their memories.”

YAPHANK, NY—Titanium,
Framerica’s latest offering,
features an embossed and
brushed metallic-look finish in
profiles ranging to 3 inches.
Josh Eichner, executive VP,
notes, “Metallic finishes have
been successful for many cycles, but Titanium affords a
previously unattainable cost
structure that has made many
specifiers take notice.” Call
(800) 372-6422 or visit:
www.framerica.com.
LARSON-JUHL LAUNCHES
AURA COLLECTION

PAGE 24

up the phone and reaching out
to existing clients has been a
great way for him to keep and
build traffic into his gallery.

tic,” he says, adding that
sales were brisk and included
originals, prints, and blown
glass. Artist Thomas Arvid
was present to meet the
200 attendees, almost 90%
of whom were new faces.
The mix of artists hanging
on the walls at Curate
include some of Vinings’ top
sellers along with Justin
Gaffrey, a well-known Florida
artist. “Gaffrey was there
to support us during the
grand opening,” says Mr.
Handler.

Meanwhile, Vinings Gallery
on Elizabeth Way in Roswell
has a dynamic schedule
through the end of the year
with solo exhibitions slated
for Michael Flohr, Anna
Razmouvskaya, and Thomas
Arvid.

Mr. Saper agrees that building traffic starts and ends with
strong customer relationships,
not only to keep them coming
She also says that keeping
back but also helping with
customers happy includes
word-of-mouth referrals. “We
making them feel a part of the
have always felt that we must
process with the help of social
adapt to our clients and our inmedia. “I spend much time
ventory must represent what
photographing my customers’
The added exposure has our clients desire,” Mr. Saper
projects. If I get a good image, also helped to introduce Mr. says. “That requires listening
it will be used for the newslet- Salazar’s six-year-old business well and responding to their
ter, Facebook,
needs. If we reInstagram, and
ceive calls for a
Mr. Saper agrees that building
on my webcertain style or
site. Also I will
medium of art,
traffic starts and ends with strong
use the image
that is the best
customer relationships, not only to
in the shop if
indicator that
keep clients coming back but also
somebody inwhat is requires about
quested should
helping with word-of-mouth referrals.
framing somebe in our inventhing in partictory. Awareness
ular. The image could be to the neighborhood after a and responsiveness are very
included in a slideshow that relocation. “My client base important to our operation.
plays on a loop on an iPad in fluctuates as many retail oper- We cannot afford to be aloof
the shop.”
ations do. However, the or elitist (neither of which
gallery’s recent increase in is our style), but rather,
Alexander Salazar, owner of sales is because we relocated we must be friendly, responAlexander Salazar Fine Art, lo- to a smaller space in a great sive, adapting, and flexible
cated in San Diego, started to location closer to residential enough to always be able to
notice that his foot traffic went condos. I have made a huge say ‘yes’ to every request, and
up, the more he displayed art- amount of effort to focus on never deny a client what they
work outside the gallery on the my new neighbors and their are seeking.”
sidewalk in front of his busi- art needs and desires. So far,
ness, starting with large sculp- it is working!” Mr. Salazar
tures of lollipops by Elena stresses that the old fash- Koleen Kaffan is Managing
Bulatova. “I realized that with ioned marketing tool of picking Editor of Art World News.
VININGS, CURATE OPEN
continued from page 16

ATLANTA—The Aura Collection from Larson-Juhl offers
a versatile, clean, and modern line designed to emanate
a sense of peace and calm.
Its stained veneers have visible grain lines and each profile has a clean, painted
accent edge with
finishes in white-washed
cumulus or soft, grey nimbus.
Visit: www.larsonjuhl.com.

the busy area we are located
in, we could use the sidewalk
to our advantage. So, I started
to place colorful, eye-catching
sculptures outside to attract
clients into the gallery,” he
says. “Although it’s a lot of
work to take the art inside and
outside everyday, it has certainly proved to be worth it as
it has created more traffic into
the gallery and helped boost
sales and exposure.”

