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Is it spring? I haven’t been able to tell 
since I moved back to California. Yes, 
I finally left the Midwest and returned 
to my birthplace and family in sunny 

Southern California. Without the change in 
the weather, the only way I can tell whether 
spring has arrived is by checking the busi-
ness barometer or looking at the weather 

app on my iPad. And spring is undoubtedly here. 
The stock market is at an all-time high, the airlines are predicting record travel 

for the quarter, and spring art shows, such as Artexpo New York, The Armory 
Show and The Affordable Art Fair, are in full swing. So shake off Old Man Winter 
by flipping through the pages of Art Business News and priming your business for 
success this year. 

In this issue, advice comes from business consultant Laura George, who shares 
some tips about how artists and gallery owners can get more mileage out of their 
websites, and artist Melinda Cootsona, author of “Open Your Studio—Nine Steps 
to a Successful Art Event,” talks about the benefits of opening your studio space 
to the public. 

Also in this issue, attorney Jay Landrum talks about the hoops and pitfalls of 
art licensing. If you’d like to hear more on the topic, join us at Artexpo New York 
on April 4 through 6, where Landrum and others will be offering art-education 
discussions and seminars on all three days. 

Enjoy the issue!
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Mia Gjerdrum Helgesen booth S607 directly off the SOLO 
Center Court at  Artexpo New York
e-mail: artmia@live.com

www.miamgh.no

MIA GJERDRUM HELGESEN 
MAKES A GREAT  THEME HER OWN 
Maternity and motherhood are complex subjects for woman artists, fraught with ambiguity, 
since giving birth and raising children is a defining experience for so many women yet is also 
often perceived as all-consuming impediment to artmaking –– a view that was particularly 
prevalent during the feminist era. Given the provenance and period of these paintings, as 
well as the emotional climate that they evoke of motherhood, a theme fully as rich in 
anxiety for the present as it is in love and hope for the future, one can’t help making such 
associations. At the same time, one is dazzled, as always, by the sheer painterly panache 
displayed by this thoughtful, gifted artist, as well as the pure visual pleasure it invariably 
provides. –– Ed McCormack Managing Editor GALLERY&STUDIO New York

Journey  47.2`x47.2` acrylic on linen canas 

Norway
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“Parallel Bars,” Lisa Golightly. Learn about her artistic  
process in the new book, “Creative Block.” See p. 46.



aRtBUSINESSNEwS.cOm 

COLUMNS & DEPTS.

CONTENTS

28 OPEN SESamE
 An open studio may say “open sesame” 

 to your art business.  
 B y  M E l i N D A  C O O t S O N A  

42 aRt LIcENSING hOOPS aNd PItfaLLS
 An interview with Attorney Jay Landrum. 

 B y  C h r i S t i N E  S C h r u M 

46 UNBLOckEd
 A new book from “The Jealous Curator” helps  

 artists overcome creative hurdles. 
 B y  h i l l A r y  C A S AvA N t 

53 aRtISt SPOtLIGht
 Four artists discuss recent works and share their  

 advice for new and aspiring artists. 

On the Cover: "Green Bedroom (Morning)," 2013, Richard Tuschman. For more  
of Tuschman's Edward Hopper-inspired photographs, turn to p. 53. 

This page: “Fibonacci,” Jono Dry. Learn about his artistic process on p. 58.

 

 6  PERSPEctIVES
  Renew and Recharge
  B y  E r i C  S M i t h

10   cONtRIBUtORS

14   INSIdE thE fRamE 
  Boston’s MFA, the Canapo Art 

Gallery, book reviews and more.

20   dRawING thE LINE  
Ten new artist tools and supplies, plus 
a few old favorites. 

22   15 mINUtES
  Interior designer Stephanie Rossi  

talks about how she fulfills her  
clients’ art needs.

  B y  M E G A N  K A P l O N

26   aRt BEat

  Tips to help you get the most out of 
your website. 

  B y  l A u r A  G E O r G E

64   mEEt thE aRtIStS

95  adVERtISER INdEx

96  PaRtING ShOt

Check out the new DECOR section on p. 71.



10 SPRING 2014

CONTRIbUTORS

hillary casavant is a writer 
in the Boston area and 
editorial assistant for Art 
Business News, The Writer 
and other publications. Her 
favorite museum is the Tate 
Britain in London, which 
pairs modern aesthetics 
with classic work by the 
British masters. Standing 
before Waterhouse’s life-
size painting of “The Lady 
of Shalott” was simply 
breathtaking, she says.

melinda cootsona is a 
full-time artist, a recognized 
authority on Open Studio 
staging and author of the 
best-selling book, “Open 
Your Studio – Nine Steps 
to a Successful Art Event.” 
After routinely grossing 
as much as $20,000 at 
Open Studios, she now 
motivates and inspires other artists to create their 
own successful events. Her favorite artist is Richard 
Diebenkorn for his prolific creativity and the fact that 
he painted whatever he wanted.

Laura George liberates 
and energizes artists 
who feel stuck, arming 
them with the knowledge 
they need to create a 
career that supports them 
emotionally and financially. 
Or, in short, she’s a business 
consultant for artists. While 
choosing depends entirely 

on her mood, one of her favorite works of art is “Le 
Premier Cri” by Constantin Brancusi, which has 
curves and lines she could stare at for hours.

Editorial assistant at Madavor 
Media, megan kaplon has 
been contributing content 
and editorial expertise to an 
array of magazines since 
graduating from Emerson 
College with a degree 
in writing, literature and 
publishing. Her favorite artist is 
Salvador Dali, and his painting 
“Woman with a Head of 
Roses” hangs in her bedroom.

Rebecca Pahle writes 
about movies and 
entertainment for websites 
The Mary Sue, Pajiba 
and her personal blog 
Cinefeels.com. She has 
a special fondness for art 
documentaries and likes 
to duck into The Forbes 
Galleries in New York City 
whenever she has a spare 
minute. Free museums are 
her life.

christine Schrum is 
Director of Content 
and Social Media 
for Redwood Media 
Group—purveyors 
of fine art fairs 
including Artexpo 
New York, [SOLO], 
SPECTRUM New 
York/Miami, DECOR 
Expo Showcase and Art San Diego. She has newly 
been appointed Editor in Chief of DECOR Magazine 
and truly hopes you enjoy the preview issue included 
in the back of this magazine. Having recently moved 
to the Pacific Northwest, she's busily exploring the 
region's diverse array of art.







Barbara Tyler Ahlfield    

Booth: S507www.fashioni l lustrat ionandmore.com  oil on canvas;  48/60
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inside the frame

Canapo art Gallery BrinGs the 
Wide World of latin art to you.

spice it Up

It may say “Latin art” on the door of Canapo Art Gallery in 
Carmel, Calif., but you need no special interest in Diego Ri-
vera to find your next must-buy piece there. With an open 

mind and an appreciation for good art, you’ll be golden.
Step inside Canapo, and you’ll find yourself surrounded by 

art inspired not only by Latin America, but also Spain, Italy, 
America and more, all “enriched by the colors, composition 
and influences of the ancient Mayans, Aztecs and several 
other important cultural civilizations,” says owner Carlos E. 
Porras. His goal in founding Canapo in 1994 was “to promote 
unique and original art by bringing it to the best cultural 
centers in the United States. The rest is easy because the art 
speaks for itself.”

Some of that art is by Colombian-born painter Carlos Al-
berto Bahamon, who says his main artistic impetus is "[mix-
ing] native customs and contemporary realism to achieve an 
interesting compositional harmony. In my recent work, I try to 
reach out to other cultures [and] other customs and keep my 
work continually evolving.” That process of evolution has taken 
the artist to New York; his “Times Square,” winner of Artexpo 
New York’s 2014 Poster Challenge, “is the beginning of my ar-
tistic exploration [of] the main icons of American culture.” 

If it’s easier for you to get to New York than Carmel to see 
Bahamon’s work, look for “Times Square” on the 2014 Art-
expo New York poster. If Carmel’s on your itinerary, you can 
find out more about the Canapo Art Gallery at canapo.net.

By ReBecca Pahle

Three new books wiTh fresh ideas for spring. 
On the Shelf

In a newly updated 
and expanded 
edition, Harvard 
professor Marga-
ret Livingstone 
revisits ideas she 
discussed in her 
2002 publication, 
“Vision and art” ($40, abrams 
Press). The book marries science 
and artistry, showing how master 
painters, such as Leonardo da Vinci 
and Claude Monet, fool their audi-
ences with optical illusions and ex-
pert painting techniques. The latest 
edition includes two new chapters 
from Livingstone’s ongoing research, 
as well as expanded chapters with 
fresh insight and cutting-edge data 
in the field of neuroscience. 

How do you define 
art? Arthur C. Danto, 
a former professor 
and acclaimed 
critic for The Na-
tion, explores this 
question in his latest 
book, “What art 
Is” ($15, yale Uni-
versity Press). Through philosophy 
and self-reflection, Danto defines the 
previously indefinable concept of 
artistry. Danto believes that a work of 
art requires meaning and embodi-
ment, as well as interpretation from 
the viewer. Provocative yet acces-
sible, this book traces the develop-
ment of art and philosophy across 
time, from Plato’s ruminations to 
Andy Warhol’s shipping cartons. 

With his new 
book, New York 
Times bestsell-
ing writer Austin 
Kleon helps 
aspiring art pro-
fessionals break 
into the industry. 
“Show your 
Work!” ($12, Workman Publishing 
company) offers practical advice 
for becoming “findable” in artistic 
networks through self-discovery 
instead of self-promotion. With illus-
trations, anecdotes and stories, the 
book offers the 10 essential rules an 
artist needs to be productive and 
successful. “Show Your Work!” is an 
essential handbook for entrepre-
neurs in the digital age.



“Palais Royal” Fine Art Gallery offers since 2006 young and talented artists 
a platform to present artworks made in the last years. “Palais Royal Art 

Gallery” performs to the world the best of traditions of “southern Russian 
school of painting” in creative works of contemporary artists (ArtExpo NY, Art 
Miami, Art Monaco, International Art Fair in Moscow). VAlENtIN REVElIotI is 

our celebrity and one of the most talented artists in seascapes in the world.  

PAlAIs RoYAl GAllERY
4-4-7, Bolshoi tolmachevsky lane., Moscow,119117, Russia

tel. +7(926) 425.37.38, fax +7(495)951.94.91.
e-mail: elihim@yandex.ru                                                         

http://palais-royal.net/

Valentin Revelioti

sea Breath

old Fisherman

Portrait of the Wave

Booth  
#301
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a helping hand
one artist’s Work advoCates for Children.

L ike every other artist, George Miller creates art that is 
meaningful. But Miller, a self-taught painter, has spent 
the last 20 years creating artwork that supports the edu-

cation and welfare of children. 
“My artwork targets those people whose occupations 

come in direct contact with children: teachers, social work-
ers, counselors, even parents and grandparents,” says Miller, 
whose hand-painted murals address issues such as literacy, 
dropout prevention, child-abuse prevention, mental health 
and autism. “I can’t be there to stand up for every child, but 
if my artwork can inspire someone to spend even a little time 
with a child they may have otherwise overlooked, then my art 
has served its purpose.”

Child-advocacy groups and conferences often commission 
Miller’s pieces. For example, the National Federation of Fami-
lies commissioned “Children’s Mental Health Matters” for last 
year’s Children’s Mental Health Conference, and the National 

College Learning Center Association commissioned “Weav-
ing a Legacy of Student Success” for its conference.

For 2014, Miller will use his art to convey the messages of 
the articles of the Universal Declaration of Human Rights. 
“My plan is to spend more time in my art studio illustrating as 
many of those 30 human rights as I possibly can,” says Miller. 
“I believe that, as a child-advocacy artist, there is no better 
legacy I can leave the world.”
u For more on George Miller’s work, visit gemartstudio.com. 

p “Weaving a Legacy of Student Success,” 2013

t “Children’s Mental Health Matters,” 2013
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Booth No #S313 and S312
www.surekhasadana.com | surekhasadana@hotmail.com | +971 556621320

INTROSPECTION
By Artist 

Surekha Sadana
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a neW exhiBit at the MuseuM of fine arts 
Boston puts CuratinG in the puBliC’s hands.

soUrcing the crowd

“Crowdsourced” exhibits—museum shows that 
are partially or completely juried by the pub-
lic—have jumped in popularity throughout 

the past several years. The Museum of Fine Arts Boston re-
cently followed the trend with its latest exhibit, “Boston Loves 
Impressionism.” Casting more than 40,000 votes via smart 
phone and Facebook, the public selected their 30 favorite art 
pieces out of 50 impressionist and post-impressionist master-
pieces in the MFA’s collection. 

Malcolm Rogers, the MFA’s Ann and Graham Gund Di-
rector, launched the project to find a temporary home for the 
museum’s impressionist collection during gallery renovation.

“We are thrilled with the overwhelming response of voters,” 
Rogers says. “We’re always looking for innovative ways of reach-
ing new audiences and presenting the collection.  An important 
part of our mission is to make art accessible to all. Crowdsourc-
ing and other online initiatives help to break down barriers be-
tween the public and the world of fine art, so that everyone feels 
welcome and can experience our 
treasures in a variety of ways.”

Brooklyn Museum helped 
spearhead the crowdsourcing 
movement in 2008 with “Click!” an 
amateur photography exhibit juried 
by online voters. Other museums 
have followed a similar hands-off 
approach, like the 2012 “Public 
Property” exhibit at the Walters 
Art Museum in Baltimore, which 
allowed the public to vote on the ex-
hibit’s title, theme and artwork.

Community-curated exhibits 
have been met with mixed reac-
tions from critics. Brooklyn Mu-
seum’s “Click!” and “GO,” a 2012 
community-curated open studio 
project, both received lackluster 
reviews from The New York Times. 
While “GO” successfully showcased 

local artists’ work, the judging de-
mographic was largely limited to 
tech-savvy individuals who may 
have been influenced by the artists’ 
self-promotions. Critics also note 
that the general public is drawn to 
more familiar and conventional art, 
a preference that can limit the scope 
of a crowdsourced exhibit. 

In a move that satisfies both 
the public and critics, venues like 
the Museum of Fine Arts Boston have encouraged viewer par-
ticipation within a curator’s parameters. Last year Gibbes Mu-
seum of Art in Charleston, S.C. hosted the “People’s Choice” 
exhibition, which allowed the public to vote for their favorite 
art pieces from a selection of 140 objects in the permanent 
collection. Curators maintain some control, unlike the true 
democracies of other community-curated exhibits.

After votes were tallied for 
“Boston Loves Impressionism,” 
Vincent van Gogh’s “Houses at 
Auvers” earned the most love with 
4,464 votes, followed by Claude 
Monet’s “Water Lilies” and Edgar 
Degas’ “The Little Fourteen-Year-
Old Dancer,” the only sculpture in 
the contest. Monet was particularly 
popular among the public, secur-
ing 13 paintings in the exhibit.

