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As 2021 comes to a close, the effects of Covid-19 nearly two 
years on, are still being felt. This year has been difficult for 
many industries, but for the art and framing market, the main 
lesson learned has been that adapting and creating more per-
sonalized shopping experiences has helped to keep many 
afloat. The added value of running a gallery and/or frameshop 
is that the customer base is a niche audience and one that 
has a limited “shopping 
around” effect because the 
products and services of-
fered are not mass produced. 
This allows for more personal 
relationships to be cultivated 
and maintained and can lead 
to customer loyalty and con-

tinued sales. Not too many 
industries can say the same 
thing. An added benefit is 
that the majority of cus-
tomers feel connected to  
a gallery and/or frameshop 
and therefore are more un-
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QUOTE OF THE MONTH: 
“This past year has been an  
opportunity for people to  
reevaluate what is important  
to them, whether it’s their job, 
their location, their environment.” 
           Shanan Campbell, page 14

CONSERVATION  
PHOTOGRAPHER GETS 
THE WORD OUT 
 
At the Chicago-based Hilton 
Asmus Contemporary Gallery, 
conservation photographer 
Cristina Mittermeier’s new 
work was debuted alongside 
photographer Paul Nicklen at 
an exhibition titled, “Origins.” 
Mittermeier also appears with 
actor Will Smith in an episode 
of his new streaming Disney+ 
original series from National 
Geographic, Welcome to 
Earth. Page 17. 
 
 
IMAGE CONSCIOUS 
SIGNS NEW ARTIST 
 
San Francisco-based Image 
Conscious has signed artist 
Salaam Muhammad for 
print-on-demand art publish-
ing and licensing. Go to 
page 8 for more details.

SELECTING A GALLERY 
CRM TO BOOST SALES 
 
Industry expert Katherine 
Hébert of Gallery Fuel  
discusses the benefits an  
art gallery client relationship 
management (CRM) system 
could provide a business  
and gives some direction for 
selecting the perfect tool for  
a business’ needs. Go to 
page 21. 
 
 
CREATING A MEMORY 
WALL WITH CUSTOM 
FRAMING 
 
The guiding principle of  
helping customers that come 
into a custom frameshop 
looking to create a memory 
wall is not how to get it right, 
but why this collection of 
framed items is worthy of 
hanging together. Visit page 
24 to learn more.

continued on page 12
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derstanding and flexible of the 
times that we live in. They 
know that there are supply 
delays and see the value in 
supporting their local busi-
nesses. All of this together 
has lead to gallery and 
frameshop owners changing 
how business is done to meet 
their customers’ needs.  

 
Kellie Alpert, principal of 

Key West Gallery, which first 
opened its doors in 2006 on 
the heavily foot-traf-
ficked Duval Street in 
Old Town Key West, 
FL, says that staying 
on top of trends and 
the changing needs of 
customers has helped 
her business gain 
sales. “As 2021 
comes to a close, as a 
gallerist, I reflect back 
over the past two 
years and I am quite 
pleased,” she says. 
“Not only was 2021 a 
record year for Key 
West Gallery in terms 
of sales of fine art, but 
we were also so very 
fortunate to bring back our 
live artist appearances to re-
sounding success and strong 
attendance at each and every 
one of our events. We realize 
how important it is to create 
immersive and exciting in-
gallery experiences for pa-
trons: and ones in which our 
guests are so pleased to in-
teract with our artists.”   

 
Ms. Alpert and her staff 

identified that people were 
eager to gain a sense of nor-
malcy after a tough 2020, and 
that staying proactive was 
motivating for their cus-
tomers. “We developed art 
experiences that transcended 
a traditional gallery model: 
pairing on-the-water events, 
VIP studio visits with our co-

terie of renowned and 
celebrity artists such as Bill 
Mack, and wine dinners fea-
turing the extraordinary 
Thomas Arvid. These types of 
VIP and Collector events not 
only engaged our loyal cus-
tomers, but also served to 
procure and build new collec-
tors. Our 2020 pivot to a 
global digital model: digital 
events and digital sales 
served my art business well: 
and revenue was quite strong 
throughout the pandemic.”   

Combining the business 
trends learned in 2020 with 
this year, Ms. Alpert says that 
technology allowed them to 
maintain relationships with 
collectors. “We were fortu-
nate that Florida did not liter-
ally shut down and we both 
maintained and strengthened 
our reputation for offering the 
very finest in artwork via in-
home private showings, as 
well as offering virtual tours of 
exhibits. I am delighted to re-
port that my gallery now sells 
globally—the emerging trend 
for a successful business 
model from 2020 and be-
yond.” 