morning and signed the lease
that day.” Mr. Handler has
named the gallery Curate, a
collaboration with Vinings
Gallery. The gallery director
is David Todd who previously
owned A Boy and His Dog
in Key West, FL. Following a
build-out of the 1,300-squarefoot space and hiring staff,
Mr. Handler was ready for
the grand opening Labor
Day weekend. “It was fantas-

To learn more about Curate, visit the website located
at: www.curate30a.com or
call (850) 231-1808. For more
information on the Vinings
Galleries, go to the website:
www.viningsgallery.com.
ART WORLD NEWS
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UNDERSTANDING TRENDS
AND LIFESTYLES

TRENDS: LARSON-JUHL PREDICTIONS

ATLANTA—Awareness of
trends is important for both
custom frameshops and galleries. There will always be a
place for the “tried and true,”
but framing customers in particular are likely influenced in
their decision-making by new
colors and styes. Jennifer
Townsend, director of design
at Larson-Juhl, describes the
trends that Larson-Juhl is
forecasting through this year
into 2017 for the home and
commercial interior design
markets. She also relates
how Larson-Juhl’s designers
and product developers parlay market trends into picture
frame moulding designs.

Larson-Juhl recognizes that
it is important to forecast
trends and to be able to look
ahead to see what’s happening beyond the horizon. The
moulding supplier works
with its product development teams in its U.S., European, and Asian factories
to develop custom moulding
that it hopes will have a
global appeal to its customers. It
then manu- Harmony
factures and
distributes
those products globally.

“When you think about art,
furnishings, soft goods, and
trending colors, designers
and artists have to think like a
consumer and the challenge
is how do we present newness season after season.
For example how does this
lamp fit next to that cushion I
bought last week? How will
this art piece fit with the sofa I
invested in four years ago?”
She says it’s an understanding all of these idiosyncrasies
that really make someone an
expert in trends and lifestyles.
Design trends cross all markets, from food and technology to retail and home. And
for an explanation of why
trend forecasting is imperative, she quotes from Ray
Hammond’s book, Scary
Wonderful, which she says is
a great resource for learning
about the theory of trend forecasting: “The more that you
understand about the likely
future, the more that you can
shape it to be as you wish.
You might not be able to
change the shape of the future itself, but you can adjust
your own position so you can
take best advantage of future
developments.”
PAGE 26

Jennifer
Townsend,
Larson-Juhl
director of
design,
says,
“It
used to be
easy to describe what I
did for a living. I’m an
interior designer followed by an,
‘Oh gotcha.’
Now when I explain what I
do, following a quizzical look
a barrage of questions often
follows as someone tries to
understand what it is I do.
Trend forecasting is a complex business to say the
least. Spotting trends and
then shaping those ideas
into viable products has
its own set of challenges.
We then ultimately ideate and
deliver those ideas to our
product development teams
and have them again interpret
our ideas into a marketable
product.”
So how do you spot a
trend? “Once you train your
eye to see what essentially
isn’t there, you’ll begin to

see that it was in front of you
the whole time! For example,
let’s say you are thinking
about buying a new car, you
start looking at vehicles online and while having a chat
about it, a friend says, ‘Have
you seen the new electric
Tesla?’ No I haven’t. I do the
quick smartphone look up
and, of course, then you
drive down the road and start

in Nature’s Color

Harmony in Nature: This
trend is about harmonizing
with nature and bringing the
outdoors in through furniture
and accessories, while recognizing the bond between
humans and nature. There
are diverse textures to be
found in nature, such as
those in rustic woods and at
the ocean shores, that lend
a neutral monochromatic
palette creating
an earthy feel
Story
that serves as
the main inspiration for this category.

to see them everywhere. It
seems that there are hundreds of them on the road
and you never noticed them
until now. That’s how you
trend spot.”
Ms. Townsend has her
own method of analyzing
possible future trends.
“Let’s take a walk through
the streamlined version of
the thousands of Pinterest
pins and objects I pick up on
my travels, Instagram hashtags, half-read research papers. e-mails that swallow up
my in-box, and inspirational
printouts that are pinned up
all over my office. I then cluster them and layer in analysis
to make sense of it all.”

