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Saper Galleries is located in East Lansing, MI.

Art and framing retailers are gearing up for the new year, tak-
ing with them the hard-earned lessons of 2021 and even 
2020, in an effort to gain momentum. Experts predict that 
prices will continue to rise as the difficulties caused by the 
pandemic continue, but what many are striving to do is  
work to give consumers a reason to buy. Sometimes, the 
road to a sale can be long traveled, but what retailers have 
learned is that all of the ef-
forts put forth will be worth it 
in the end. Last year, a record 
number of people shopped  
online and social shopping—
recreating customer interaction 
and experiences—has be-
come the fastest growing area 

of e-commerce. Many ex-
perts feel that this will dic-
tate how successful retailers 
will make money in 2022. 
But that doesn’t mean that 
people have given up on 
brick-and-mortar shopping.

HYBRID RETAIL IS NEW YEAR’S 
GOAL FOR RETAILERS
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QUOTE OF THE MONTH: 
“Art buying seems to be on 
the upswing in general. We 
have high expectations for 
2022 despite the pandemic.” 
              Robin Riley, page 10

FRAMEWORKS AND  
TRU VUE APPEAR  
ON DIY TV SHOW,  
DESIGNING SPACES 
 
Tru Vue’s Museum Glass 
and Optium Acrylic products 
are featured in an episode 
of the award-winning Life-
time home improvement  
TV show, Designing 
Spaces, alongside custom 
framers, FrameWorks 
Miami. Page 20. 
 
 
GALERIE D’ORSAY’S  
360-DEGREE TOURS 
 
Galerie d’Orsay, located in 
the heart of Boston’s Back 
Bay, offers collectors and art 
lovers a 360-degree online 
walk-through tour for those 
that can’t make it into the 
gallery or are unable to  
adhere to the Covid-19 
guidelines. Page 16.

MAC FINE ART BENEFITS 
CHILDREN’S CHARITY, 
KIDS IN DISTRESS  
 
MAC Fine Art recently parti-
cated in the recent Art Gala 
benefiting the charity Kids In 
Distress and presented art-
work from the gallery while 
artist Elena Bond painted live 
for attendees. Go to page 8 
for more details. 
 
 
UTILIZING INDUSTRY 
CHANGES TO DRIVE 
SUCCESS 
 
Industry expert Katherine 
Hébert discusses how 
changes in the retail environ-
ment provide a great start to 
resolving the outdated prac-
tices in the current gallery 
business model in an age 
where there are significantly 
more sources to purchase 
artworks. Page 21.

continued on page 10
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According to new research 
from Forrester, 72 percent of 
U.S. sales will be made there 
by the year 2024. Using tech-
nology today as a sales and 
communication tool will help to 
reinforce businesses in the 
minds of con-
sumers as they 
make their way 
through Covid-19. 
In the December 
2021 issue of 
AWN, we spoke 
with art and fram-
ing retailers to see 
what worked for 
them in 2020. Now 
we see what they 
have planned for 
2021 to help them 
hit the ground run-
ning. 

 
Kellie Alpert, principal of 

Key West Gallery in Old Town 
Key West, FL, says that this 
year will be a tricky combina-
tion of staying on top of cus-
tomers, while also staying 
solvent as prices rise. “2022 is 
going to be a pivotal year for 
the art world. We are providing 
art experiences and that re-
quires a great deal of planning 
and commitment for things like 
artist interaction, asset collec-
tion, and creative marketing 
development for all platforms. 
The key is a great team and in-
frastructure, as it’s akin to pro-
ducing any large event, similar 
to a rock concert. I keep work-
ing towards the perfect team. 
We were able to excel at the 
development of a successful 
digital component, and for 2022 
we plan to keep innovating to 
achieve better online sales 
and capabilities.” 

 
To get the most out of her 

gallery’s website and Social 
Media platforms, Ms. Alpert 
says that her collectors have  
a desire to purchase art and 

need to feel confident in who 
they are purchasing from. “Peo-
ple are still invigorated and crav-
ing fine art, and finer things in 
general like spirits, wine, col-
lectibles, vacation homes, and 
cars even during the pan-
demic,” she says. “As we learn 

how to work, live, and exist in 
this changed world, I believe 
restrictions will lessen as we 
adapt to living with the virus.” 
Being proactive is Ms. Alpert’s 
main goal for this year. “We 
have planned for all of 2022. 

That is the key to success and 
what has become expected of 
Key West Gallery—celebrity 
artistic experiences, pop-ups, 
collector’s events, yacht cruises 
with our artists, new releases, 
and ever-changing and vener-
able collections,” she contin-
ues. “I have no doubt that 
2022—and 2023—will be very 
strong years, and we have rec-
ognized this early on in 2020 

and capitalized on the trend 
and desire by all people every-
where in the world to make the 
environments in which they live 
and work beautiful and reflec-
tive of their varying tastes.” 