Regardless of format, crowd-
sourced exhibits increase commu-
nity engagement, encourage art 
participation and often boost ad-
mission sales. For better or worse, 
the general audience remains a 
driving force in the art world. 
“Boston Loves Impressionism” is 
on view through May 26. aBN

u For more, visit mfa.org.

"The Little Fourteen-Year-Old 
Dancer," Edgar Degas

"Water Lilies," Claude Monet

"Houses at Auvers,"  
Vincent van Gogh
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drawing the line

stock yoUr stUdio
CheCk out these neW top-of-the-line artist tools 
and supplies, alonG With a feW old favorites. 

JUllIaN WeT caNVaS  
aNd PaNel caRRIeR
Cost: $140
Safely transport as many as four 
stretched canvases or eight panels 
with this elegant carrier from Jullian. 
Made from sturdy oil-finished wood, 
the adjustable holder has a leather 
handle and protects even wet canvases 
from bumps and smudging. It’s 
especially perfect for plein-air painters. 
jullian.co.uk 

SOhO dRaWING aNd dRafTING TaBle
Cost: $220 
Make your masterpieces at this versatile desk from Jerry’s 
Artarama. The sturdy steel body with adjustable height and 
angle offers ample storage space and a pull-out side table 
for extra work surfaces. The set also comes with a padded 
artist’s stool. jerrysartarama.com

SeNNelIeR aqUa-MINI
Cost: $35
This new little traveling companion 
contains a brush and eight watercolor 
half pans for mixing and blending. 
The pocket-sized set offers smooth 
consistency and vivid luminosity with 
pigments including French Vermillion, 
Cinereous Blue and Payne’s Grey. 
sennelier-colors.com

McGIll SURface SaVeR MaTS
Cost: $12 to $50
Protect your space with these reusable 
tabletop mats that repel inks, paints, 
sprays, solvents, adhesives, hot tools 
and more. The nonstick, flexible mats 
roll away for quick cleanup and 
storage and are available in four styles, 
including the Base Mat, which is tacky 
on both sides, and the nonstick Project 
Mat, which is perfect for layering. 
mcgillinc.com

u

t

t

q



aRTBUSINeSSNeWS.cOM 21

NeW WaVe GRey  
Pad dISPOSaBle  
PaPeR PaleTTe 
Cost: $14
New Wave’s brand-new 
line of palettes gives artists 
ergonomic comfort with 
even weight distribution. This 
disposable paper palette 
contains 50 gray sheets on 
durable paper stock that is 
coated to keep the sheets 
beneath dry. Simply tear 
off the top sheet and throw 
it away when you’re done. 
newwaveart.com

fReNch caNVaS
Cost: prices vary
Affordable yet high-quality, 
these linen and cotton 
canvases are cut and 
stretched to order, offering a 
diverse range of weight and 
size options, both primed and 
unprimed. The canvases are 
made with carefully selected 
materials that promise to 
withstand the wear and tear 
of time. frenchcanvas.com

p

p

PReMIeR MIxed-MedIa SeT 
Cost: $130
Perfect for an on-the-go artist, this all-
inclusive kit comes with 12 watercolor 
pencils, 48 soft-core colored pencils, 12 
verithin colored pencils and six art stix 
in rich shades. Experiment with endless 
color combinations. prismacolor.com

caTalyST BladeS
Cost: $8 to $20 each
Made from flexible silicone mounted on 
artist brush handles, these innovative 
blades and mini-blades give artists 
new tools for expression. Use them with 
oils, acrylics, water-mixable oils, plaster, 
clay and even frosting. Available in 
a wide range of sizes and shapes, 
the blades are also dishwasher-safe. 
catalystcreate.com

t

lIGhTPad ReVOlUTION led lIGhT BOx
Cost: $250 to $600
Take tracing and design to the next level with 
Artograph’s line of light pads. We especially like 
the new Revolution model with a rotating disc for 
more comfortable tracing. The bright LED lights are 
suitable for tracing through 300-pound watercolor 
paper but are also energy-efficient and offer a 
cool tracing surface. artograph.com aBN

u

GaMBlIN delUxe OIl PaINTING SeT
Cost: $250
This palette is perfect for beginners and 
experts alike and comes in a beauti-
ful pine sketchbox with a hinged cover 
for portable creation. The kit includes 
12 of Gamblin’s high-quality oil paints, 
two brushes, a palette knife, four paint-
ing mediums and an instructional DVD. 
gamblincolors.com

u

u
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S
tephanie Rossi, the owner of Boston’s Spazio 
Rosso design company and one of Boston Com-
mon magazine’s Top 10 Interior Designers to 
Know, once tried to convince herself that her 
passion, art, could never be her job. After com-

pleting business school and helping her husband, a chef, de-
sign a restaurant, however, she realized her reluctance was 
futile. She enrolled in an interior-design program at Suf-
folk University in Boston and shortly thereafter burst onto 
the city’s design scene and onto the pages of Boston Globe 
Magazine, Boston magazine, Design New England and New 
England Home. 

We tracked her down to find out how an interior de-
signer determines what art pieces will fit her clients’ taste 
and lifestyle, which Boston galleries are her favorites, 
and what artists made the cut to hang on her own walls 
at home.

Art Business News: How did you first become interested 
in design?
Stephanie Rossi: I’ve always had a fine-arts background 
and been involved in classes and extracurricular activities 
surrounding art, but I didn’t want something that I really 
enjoyed as a hobby to become a pressure-filled career deci-
sion. After business school, I met my husband, who is a 
chef, and he was about to open a restaurant at a winery and 
needed help with the decor and the layout for the restau-
rant. It sort of hit me then that interior design was a good 
way for me to involve all the things that I like about art and 
learning about it and spatial relationships and color and 
fabrics and shape and size into one thing that I could tan-
gibly call a profession. 

15 minUtes

art by design
Boston-Based interior desiGner 
stephanie rossi talks aBout hoW she 
fulfills her Clients’ needs for art 
With the perfeCt art pieCes.  

By MeGaN KaPlON 

"You’re in people’s homes 
talking to them about the 
waY theY live, but You’re also 
running a business. there’s 
a fine line of how to marrY 
those things together."
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ABN: How has business school helped in your interior de-
sign career?
SR: I think that probably it’s helped more than my fine-arts 
background in dealing with people and the psychology of 
working with individuals on such a familiar, sensitive sub-
ject. You’re in people’s homes talking to them about the way 
they live, but you’re also running a business. There’s a fine 
line of how to marry those things together.

ABN: Do you do a lot of art buying for people?
SR: It’s sort of a split. Some of my clients have their own 
collection that we have to incorporate, but a lot of them, 
because they’re younger, are interested in being educated 
on it, so we go through the process of learning about differ-
ent galleries and different artists to find what they like and 
what fits their budget.

ABN: Do you think it’s more challenging to design with 
nothing or with a full collection of artwork?
SR: I love designing from scratch. I mean, who wouldn’t? I 
think every designer’s dream is to have a blank slate. But I 
do like the challenge of when a client comes to me and says, 
“I have a few pieces that we obviously need to incorporate.” 
That’s a really fantastic challenge for any designer to have. 

ABN: What’s the process of figuring out what art will fit a 
client’s style?
SR: You can get a sense of someone’s level of experience 

[with art] the minute you go into their home or see the 
Pinterest pictures of things they like. Once you get a sense 
of where they’re at, you don’t want to overwhelm or in-
timidate them by showing them certain artists. So, in the 
beginning, I’ll direct them to local galleries that showcase 
multiple artists and sculptors, and we’ll go visit them if 
they have openings and develop an idea of what the cli-
ent’s comfort level is. You can get a visceral sense imme-
diately when someone looks at something. They might not 
verbally tell you, but you can tell their reaction physically 
to [an artist]. It’s a sensitive topic because nobody wants to 
immediately say, “Oh no, I don’t like that.” It’s like wine. 
Everybody gets very intimidated about wine tasting. It’s 
the psychology of it. You want to direct the client to a par-
ticular gallery or group of artists where you can push the 
limits a little bit, but not too far. 

ABN: Are there certain questions you ask your clients to 
try to figure out what their style is? 
SR: I submit to them an icebreaking exercise, a series of questions 
that are completely unrelated to their creative tastes, just about 
how they live and think. For example, I think it’s very important 
to find out what they’re reading: what sort of books you like to 
read or magazines do you subscribe to, or how do you get your 
mail? Those are things on a psychological level that show how 
their brains work. Are they left-brained or right-brained? Are 
they more literal? Are they analytical? Another thing that I ask is: 
Do you gravitate toward the floor? Some clients don’t know what 

Se
a

n
 L

itc
h

fie
ld

G
re

g
 P

re
m

ru



24 SPRING 2014

I mean by that. It’s like, if 
you’re sitting or you’re hav-
ing a meeting with someone 
or you’re watching televi-
sion, do you sit on the floor 
when you do that, or are you 
always sitting at a table or a 
desk or a chair? Those are 
little things that they don’t 
realize are important, but it 
gives me a sense [of whether] 
they’re more casual or more 
structured.

ABN: What’s your re-
lationship to artists 
and galleries? Are there 
a few you work with 
frequently?
SR: I really like Jules Place; 
she’s in SoWa [South of 
Washington (Street), a 
nonprofit association of 
professional studio artists 
in Boston]. She has a few 
open houses that you can 
bring clients to. I’ve brought 
a couple of my clients to First Fridays [where artists open their 
studios to showcase their work], and that’s a great way of showing 
them the galleries, including Adelson Galleries, along Harrison 
Avenue. There’s no commitment to it. Everybody can look and 
ask questions, and it’s not like you’re going to see a specific art-
ist and risk your client’s not liking them. There’s also a gallery in 
Lincoln, Mass., the Clark Gallery, that I really like. They repre-
sent Lynette Shaw, who is a very well-known local artist. There 
are just so many amazing artists in the area.

ABN: What makes a gallery attractive to an interior designer?
SR: It depends on what I’m looking for. Jules Place is very 
approachable, and she has a lot that you can see there. Clark 

Gallery is more of a mu-
seum setting, which I re-
ally like. To some people, 
that’s a little more intimi-
dating, but I like viewing 
fewer artists on the big 
white walls and seeing 
installations. 

ABN: What kind of art do 
you have in your home?
SR: I actually have a Ly-
nette Shaw, which I am 
happy to say that I own. 
I also have photography 
from a [Polish] photogra-
pher that I worked with 
on a project for the Junior 
League, and her name is 
Paulina Otylie Surys. She 
currently lives in London, 
and she shoots for Vogue 
and a bunch of other de-
signers and clients, but 
she also does her own 
photography, and she uses 
these amazing techniques 

and printing qualities in her work. She was kind enough to 
grant me the right to two of her photographs, and I got them 
printed up enormously for the Junior League project, [and 
now they’re] hanging in my house, along with art by Michael 
Anastassiades and Helen Meyerowitz.

ABN: How do you think art and design trends relate to 
each other?
SR: I see there’s a shift in interior-design trends, almost like 
everything is OK; there’s not a set style anymore. There’s not 
just the traditional or the conservative or the modern. There’s 
this big eclectic mix that’s running through interior design 
right now because people are more aware of what’s out there 
and what’s accessible to them.

ABN: Does that trend open up the market to more nontra-
ditional artists?
SR: I think so, yes, and I also think it gives people reflection. 
For example, portraits, which are obviously considered very 
classical, traditional art, are popping up in incredibly modern 
and contemporary interiors. aBN

For more about Stephanie Rossi’s work, check out spaziorosso.com.

 � clark gallery 
clarkgallery.com 

 � JUles place 
julesplace.com 

 � adelson galleries 
adelsongalleriesboston.com
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are yoU really online? 

art beat

9 tips to help you Get the Most out of your WeBsite. 
 

By laURa GeORGe

A
rtists starting a business are often faced with a 
terrifying onslaught of information overload. 
Their to-do list grows and somehow, months 
after the launch of their business, they remain 
wary of inviting people to view their website, 

most likely because they haven’t spent the time learning how 
to make it effective and beautiful. Sound familiar? They call 
this “website shame.” But there is a cure. Here are some sim-
ple steps to getting the most from your website and absolving 
any hint of “website shame.”

1. dISTINGUISh yOUR BRaNd. 
One of the most important things when 
you first start your business is to decide 
how you will brand yourself. As an 
artist, this is often easier because you 
already have a lot of visual components in 
your work. But it’s still important to pick col-
ors, fonts and buzzwords that will remind others of the “style” 
of your business. Are you reserved and professional, fun and 
sassy, or a tortured artist? You should determine this style with 
the feel of your work in mind because your art, your branding 
and your customer base all must work together.

2. IdeNTIfy a TaRGeT MaRKeT. 
Pinpoint whom you will be trying to 
reach with your marketing efforts. These 
people won’t be the only ones who will 
buy your art, but they will be those 
you’ll speak to about your business deci-
sions and whom you’ll go to when you have 
a slow season. Let your branding and your art help inform this 
decision. If you have a very contemporary, urban style of paint-
ing, you should probably not try to market your art to women 
in their 80s living in rural areas—not because 80-year-olds will 
never purchase your work, but because your art won’t attract 
this demographic. Stereotyping is just part of this process, un-

fortunately. Also, consider psychographics in addition to demo-
graphics: when implementing a marketing campaign, you must 
know the personality of your market.

3. TaKe GOOd PhOTOGRaPhS. 
On the web, photography is among the 
most significant aspects of your business. 
If a potential customer can’t see your art at 
its best, then they won’t want to purchase 
it. You can’t fix lighting problems during 
the editing process, for example. Also, use 
your branding to help you take photographs that pack a punch.

4. ShOW yOUR PRIceS. 
Although this subject receives a lot of 
debate in the art world, it is more effec-
tive to be upfront about your pricing on 
your website. It allows people to decide 
whether they can afford your art. Showing 
your prices means that you won’t waste time 
fielding phone calls from people who will never 
buy your work and gives you more time in the studio.

5. MaKe The PURchaSING PROceSS eaSy. 
Although captivating websites are great, the 
most important part of your online pres-
ence is to enable customers to easily 
make a purchase, including selecting 
their favorite piece, paying for them and 
receiving the shipment. Artists often 
complicate this process by making their 
customers call them first, by not listing prices 
on their sites, or showing only one picture of the piece so that 
a potential customer is left questioning the details. The most 
effective artist websites have e-commerce capabilities, and 
therefore customers can purchase online by themselves in just 
a couple of clicks.