Sculptural
hardwoods and
aquatic accents
are used to border and embellish accessories
and decor. Artwork features
exotic insects,
rare butterflies,
botanicals,
feathers,
and
plant prints. Textiles with natural
fibers, weaving,
and heavy artisanal influences from around
the world are also present.
The Birchwoods Collection
from Larson-Juhl is an example from this category.
A Curated Journey: This
trend is an exploration of antique malls, flea markets,
and craft fairs searching for
vintage treasures. These
unique items are added to a
home to tell the owner’s
story. Whether it is a quote
etched on a plaque, an
ancestral keepsake, or an
historical momento of a
bygone era, these items
can be uniquely framed and
displayed.
continued on page 28
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GLOBAL RELEAF:
LARSON-JUHL
CERTIFICATIONS
ATLANTA—Since 1990,
American Forests has completed restoration work in all
50 U.S. states and 45
countries around the world,
helping to plant nearly 50
million trees in areas of crucial need. Through the Larson-Juhl Global ReLeaf
Forest Foundation and in
partnership with American
Forests, the moulding supplier has donated 10% of
these trees, more than
500,000, since 1991.
These projects have restored
forest ecosystems for a
variety of critical issues,
including wildlife habitat
improvement, responses to
wildfire and other threats,
water resource protection,
and carbon offset benefits.
Through local partnerships,
American Forests is able
to involve individuals,
organizations, agencies, and
corporations in tree planting
projects that restore local and
global ecosystems.
The Forest Stewardship
Council is responsible for the
management of the world’s
forests. Under its umbrella,
the Program for the Endorsement of Forest Certification
(PEFC) an international nonprofit, works throughout the
entire forest supply chain to
ensure that timber and nontimber forest products are
produced with respect for
the highest ecological, social
and ethical standards.
Certified Larson-Juhl facilities
include Lira in the Czech
Republic, Arcobalegno in
Italy, Senelar in France,
Ashland in Wisconsin, and
Tranaslist in Sweden.
To learn more, visit the website: www.larsonjuhl.com/
global-promise.
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TREND PREDICTIONS
continued from page 26

Everyday accents such as
transcribed frames, nostalgic vases, embellished vintage postcards, and handcalligraphed prints will inspire. Novelty typography
items, linen table covers,
waxed canvas goods, vintage metals like tin, brass,
and copper bring the journey
to life. Larson-Juhl’s Brimfield Collection, named from
the Brimfield Antiques Show
in Massachusetts, fits into
this category.
Retro Urban: This trend is
a throwback to the 1950s
and 1970s eras where innovative design elements mix
with practicality. Old is repurposed with a sleek and
modern twist. Natural materials maximize the contemporary feel with linear
designs and subtle abstract
shapes stand their ground in
this category while ceramics
and lacquered finishes provide polish. Geometric patterns elevate the most
minimal pieces from apparel
to furnishings. Refurbished
mid-century modern decor
comes to play with brass,
copper, and gold as the essential metallic elements.
Muted color palettes in soft
earth tones like chocolate
brown, avocado green, and
mustard yellows are the key
colors of this insight.
Custom Framing Trends:
Salon 1789, named for the
start of the French Revolution, was released by Larson-Juhl early in 2016. In
design terms, the year 1789
marked the end of the Louis
XVI period in furniture and a
return to straight lines, flat
surfaces, and right angles.
Mouldings were thinner and
more elegant with ornament,
rococo tendencies, and
baroque excess.