 
Robin Riley, gallery director 

of Signature Galleries, located 
in The Grand Canal Shoppes 
at the Venetian in Las Vegas, 
says that she is positive about 
the new year. “Art buying 
seems to be on the upswing in 
general. We have high expec-
tations for 2022 despite the 
pandemic. Based on the past 
six to eight months, it is very 
important to have high dollar 
items available in addition to 
those that support the day 
in/day out sales. And that all 
the art consultants are com-
fortable presenting expensive 
originals and bronze sculptures.” 

 
Being located in a travel 

destination, Ms. Riley’s gallery 
is at the mercy of the trends in 
travel so they need to stay  

active to supple-
ment the slow 
times. “Our traffic 
flow is extremely 
dependent upon 
tourism and 
events and con-
ferences happen-
ing here in Las 
Vegas,” she says. 
“To augment that 
we have art 
shows at least 
monthly and in-
vite past clients 

and potentials who may want 
another reason to travel to  
Las Vegas. The art shows 
also help generate activity  
in the gallery to entice the 
passer-by and tourist alike.”  

  
One trend that she hopes 

will continue into 2022, is the 
sales of multiple pieces of art

BLAZING EDITIONS’  
MUSEUM EXHIBITIONS  
FOR 2021 & 2022 SEASON 

EAST GREENWICH, RI—
Blazing Editions, has  
been participating in fine art 
printmaking collaborations 
with art museums featuring 
the work of nationally ac-
claimed artists as part of  
their 2021 and 2022 seasons. 
The work is printed on dye 
sub aluminum. The exhibi-
tions include: Artist Michael 
Melford’s fall exhibition at 
Mystic Museum of Art in  
Mystic, CT; the NYC Dance 
Project’s Ken Browar and 
Deborah Ory’s summer  
exhibition at the Hunter  
Museum in Chattanooga,  
TN; Nathan Lord’s year-long 
exhibition at the Louisiana  
Art & Science Museum in 
Baton Rouge, and LA; E.  
Caballus: The Domesticated 
Horse Exhibition At Griffin 
Museum in Winchester,  
MA, featuring Susan Irene. 
Also, included in the upcom-
ing season is Alison Langley 
and Russ Kramer’s “Now  
& Then” Exhibition at the  
Herreshoff Marine Museum, 
located in Bristol, RI, in  
which some of the artwork  
is shown above.  
 
For further information,  
telephone Blazing Editions  
at (401) 885-4329 or go to 
the company’s website at: 
www.blazing.com.
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The Art of Custom Framing in Troy, MI.

Key West Gallery is located in Key West, FL.
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in one sale. “Art buying has al-
ways been a favorite pastime 
for travelers but more than 
ever, customers are purchas-
ing multiple works of art at a 
time instead of one or two 
items,” Ms. Riley says. “To 
me, this shows a depth of 
desire and the financial 
ability to truly build an art 
collection. Art consultants 
with the ability to stay the 
course with clients and 
keep adding-on instead of 
being satisfied with selling 
one item are experiencing 
great success.”  

 
Art Bashi, owner of The 

Art of Custom Framing, 
Troy, MI, plans for a 2022 
that consists of staying 
the course as people real-
ize that Covid-19 will be a 
part of their lives for a while. 
“We have a list of areas that 
we will be working on, such as 
internal efficiencies and updat-
ing the processes that we use 
for ordering and com-
municating with our 
vendors regarding 
backorders or out-of-
stock issues. And 
then we will be able to 
share that information 
with our customers to 
keep them in the loop. 
This is important to 
running the business 
we have learned,” he 
says. “The plan is to 
provide more com-
munication with our 
customers via computer and 
over the phone regarding pric-
ing for items. Many customers 
want as much information in ad-
vance of coming into the shop.” 

 
Roy C. Saper, owner of 

East Lansing, MI-based Saper 
Galleries and Custom Fram-
ing, says that for him, 2022 will 
be about growing from last 
year. “Doing better tomorrow 
than we did today is our plan,” 

he says. “Ensuring that we have 
on display and available the art 
that clients like (as proven by 
their purchase activity) and 
framing assistance that is re-
sponsive to their preferences. 
We will continue to treat every 
client with patience and gen-

uine interest to solve whatever 
they are seeking with a solu-
tion that perfectly matches 
their desire. Also important to 
note is that art interests change 

over time. We are doing a lot 
to serve a younger population 
and it is important to cater to 
their interests and be sensitive 
and aware of art interests that 
may be different than our own. 
Older clients eventually may 
slow down their collecting so 
the growth will be with younger 
collectors. Nurture them and 
they will stay with you.” 

 
Mr. Saper feels that the 

sales momentum of 2021 is 
something that can be main-
tained by putting in the work. 
“Business will definitely im-
prove for those who make a 
commitment to work to im-
prove it. That has to be an ac-
tive pursuit,” he says. “It 

won’t happen by being 
idle, waiting for business 
to walk through the door-
way. If a business pro-
vides what people have 
interest in and treats them 
with respect and cour-
tesy, knowledge, and  
supportive assistance, 
business will improve. 
Proactive initiatives are a 
necessity. One can’t thrive 
with momentum alone. 
New initiatives and active 
development of new ap-
proaches (displays, frames, 
advertising, promotions) 
can provide a push that 
spurs new business.” 