$
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6. MaINTaIN yOUR WeBSITe. 
Many artists make a stunning website 
and then forget about it. A website 
should be a living, breathing business 
advertisement. At minimum, check your 
website quarterly to make sure that all the 
information is up to date and there are no major glitches. 
Resist being that artist who doesn’t check her website for 
several months, finds out that she hasn’t paid her hosting fee, 
and learns that the host had taken down her site and trashed 
the files. After such a scenario, you may have to start from 
scratch. Smaller glitches can also happen, making your site 
look unprofessional.

7. fOcUS ON The exPeRIeNce. 
Customers are savvy. They want to truly 
connect with the artist behind the art 
and to emotionally experience your 
work. Improve the customer experience  
by branding. Branding involves improv-
ing the feel of your website, improving the 
story in your copy and using compelling product photographs. 
Go as far as you can into a customer’s life. Some artists even 
provide art installation, hiring someone to hang the work on 
the wall in the customer’s house to ensure that the customer 

enjoys a luxury experience with the art. Your brand needn’t go 
that far, but it’s important to think about extending that experi-
ence into the packaging of your art and maybe even further.

8. cReaTe a MaRKeTING PlaN. 
Something about planning terrifies artists, 
but it’s absolutely crucial. Without a plan, 
you bump around from idea to idea, and 
nothing really works together, making for 
ineffective marketing. If you sketch out 
which social networks you’ll use, how much 
you’ll spend in paid advertising, whether you’ll 
have a blog, and which publications you want publicity in, then 
you have focused direction and can work toward these goals.

9. TaKe acTION. 
We read many articles and have great in-
stincts about our marketing and our busi-
nesses, but sometimes we fail to do any 
of it. We somehow ignore the mantras: 
“I know I should be more active on Face-
book,” or “I know I should pitch West Elm 
because my work would be perfect there.” 
However, these mantras are often your brilliant instincts telling 
you to take action so you can reap the rewards. aBN

Check us out at 
www.artbusinessnews.com
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Opening up studiO space to the public may be one of 
the best ways artists can begin or expand their careers. Partic-
ipating in an event like this enables new artists to get feedback 
on their work, begin to learn how to price and sell their work, 
develop a client base, and test the waters of “art as business.” If 
they price their work correctly and use good marketing tech-
niques, both new and seasoned artists can potentially increase 
their incomes by hosting one or two open studios a year. But, 
as an artist, how can you decide which piece or pieces to show, 
and how important is presentation? Here are some simple tips 
to help you get the most from your open studio event. 

Group Show or Solo Exhibition? 
Most people visit open studios featuring multiple artists. If 
this is your first event and you lack a following or a strong 
mailing list, consider partnering with other artists. If you 
have hosted an open studio event in the past and have had 
poor attendance, this option may also be the best way to 
increase your sales. You can’t sell your art unless people are 
there to buy it.

In other words, multiple artists at one site attract more cus-
tomers. To build your clientele, you may want to host two to 
three other artists at your location or join one or more other 
artists at their studios.

Decide What to Show 
Exhibit only your best work. Artists often make the mistake 
of showing everything that they have ever created. Now is the 
time to call on your editing skills and look objectively at your 
work. Your presentation should “hang” well together, no mat-
ter the medium. If your earlier work is not up to the quality 
of your current work, then don’t show it. Show only your best 
work. You can include sketches and studies, but they must 
represent work you would be proud to see on someone’s wall. 

Display Your Work
From the moment your guests walk into your studio, you 
want to convey that you are a professional artist. How you 
display and price your art and how you present yourself 
are all keys to increasing sales. To create the gallery expe-

By Melinda Cootsona

Open 
sesame

 An open studio may 
say “open sesame” 
to your art business.  
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rience, your space should look as much like a gallery as 
possible. You don’t need a pristine studio space because 
people love to see how an artist works. Leftover paint on 
walls and easels and clay residue on wheels and counters 
are all signs of energetic creativity. The intention is to 
clean up your space as much as feasible and to effectively 
display your work.

Many creative, inexpensive, yet professional-looking 
ways—from tables to easels and more—are available for 
displaying your work. You should also clearly label your art-
work with titles and provide readily available price lists.

Put a Value on Your Art 
Establishing the correct price for your art may be the most 
important step in creating a successful open studio. Many 
artists have emotional attachments to their work. For some, 
it is more of a craft; for others, it is distinctly personal. 
Whichever description fits you, when it comes to pricing, 
the more you remove yourself from your art, the better off 
you will be. Once again, it’s time to take an objective look 
at your art.

The biggest mistake artists make at open studio events is 
inappropriate pricing. Sometimes, artists price their work 
too high. Surprisingly, they sometimes price it too low. 

Successful open studio artists research the pricing of 
their peers in their general geographic location. “Peers” 
include not only those artists using the same medium and 
similar subject matter, but also those with the same level 
of experience as you. Good pricing should also be consis-
tent pricing.

Marketing Basics 
Many open studio organizations supply maps to the artists’ 
studios. You will most likely get visitors from this source. 
However, to truly succeed at this event, you must do addi-
tional marketing. Use a combination of printed postcards, 
emails and social media. Postcards are still excellent ad-
vertisements of your event, and you can leave them at vari-
ous locations, such as your neighborhood coffee shop, hair 
salon or barber, bank, or boutique. Always ask for permis-
sion before leaving postcards. You can use emails, news-
letters and social media to promote your event. The extra 
effort that you put into marketing will typically produce 
stronger sales.

Everyone who comes to your event is a potential customer, 
including other artists, relatives, friends and neighbors. 

Be certain to respect and interact with each guest if pos-
sible. Tell the story of your creation, whether it’s simply how 
you made it or, more deeply, why you made it.

Open studios provide an experience that is special and 
different from purchasing art in a gallery because it enables 
the public to interact directly with the artist. The experience 
of having direct access to an artist and the artist’s work is not 
an everyday occurrence, and many people find it exciting. 
From the artist’s viewpoint, this proximity to a patron pro-
vides an important opportunity, as well. This interaction is 
your chance both to educate the client about your work and 
to develop a connection with the client; this connection can 
often lead to future sales. 

Most important, enjoy yourself at open studios. Create 
your art, celebrate your art and share your art! ABN
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Rising Artist Booth #367
 Artexpo New York 2014

www.gingerartist.fi neartstudioonline.com
sandellginger@gmail.com

Ginger 
Anne 

Sandell
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Gallery contact     |      +1 386 283.38.70      |      www.eternity-gallery.com       |       booth #266

RepResenting
Valeriy Zharkikh

www.zharkikh-art.com
Olga Kurzanova

www.k-olga.com&

Subodh Fine Art Studio
     Subodh Maheshwari MFA

Wishing Tree - 36” x 24”
Acrylic on Canvas

Scarlett Hills - 40” x 30”
Acrylic on Canvas

http://www.subodhstudio.com  •  http://www.subodhfi neartstudio.com
subodhstudio@yahoo.com  •  (951)735-3043 Anger/Krodh - 30” x 22”

Gouache on Paper

“In the threshold of my life, my present is the window to the past and a key to the future.”

Subodh Fine Art Studio, 2683 Raven Circle, Corona, CA 92882
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Roy AlexAndeR ARt
http://www.royalexanderart.com/
251-622-1680

S320  Artexpo New YorkBeAuty is ReAl #2
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&
ART LICENSING 

Hoops
Pitfalls
An Interview with  
Attorney Jay Landrum.

By Christine Schrum

In an ideal world, you’d spend all day in the studio and 
earn enough from your originals to pay the bills and have 
plenty left over for that Tuscan villa. But for many—OK, 
let’s be honest, most—artists, it just doesn’t pan out that 
way. These days, you have to be as good a marketer as 

you are an artist. That’s where art licensing comes in. 
If you’re a purist, you might object to the notion of see-

ing your work reproduced in a print-on-demand basis, or 
on calendars, postcards, magnets and other items, but art 
licensing can open up a world of opportunities and revenue 
streams that help pay the bills—and bring you a great deal 
of exposure.  

That said, artists should be cautious about some licensing 
hoops and pitfalls. Jay Landrum, an attorney with extensive 
experience representing artists, art publishers, licensors and 
licensees, discusses those traps with us. 
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&
An Interview with  
Attorney Jay Landrum.
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Art Business News: Let’s talk about intellectual-property 
rights and copyrights. How much control do artists have 
over their own work?
Jay Landrum: By virtue of creating an original work, 
you automatically have a copyright. But it’s still a good idea 
to register the copyright with the U.S. Copyright Office, 
as that further establishes your rights. It’s a fairly simple 
thing, and, if you learn to do it yourself, your filings are 
not expensive at all.

ABN: How do trademarks differ from copyrights? 
JL: With a trademark, you’re applying for the right to use a 
word or a set of words exclusively with a certain set of goods. 
For example, I couldn’t start a company tomorrow called 
Apple Computers, but I might be able start one called Apple 
Art Gallery.  

I used to represent Thomas Kinkade, and he was widely 
known as “the Painter of Light.” This phrase is an example of 
a trademark’s use to brand an artist. 

ABN: When we first talked, you mentioned that artists 
might also need to protect other kinds of rights, such as 
trade secrets or patents. can you elaborate? 
JL: In some cases, artists may have certain secrets or con-
fidential things they want to protect. For example, let’s say 
you’re a sculptor, and you work with some sort of plastic- or 
rubber-type material, you’ve figured out a way of using it 
to create a unique product, and nobody else has figured it 
out. You might keep it a trade secret by limiting who knows 
about it, in which case, it’s yours as long as you keep it a 
secret and no one else independently figures it out. Or, you 
might decide to file a patent, where you reveal it to the world 
in exchange for a 20-year exclusive period of use.  

Customer lists you have developed over time also have 
value and need to be protected. You can protect your secrets 
by having signed nondisclosure agreements before you reveal 
[those secrets]. 

ABN: another topic you mentioned earlier is exclusivity. 
When and how should you give it to someone who wants to 
license your work?
JL: Whenever you go to license something with someone, 
they almost always want exclusive rights because they want to 
keep everybody else out there from competing. But, depend-
ing on who you’re licensing to, you may not want—or need—
to give them exclusivity.   

For example, say you’re going to license your artwork to 
a calendar company. You don’t want to give them exclusive 
rights to those images and not be able to license them on 
other products! But the calendar company might not want 

those images to appear 
anywhere else. So it’s 
always a balancing 
act. There are dif-
ferent ways you can 
handle this.

You might say, “I’m 
going to license you 
the right to put my 
artwork on calen-
dars, and I’ll give 
you these 12 images. 
I promise not to give 
them to anyone else I do 
calendars with.” That’s image 
exclusivity. Or you can say, “I’m going to 
license you calendars, and I won’t license 
anyone else calendars, but that doesn’t 
mean I’m not going to license coffee mugs 
and magnets.” This is product exclusivity. 
The third way would be a distribution-
channel deal. You’d say, “I’m going to 
license you to sell products in the Chris-
tian market but nowhere else.” Last, there is 
geographic exclusivity. You might say, “I’m 
going to license you the rights in the U.S., but 
I’m going to license this other guy in Mexico.” 
Many times, it’s a combination of several of these 
concepts. Basically, you’re trying to give licensees 
enough rights so it’s worth it to them to invest in 
the products without giving them more than they need 
and limiting your own opportunities. Keep in mind: An 
exclusive right to them means that you cannot give that 
right elsewhere, so be sure it’s worth it.

ABN: You really have to put your bargaining hat on! 
JL: You really do. And part of how you ensure success is by 
setting up milestones. This [step] is critical, and it’s where a 
lot of artists fail. They fail to put provisions in their agree-
ments that really hold the licensee’s feet to the fire. 

For example, one thing you can do is say, “Look, if you 
think you’re going to make me $10,000 a year in royalties, let’s 
start with a $2,500 advance.” That way, the licensee has some 
pressure to perform at least well enough to make back their 
advance. The other thing to do is set some expectations, such 
as “If you don’t sell X amount or if I don’t get royalty pay-
ments of X per year, then I have the option to terminate the 
contract.” The other might be “If you don’t succeed, I have the 
option to move all of your exclusive categories into a nonex-
clusive arrangement.” 
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When you set milestones for the 
licensee, they know they have to com-
mit and succeed, or they’re going to 
lose some or all of their rights.

ABN: i guess this segues into what 
you’ve described as “looking-over-
their-shoulder rights,” right?
JL: Yes. Within licensing agreements, 
it’s important to be able to make sure 
licensees are holding up their end of 
the bargain. One of the ways you do 
that is by having a set of audit rights. 
For example, say you’ve gone into a 

deal with a licensee and you get a 
royalty check for a thousand 
dollars, but from what you can 
tell, they’re selling a lot more 

of the product out there! You want 
to be able to send an accountant into 
their company and audit their sales of 
your product to see how much is sell-
ing and ensure they’re sending you 
the proper amount of royalties. 

ABN: so it’s about keeping people 
honest.
JL: Right. Lots of times, artists are not 
paid what they are due. Sometimes, it’s 
intentional; sometimes, it’s not. Often, 
just having that right to go in is all you 
need to keep the licensee honest. 

Product-approval rights are an-
other part of this. You want to have 
rights to approve the sample prod-
ucts your licensee is creating. You 
don’t want them to create products 
that don’t represent your artwork 
well. You want to see samples and 
make sure those meet your expec-
tations. If you don’t reserve these 
rights, you have given away the con-
trol over how it looks, and you might 
not like the final product. 

ABN: The last thing we were going 
to talk about was “sunset rights,” 
or post-termination rights. When 
a deal ends, what rights terminate 
immediately, and which continue?

JL: Whether it’s because a contract 
just ends, or because you terminate 
when it just isn’t going how you 
wanted, you need to focus on these 
rights before you sign the contract. 
You want to address these issues up 
front, like “How much notice do I 
have to give? Can they keep produc-
ing product afterwards? If the con-
tract says I have to give thirty days 
notice, and within that last thirty 
days they go and print off another 
hundred thousand calendars, is that 
something I’m going to allow? When 
they sell it off, what are they allowed 
to do with it? Sell only within their 
existing channels, or through dis-
count channels?” 

When I negotiate licenses for 
artists, I don’t allow licensees to 
produce any more work once notice 
of termination is given. Then we 
give a limited number of days that 
they can sell things off. The other 
thing we always try to secure is the 
right to buy the inventory from 
them at a certain price, so we can 
keep it from being dumped onto 
the market at a discount.

ABN: given all the hoops and pit-
falls you’ve laid out, do you still rec-
ommend art licensing? 
JL: Oh, absolutely! Some artists have 
a fundamental objection to it, and 
that’s fine, but I’ve seen artists have 
tremendous success through art li-
censing. You just need to be informed 
so you can protect your rights and 
proceed wisely. 