• In keeping with the Arts
and Crafts trend which
fits with Retro Urban, Larson-Juhl released the Lille
and Murano collections.

and Komodo.
• For the Farmhouse-Luxe
trend, Bergere.
• For the Modern trend,
Domus, Mecca, and

A Curated Journey’s Color Story

• For the Industrial-Chic
trend, fitting with Harmony in Nature and Retro
Urban, Foundry and Zep-

Gramercy.
• For the World Beat-International
Flair
trend,
Brooklyn and Anvil.

Retro Urban’s Color Story

pelin are released.
• For Classical-Cool that
crosses all three trends,
Hudson.
• For Cottage-Cozy, Jepara

For more information on
Larson-Juhl’s moulding releases, as well as its resources, visit the website:
www.larsonjuhl.com.
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NEW FRAMING PRODUCTS
The Vogue Collection by Universal

Max Moulding Presents Rue Bourbon

Universal Arquati, Santa
Clarita, CA,
presents the
Vogue Collection by Arquati featuring
five
Compo Corner designs:
pyramid,
Malta cross,
fleur de lis,
star of Texas,
and
lotus
flower. Available in gold, silver, and black, Compo Corners are made to
fit as a perfect match to this 1 3/4-inch wide moulding. Colors available are black, white, silver, and gold. Compo Corners are sold separately. For more details, call (800)
668-3627, or go to: www.universalarquati.com.

Max Moulding,
Los Angeles,
debuts the Rue
Bourbon collection inspired by
the shabby chic
and
vintage
country style of
New Orleans’
French Quarter.
Colors include
rustic red, rustic
orange, rustic
green,
rustic
blue,
rustic
white, rustic
brown,
and
rustic black in
three functional profiles including one with a canvas texture.
Each piece is hand-distressed. Phone (800) 282-9966 for
more information or go to: www.maxmoulding.com.

Presto Frame & Moulding’s Sprinkles
Delgado Bros. Offers the 921 Frame

Presto Frame & Moulding, Bethel, CT, debuts Sprinkles, a
line of solid pine wood moulding that features the Pantone
2016 trending colors. The 3/4-inch profile has a 5/8-inch
rabbet. For further information, call (800) 431-1622 or go to
the company’s website: www.prestoframe.com.
ART WORLD NEWS

Delgado Bros.,
Los Angeles,
offers the 921
readymade
frame, featuring American
red oak finished in a deep
natural African
walnut stain
with a natural
linen liner with
a gold lip.
Sizes range
from 8 by 10
inches to 36 by
36 inches. For
further information, call (323) 233-9793 or: www.delgadobrosframes.com.
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SALES TRAINING
THE PROS AND CONS OF DISCOUNTING
by Todd Bingham
my first book, A Manual for
What is discounting? In the Art Sales, I discussed—or
retail art gallery context, a more accurately, commuch more fruitful approach plained about—the issue of
to that question might be to customers asking us for disfirst consider what discount- counts. I’m not sure why
people
have
ing is not:
come to believe
• Discounting is not
that negotiating
the activity of selldiscounts on art
ing something for
is a more acceptless.
able activity than
• Discounting is not
negotiating better
a gesture of good
prices on medical
will.
checkups or on
• Discounting is not
home
repairs.
a way to buy
But it doesn’t
friends and influ- Todd Bingham
matter. The fact
ence people.
• Discounting is not a of the matter is, that’s what
strategic method for stay- a lot of our customers think,
ing abreast of the compe- and we have to deal with it.
tition.
What is it then?
• Discounting is the basis
on which a customer satisfies their mind that they
are not a fool.
• Discounting is a query on
behalf of your customers
that what they are purchasing from you has
value.
• Discounting is a sure fire
method of ensuring the
short lifespan of your
business.
How did discounting get
started? I believe it goes
back to Adam and Eve. I can
just see Satan sidling up to
Eve and hissing: “Sssay,
want an apple?” To which
Eve probably replied, “Well,
if I get one for Adam, too,
can I get a better price?” In
PAGE 30

are many different spins on
why people jam us for discounts.
I’ve met a number of
powerful business people
over the years that just love
the chase. They relish the
negotiations almost more
than they do the art. And to
them, it’s a cat and mouse
game that they will willingly
play with you.
How Does Discounting
Affect My Business?
It’s not difficult to gauge the
long-term effect of continual
discounting. All one has to
do is talk to a few dealers
who are no longer in busi-