 
Staying on top of market-

ing has also allowed the 
gallery to keep moving for-

ward. “We have partnered 
with the Florida Keys Council 
of the Arts as we believe that 
Key West Gallery has a re-
sponsibility to enhance the 
artistic and cultural capital of 
the city, both for the residents 
of Key West and its thou-
sands of daily visitors,” she 
says. “I employ a comprehen-
sive strategic marketing, ad-
vertising, and public relations 
strategy, as is crucial to  
defining a top-notch gallery.  
I also employ a full-time mar-

keting strategist, as well 
as a leading art-centric 
PR firm.” 

  
For Shanan Camp-

bell, owner of Sorrel 
Sky Gallery, Durango, 
CO, and Santa Fe, NM, 
expanding the gallery’s 
roster of artists helped 
to keep collectors  
engaged. “Overall , this 
was a great year for 
us,” she says. “Were 
there some challenges? 
Yes. But both of my gal-
leries and our website 
did well. We brought in 
several new artists and 

established exclusive repre-
sentation with many of them. 
Some of my team had their 
best year ever by maintaining 
flexibility and staying adapt-
able. This was essential, but 
also demanding. We had to 
keep our minds open to the 
fact that at any moment we 
might need to change plans 
and directions. We knew it 
was extremely important, but 
it was also a challenge.” 

 
Strong customer relation-

ships were key. “We’ve al-
ways had a very high-touch 
approach with our clients,” 
Ms. Campbell says. “We be-
lieve that creating lasting con-
nections with them benefits

LARGEST EXHIBIT OF  
BOB DYLAN’S VISUAL  
ART ON DISPLAY IN MIAMI 

MIAMI—Artist, writer, musi-
cian, songwriter, and Nobel 
Prize-winner Bob Dylan’s  
visual art is currently on  
display at Florida International 
University’s Frost Art Museum 
in Miami. “Retrospectrum: 
Bob Dylan” is the largest  
survey to date of Dylan’s 
artistic work from the late 
1960s through 2021. The  
exhibit features more than 
180 paintings, drawings,  
and sculptures—much of 
which have never been seen 
by the public before.  
 
“Retrospectrum” marks the 
first time the artworks have 
been shown together in the 
U.S. In 2019, a version of  
the show was first held at  
the Modern Art Museum in 
Shanghai. Also on display  
is Dylan’s newest body of 
work featuring a series of 
paintings inspired by famous 
movie scenes called “Deep 
Focus.” Shown is the artist’s 
painting titled “Abandoned 
Motel, Eureka” from 2015 to 
2016. “Retrospectrum: Bob 
Dylan” is on view through 
April 22, 2022. For further  
information, telephone  
(305) 348-2890 or visit the 
Frost Art Museum’s website 
located at: www.frost.fiu.edu.

ART WORLD NEWSPAGE 12

LESSONS LEARNED FROM 2021

continued on page 14

continued from page 1

Sorrel Sky Gallery’s Durango, CO, location.
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everyone—the artists, the 
client, and the gallery. So 
when things got rocky for 
other businesses, we had the 
edge in those relationships 
that were already established 
and continued to grow. Peo-
ple still turn to us for their art 
needs.” 

 
As the world continues to 

shift, so do the customer de-
mands. “This past year has 
been an opportunity for peo-
ple to reevaluate what is im-
portant to them, 
whether it’s their 
job, their location, 
their environment. I 
think they’ve re-
captured a sense 
of self and will  
continue to en-
hance their per-
sonal spaces, 
making choices 
that improve their  
daily life right 
now.” 

 
This year’s chal-

lenges have also 
added to gallery 
staffs’ workload as new ap-
proaches were implemented 
—but having a strong cus-
tomer base has helped. 
“Client outreach is something 
we’ve always done, but we 
took it to another level this 
past year,” Ms. Campbell 
says. “Each member of the 
gallery team worked hard to 
show personal interest in 
their clients, staying con-
nected, checking in when ap-
propriate, sharing ideas, new 
works, and new artists. The 
results were amazing. We’ve 
always had a broad marketing 
plan but knowing that the 
more personal it is, the better 
the results are; we stream-
lined. We found that giving 
more attention to our individ-
ual client outreach, designing 
specific e-mail campaigns, 

and increasing the educa-
tional content in our blog 
were all very effective.” 