Keep in mind that licensing can 
be a gateway that collectors take into 
higher-priced pieces. I can’t tell you 
how many times collectors have told 
me, “I started with a calendar, then 
I went to an open edition print, then 
a limited edition print, and so on.” 
If you don’t license, you don’t get 
that particular opportunity. It’s well 
worth pursuing. ABN

Like what you read here? 
Jay Landrum will be offer-

ing art licensing classes 
and discussion panels at 

Artexpo New York 2014, this 
April 4-6 at Pier 94. Artexpo 

offers around-the-clock 
art marketing education 
seminars in their popular 
Topics & Trends series, so 
be sure to stop by and 

hone your skills! Check out 
artexponewyork.com.

"I can’t tell you 
how many tImes 
collectors have told
me, 'I started wIth a 
calendar, then I went 
to an open edItIon 
prInt, then a lImIted 
edItIon prInt, and 
so on.' If you don’t 
lIcense, you don’t 
get that partIcular 
opportunIty. It’s well
worth pursuIng."

LEARN MORE AT 
ARTExPO NEW YORk  

IN APRIL 
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UNBLOCkEd
A new book from “The Jealous 

Curator” helps artists overcome 

creative hurdles.
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UNBLOCkEd
A new book from “The Jealous 

Curator” helps artists overcome 

creative hurdles.

By Hillary Casavant

Filled with Fine art and lush design, 
Danielle Krysa’s “Creative Block” ($29.95, Chronicle 
Books) is a feast for the eyes as well as the mind. The 
paintings, photographs, sculptures and multimedia art 
pieces are creative prompts unto themselves. But the true 
value of the book lies in the ideas that can help creators  
of all mediums “get unstuck.” 



The book poses the question, “Why does creative block 
occur?” And, more important, “How do we overcome it?”

Part art book, part self-help guide, “Creative Block” in-
cludes questions and answers with 50 international artists 
who represent a fine blend of credentials, experiences, back-
grounds and mediums. Krysa pooled the book’s subjects from 
her blog, “The Jealous Curator,” which features artists who 
give her a “punch to the creative gut.” Thanks to her blog, 
emerging artists have gained international exposure and 
scored gigs throughout the world. 

The artists in the book offer diverse perspectives on the 
creative process, responding to questions such as “Would you 
ever give up on a piece?” and “Do you ever equate your self-
worth with your artistic success?” The answers are at times 
thought-provoking, funny, heartbreaking and brutally honest.

The book does not suggest a one-size-fits-all cure for cre-

ative block but instead thoughtfully unpacks the issue and 
offers an array of solutions. The questions suggest potential 
causes of creative block, such as criticism, self-doubt, jealousy 
and lack of inspiration.

Each artist provides a unique response to the issue. 
Mixedmedia artist Dolan Geiman allots time for creative 
blocks when he’s on a strict deadline for a client—for instance, 
a few days of blocks for a two-week project.

“I adjust to the block by accepting it as a normal part of the 
creative process, so that it becomes more of a hurdle than a 
wall,” he says.

Baltimore-based illustrator Sidney Pink’s advice could eas-
ily apply to all artists in a creative rut.

“Setting up limitations, structures and deadlines can really 
stimulate creative thinking,” he says. “Being an artist is about 
pushing boundaries and trying new things.”

Many of the artists emphasize the 
necessity of moving forward with 
a creative passion, despite negative 
feedback, and using criticism to 
fuel future work. Toronto painter 
Amanda Happé does not flinch when 
faced with criticism.

“No one can wrestle the pencil out 
of your hand,” she says. “You get to 
keep going in absolute defiance.”

The same goes for self-criticism. 
Many of the book’s artists offer advice 
on combatting doubt during creation.

“My inner critic has no place in 
my studio while I’m working,” says il-
lustrator Justin Richel. “I’ll bring him 
in on the conversation once I have 
something to show him. I like my 
inner critic. He has his time and place. 
However, [I won’t bring him in] while 
I’m in a creative state of mind.”

Each artist encourages readers to 
broaden their artistic process with a 
“Creative Unblock” prompt. Perhaps 
the most valuable feature of the book, 
“Creative Unblock” includes 50 exer-
cises that spark renewed approaches 
to creation. Ideas include free working 
in a sketchbook, creating a sculpture 
from a found object or destroying a 
work in progress and building some-
thing new with the fragments.

“You should never be afraid to ex-
periment,” says Australian embroidery 

since creating “the Jealous Curator” blog five years ago, 
Krysa has built a following of 100,000 monthly visitors and 
helped to launch the career of nearly 2,000 artists. she 
shares the top five tricks that made her blog a success 
and landed her a book deal. 

 ➤ Choose a topic you feel truly passionate about. 

 ➤ Be consistent in content and format. People are busy, so 
they want to know what they’re going to get when they 
come to your site.

 ➤ Respond to comments. You’re part of this community that 
you created, so make sure that you show up for the party!

 ➤ Reach out to other blogs. Comment, repin, be part of their 
community, and, eventually, they’ll become part of yours.

 ➤ Be patient. It takes some time for people to find you, but 
they will, especially if you follow tips 1 through 4!

dANIELLE kRYSA’S 

TOP TIPS for  
ART BLOGGERS
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"I adjust to the block by acceptIng It as a normal part of the 
creatIve process, so that It becomes more of a hurdle than a wall." 
-Dolan Geiman, mixeD meDia artist
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"Grace," Jenny Medved

artist Laura McKellar. “That is how you become a genius.”
The topic of creative block is one that author and blogger 

Krysa knows firsthand. The Canada-based artist suffered 
from several years of creative block after receiving a bachelor’s 
degree in fine arts in painting and printmaking. When she 
saw the work of more successful artists, she often experienced 
a mix of inspiration and “soul-crushing jealousy,” she says. 

In 2009, she launched “The Jealous Curator” blog to re-
lease toxic emotions from her mind and transform them into 
positive admiration. Finding artists for the blog became a 
kind of “therapy,” Krysa says, a healing process that contin-
ued with “Creative Block.” The book allowed Krysa to create 
a dialogue with the artists she admired and taught her ways 
to overcome her own creative setbacks.

“You just want so badly to make something beautiful, 
and some days it doesn’t come out,” she says. “We have to 
remember what it felt like when we were little: when you’d 
get new Crayons at Christmas and you just needed paper im-
mediately. Get back to the true joy that you had in creating.”

While compiling interviews, Krysa has learned one of the 
book’s many lessons and applied it to her own art.

“Nobody is telling me to put the pencil down,” she says. 
“I’m stopping myself.”

Krysa hopes that the book will build a sense of solidar-
ity among creators and readers, a realization that creative 
block is widespread but curable. Ultimately, the solution 
is simple: Start creating. 

As painter Lisa Golightly puts it, “There is no ‘right’ 
way to make art. The only wrong is in not trying, not 

doing. Don’t put barriers up that aren’t there. Just get to work 
and make something.” ABN

A version of this article ran in the March 2014 issue of The Writer magazine.

"you just want 
so badly to make 
somethIng beautIful, 
and some days It 
doesn’t come out."  
- Danielle Krysa

50 
Ceramic sculptures  

by Mel Robson
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nbari_222@aol.com
www.nbaristudioart.com

Booth #S708

Niamul  
Bari



4 ARTISTS 
dISCuSS 
ReCeNT 
woRkS ANd 
SHARe THeIR 
AdvICe foR 
New ANd 
ASPIRINg 
ARTISTS. 

artist 
spot 
light

Richard  
Tuschman

John-Mark  
Gleadow

Lisa  
Sanditz

Jono  
Dry



Through her art, Lisa Standitz explores the relationship be-
tween humans and the land we inhabit. 

“As humans’ relationship to the land gets more compli-
cated, our sense of the significance of these places gets more 
and more problematic,” says Standitz. “These new sculptures 
and paintings, as in my previous work, attempt to reconcile, 
through color, form, surface considerations and art histori-
cal traditions, the relationship between modern quotidian 
desires and their tragic, comic and complex impact on the 
American landscape.”

Her oil and acrylic rural and commercial landscapes are 
both meticulously controlled and at the same time wildly 
unrestrained. Works like “Frit-O-Lay Factory” convey the 
irrationality of consumerism in food production, and wither-
ing Jack-O-Lanterns in “Rotting Halloween” depict parts of a 
large-scale composting field in New York. 

Sanditz says she has been influenced by her grandmother, 
other painters and painting traditions, but mostly “hearing 
or reading stories about various types of developments in the 
built environment.” 

Lisa sanditz  lisasanditz.com

Artist SPOTLIGHT

"Hotel By Railroad," 2012

"Wilted Roses II," 2008 "Pink Bedroom (Daydream)," 2013



RichaRd tuschman
richardtuschman.com

Richard Tuschman has primarily worked as a commercial 
photographer, but it’s the artist’s recent Edward Hopper-
inspired series, “Hopper Meditations,” that has the art world 
buzzing these days. 

“[The series] is a personal photographic response to the 
work of the American painter Edward Hopper,” says Tus-
chman. “I have always loved the way Hopper’s paintings, with 
an economy of means, are able to address the mysteries and 
complexities of the human condition. I like to think of my im-
ages as dramas for a small stage, with the figures as actors in a 
one or two character play.” 

To create this series, Tuschman first built, painted and 
photographed dollhouse-size dioramas. “A lot of the furniture 
is standard dollhouse furniture, but some I made myself,” he 
says. Next he photographed the models against a plain back-
drop, and then used Photoshop to digitally marry the images.  

It’s easy to mistake Tuschman’s photographs for paintings 
themselves, which he says helps to create an emotional reso-
nance with viewers. “Technology gives me a huge amount of 
control, and my background as a failed painter comes in very 
handy,” he adds. 

When asked about advice he would offer to an aspiring artist, 
Tuschman says simply: “There is a lot of truth to the quote, ‘Luck 
is what happens when preparation intersects with opportunity.’”

Tuschman is now closing the book on his Hopper collection 
and hard at work on a new series of open-ended narratives inspired 
by recent trips to Kraków, Poland, where his wife was born. 

"Rotting Halloween," 2013 "Frit-O-Lay Factory," 2012



PaRt 2  
of ouR 
seRies 

featuRing 
the young 

aRtists  
of today 
who aRe  

RemoLding
 the aRt 

woRLd of 
tomoRRow.

Artist SPOTLIGHT

"The Beatles"  oil on panel 24" X 48"



John-maRk  
gLeadow
johnmarkgleadow.com

“Salvador Dali is the artist who 
has influenced my work the most,” 
says artist John-Mark Gleadow. 
“He’s always inspired my creativ-
ity and my drive to become a bet-
ter draftsman.” 

The unmatched realism in 
Gleadow’s portraits and oil 
paintings is evident with the art-
ist’s most recent Bibliotheque 
series, which depicts a collection 
of book spines. The series, ac-
cording to Gleadow, embodies 
his abilities as a portraitist while 
making “timeless, iconic and 
imaginative compositions.” 

When asked what advice 
Gleadow might offer an aspiring 
artist, he recites a famous line 
from the 1981 film, “Chariots of 
Fire”: “Let me exhort you: exam-
ine yourselves. Let each of you 
discover where your true chance 
of greatness lies … seize this 
chance; rejoice in it; and let no 
power or persuasion deter you in 
your task.” 

Gleadow’s paintings are carried 
in galleries throughout the United 
States, Canada and England. 



Through his work in photorealism, Cape Town artist Jono 
Dry pushes conventional boundaries and expands the viewer’s 
perception of ordinary. 

“I think the biggest trademark [of my work] would be the 
type of juxtaposition I try to achieve followed by the attention 
to detail,” says Dry. “I always try to avoid pure realism, even 
though I love the challenge of drawing photo-realistically.”

Dry’s most recent Rational Animal series perfectly embod-
ies this juxtaposition. Each theriocephaly (the metamorphosis 
of humans into animals) drawing highlights viewers’ precon-
ceived notions and challenges viewers’ perceptions of reality. 

“I used the animal heads to try to create discomfort and 
draw attention to our bias of anything or anyone considered 

different to ourselves,” says Dry. “In the series, I also try to draw 
attention to how through rationalization we can distort our 
surroundings and create a bias that does not fit with reality.”

Dry is inspired by many artists, but he admits his biggest 
influence has come from his mother and father. 

“I seem to have adopted a bit of my mother’s love for na-
ture and my father’s love of geometry and human psychol-
ogy,” he says. 

Dry’s advice for other aspiring artists is to never com-
promise. “Don’t compromise on the material you work on, 
the tools you use and especially the art you create. Don’t be 
afraid to create something just because other people might 
not like it.” ABN

Jono dRy jonodryart.com

Artist SPOTLIGHT

"Brothers" "Stag Queen"



"Palm"
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SOlO Booth S417
Bronze Relief by Louise Cutler

719 213 3115
www.louisecutlerstudio.com

Louise Cutler Fine Art Studio
2013 SOLO Artist Award Winner

WANT TO   
CONTRIBUTE TO 

We’re always looking 
for qualifi ed, interested 
writers to submit work 
for publication in 
Art Business News. 

Please contact our editorial staff 
for submission guidelines, deadlines 
and editorial themes.
E-mail letters@artbusinessnews.com.

Art Business News?
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ANA MARTINS  
Booth# 160 at ArtExpo NY 2014 

http://plurarte.blogspot.com.br

martins.anaclara@gmail.com

Sponsor: Team Trident LLC



ANITA MARCI •  ANITA MARCI STUDIOS 

     A� er eleven years on the beautiful, tropical island of Maui, Award-
Winning artist Anita Marci returns to Manhattan. She has had nearly 
twenty years of New York City experience as a very successful graphic 
designer and illustrator, with her own Park Avenue Art Studio, which 
boasted a list of celebrity and corporate clientele that included: Karl 
Lagerfeld, Calvin Klein, Estee Lauder, Elizabeth Taylor, Elizabeth Arden, 
Avon, Fendi, Unilever, Nine West, and Springmaid.
    In Hawaii, Anita devotes herself exclusively to her art and her career as a 
� ne artist.  While passionately strengthening her voice as a painter, she has 
established a proven track record with loyal celebrity collectors, as well as past 
and present gallery representation by four of the top galleries in Lahaina, Maui, 
Hawaii-- the Art Capitol of the Paci� c.
    � e artist states, “Purity 
of Expression is the con-
stant desire.   I distill the 
essence of my subjects and 
portray them with as little 
information as possible.  
� is complex challenge 
leads to an economy of 
form and a profusion of 
exciting color.”  

Anita Marci’s Award-Winning “Tuberose Flower” 
Acrylic on Canvas 20 “x 30” 

Art Expo New York Booth #238
www.anitatheartist.com, anitamarciart@gmail.com

meet the artists AdvertoriAl

BARBARA TYLER AHLFIELD    

Early on, at about two years, I made a “fashion statement” by 
decorating my bedroom walls with fashion figures in crayon. 
I was fascinated with the glamorous fashions in old black and 
white films on television and later- by formal oil portraits in 
art galleries. Following college I found I could unite the dual 
interests of art and fashion and embarked on a 30- year career as 
a leading and award-winning retail fashion illustrator.                                  