If you give up a 10% gross margin of
profit it feels like you made a sale and a
profit. The problem is that everyone
makes money except you.
Who does it? A dealer will
discount when:
• They are desperate.
• They have come up against someone who is better
at negotiating.
• They think it’s the only way
to do business in their
area.
• They are afraid of losing a
sale.
In summary, no one really
wants to discount.
Why Do Customers
Want Discounts? There

ness. Here are some of the
issues I’ve noted over the
last 30 years of being in the
art game:
• Once you sell a customer
at a discount, you sell
that customer at a discount for evermore, along
with all of their friends
and neighbors.
• Once you get known as a
gallery or frameshop that
will discount, the word
gets around like a brushfire.
• The 90/10 Margins rule. If

you give up a 10% gross
margin of profit it feels
like you made a sale; it
feels like you made a
profit. The problem is that
everyone makes money
except you. That transaction still represents a line
item on your P&L, and in
retail, if you’re not working at least at Keystone
Margins, you’re working
backwards.
• “Profit doesn’t mean a
thing if you can’t pay your
bills...” I borrowed that
from Jay Goltz’s fine
book The Street-Smart
Entrepreneur: 133 Tough
Lessons I Learned the
Hard Way, published by
Addicus Books.
How Does Discounting
affect the art business as a
whole? Why is the art business known for discounting? I don’t know the
answer, but it may have
something to do with art
being a discretionary item.
Here are some points to
consider:
• Value is what people want
and what they test us on
(by asking for discounts).
• How can we establish
value if we’re inclined to
test it ourselves?
• How can we ensure the
staying power of the
artist’s career and hence
our industry and our businesses, if we continually
continued on page 31
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DISCOUNTING
continued from page 30

undermine it by casting a
question as to value of
the product?
Discount
Deflection
Presentation: Most dealers just mark things up to
mark them down. You don’t
want to be that kind dealer,
do you? So how do you
avoid discounting? I used to
use a small discount deflection presentation, and prescribed it for use by the
gallery directors when they
were faced with the
prospect of discounting.
When this presentation is
delivered to a customer it
can help head off their thinking when negotiating a substantial discount on a work
of art or a package deal. It
goes like this:
“Well, Mr. Customer, I respect your position. And I’m
not insulted that you’ve
asked for a discount. If I
were you, I’d want to make
the best deal I could on this
(these) work(s) of art, too.
It’s just that our approach to
pricing has a formula to it
that I believe is good for
everyone involved—you,
the gallery, and the artist.
Let me explain how we do it.
We take what it costs us to
buy the work of art from the
artist, and to that we add
our overhead, what it takes
to run our business. Then to
that we add a 10% margin
of profit. That’s it. And to
discount the price can really
cut into our profitability. It’s
ART WORLD NEWS

good for you and the artist,
but not for the gallery. We
have to be profitable or we’ll
be forced to close our
doors. The price has to be
good for everyone.”
Now this account is
pretty close to reality. If an
art retailer in today’s marketplace can realize a 10%
net margin of profit, pre-tax,
they’re doing pretty well.
And it’s O.K. if customers

of all successful closes
occur after four or five closing attempts.
If I discount, how do I do
it and still stay in business?
You need to get better at
negotiating. I recommend
you make it a policy in your
gallery that no one discusses the discounting of a
work of art, or a package
deal but the gallery director
or owner. Not because you