 
Marketing itself for Sorrel 

Sky also took a much more 
customized approach. “There 
were instances when those 
who were accustomed to ac-
tually being in our galleries 
simply couldn’t be with us. 
Keeping that in mind, we 
would share images of new 
artwork with them—even 
when, at times pieces hadn’t 
even arrived at the gallery 
yet—and they’d jump on the 
opportunity. It helped in keep-

ing them engaged. It goes 
back to having those estab-
lished relationships, staying 
tuned into their needs, and 
their current situation.” 

 
Also noting that sales were 

good is Shoshana Blank, 
owner of Shoshana Wayne 
Gallery, located in Los Ange-
les and in business since 
1986. “Our collectors were 
very happy to hear from us 
throughout 2021 and most of 
our FaceTime tours with them 
ended with a sale,” she says. 
“It was not ‘business as 
usual’ this year and since we 
could not socialize face-to-
face, the contact was very 
much welcomed.” 

 
Pandemic aside, Ms. Blank 

had the added challenge of 

running the gallery out of a 
temporary space in 2021 and 
will open a new 5,000-square-
foot location on January 9, 
2022; with the exhibition 
“Orly Maiberg: Where Do 
We Go from Here.” Keeping 
the gallery running smoothly 
took a lot of juggling. “We 
staged online shows, sent e-
mail newsletters, maintained 
an active Social Media pres-
ence, added new artists to 
our stable, and made sure to 
keep in touch with collectors. 
FaceTiming with collectors 
and taking them through exhi-
bitions to give a private tour 

of each of the 
shows was an 
added personal 
touch.” 

 
Roy C. Saper, 

owner of Saper Gal-
leries and Custom 
Framing in East 
Lansing, MI, open 
for for 43 years, 
says that business 
has been steadily 
improving each 
year. “We did better 
in 2021 than 2020. 
And in 2020 we did 
better than 2019. 

And in 2019 we did better 
than 2018,” he says. “Why? 
Because I work at it every 
day. Part of that is to do bet-
ter for our clients, never say 
‘no;’ give them what they 
want in terms of art, framing, 
and other services.” For Mr. 
Saper, an unexpected staff 
dilemma caused a problem 
for the business. “Our great-
est challenge was having an 
employee leave when we es-
tablished a Covid-19 policy 
that matched OSHA recom-
mendations. That cau-sed a 
backlog in our framing depart-
ment and other projects that 
were delayed in getting com-
pleted because she dropped 
the ball by leaving abruptly 
without any notice.” 

MARLBOROUGH 
GALLERY’S INSTALLATION 
FROM 1976 ACQUIRED BY 
BROOKLYN MUSEUM 

NEW YORK, NY—In 1976, 
Marlborough Gallery pre-
sented “42nd Street–Porno 
Bookstore” from the ground-
breaking installation Ruckus 
Manhattan, a three-dimen-
sional immersive installation 
of lower Manhattan by Red 
Grooms and Mimi Gross.  
The Brooklyn Museum has 
recently acquired it for its per-
manent collection along with 
nearly 500 other new acquisi-
tions and gifts. The installa-
tion features various life-size 
representations of iconic New 
York landmarks and whimsi-
cal interpretations of New 
Yorkers. Call (212) 541-4900, 
www.marlboroughgallery.com. 
 
 
PICASSO MOST INVESTED 
IN ARTIST OF ALL TIME 
 
LONDON—money.co.uk re-
cently discovered that the art-
work of Pablo Picasso is the 
most invested in of all time, 
based on the most expensive 
paintings ever sold at auction. 
Picasso had more paintings 
sold at auction (25) than any 
other famous artist with an av-
erage value per painting sold 
at auction of $82.7M. The col-
lective value of his paintings 
sold at auction is $1.24B.
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Signature Galleries is located in The Canal Shoppes 
at The Venetian in Las Vegas.
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Keeping sales coming in  
involved keeping customers 
engaged and letting them 
know that the gallery still has 
a lot going on. “Being active 
and visible was important 
in 2021,” he says. “Post-
ing regularly on all Social 
Media, adding written 
comments received from 
clients to our Testimoni-
als page several times a 
week online, responding 
to customer reviews, 
sending personal ‘thank 
you’ notes to every client 
for every transaction, pro-
moting ancillary services 
such as appraisals, instal-
lations, conservation, and 
restoration; and posting 
photos on our website of 
happy clients picking up 
their orders. These are all low 
(or no) cost activities that are 
supportive of our clients and 
focus on them, as the clients 
are the ones who keep us in 
business.” 