 A prolific illustra-
tor, I worked for many of 
America’s premier depart-
ment stores with my work 
regularly appearing in our 
major daily newspapers. 
Retail fashion illustration has 
largely disappeared in today’s 
digital age but has great his-
torical and artistic value.       

My new work, debuting 
at SOLO 2014, is a series 
of fashion-inspired oil 
paintings blending  fashion 
illustration  with a new, 
contemporary, fine-art focus 
and salute to fantasy, fabric, 
whimsy, mystery, mood and 
the gowned figure.

Ginger Anne Sandell was 
raised on the mainland and 
traveled to Hawaii in 1974 
on vacation. She fell in love 
with the ocean and the beauty 
of Hawaii so she sold all her 
possessions and moved to the 
Big Island where she raised her 
four sons. She works as a CPA 
and owns and manages her 
own firm. However, painting 
has always been her passion.

Ginger Anne has had exhibits at Living Arts Gallery, Fireside 
Gallery, the Mauna Lani Orchid, East Hawaii Cultural Center, 
Rumley’s Art Gallery, Holualoa Foundation for the Arts, 
Wailoa Arts and Cultural Center, and New York. She has also 
been accepted at the upcoming New York Art Expo for the 
April 2014 international show.  

GinGer Anne SAndell
www.gingerartist.fineartstudioonline.com

sandellginger@gmail.com 

Rising staR booth #367

Revelioti Valentin was born in 
1978 in Odessa. How Leonid 
Utesoff (a Great Russian movie 
star) loved to talk: “I was born 
in Odessa. Many would also like 
to be born in Odessa, but not all 
are so lucky”.  Valentin was born 
in the family of the famous 
Odessa marine artist Eugene 
Revelioti. This fact influenced 
the choice of profession and 
subsequently determined the 
direction of the painting. The 
artist says about this:

“I write the sea, because in Odessa almost all is connected with 
the sea and the port. Maybe I would have done in the Naval if so 
much did not like to draw.

At school I had a notebook in which I drew on the lessons and 
the teachers had to put up with it.

I often went to my father’s art workshop.  There were a lot 
of art books, and the walls were papered with reproductions of 
well-known art works. My father taught me to mix the paint, shoot 
down stretchers, stretched and primed canvas - I still trust only my 
own ground. Together we wrote, and went on still life studies. That 
was my real art school. Since childhood, I watched as the pictures 
are created and saw that they could do better”.

REVELIOTI VALENTIN



“The digital work of composition and of editing using 
photoshop is preferred over traditional techniques in my 
artistic production. I like to use the film support with an 
old optical bench and compose my picture using virtual 
images entirely created in 3D or other pictures captured 
by my digital camera and define then the whole using a 
very popular editing program such as photoshop.

My aesthetic concept is based on preferring those daily 
life scenes that seem apparently trivial, moments that may 
be part of a dull daily moment and which can then be 
distorted with an incredible or catastrophic event. (Such 
as the introduction of a massive water flow in a New 
York flat on a sleepy morning). This aspect is influenced 
by the cinematic aesthetic where in a script a single 
ordinary event by adding a detail, the whole situation is 
transformed into a series of extraordinary events.”

AnnA PAolo PizzocAro

“Playful Seals”

“I am honored be invited by industry leaders on a world tour 
exhibiting my fine art in over five countries and key cities in 
the USA ,  such as the New York Art Expo, 2014. I believe that 
all dreams are possible without a quiver of doubt” .

Arrachme’s Sanskrit name describes her art within its ancient 
meaning. When said correctly one experiences a wash of joy. 
Her collections have three elements that balance peace and a 
continuous stream assuring a positive flow forward. 

She has a balance of credentials which are educated in fine 
arts, privately tutored by a master artist but not to exclude 
a successful history in professional interior design which 
ingratiated her with a list of celebrity clients. Currently, she 
is writing a column for the respected design industry leader, 
Décor Magazine. “ Arrachme clearly understands  how the 
visual fine arts and design come together” , says Michael 
Pacitti, Show Director of DECOR Expo , New York. 

Arrachme and her husband live in the fastest growing city in 
America where she is president of the Visual Arts Association.  
Don’t miss the opportunity to stop by her booth #S323.

WWW.ARRACHMEARt.COM   (828) 230-6613
 

MEET THE ARTIST

Booth #S323



Roy Alexander uses 
the phrase “Beauty 
through Imperfec-
tion” to describe his 
work.  Roy directs 
the eye by using 
bold colors, picture 
frames, string, and 
many other items.  
He asks that the 
viewer not to focus 
on certain distrac-
tions, but rather 
force yourself to see 
the bigger picture 
and ask yourself, 
“What am I seeing?” 
 
Roy is currently an active duty U.S. Marine stationed in 
Southern California.

ROY LEBLANC SUBODH MAHESHWARI MFA 

Award-winning artist Subodh was born 
in Aligarh, Uttar Pradesh, North India.  
While earning her Masters in Fine Arts at 
the University of California, Irvine, she won 
the prestigious Regional Fellowship Award. 
    Subodh has participated in many national 
and international shows including Seoul, 
South Korea’s 1988 Olympics fourth Cos-
mopolitan Exhibition.  Her paintings have 
received awards in a variety of categories, 
and hang in many public and private collec-
tions worldwide. 
    Her artwork accented by Hindi and 
Sanskrit passages is a fusion of Eastern 
symbolism and Western composition in� u-
enced by Rajasthani and Mogul art.  Highly 
individual in style, her work is described as 
diverse, emotional, mysterious, personal and humorous.  
     A respected and experienced art educator since 1986, she taught art 
for over � ve years at the University of California, Irvine, and continues 
to provide art instruction at Riverside Community College, CA.  She is 
active in the California art and education communities, judges art shows, 
provides lectures, conducts art demonstrations/workshops, creative 
Indian cooking, and Hindi Language classes to students of all ages. 

“My paintings give me space to feel and express 
my visual delight in color, shape and form.”  

“I specialize in lifting and exercising your soul, body and 
mind through art and creativity.” 

A career as an artist was an unlikely 
path for my life to have taken – or 
so I thought.  In 1993 I received a 
congressional nomination to West 
Point, but instead entered mechani-
cal engineering at the University of 
Delaware.  While I was passionate 
about design, I deeply disliked the 
technical constraints of engineer-
ing.  Art is purely design and so 
that is what I decided to change my 
major to.   My family and friends 
knew that I could draw very well 
but I hadn’t had an art class since 
the 4th grade!  

I initially intended to concentrate in graphic design.   But first I had to take 
some classes in order to expand my portfolio, one of these was “Introduction 
to Painting.”  My instructor had us begin the semester painting in her style 
- impasto – and I absolutely couldn’t stand it.  Demoralized, I stopped going 
to class.  I realized I couldn’t take a failing grade.  I was there on weekends 
essentially teaching myself to paint.  As I worked on the paintings in my 
own style, I realized I could control the medium and that I truly enjoyed the 
process.  We were allowed to pick our final project, the portrait I did not only 
helped me get an “A” for the semester, but also won the George C. Galoosis 
Award  in the undergraduate show that year and earned me the first $50 I 
ever made as an artist.  I had found my passion.  I made painting my concen-
tration within the Bachelors of Fine Art program and the portrait I had done 
became the first painting of mine to ever sell.  

John-mark gleadow

I am a contemporary/modern landscape painter.  Beau-
tiful, pure color, a diffused atmosphere and the long 
horizon are truly my passions while creating my works.  
Working exclusively in oils, I have a soft blending touch 
with the brush and love the feel of the paint to create my 
serene, peaceful works.  I have lived many places around 
the US and travel frequently.  Originally from Northern 
Minnesota; I grew up with the large, expansive chang-
ing view of Lake Superior and a mysterious notion of 
the world around us.  Wherever I am, I always find the 
beauty, design & colors of the place to use in my work.  

Mary Johnston

meet the artists AdvertoriAl



It is the psychological mood of moments Helgesen want to explore with her pictures. The 
moments are frozen in the artwork, it becomes undefined.Indefinable outside their own 
frame of the setting, the history and presence. Isolated is currently undefined and abstract, 
a psychological mood of interest she wants to capture and convey. These undefined frozen 
moments she  reflects undefined human existence in society today. Often scrabbling for his 
own identity, isolated from his own I, influenced and obscured by appearance structures 
and environments.

The message is that these little glimpses of people’s lives, which works represent, can be 
valuable and reflect upon. At moments are also transient is emphasized by the use of water 
in the paint so that one gets a feeling that time is short flash. The underlying idea is that the 
moments or glimts also will come and that the observant will have with them Images to 
Helgesen can function as a recognition of the brief moments that represent life.  

It is the close feelings Helgesen hit when she exhibits her art. She works mainly with 
acrylic on linen canvas, some installations, printmaking and graphic digital art. After 
graduating from Westerdals Academy of Commercial Arts  in 1993 and working two years 
as AD, she traveled to San Francisco to complete Honor classes a the Academy of Art Col-
lege. In 2000 she completed her master’s degree at the The National Art Academy in Oslo. 
Helgesen have set out at home and abroad, in 2006 she had her first debute in New York 
to great critical acclaim. Her mother’s death in 1993 led her off to San Francisco where 
painting got important to her, now the circle is joined by a two -year Art book project, a 
personal tribute to Motherhood - tighter with associates they launched this popular book 
in Oslo tast year with great success.

Mia GjerdruM HelGesen

ConteMorary artist and desiGner 
from Asker Norway Exhibiting at the Art Expo 2014 SOLO  (607) april 4-6 
http://www.miamgh.no
https://www.facebook.com/MiaGjerdrumHelgesenArt
e-mail: artmia@live.com
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“A star in the making” – ABN Summer 2013 

 

 

 




Self-taught Dominican born artist Sócrates Márquez brings 
his works to life by exploring with acrylics, oils and household 
items.  His paint-splatter technique combined with his unique 
ability to layer the works with textural interpretations allow him 
to produce pieces of art that are vibrant and stimulating, inviting 
the viewers to a journey of discovery and self-interpretations 
within the intentional “chaos” he creates.

The backbone of his work is movement.  Guided by a sense of 
freedom, spontaneity and attention to process, Sócrates creates 
artworks that do not feel like abstracts painted on a flat surface but 
instead, as beckoning places viewers want to step into.  His works 
visually communicate and evoke the emotional and spiritual from 
the viewer. Each piece of work this artist offers produces another 
“layer” of skill upon closer scrutiny. 

“When working on each painting, I am very passionate.  I give it 
my all; my emotions, my energy!  On each painting my goal is to 
create an emotional connection with the viewers by letting them 
wander and explore around the painting until that surprising 
moment when they find their own connection with the work”.

WWW.arracHmEart.cOm   (828) 230-6613
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“A star in the making” – aBN Summer 2013

Sócrates Márquez at work at his studio 
– Picture by Cruz Caldera

www.socratesmarquez.com info@socratesmarquez.com
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From painting to clay to bronze
Louise Cutler Studio

lcutlerstudio@aol.com
www.louisecutlerstudio.com

Louise CutLer



? Fast Change Frames
Low cost, simple art 
print display frames

Beautifully 
display any 
size banner!

Patented

Manufacturing

sales@fastchangeframes.com
1-800-915-2828 

Made in the USA

Great for promoting enlarged 
images of original art and art 
galleries outside buildings. 
See the giant “Mona Lisa” 
on our website.

Pole stands and  
A Frames made 
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with ANY of 
our frames.
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 Make your 
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YEAR FOR ONLY
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YEAR FOR 

for you.
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As anyone in the art, framing and decor busi-
ness knows, there’s nothing like a fresh start. A 
blank canvas holds endless possibility. A newly 
painted work opens a framer’s imagination to 
countless custom-framing profiles. A beautifully 
framed painting can be a springboard for interior 
design inspiration, and vice versa. From painter to 
framer to interior designer, we’re all artists—and 
we all love a good challenge.

So when I heard the 130-year-old framing 
institution DECOR Magazine was ready for a 
makeover, you can imagine I was thrilled! And 
with the help of an enthusiastic team of industry-
savvy writers, editors and designers, I am pleased 

to share with you a special Preview Issue of the all-new DECOR, just in time for 
spring.

Since 1880, art and framing professionals have relied on DECOR to share cutting-
edge trends, techniques and business practices, while also honoring time-tested 
tradition. This issue is no exception. Our cover story delves into the history and fami-
lies behind innovative front-runner Roma Moulding. We talk with Diego Salazar, one 
of today’s leading antique frame dealers. We explore the fascinating origins of the Art 
Deco craze that’s now seeing a revival in frames, furniture and fashion. We hear from 
a self-professed film nerd who explains why old movie posters are the new best thing. 

While we’re celebrating both the old and the new, did you know that your favorite 
framing magazine has gone digital? Visit us online at decormagazine.com, and find 
more exciting articles, videos and references for your business. You can also subscribe 
online to get regular updates in your inbox. 

It’s an exciting time for our industry and an exciting time for DECOR. I’d like to 
thank Redwood Media Group CEO Eric Smith—the driving force behind Art Busi-
ness News, Artexpo New York, DECOR Expo Showcase, SPECTRUM Miami & New 
York, Art San Diego and the National Artist Conference & Awards—for this amazing 
opportunity. And I’d like to thank you all for reading. 

We’re growing rapidly, and you can look forward to longer, more information-
packed issues in the future. For now, enjoy a little taste of things to come.

Sincerely,

Michael Pacitti,
Publisher

Spring 2014
www.decormagazine.com
info@decormagazine.com

______
CEO: Eric Smith

Publisher: Michael Pacitti
Editor in Chief: Christine Schrum
Managing Editor: Linda Mariano

Contributing Editors: Tara Crighton, 
Kevin Burke, Eric Jarmann

________
Art Director: Stacy Dalton

________
Advertising
Rick Barnett:  

Managing Director,  
Business Development Group

Rick.Barnett@redwoodmg.com
Ashley Tedesco: Account 

Representative
Ashley.Tedesco@redwoodmg.com

_______
Operations & Finance

Geoff Fox
Geoff.Fox@redwoodmg.com

____
Subscriptions

Visit www.decormagazine.com for  
subscription information.

_________
DECOR serves all segments of the  

art and framing market, including art 
and framing retailers; picture framers; 

interior decorators; artists; home-
furnishing providers; OEM/volume 
framers; gift retailers; photo studios; 
suppliers; distributors; and manufac-
turers. The magazine features articles 
and columns from longtime and well-

known industry experts and top art 
and framing retailers. 