When a customer asks, ‘What’s
the best price on this?,’ what they
are actually asking is, ‘What’s the last
price on this?
are made to understand
that. A danger here though,
is to get too involved in this
explanation and begin justifying your position too
much. The customer doesn’t want to hear you complain loudly about the cost
of your rent and other overheads. He has his own business woes, and he’s on
vacation. It won’t hurt to
give him a brief idea of your
position on discounting,
however, to set him up for
the “no,” although, of
course, you have no intention of saying “no.”
However it goes, the crucial ingredient to this Discount Deflection Presentation is that you must close
again. You have to ask for
the sale again. Remember
the old closing maxim: 80%

don’t have salespeople on
your staff that are savvy
enough to handle it, but because of the dynamic that
almost always seems to be
present in these circumstances—the customer has
to know that they are talking
to the last guy or gal, of
course, in the company.
There isn’t anyone to whom
they can go and get a better
price—or use as an excuse
to forestall the sale.
One large gallery operation, out of a sense of expediency I suppose, used to
permit the salespeople a
certain percentage of discount they could apply to a
deal before having to consult management. Ridiculous. I talked them out of it.
Why? The salespeople took
the path of least resistance

and gave away that margin
of discount on nearly every
deal. Not only did the gallery
regularly lose that margin of
profit, it also undermined
the perception of the art and
the gallery in the minds of
the customers. Remember,
when a customer gets a discount on a work of art too
easily, the one thing that will
predictably run through their
mind is: “Gee, I wonder if I
could have gotten a better
price, if I’d only hung in
there a little longer?” Or,
worse, “I wonder what this
work of art is really worth?”
If the customer has had
to go through the salesperson to get to you, and you
have given the discount
presentation to the customer, and didn’t agree to a
discount, but didn’t disagree
either, you have established
the idea that whatever price
you do give, will be the last
price. Once the customer
has heard your pricing presentation, you will be in a
much better position. That is
because what the customer
really wants to know is—
what’s the last price?

Part two of this article will
continue in a future issue of
Art World News.
Todd Bingham has been
writing about selling in the
retail gallery since 1980. In
cooperation with Art World
News, he has written and
published eight books on
the subject. He can be reached via his website: www.
toddbinghamfineart.com.
PAGE 31

SEPT16-Calendar-Horiz_Layout 1 10/5/16 3:51 PM Page 1

CALENDAR
September 29–October
2: Texas Contemporary,
George R. Brown Convention Center, Houston. Art
Market Productions. Visit:
www.txcontemporary.com or
call (212) 518-6912.

October 20–23: 20th annual Boston International
Fine Art Show, Cyclorama,
Boston. Fusco & Four/Ventures LLC. For more details,
visit: www.fineartboston.com
or call (617) 363-0405.

September 29–October
2: Houston Art Fair, Silver
Street Event Space, Houston. Urban Expositions. Visit:
www.houstonartfair.com or
call (800) 563-7632.

October 22–26: High
Point Market, High Point,
NC. For information, visit:
www.highpointmarket.org or
call (800) 874-6492.

October 6–9: Art Silicon
Valley/San Francisco, San
Mateo County Event Center,
San Mateo, CA. Produced
by Art Miami LLC. Visit:
www.artsvfair.com or call
(305) 517-7977.

PAGE 32

October
28–31: Art
Toronto, Metro Toronto
Convention Centre, Toronto.
Produced by Informa Canada. Visit: www.arttoronto.ca
or call (800) 663-4173.
November 2–6: IFPDA

Print Fair, Park Avenue Armory, 67th St., New York.
International Fine Print Dealers Association. For more
details: www.ifpda.org.
November 3–6: Art San
Diego, Balboa Park, San
Diego. Produced by Redwood Media Group. Visit:
www.art-sandiego.com or
contact Rick Barnett, Business Development Group,
U.S. and global markets:
rick@redwoodmg.com or
call him at (831) 747-0112.
November 3–6: Sofa
Chicago, Navy Pier, Chicago.
Urban Expositions. Visit:
www.sofaexpo.com or call
(800) 563-7632.