 
Every interaction 

becomes an impor-
tant part of the 
process at Saper 
Galleries. “When 
prospective cus-
tomers call for infor-
mation, we make 
sure to convey 
what we can do, 
not what we won’t 
do. It is vital to be 
positive in all com-
munications and 
put ourselves in the 
shoes of the client. Give them 
what we would want our-
selves—a responsive, help-
ful, supportive, thoughtful 
solution to whatever the client 
wants. Say ‘yes, we can do 
that,’ not ‘no, we don’t/can’t 
do that.’ If a client makes a 
reasonable request, go with 
it. A happy client will return.” 

 
At the beginning of the 

pandemic, home décor sec-
tors, including the art and 
framing industry, saw a noti-
cable spike in sales as more 
people were home and look-
ing to improve their surround-
ings. This trend seems to 
have continued in 2021. “Our 

clients have been spending 
more time at home and want 
them to be comfortable,” Mr. 
Saper says. “But many are 
now going online to buy art 

and framing and fewer are  
visiting brick-and-mortar gal-
leries. I have noticed that 
some of these customers 
generally are less concerned 
about the medium or having 
an original and are satisfied 
with a reproduction as the 
price is almost always afford-
able. We often have clients 
visit us after buying from 
other retailers online when 

their frame and/or art are  
destroyed in shipping or the 
quality is unacceptable and 
we assist them further. Most 
online sellers fail to properly 
package art so we end up 
doing the repairs or replace-
ments.”   

 
He also notes that just 

because foot traffic may 
be down, doesn’t mean 
that people don’t want to 
see new work and the 
quality of the physical 
showroom and online 
presence be maintained. 
“Keeping the gallery look-
ing fresh, adding newly ac-
quired art to the displays, 
keeping the frame selec-
tion room neat and clean 
always, updating the web-
site daily, our occasional  
e-newsletters, and Social 
Media posts have all been 

beneficial. We also frequently 
provide framing services for 
clients who buy art from us 
but may live a distance away. 
We do that by sharing photos 

of suggested framing 
options and the 
clients appreciate 
that we will frame 
their art purchases 
and ship the finished 
framed art to them 
which we do fre-
quently.” 

 
Keeping people 

engaged by using 
technology garners 
Mr. Saper the best 
outcome. “Our e-
newsletter always 
brings quick re-

sults,” he says. “Within a 
couple hours after sending 
our e-newsletter yesterday, 
most of the artwork pictured 
in it had sold and all of the 
most expensive items sold 
—some with multiple people 
wanting to buy the same 
unique painting resulting in 
our having art commissioned
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PROVINCETOWN ART 
GALLERY ASSOCIATION 
RE-ESTABLISHES PRINT 
PROGRAM FOR 2021 

PROVINCETOWN, MA— 
The Provincetown Art 
Gallery Association (PAGA) 
has reestablished its tradition 
of publishing a limited edition 
series of archival prints fea-
turing artists from Province-
town’s legendary galleries. 
Previously, Long Point 
Gallery, a cooperative art 
gallery that closed in 1998 
after 21 years, raised pro-
gramming funds each year 
with the sale of a hand-signed 
print featuring all of their 
artists. Picking up the mantle 
are 18 galleries located in 
town in which one of their 
gallery artists will create a  
limited edition print measuring 
30 by 20 inches with  
proceeds supporting the 
Provincetown Art Gallery  
Association.   
 
Signed copies of the print  
program poster are $225  
and unsigned for $75 each. 
Among the featured artists 
are Salvatore Del Deo, John 
Dowd, Adam Peck, Helen 
Grimm, Marian Roth, and 
Ellen LeBow. Each print is 
hand signed by all of the 
artists. A launch party was 
held during Provincetown’s 
Holly Folly Weekend at the 
Berta Walker Gallery. Shown 
is “Side Street” by John Dowd 
from William Scott Gallery. 
The prints can also be pur-
chased online at PAGA’s  
website located at: www. 
provincetownartgallery 
association.org.
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The Art of Custom Framing is located in Troy, MI.

Key West Gallery is located in Old Town 
Key West, FL.
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to be created for those who 
did not get their first choice. 
A key is to not have e-
newsletters too frequently as 
that then becomes an irritant 
rather than an inter-
est. We also loan 
artwork for people 
to try in their home. 
That has always 
been successful as 
it conveys trust, 
support, and care 
for the client’s inter-
ests. Patience with 
clients is another 
key.” 