Publisher’s Note
New Beginnings
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Period Design Series

All About  
Art Deco
By Michael Pacitti

Period design is a fascinating 
field of study, and one that can 
help you do better business. 
Behind each frame lies a story 
that’s well worth knowing—and 
sharing. Did you know that most 
frames fall into one of thirteen 
periods of design? Knowing 
and understanding all the influ-
ences behind a frame can really 
help you hone your skills as a 
custom-framing designer. And 
this, in turn, will bring you more 
satisfied customers.

So without further adieu, let’s 
dive into this issue’s featured 
period of design!

Art Deco period 
graphic showing 

original Art Deco 
green, red and gold. 
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Art Deco: 1925 - 1937  

No doubt you’re aware that Art Deco is hot right now! Part of 
the reason was last year’s movie remake of F. Scott Fitzgerald’s 
“The Great Gatsby,” with a star-studded cast including Leonardo 
DiCaprio, Tobey McGuire and Carey Mulligan.

If you saw the film, you’ll recall the rich, opulent ‘20s glamour of 
the costumes and set. This was a sparkling, smoke-swirled era with 
glittering sequins, lavish beading, polished hardwoods and elabo-
rate, over-the-top splendor. Box office reviews for the movie may 
have been mixed, but the fashion trends had already caught on. 

Pantone announced an Art Deco emerald green for the color of 
2013. Hipsters across the country started sporting suspenders and 
bowties. Rolls Royce announced a new, Art Deco-styled vehicle. 
Kitchen fixtures began cropping up in shiny, nickel-plated styles. 
And of course, Art Deco frames grew in popularity.

Hallmarks of Art Deco

Let’s review the classic hallmarks of Art Deco. Clean lines, geo-
metric shapes and grayed colors are a good place to start. We’re 
talking dove gray, flat silver, brilliant red, soft lilac and emerald 
green—this is the basic palette— set against exotic woods such 

as Makassar ebony, zebra-
wood, and the refined 
metals of bronze, brushed 
steel and nickel.

Art Deco’s visual motifs 
include geometric shapes, 
curves, Egyptian zigzags, 
sunburst, lightning bolts, 
airbrushed screened 
ray bands, motion light, 
aerodynamic and stream-
lined forms. Glamorous 
ornamentation is another 
hallmark of the Art Deco 
period. The more lavish, 
the better. 

Influences and Background

There’s a lot of interesting history behind the Art Deco movement, 
and it’s well worth knowing. Let’s dive into it.

Art Deco holds some wonderful paradoxes. On the one hand, it 
is considered a supremely theatrical, ornate style; yet it is also clas-
sical and symmetrical. The movement drew its inspiration from art 
genres including Cubism, Futurism, Neoclassicism, Modernism, 
Futurism and the Bauhaus era. Art Deco’s true heyday was from 
1925 to 1937, though things started up as early as 1920. 

Think of the Roaring Twenties—the Jazz Age, with flappers 
kicking their sequined heels up at raucous, lavish parties. It was a 
glamorous time, but it was also an era that embraced technology. 
This is a key distinguishing factor between Art Deco and the Art 
Nouveau period, with its organic motifs. 

Although many other design movements have political or philo-
sophical roots or intentions—such as Art Nouveau—Art Deco was 
purely decorative. It was bold and brassy and powerful. It took 
buildings and designed them to look like cruise ships! 

Discoveries, Motifs and Ornamentation 

In 1922, archaeologist Howard Carter and his sponsor, Lord Car-
narvon, thrilled the world with their discovery of the tomb of King 
Tutankhamen. Reporters and tourists thronged at the site for a 
glimpse of treasures which had lain nearly undisturbed for over 

3,000 years. Soon, a fascination for ancient Egypt found expres-
sion in clothing, jewelry, furniture, graphic design and, of course, 
architecture. In fact, one of the most popular Art Deco motifs is 
that of the sunburst pattern, taken from Egyptian hieroglyphs and 
symbols. 

Art and Posters

Although the term “Art Deco” is rarely applied to painting or 
sculpture, the style is visible in the streamlined forms of certain 
20th-century painters from the interwar period. One of the most 
famous artists who employed Art Deco themes was painter Tamara 
de Lempicka (1898-1980). A bold, fiercely independent woman 
(with a fascinating life story), Lempicka revolutionized the world 
of female portraits. She embraced the Synthetic Cubist method 

Period Design Series

All About  
Art Deco

Classic Art Deco period 
flapper fashion.

Ancient Egyptian influences: the classic sun-
burst pattern, shown here in green and gold
stained glass. 
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of painting, using small, 
geometric planes of strong 
color to create stunning, 
empowering portraits of 
women.

Along with the techno-
logical advances of the era, 
the art world saw dramatic 
evolution in the world of 
printmaking and lithogra-
phy. As a result, Art Deco 
posters became available 
to many who might not 
otherwise be able to afford 
the original artwork. These 
images endure today. 

Lempicka’s prints were 
(and are) popular, as were 
images in the “Cassandre 
Style,” so named after the 
pseudonym of the famous 
artist Adolphe Jean-Marie 
Mouron, who held a one-
man show at the Museum of 

Modern Art in 1936. No doubt you are familiar with Cassandre’s 
sleek designs of towering ships and speed-
ing trains—the pinnacle of Art Deco graphic 
design. Pinup posters and advertisements were 
popular as well.

Fashion

The fashion-forward clan knew exactly what 
they wanted after the end of World War I, when 
technological advances kicked into high gear. 
It was time to move beyond the hardship and 
into an era of empowerment for women. Flap-
per fashion was born. Long-waisted dresses, 
V-necklines and ostrich feathers celebrated 
women’s femininity, while bobbed haircuts 
brought a dash of erotic androgyny into the mix.

Picture Frames, Photo Frames & 

Mouldings

Now that we’ve explored the history and hall-
marks of the Art Deco period, let’s bring the 

discussion back to framing. Here’s where we start to put it all 
together in terms of your business and clients.

Art Deco mouldings and frames tend to have clean, smooth 
finishes. They hold a characteristic of not only symmetry, but also 
a consistency in finish and color. Whether you’re talking about 
a painted green frame or one made of highly polished metal, it 
will have clean-cut lines that will beautifully compliment any Art 
Deco art image or photograph. Aluminum, stainless steel, plastics, 
lacquer and inlaid wood are excellent choices.

Have a client who wants to frame a poster of the Chrysler Build-
ing or a classic Tamara de Lempicka print? Get a slick, polished 
frame and set it off beautifully. Loft owners and condo dwellers—
especially those with high ceilings—are looking for Art Deco 

stylings whether they know it 
or not! 

Framing Art Deco post-
ers requires a moulding that 
is clean, flat and symmetrical 
in pattern and ornament. Try 
pairing the image or subject 
matter that you are designing 
with frames that have geo-
metric or stylized patterns 
from representational forms 
(remember the Egyptian sun 
we discussed above?). Bear in 
mind: Art Deco often incor-
porates a repetitive pattern 
throughout the image. Choose 
mouldings that are cool, elegant 
and sophisticated. You are look-
ing for symmetry, clean lines 
and geometric patterns.

Original Art Deco Frame, circa 1935. 

Art Deco poster framed with sleek, 
black matt-finish moulding, con-
trasting eggshell white mat and 
medium gray sub mat.

The Queen Mary Poster. 
On August 30, 1939, the 
Queen Mary departed 
on her last peacetime 
voyage.
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Furniture 

In the wake of the Gatsby style resurgence we’re seeing, interior 
decorators and designers are incorporating Art Deco themes into 
their decor these days as well. The original Art Deco furniture was 
an amalgam of many different styles and movements of the early 
20th century—including Neoclassical, Constructivism, Cubism, 
Modernism, Art Nouveau, and Futurism—and that’s what we’re 
seeing again today.

Art Deco decor is characterized by the use of aluminum, stain-
less steel, leather, lacquer, inlaid wood and exotic materials such 
as ivory, shark skin and zebra skin. Functional elegance is the 
key. Other elements include: high-gloss finishes, glass and metal 
combinations, geometric shapes and bold patterns (think animal 
prints). Keep these in mind when working with an Art Deco art-
work and/or frame. ◆

Michael Pacitti, IDEC, CPF, has worked in the interior design, art, 
photography and custom framing design industry for more than 
25 years. He has been associated with the Color Marketing Group 
since 1990 and the Color Association of the United States (C.A.U.S), 
through which he has taught seminars on color and design to interior 
designers throughout North America, Europe, Australia and China 
for 25 years. He has also written numerous articles on color and 
design and is a professional certified educator with IDEC Interior 
Design Educators Council.

InSPIrAtIon  
AnD reSourceS
If you want help your 
clients to create a space 
in which their apartment, 
home or loft looks and 
feels as though they have 
a roommate named Gats-
by, the following websites 
are good places to start.

Houzz.com
Houzz.com has thousands of pic-
tures of Art Deco interior designs. 
From poster art and shower 
curtains to bed frames and wall-
mounted mirrors, Houzz.com gives 
you an idea of all the many ways 
that you can build an Art Deco vibe 

in your home. 

Interiordesignipedia.com
One of my favorite sites for custom- 
framing design ideas related to Art 
Deco is interiordesignipedia.com

Lighting Advice 
Layered lighting schemes are 
important to consider when explor-
ing Art Deco decor. Sconces and 
torchères beam light up or down 
to cast a flattering, sultry glow. 
Art Deco fixtures were futuristic 
for their era, yet polished. Check 
out this video on adding LED 
effects to a room. http://youtu.

be/u-hWcu4dNH4.

Art Deco Color Schemes 
Here’s a great site for work-
ing with art deco schemes: 
http://www.decopix.com/

Art_Deco_Color_Schemes/

This bold, bulky, 
fabric-covered 
Art Deco chair 
resembles the 
back of an  
automobile. 
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Visit Diego Salazar’s gallery in Long Island City, Queens, and you’ll 
find a collection of art as compelling as it is unconventional. About 
250 pieces hang in his main gallery, stacked one inside the other 
like Russian dolls. Some are covered in cherubs or crosses, others 
are gilded, and a few are more than 400 years old. They are picture 
frames—and nearly every one of them stands empty. For Salazar, 
the frames themselves are works of art.

Frames—the Cinderellas of the Art World

“The frame is the Cinderella of the art world,” says Diego Salazar, 
gesturing toward a wall of ornate beauties. “At one point, they were 
like the neglected stepdaughter—unnoticed, something that no one 
really cared about. But now that is changing. Now people care.”

If they do, it’s because of people like Salazar. 
One of America’s premier dealers of museum-quality antique 

and fine replica frames, Salazar has an infectious passion for 
mouldings. His comprehensive collection of frames boasts hun-
dreds of exquisitely beautiful European and American pieces dating 
from the 15th through the 20th centuries.

He is also an expert in frame restoration and conservation, 
and his work can be found at the Metropolitan Museum of Art, 
El Museo del Prado, MoMA, Chicago Art Institute, Cummer 
Museum of Arts & Gardens, Parish Museum, Christie’s, Sotheby’s 
and Bonhams, as well as in private collections around the world.

A Love Affair with Frames

When Salazar talks about frames—particularly his collection of 
1,000 antiques—it’s as though he’s describing a beautiful woman. 

“Sometimes I buy a painting because I fall in love with the frame,” 
he says wistfully, glancing at a lonely portrait lying frameless on 

ViNtAge BeAuties 
Diego salazar and  
the Art of the  
Antique Frame
By Christine Schrum

 Diego Salazar

15th  
Century 

Tabernacle 
Frame
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the floor of his studio. “Then I put the picture up 
for auction.” 

According to Salazar, his decades-long affair 
with frames began by accident. After moving to 
New York City from Bogota, Colombia, at age 
17, the first job he found happened to be making 
frames. The moment he had some money, he 
started buying property.  

“The real estate, I knew from my mother,” 
Salazar said, explaining that she supported her 
15 children in part by renting out rooms in their 
house. 

He picked up his first building in Long Island 
City in the 1970s for $59,000. Today, there are 
picture frames in his collection worth nearly that 
much. 

Treasures Worth a Pretty Penny

Generally speaking, high-quality antique picture 
frames can cost anywhere from $8,500 to $500,000, depending on 
their age, rarity and quality. One of Diego’s most prized frames 
is an original by the late New York architect and frame designer 
Stanford White. It’s valued at $80,000.

As you might imagine, the market for such treasures is limited. 
All too often, they accidentally end up in the wastebasket. 

“Nothing is rarer than a period frame, mostly because the 
moment people thought they 
looked old-fashioned they 
just threw them away,” says 
Laurence Kanter, chief cura-
tor at the Yale University Art 
Gallery. “Frequently you find 
collectors or museums who 
don’t mind if the frame came 
from Woolworths.” 

Heaven forbid!
Fortunately, framing purists 

like Salazar are here to help us 
celebrate frames as works of art 
in their own right. In a sense, 
he’s a bit of a magician, pol-
ishing up vintage frames and 
pairing them with fine art to 
create matches made in heaven. 
If that’s not a Cinderella story, I 
don’t know what is. ◆

Rare original Stanford 
White Frame. Created for 
the artist Thomas Wilmer 

Dewing, circa 1900. 

Frames from Diego's 
private collection.
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There’s a magical feeling of excitement in the air. It’s noticeable 
from the first moment you walk through the door. Nothing 
about this place is typical—from the decorated replica statue 
of  Michelangelo’s David to the speakers pumping loud music, 
it’s clear that these people think differently.

For 30 years, Roma Moulding has done more than buck the 
trends; they’ve created them. A tour through Roma Moulding’s 
headquarters in Toronto clearly shows that this is a company on 
the move. Although steeped in European tradition, its modern 
strategies and products keep them ahead of the curve.

Founded in 1984 by John Gareri and Nino Talotta, Roma 
Moulding has grown from a small, local producer of fine 
art frames into a truly global phenomenon. The company 
works with master artisans in Europe, who use centuries-old 
techniques to create awe-inspiring mouldings. They source 
designs from Africa, Asia and beyond. Their award-winning 
products are assembled right here in North America. With 
such a broad, international scope, Roma Moulding really does 
have the world in its hands.

In order to truly appreciate what Roma Moulding is, it’s 
important to understand how and why they exist. Step back 
30 years. Reagan is President. Pop songs from Wham!, Tina 
Turner and Prince blare out of speakers speeding by in Chevy 
Cavaliers. The big, bad L.A. Raiders are Super Bowl champi-
ons. The world is becoming more connected and the appetite 
for luxurious home furnishings is growing quickly. 

Meanwhile, back in the suburbs of Toronto, John and his 
brother in-law, Nino, work part-time jobs framing photo-
graphs at night to support their young families. Then John 
realizes something’s missing. The mouldings lack life and 
excitement. They appear as an afterthought in the art creation 
process and aren’t able to truly elevate a piece or assimilate 
into a home’s interior. John knows he can do better.