November 29–December 4: Art Miami, Art Miami
Pavilion, Wynwood Arts District, Midtown, Miami. Art
Miami LLC. For details, visit:
www.artmiamifair.com or call
(305) 517-7977.
November 30–December 4: Spectrum Miami,
Spectrum Miami Tent, 1700
NE 2nd. Ave., Miami. Redwood Media Group. Visit:
www.spectrum-miami.com
or call Rick Barnett at (831)
747-0112 or e-mail him at:
rick@redwoodmg.com.
December 1–4: Art Basel
Miami Beach, Miami Beach
Convention Center, Miami
Beach: www.artbasel.com.
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WHAT’S HOT IN OPEN EDITIONS
To the Sea
“To the Sea” by Paul Bell
measures 36 by 24 inches
and retails for $35. For more
information, telephone Haddad’s Fine Arts, Anaheim,
CA, at (800) 942-3323, or
go to the website at:
www.haddadsfinearts.com.

Here are the
best selling prints
from the month of

AUGUST

Living
Life
Reflections

“Living Life”
by
Bonnie
Mohr measures 18 by 24
inches and retails for $24.
For more information,
call
Penny
Lane Publishing in New
Carlisle, Ohio, at (800) 273-5263, or visit
the website: www.pennylanepublishing.com.

“Reflections” by Susan Jill measures 24 by 24 inches and retails for
$30. Call Galaxy of Graphics, East
Rutherford, NJ, at (201) 806-2100,
www.galaxyofgraphics.com.

Cowgirl
“Cowgirl” by Lisa Dearing measures
24 by 30 inches and retails for $32.
Also available to resize and print on
canvas. For further information, telephone Image Conscious, San Francisco, at (800) 532-2333, or go to:
www.imageconscious.com.

Santa Fe
“Santa Fe” by Paul Duncan measures 20 by 20 inches and retails for
$42. The image is also available in a
variety of sizes. Telephone Rosenstiel’s, London, at (011-44) 207 352
3551 or go to the website located at:
www.felixr.com.
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Bohemian
Peacocks
Panel I
“Bohemian Peacocks Panel I” by
Tre Sorelle Studios
measures 16 by 40
inches, retailing for
$25. For more information, phone
Roaring Brook Art
Company Inc., Tarrytown, NY, at
(888) 779-9055 or
go to the website:
www.roaringbrook
art.com.
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Evergreen
Plantation
“Evergreen Plantation” by
Mike Jones measures 36 by
24 inches and retails for $44.
Also available as print on demand. Call Winn Devon Art
Group Inc., Richmond, British
Columbia, at (800) 663-1166,
www.capandwinndevon.com.

Aquamarine
Tree

Here are the
best selling prints
from the month of

AUGUST

Our Family

“Aquamarine Tree” by
Alessio Aprile 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.

Island Hues Crop I

“Our Family” by
Sarah
Gardner
measures 12 by 36
inches and retails
for $25. Telephone
SunDance Graphics, Orlando, FL, at
(800) 617-5532 for
further information,
or go to: www.sd
graphics.com.

“Island Hues Crop I” by Silvia Vassileva
measures 16 by 20 inches and retails for
$17. For further information, phone Wild
Apple, located in Woodstock, VT, at (800)
756-8359 or go to the company’s website:
www.wildapple.com.

Minneapolis, Minnesota (No. 9)
“Minneapolis,
Minnesota
(No. 9)” by
Christopher
Gjevre has an
image that
measures
40 by 13 1/2
inches and a retail price of $30. Call Blakeway Worldwide Panoramas Inc.,
located in Minnetonka, MN, at (800) 334-7266 for more information, or go
to the website at: www.panoramas.com.
ART WORLD NEWS

Pine
Island I
“Pine Island I”
by Naomi McCavitt
measures 18 by 30
inches, retailing
for $65. Call
World
Art
Group in Richmond, VA, at
(804) 213-0600
or visit the website at: www.theworldartgroup.com.
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OPEN EDITION PRINTS
Image Conscious

SunDance Graphics
“Beauty All Around Us I”
by Janice Gaynor
Image Size:
12” x 12”
$10

407.240.1091

www.sdgraphics.com

www.sundancegraphics.com

E-MAIL: sarah@sundancegraphics.com
9564 Delegates Dr., Building B,
Orlando, FL 32837

Editions Limited

“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.