 
While the world 

has changed dra-
matically, customers’ needs 
are still similar to pre-pan-
demic times. “Customers 
want good personal service, 
to be recognized, valued and 
appreciated. And we deliver 
that to every client, every 
time. Customers enjoy being 
treated as our most impor-
tant and valued customer.  
That has not changed and we 
will always deliver exactly 
what the clients desire.” 

 
And all of this service has 

not gone unnoticed by Mr. 
Saper’s customers. “It was a 
good year and our clients are 
all so positive, supportive, 
and appreciative of our going 
the extra mile for them. For 
example, we provided serv-
ices like delivering for free, in-
stalling art as a courtesy for 
some who may have diffi-
culty, and bringing art to their 
home to see how it looks on 
display there rather than in 
the gallery,” Mr. Saper says.  
“The key is to provide the 
clients with a level of service 
that goes beyond their rea-
sonable expectation. It may 
take more time and be a bit 
inconvenient, but it will be 

valued by a client and they 
will share with others how 
helpful we were. And word-
of-mouth is the best way to 
have one’s business mar-
keted.” 

 
Art Bashi, owner of The 

Art of Custom Framing in 
Troy, MI, says that while this 
year was an improvement 
over 2020, it will take some 
time to get back to what it 
once was. “This year has 
been respectable, but we  
are not at pre-Covid 
sales yet,” he says. 
“We are fortunate  
to have accounts 
that served as a base 
of regular business. 
And, we held as 
many promotions as 
we could. Being a vi-
sual business, we 
prefer to have cus-
tomers come in, but 
we started doing 
more marketing via 
phone, text, and e-
mail this year.” 

  
Having a versatile busi-

ness that wears many hats 
has helped Mr. Bashi to 
reach a wider customer 
base. “I’m fortunate to have 
an art gallery, custom 
frameshop, commercial 
frameshop, and a large for-
mat printing department. 
Therefore, I’m able to draw 
business from at least one or 

two of these areas through-
out the year.” 

  
He has noticed that 

today’s customer is much 
more comfortable buying 
products and services using 
technology than in the past in 

an effort to cut face-
to-face interactions 
down. “People want 
to conduct as much 
of the transaction by 
phone, text, or e-mail 
before they come  
in. What has helped 
me a lot in 2021 was 
that I am able to have 
my core employees 
work three days a 
week and utilize a 
work share program 
through the state that 

mostly paid the difference 
from their full-time pay.” 

 
Tourist areas like Las 

Vegas were hit hard in 2020 
and into the beginning of 
2021. Robin Riley, gallery di-

rector of Signature Galleries 
located in the Nevada city’s 
popular The Grand Canal 
Shoppes at the Venetian, 
says that each month busi-
ness changed. “Things were 
much better than expected 
this year. By mid-April the 
tide drastically changed with 
increased traffic and that 
trend continued to build 
throughout the summer re-

sulting in better than usual  
for June, July, and August,” 
she says. “Typically, with the 
heat here, the summers are 
a bit slower, but this past 
summer, perhaps with clients 
unable to travel abroad, 
Vegas had a better than 
usual level of visitors.” 

 
To accomodate cus-

tomers, Ms. Riley says that 
some adjustments were 
made. “We kept the gallery 
open even beyond the re-
quired hours of the Grand 
Canal Shoppes. We also 
continued to do artist appear-
ances and events.” She also 
noticed that people were in-
terested in beautifying their 
homes as many continued  
to work-from-home in 2021. 
“More than ever people 
seem to be treating their 
home as a sanctuary and art 
is an integral part of this. And 
all of our art consultants did 
more follow-up and client 
contact than ever to keep the 

momentum going,” 
Ms. Riley says. 
“Reaching out to 
past clients and  
also making sure to 
thoroughly follow up 
on everyone who 
passed through the 
gallery and ex-
pressed any level of 
interest in the art-
work became more 
important than ever. 

 
“This past year 

has done a lot to  
solidify my belief that people 
need art,” Ms. Campbell  
of Sorrel Sky Gallery says. 
“It’s not just a matter of 
wanting it, but truly needing 
it. Humans have always 
looked to art to soothe and 
strengthen.” 
 
 
Koleen Kaffan is Editor in 
Chief of Art World News.
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Saper Galleries is located in East Lansing, MI.

Shoshana Wayne Gallery is located in Los Angeles.
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