“I thought, ‘There’s no future with these frames and it’s creating a 
massive void in the North American market’,” John says. “It was a 
huge opportunity and I immediately started thinking that I could 
search Italy for beautiful frames to bring back to North America.”

Into the Unknown

At this point, John took an enormous leap of faith and decided 
to go out on his own. He knew that better products were 

the
Pursuit
Happiness

of

roma Moulding celebrates 30 Years of Innovation

Pictured  Left 
work is play at roma.

By Michael Pacitti
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being created in Italy and started to nur-
ture his European connections. Before 
long, John had established himself and 
opened Roma Moulding in late 1984. At 
the time, Roma was a small operation 
and John had his hands on every aspect 
of the business.

“I would go out all day and take orders. 
Then I’d return at night to build the 
frames. The next day I’d go deliver all 
the frames and take more orders. It was 
my way of getting an edge on the com-
petition. Speed, craftsmanship with a 
personal touch.”

By focusing on quality and style, John 
created a line of high-end products for an 
underserved market. From there, a series 
of expansions—including opening dis-
tribution centers throughout the United 
States—truly put Roma on the map as 
a key producer of fine interior furnish-
ings. However, due to rapid expansion, 
the company found themselves negotiat-
ing with neighbors to occupy any nearby 
warehouse space. 

Pictured  Above
Roma Moulding c0-founder and president John gareri

Pictured  Right
Roma Moulding co-founders John Gareri and Nino  

Talotta attend their first trade show.

.
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“We had grown so much that we started 
asking our neighbors if we could use 
part of their facilities; then we asked the 
people behind us and others nearby,” 
John’s son and current Roma Mould-
ing CEO, Tony Gareri, recalls. “We were 
connecting all these spaces with ramps, 
which during the winter meant trudg-
ing through snow. It worked but it wasn’t 
great. My father had the vision that we 
had to be under one roof.  He knew that 
in order for us to get to the next level, 
we had to be together and we had to be 
united.” 

With a vision for the future, John 
packed the company up and moved to 
a 30,000-square-foot facility that still 
stands as Roma’s home. After a series of 
renovations to tailor the space to their 
unique needs, team members soon 
began to wonder, “How are we going 
to fill this?” While the move proved 
intimidating for some, John had the 
foresight to know his company would 
grow to occupy every inch. 

“To us, the move meant that we were 
for real, this is the next chapter in our 
company,” Tony says.

Tony Arrives on the Scene

Around this time, Tony officially joined 
the Roma team. After years of spend-
ing summers at “Corner Sample Camp” 
or following his father to trade shows, 
Tony graduated from university. While 
he may have had plans to backpack 
around Europe or to “find himself,” 
John had other plans.

“I got my degree on a Thursday,” Tony 
says, “On Friday, my father turned to 
me and said, ‘So we’ll see you first thing 
Monday morning.’ It may have sounded 
like a question but was definitely more 
of a statement.”

The family branched out and continued 
to produce forward-thinking products 
that pushed the envelope. Further 
expansion into the United States and 
a series of awards propelled Roma to 

the top of the industry as they released 
industry-changing designs such as the 
Tabacchino collection in 2005.

“I’d prefer to create the frame as a master-
piece that can be used on art, rather than 
seeing the art and then making a frame 
that’ll fit it.” 

Tony admits to being a design junkie. 
Growing up in a family whose livelihood 
depended upon having good taste meant 
that he quickly developed a keen eye.

“Very early on as a child, I was taught 
about, and very interested in, design. 
I’ve read Azure and Architectural Digest 
for as long as I can remember,”  Tony 
says with a laugh.

Under the tutelage of his father, Tony 
began to carefully study why Roma 
carried certain lines and what specific 
partners wanted to see in the company’s 
next launch. He also began to expand 
his own design inspirations and noticed 
the emerging trends within interior 
design. He saw good and bad design 
in everything from sofas to buildings, 
kitchens and of course, custom frames. 

Never one to chase a fad, Tony likes to 
identify trends and stay ahead of them.

“I’d prefer to  
create the frame 
as a masterpiece 
that can be used 
on art, rather than 
seeing the art and 
then making a 
frame that’ll  
fit it.”

Pictured  Below (Left to Right)
TONY GARERI, John gareri, JOEY TALOTTA, NINO TALOTTA.
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“I prefer to create the frame as a masterpiece that can be used 
on art, rather than seeing the art and then making a frame 
that’ll fit it.”

Often, Tony and John will travel the globe searching for a tex-
ture, pattern or even feeling that inspires them to create their 
next great moulding. With the entire world at his fingertips, 
Tony chooses one city as his favorite destination. 

“Paris is hands down the most inspiring place I’ve ever been,” 
he says, beaming. “The feeling you get when sitting at the 
Arc de Triomphe de l’Étoile is tremendous. This section of 
Paris was built to celebrate victory, and the attention to detail 
is enough to get any design enthusiast’s heart pumping. Its 
romance, its culture and its design all in the same beautiful 
place.” 

With his inspiration coming from the French capital, it’s logi-
cal that Tony would look to one of France’s most renowned 
designers—Philippe Starck—to further his passion for all 
things avant-garde.  

From chandeliers to ghost chairs, Tony was drawn to the 

symmetry found in Starck’s work and used it as motivation to 
create something beautiful on his own. After playing around 
with different profiles and finishes, Tony approached an Ital-
ian supplier with his concept for the Lavo collection.

On to Italy

“I remember it like it was yesterday,” Tony says. “We proto-
typed it in Italy and I asked the guy to take this traditional 
profile and spray it with black lacquer.  He looked at me like I 
just grew a second head. The results didn’t amaze as he started 
spraying it, but as the lacquer dried and cured, we knew we 
had something special in our hands.”

Lavo is of course, one of Roma Moulding’s most successful 
collections, but it didn’t immediately win everyone over, even 
if it did turn heads. 

“We got back to Toronto and my father wanted me to show 
the Lavo mouldings to our partner specialists. They thought 
we were nuts and that it would never sell.”

However, Tony pushed on and released the collection on the 
belief that the market was yearning for something different. 

Pictured  Below
One of roma's most unique 

designs, the LAVO COLLECTION.
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Pictured  Above
Launched in 2005, the Tabacchino COLLECTION is the most successful moulding in Roma's  
history and a true style icon.  
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Happiness? The man who was being 
groomed to run one of the biggest players 
in the custom frame industry wanted to be 
happy? 

As you might imagine, over the next year 
Tony got a lot of flack. 

“Happiness is opening a new account with 
a large partner and big sale,” was a common 
refrain he’d hear. “If you want to be happy, 
go make something beautiful and sell it.” 

However, with his family’s support, the 
man who pushed Lavo onto the market 
refused to back down. 

“I wanted to create a playground where 
the most talented people would enthusi-
astically come and produce the best work 
they ever have,” says Tony. 

Tony felt like a dark cloud followed 
wherever he went. Team members 
would rather duck behind a corner than 
talk to him or a senior leader. 

“Three years ago I began to check 
out,” Tony says. “When I looked in the 
mirror, I didn’t like who I had become. I 
didn’t think my life would turn out this 
way. I wanted out.”

Now ready to walk away from the only 
business he knew, his family’s legacy, 
Tony called a meeting. With a lump in 
his throat, Tony approached John with 
a concept so extreme, so outside the 
box, many wouldn’t believe the words 
coming from his mouth: “I want to blur 
the lines between work and play. I want 
Roma to be a company that puts a pre-
mium on happiness.”

He was right, as half a decade later 
Roma still releases new editions to the 
Lavo collection. In Tony’s words, the 
next Lavo release “is really going to 
knock people’s socks off.”

Clearly, Tony’s renegade leadership style 
can be traced back to doing things differ-
ently. With the confidence that his ideas 
could change the industry, he pushed for 
more authority within the company and 
big changes continued to take place.

A Sudden Realization 

After working for Roma Moulding 
for over a decade, Tony began to burn 
out. With the world in the grips of an 
economy-ruining recession, Roma had 
started to grow into a sterile, numbers-
focused company that cared more about 
its next sale than it did anything else. 

Pictured  Below
The always-anticipated Roma Moulding booth at the West Coast Art And frame expo.
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balance traditional profiles with modern 
finishes, to boldly go where others are 
afraid to and to wear their hearts on 
their sleeves is what really sets them 
apart. 

“We truly believe that by treating people 
with kindness, we’ll get to where we 
need to be,” John says smiling proudly. ◆

than the cheapest. Same thing with 
speed. At some point, fast is as fast as 
it can be,” Tony says. “Beyond that, for 
us it’s about creating an emotional con-
nection that makes our partners feel as 
great as we do every day.” 

A conversation with the Gareri men 
will leave you inspired. Their ability to 

He implemented a progressive culture 
strategy that focuses on people, hap-
piness and inspiration. Once again, his 
unorthodox idea worked. Today, Roma’s 
staff retention is very high, the errors 
produced by team members are at an all-
time low and, most importantly, his team 
members are happy to be there. 

“Now it’s about spreading that happiness 
to all of our partners,” says Tony. “We want 
to be a highlight of your day.”

While he admits that “there are still 
tweaks, ways we can get better and ways 
we can make more people happier,” 
Tony sees the company’s next frontier 
as spreading happiness to everyone they 
connect with.

The Next Chapter

Does a company really need to care about 
how they make a customer feel? Why not 
focus on building something faster and 
cheaper than your competitors? 

“Cheap is cheap. You can’t go cheaper 

Pictured  Above
Roma's Wizards of wow

“I wanted to create 
a playground 
where the most 
talented people 
enthusiastically 
come and produce 
the best work they 
ever have.”

Pictured  Far Left
Sean Danaher and Tony speaking 
at a Roma All Hands Meeting.
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The start of a new year always brings the opportunity for intro-
spection and review. Beyond the regular New Year goals of extra 
exercise and better eating—which are rapidly abandoned due 
to the lack of excitement inherent in extra carrots and reps of 
burpees—there is real value in looking at your business and 
trying to see how you can keep your service relevant and attrac-
tive to your customers.

There has been a radical change to the art gallery and pic-
ture framing business over the last 15-20 years. The purchasing 
patterns and expectations of the modern consumer make it a 
completely different animal. If you have been conducting business 
over this time frame this is not news to you. First there were entire 
television networks dedicated to showing the average homeowner 
how completely unnecessary it was to hire skilled tradespeople. 
Why pay all that extra money when you can do it yourself?

DIY—A Detriment to Custom Framing?

Interior decorators show people how 
to buy IKEA frames, pull out the glue 
gun and assemble their own art for a 
fraction of the cost. Decorating maga-
zines reiterate the same monotonous 
litany and display most of the art in 
their interiors without any fram-
ing at all. Canvas art gets hung raw 

and naked with all its edges on display. Interior design media 
encouraged an attitude less concerned with how beautifully art 
could be displayed on a wall. All that mattered was getting it up 
in the most economical manner possible.

I worked for years in a “do it yourself ” frameshop. The owner, 
we’ll call him “Jim,” was a completely charming alcoholic who 
took great pride in the fact that he had spent most of his adult 
life “putting four pieces of wood together.” The fact is that the frame 

Your Number oNe reSolutioN for 2014 

embrace Your  
inner Designer
By Tara Crichton

Tara Crichton, Art consultant  
and gallery owner.
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assembly is the least of what a picture framer does. I remember 
Jim with a great deal of fondness—and a lot of head-shaking! I 
will continue to write about Jim whenever I need an example of 
what not to do.

I and my fellow coworkers would often come into the 
shop in the morning to find posters covered in bloody fin-
gerprints because Jim had handled art unaware that he’d cut 
himself on the edge of a piece of glass or given himself a paper 
cut on some cardboard backing. We all got really good at fixing 
things with hydrogen peroxide!

Customer Education is Everything

A good picture framer, like a doctor, should have the ultimate 
goal of doing no harm. That makes a good picture framer into 
a conservator. Knowing what NOT to do is every bit as impor-
tant as knowing what to do. For example, as an industry, we are 
fully aware of the importance of acid-free materials as a protec-
tive agent for artwork. If we are to expect 
our customers to pay the additional cost 
for these premium materials, we need to 
explain their value.

Acid-free protection is a necessary 
step in the picture-framing process. If it’s 
done right you will only have to do it once. 
Acid-free mats and backing, UV glass, 
museum glass, proper hinging, spacers… 
whether hidden or obvious to the naked eye, once conservation 
materials are explained, they reinforce your role as trusted advi-
sor and caretaker.

Beware the Glue Gun!

When working with valuable artwork it is very important not 
to do anything that can’t be undone without destroying the 
art’s value. The customer needs to know why the glue gun is 
not their friend. The “just get it up on the wall” market has 
been cornered by the big box store. They are experts in turning 
interior design into disposable fashion. The trend that started 
out as a beautiful African brown/black hardwood veneer called 
“wenge” has been degraded and polystyrene-ed into everything 
under the sun and labelled “espresso finish” (aka brown, ugh).

This is the new reality in the interior design industry. It seems 
less important where a trend starts than how to cheapen and 
replicate it until whatever made it beautiful in the first place 
has been completely obliterated. This is the opposite of finely 
designed custom framing. With all the design work invested by 
the better picture frame importers and manufacturers to fab-
ricate elegant profiles and utilize glorious wood veneers, why 

would you, the professional picture framer, produce work that’s 
indistinguishable from what can be purchased ready-made?

Unleash Your Inner Avant-Garde Genius

The finishes that are available now—gold or silver leaf, mod-
ernized barn board, lacquer, frosted metallic leaf, graphite—are 
completely overwhelming. The range of frame profile and finishes 
are virtually limitless. So how do you dive in? Use fine materi-
als, but also utilize them in a way that is visibly superior. The 
design aspect of this process cannot be overstated. Imagination 
and vision are key. Stacking frames to create truly custom com-
binations isn’t a new concept but it’s one that seems to be oddly 
under-utilized.

Playing with spacers in shadowboxes and between mats to 
emphasize the perception of depth within the volume of the fram-
ing is also not groundbreaking but adds to the design impact of 
modern art. Use offsetting in your mat proportions to exaggerate 

the verticality or horizontal sprawl of art 
that otherwise would have awkward pro-
portions in the awaiting space. Why just 
use a safe black cube frame when you can 
use a black frame with a stunning profile, 
lacquer finish, or super deep rabbit that 
transforms the safety of black frame/white 
mat into avant-garde genius?

Yes, it is probably easier to sell pre-
dictable, safe framing to your customers. But the extra effort 
expended to supply creative design options to your customers 
will be rewarded with a solid, loyal customer base who will love 
to tell their admiring friends where they framed that jaw-drop-
pingly beautiful piece hanging in their front hall.