800.228.0928
www.editionslimited.com

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

Gango Editions

www.gangoeditions.com

Image Size:
48” x 24”

E-MAIL: info@gangoeditions.com
2187 NW Reed St., Portland, OR 97210-2104
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Available as POD and
multiple substrates.

800.532.2333
www.imageconscious.com

Image
Conscious

“Tuxedo Cat”
by Lucia Heffernan
Image Size:
12” x 12”
$12

Available as POD
and multiple substrates.

800.532.2333
www.imageconscious.com

Haddad’s
Fine Arts Inc.
“Casa
Blanc II”
by
Jeni Lee

800.852.3662

“In Progress”
by Karen
Hollingsworth
Image Size:
32” x 24”
$32

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

Also available as
a custom size giclée.

800.942.3323
Fax: 714.996.4153

www.haddadsfinearts.com

E-MAIL: cfskeen@haddadsfinearts.com
3855 E. Mira Loma Ave., Anaheim, CA 92806
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CLASSIFIEDS
SERVICES

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

Professional
COST
EFFECTIVE CREATIVE
CATALOGUE PUBLISHING

Wellspring Communications, Inc.,
parent company of Art World News,
presents its Custom Book Publishing
division to offer the trade a complete
line of editorial, design, and printing
options to create elegant hardand soft-bound catalogues and books.

ArtCustom
World
News
Book Publishing
PHONE: 203.854.8566
e-mail: jwhaffey@aol.com
www.artworldnews.com
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Art Dealer Show ................................................................17

Max Art Productions LLC ....................................................37

www.artdealer.show

www.maxartpro.com

415.334.6605

Bon Art ..............................................................................6
www.bonartique.com

203.845.8888

Crescent ..........................................................................25
www.crescentpro.com/couture

888.293.3956

Ed Cooley Fine Art Photography ............................................9
www.edcooleyfineart.com

702.478.3305

Method Lights ....................................................................23
www.methodlights.com

800.506.8097

Milan Gallery....................................................................11
www.milangallery.com

817.338.4278

Park West Gallery ..............................................................19
www.parkwestgallery.com

800.521.9654

479.381.8307

Pease Pedestals ................................................................23
Frame Destination ..............................................................19
www.framedestination.com/gp
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www.framerica.com

800.372.6422

www.peasepedestals.com

847.901.4440

Road Show Company ........................................................32
www.roadshowcompany.com

305.458.3000

SecureHang ......................................................................40

Gango Editions..................................................................36

www.securehang.com

www.gangoeditions.com

Selected Artworks ..............................................................15

800.852.3662

Haddad’s Fine Arts Inc. ......................................................36
www.haddadsfinearts.com

800.942.3323

www.selectedartworks.com

203.325.6510

(011-39) 02 5466917

SunDance Graphics ..........................................................36
www.sundancegraphics.com

407.240.1091

Image Conscious ..............................................................36
www.imageconscious.com

800.532.2333

Thomas Charles Editions ......................................................7
www.thomascharleseditions.com

623.582.4500

Katherina Perry Art Inc. ................................................20, 21
www.facebook.com/janoskardosart

917.242.0363

Kolibri Art Studio Inc. ........................................................37
www.kolibriartstudio.com

310.538.4855

Larson-Juhl ......................................................................2, 3
www.larsonjuhl.com

800.438.5031

Tru Vue, Inc. ......................................................................27
www.tru-vue.com

800.621.8339

West Coast Art & Frame Expo ............................................33
www.wcafexpo.com

877.603.4389

Wild Apple ......................................................................39
www.wildapple.com

800.756.8359

Mark Hopkins Sculpture ......................................................17

World Art Group ................................................................4

www.markhopkinssculpture.com

www.theworldartgroup.com

800.678.6564

804.213.0600
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