Allowing yourself to be the expert that your customers can rely 
on should be your goal. This expertise will be the cornerstone 
of a thriving, expanding customer base. Know your materials 
and contribute the design flair that will have your clients leaving 
your store confident that their hard-earned dollars were well 
spent. Letting your work express the passion you feel for your 
craft will be good for you too. It’s a resolution that shouldn’t be 
too hard to keep. ◆

Tara Crichton has worked in the framing industry for more than 
24 years and is a graduate of University of Guelph with a double 
major in fine arts. She started out working in the framing industry 
to pay her way through school and never left the industry, for it 
was her calling. She has worked in every aspect of the industry 
from retail, to wholesale distribution, OEM and art direction. Tara 
now owns and operates a gallery just north of Toronto, Canada.
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Attention
to Detail
By Eric Jarmann

As framers, our framing design habits tend to be influ-
enced by various trends that crop up in the world of art 
and decor. Sometimes you have a favorite frame for a 
long time, but then eventually you drop it from your 
repertoire. We all have that group of corner samples 
that’s worn from constant use and relegated to the 
lower corner of the sample wall. We just stop seeing 
them as we once did. 

Seeing Old Frames in a New Light

Sometimes it’s good to pick up samples that you haven’t 
used in a long time and reacquaint yourself with them, 
almost like you might with an old friend. With a little 
attention, you might start to see the design in a new light. 
And perhaps those frames you lost interest in will be worth 
rediscovering and falling in love with all over again.

In this regular column, Attention to Detail, we are 
going to focus on various details of frame design. Each 
month we will select a design detail for close exami-
nation. We’ll start with a quick look at its history and 
origins. Then take a look at how we’ve used that design 
over the years, as well as what the market currently has 
to offer. By examining frame design details that we are 
already familiar with, we can gain an expanded perspec-
tive and refreshed appreciation of them.

Why pay attention to trends that are not currently 
popular? After all, trends come and go and what looked 
good ten years ago may seem tired-looking and overused 
right now. But give it another two years and it could 
become fresh and new all over again. 

What Goes Around Comes Around

Staying in touch with an array of design details, 
regardless of their popularity, keeps us strong play-
ers in the design game. Consider two trends—the flat 
square profile and the ornate frame. At one point not 
too long ago, the flat profile was considered by some 
framers as somewhat of a compromise and a selection 
for the customer that couldn’t make up their mind 
or the customer that was afraid of picking something 
that had “too much style.” So they would default to 
something that was safe and easy, which often meant 
the flat profile. 

Eric Jarmann, Owner of Eric 
Jarmann & Company.
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But is simplicity always a compromise? 
Fast forward to 2012 and the situation 
was a bit different. When you opened 
an interior design magazine you saw 
almost nothing but flat square profiles, 
usually in white. Demand for flat frames 
increased in some markets to be a consid-
erable percentage of sales. Some framers 
became frustrated at the lack of variety 
in the trend. But then change cropped up again. Open an inte-
rior design magazine this year, in 2014, and you will often see 
a single, highly ornate, eye-popping frame as the centerpiece 
of a room. 

Ornate Influences

Why so ornate in 2014? Right now, Victorian clip art in the 
graphic art and printmaking fields is stirring interest in designs 
from the Industrial Age and the Victorian 
Era. As well, major museums are getting a 
fair amount of media coverage around the 
restoration of important paintings to be 
displayed in their original large-scale and 
extremely ornate frames. Simply put: people 
are being conditioned to like ornate frames 
once again. The domination of the market 
by the ornate frame may not be here today, 
but it could be on its way and soon. Are you 
ready? How familiar are you familiar with 
your design details?

As framers we know what we like about a particular frame. How-
ever what makes the framing customer pick a certain frame? Every 
frame has a range of elements and details that collectively make the 
profile what it is. In the eyes of the consumer there is often just one 
prominent feature that is foremost in its appeal and influences their 
choice of that profile. In reality, though, there may a dozen or more 
elements in the design that contribute to the success of that choice 
and to the pleasure in viewing the finished work. 

Giving Frame Details Their Big Solo

A frame’s overall impression comes from the combined presenta-
tion” —the shape, finish, width, ornament, proportions, patina, 
etc. These are all so important, even if they are more subtle or in 
the background. It’s like when you go to see a musician perform. 
He's the one in the spotlight and reason that you to bought a 
ticket, but what about the band? There's the drummer, keyboard-
ist and bass player, too. While not always in the spotlight, the 

band members certainly add to the experi-
ence and are a big part of why you enjoyed 
the entire performance. Fortunately, at 
some point during the performance, each 
member gets a chance to do a solo, taking 
the spotlight for the moment and showing 
us what they can do. In this column we are 
going to give each of the design details that 
make up a frame their deserved attention 

by giving them a solo, their moment in the spotlight. 
Consider each of these articles as the start of a great conversa-

tion about design. This column will also appear on the DECOR 
Magazine website (www.decormagazine.com). By using the com-
ments feature of the website, you will have the opportunity to join 
in the conversation! Feel free to chime in and give your own per-
spective. Share pictures of your work as an example of the design 
detail being considered. Tell us your favorite moulding in this 

design category. Is there a discontinued 
profile that you miss? Tell us what you 
liked best about it and someone might 
suggest a replacement option. 

We have invited a wide variety of 
informed perspectives to our conver-
sation in order to add depth to it. This 
includes the people who put the frames 
out into the world, like the manufac-
turers, the custom frame shops and the 
frame makers. We will also get input from 
those who use frames in their own fields, 

such as artists, interior designers, antique dealers, galleries and 
museums.

Ultimately, we hope each conversation will become an in-depth 
consideration of the design detail being featured and become a 
resource that you can turn to when in need of design inspiration 
and frame design confidence. ◆

Eric Jarmann has been in the picture framing field since 1997 
being the owner of John Haywood Gallery and of Eric Jarmann & 
Company. With background in retail management, gallery, pho-
tography, graphic design and restoration of old homes he brings 
a broad range of design and business skills to the picture framing 
industry. He is the in-house framer for Thornwillow Press and 
its boutiques located in the St. Regis Hotels. He also is founder 
of Newburgh Portfolio, a regional arts organization. He is active 
in social media and runs a blog about picture framing called All 
About the Frame. He can be reached at eric.jarmann@gmail.com.

Attention
to Detail
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Yesterday I had a nice chat with a friend—for 3 hours. It’s 
beyond fortunate that this chat took place in his living room 
with both of us in close proximity, otherwise our phone bills 
this month could have been measured in mortgage payments or, 
as we would have measured them, in loss of expendable one-
sheet and screen print allowances. We aren’t particularly close 
and have only met on a handful of occasions, so the context of 
our conversation wasn’t centered around catching up on family 
events or hashing out political opinions. No, Tal and I were talk-
ing about movie poster art, and he was taking me through a tour 
of his collection of some hundreds of one-sheets, two-sheets, 
four-sheets and lobby cards. I was elated.

Movie Art—Stepping into the Spotlight

Over the course of the past year I’ve had many such conversations 
with collectors, framers, artists and gallery owners as I’ve been 
traveling across North America filming a documentary feature on 
movie poster art. I’m a purveyor and collector of such art myself, 
but to say that my goal in creating this particular film is strictly one 
of passion would be disingenuous—it’s also, of course, business. 
A large part of being a film producer is being able to eye the right 
time to produce content targeted toward a particular market, and for 
movie poster art and collectorship, now is that time.

I’m of the generation that is currently making the leap forward 
from early adulthood into family-hood, fatherhood, motherhood 
or settling-down-hood, if you’ll allow 
me some inventive linguistics. We’re 
breaching our 30s, getting married, 
starting families, purchasing homes, 

Film ink 
Movie Memorabilia 
and Custom Framing
By Kevin Burke

“Blade Runner”
(1982), poster by 

John Alvin.
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and moving into careers that afford us the 
exposable income we’ve only ever wit-
nessed second-hand through our own parents, 
growing up. We’re a generation raised on the 
popular culture of films, television, literature 
and video games.

We’re Nerds and We Know It!

For better or worse, our decor overwhelm-
ingly reflects this. These days it’s not 
uncommon to walk into a friend’s home and 
see a painting of Nintendo’s Mario over the 
mantle, or a stack of limited edition films 
from director Wes Anderson next to a vinyl 
LP collection. We’re nerds, we know it, and 
we take an immense amount of pride in it.

For my part, film has always been my 
chosen nerd passion. I remember falling in 
love with movies at a very early age. Not just 
the escapist magic happening on-screen, 
but the very act of visiting the cinema. This was in the ’80s, 
before the big box video stores and multiplexes turned the expe-
rience of movie watching into a commercial circus. 

Iconic Scenes, Extraordinary Posters 

During that time, movie lovers could walk into a local cinema 
brandished with painted murals of old movie stars in iconic 
scenes from their best films. We could visit the local video 
store and browse shelves full of films hand-picked by the 
owner of the store, rather than mandated by studio partners. 
And nearly every film was accompanied by an amazing cover 
illustration or painting. 

I remember browsing through video stores before I was even 
able to read and being drawn to the dynamic, unique, illustrated 
VHS covers.  Covers like “Back to the Future” painted by Drew 
Struzan, “Blade Runner” by artist John Alvin, “A Clockwork 
Orange” by Bill Gold, and “Jaws” by Roger Kastel. Mine was not 
an isolated experience; movie lovers everywhere were growing 
up this way.

Hello Big Box, Goodbye Movie Art 

But then, in the mid ’90’s something began to happen. The 
movie-lovers’ landscape changed. Local movie theatres were 
swallowed up by mega-cinema chains displaying studio 
partner-mandated blockbuster entertainment across 14 
screens. Stunning painted murals were exchanged for paid 

advertisements. Gone were the tradi-
tional concession stands and in were the 
food courts and gourmet coffee shops. 
The experience of going to the movies 
became less like sharing a love of film 
and more like visiting the mall. Big box 
video rental stores crashed every city 
block, laying waste to the locally owned 
stores. Out were the friendly hellos and 
knowledgeable film recommendations, 
and in were the product placements 
and upsells.

These changes in the film-going experi-
ence extended far past the local level, as 
“cheaper, shinier, faster” eventually made 
its way to film marketing art as well. The 
incredible paintings and illustrations that 
used to be appreciated by studios and used 
for their one-sheet display posters, key art, 
and VHS/DVD covers were replaced with 

banal, generic, Photoshopped images almost overnight. Floating 
celebrity heads, the hero with his back to the camera, a romantic-
comedy couple standing back-to-back, the badass walking away 
from an explosion… it was the same images recycled over and 
over again, passed from studio to studio; the product of market 
studies, test results, algorithms and celebrity agent demands. 

And, although a few decent studio posters slipped through the 
cracks, the illustrated covers and posters that we knew and loved 
as movie fans all but died. But film poster art fans and movie 
lovers never forgot. They looked to the illustrated posters of the 
past for art, and these old one-sheets became more sought after 
than ever as the illustrated movie poster was becoming extinct.

Movie Posters: Take Two

In 2004, inspired by the popularity of the live rock show “gig 
poster,” a small T-shirt printing company based out of a movie 
theatre in Austin, Texas, began hiring gig poster illustrators to 
create incredible, limited edition screen-printed posters for film 
fans attending special screenings of classic movies. The company 
name was Mondo. 

In the blink of an eye, the company skyrocketed to popularity 
and lovers of illustrated film art, fueled by a sense of nostal-
gia and a longing for the return of the movie poster, rushed to 
support them. Over the past decade, the illustrated film screen 
print movement has snowballed. Companies like Nakatomi Inc, 
Poster Collective, Odd City Entertainment and Skuzzles have all 

“Man of Steel” (2013), 
poster by Martin Ansin.
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joined the movie screen 
print game, with new 
companies following 
in their footsteps daily. 
Galleries 1988 and Hero 
Complex Gallery in Los 
Angeles, Bottleneck Gal-
lery in New York, Spoke 
Art Gallery in San Fran-
cisco and more are all 
opening their doors 
to focus on illustrated 
movie posters for the 
leagues of fans and col-
lectors who have come 
out of the woodwork.

eBay Blockbusters

Today, a limited edition 
screen-printed movie 
poster will sell out 
online in seconds, only 
to be flipped on eBay 

minutes later for no less than three times its original cost. The 
movement has inspired an entire generation of young, talented 
artists to begin creating film-inspired art in the hopes that they 
might one day have one of their works hanging alongside an 
original Ken Taylor, Jason Edmiston or Aaron Horkey print 
in a collector’s home. The overnight, multi-million-dollar film 
art industry shows no sign of slowing and has been covered 
by such notable media as The New York Times, Entertainment 
Weekly, The Huffington Post, Empire Magazine, The Guardian 
UK and more.

I have been collecting these posters for more than 5 years. 
Why is it, then, that I had never considered custom framing 
until I took on a role as Roma Moulding’s in-house video 
producer? It was not for lack of finances. Like many other col-
lectors, I am more than happy to pay for beautiful frames to 
house my prized collections. Neither was it for lack of taste, as 
any framer knows that countless options are available to cater 
to any style. Why, then?

Framing—the Finishing Touch

It’s simply because I didn’t know that the option existed for me 
until I began working for a custom frame manufacturer. I had 
never walked past a frame shop and seen film art on display. I had 

never seen a framing ad targeted to my huge and rapidly growing 
collector’s demographic. If I had, I certainly would have spent the 
last five years spending money on custom framing (as opposed 
to just this past year). And there are leagues of others like me just 
waiting for the custom framing world to invite them in. 

Give them a sign. A framed movie poster or screenprint on 
display in your shop’s window might read “Jaws,” but to a col-
lector it says, “Nerds Welcome!” The movie poster is back. And 
it needs to be framed in something rad. ◆

“Bride of Frankenstein”
(1935), poster  
by Olly Moss.

“Where the Wild 
Things Are” (2009), 
poster by Ken Tay.
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"Creation," Jono Dry. See more of his art on p. 58.



parting shot
“Headdress,” Laura McKellar
Embroidery and digital print 

on fabric
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Australia-based artist Laura McKeller 
merges graphic design and digital 
collage with intricate embroidery 
techniques. Bold yet delicate, the 
artist’s work is a discovery of depth 
and tactile beauty. Learn about 
McKeller’s artistic process in “Creative 
Block,” a new guidebook for artists 
(page 46). See more oF her work at 

lauramCkellar.Com.



www.socratesmarquez.com info@socratesmarquez.com 

 



 

 







 
 

 




“Untitled” – Mixed Acrylics, Latex, Spray paint on canvas   - 54” x 80”  - 2012 

info@socratesmarquez.com




	ABN_CoverSPRING_1_LR
	ABN_Spring14_FRONT1_LR
	ABN_Spring14_FRONT2_LR
	ABN_Spring14_MIDDLE_LR
	ABN_Spring14_BACK1_LR
	ABN_DECOR_LR
	ABN_Spring14_BACK2_LR
	ABN_CoverSPRING_2_LR