 
Getting the word out about 

Mr. Saper’s business in his 
local area is also a goal. “We 
will likely have more gallery 

tours for community 
groups and, as in the 
past, we will continue to 
be supportive of com-
munity groups who call 
on us for assistance. 
Being active and sup-
portive of the commu-
nity is important to us 
—serving on boards 
and commissions, do-
nating to schools and 
the many nonprofit and 
similar organizations 
who call on us allows 

us to give back to the commu-
nity and shows that we are 
supportive of others.” 

 
In a recent study, the Na-

tional Retail Federation (NRF) 
reported that the labor short-
age is still playing a role in 
everything from supply delays 
and limits to finding qualified 
employees. The report notes

ARTIST DAVID WEEKS NYC 
BRINGS AWARENESS TO 
OCEAN CONSERVATION 

MIAMI—Artist David Weeks 
NYC has debuted a 10 foot, 
750 lb. sculpture titled “The 
Plastic Wave” at Art Basel 
Miami to bring awareness to 
the Plastic is Wack campaign 
(plasticiswack.com) and 
ocean conservation. The un-
veiling also included a VIP 
event and an art auction to 
raise funds for the charitable 
organization, 4ocean. Weeks 
is known for his viral mobile 
installations, Kanye West 
sculpture, Megan Thee Stal-
lion custom commission, and 
unique broken skateboards.  
“I’m proud to have a stage to 
show my work such as Art 
Basel Miami,” he says. “I re-
ally wanted to hit people with 
something I actually care 
about, not just another fluff 
piece that’s only optically 
pleasing. ‘The Plastic Wave’ 
is not only optically pleasing, 
but there’s a deep message 
within it and unfortunately a 
lot of people are not aware of 
what’s happening in the 
ocean. So, I made it my duty 
to educate them.” The sculp-
ture is fiber glass casted from 
a clay mold finished with an 
electrodeposition coating, 
measuring 65 by 120 by 81 
inches. For more details,  
visit the artist’s website at: 
www.davidweeksnyc.com.
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Signature Galleries in The Canal Shoppes 
at The Venetian in Las Vegas.

Shoshana Wayne Gallery is located in Los Angeles.
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that the shortages’ ripple ef-
fect can make creating the 
customer experience a little 
harder. Fewer associates in 
stores can mean a less per-
sonal shopping experience, 
less customer service, and 
longer wait time on projects.  

 
Mr. Saper says that he has 

felt the labor shortage as well. 
“Our greatest problem is too 
much business for the staffing 
we now have. I review re-
sumes every day but am not 
finding the skillful talent that 
we truly need. We hope in 
2022 to add to our staff 
additional team members 
who can meet the chal-
lenge of delivering to our 
clients as we have for our 
first 43 years.” 

 
Shanan Campbell, 

owner of Sorrel Sky 
Gallery, located in Durango, 
CO, and Santa Fe, NM, 
says that her plans for the 
new year include keeping 
the businesses healthy. 
“In one word, I would say 
growth is the goal—for 
my team, for the artists 
that we represent, for the 
business, and in the rela-
tionships we have with our 
clients. Despite the chal-
lenges we faced over the past 
two years, we experienced 
amazing growth and we’ve set 
new goals for 2022 based on 
what we were able to achieve 
in 2021. We’re looking to 
make 2022 our best year yet.”  

 
And to achieve this, Ms. 

Campbell will keep work to 
keep collectors engaged. “In 
the past, we tended to view 
openings and shows as a vital 
way to engage with people, to 
connect our clients with our 
artists. 2020 and 2021 com-
pletely shifted our thinking in 
that regard,” she says. “We 
redirected our energy toward 

individualized client outreach 
and specialized outreach cam-
paigns, and discovered that 
we were able to keep new and 
established clients even more 
engaged.” 

 
The new way of life due to 

the pandemic has created 
unique challenges for retailers, 
forcing them to be even more 
proactive and to get creative. 
“As people reevaluate their 
environment, based on what 
they’ve experienced or ob-
served, they’re taking steps to 
stay focused on what’s most 
important to them. They’re 
looking to enhance their sur-
roundings as never before, 

and they’re turning to trusted 
galleries and art advisors to 
assist them in that. I’m not 
sure any of us are ready to pre-
dict how Covid will or will not af-
fect our lives as we move into 
2022,” she says. “I do think we 
have to accept that each day, 
each week, each month may 
bring changes. My team and I 
have made the conscious de-
cision to maintain a positive at-
titude and to be willing to adapt 
whenever it’s needed. That will-
ingness is vital to growth in an 
ever-changing world.”  

 
Sorrel Sky Gallery’s Du-

rango location is celebrating 

it’s 20th anniversary this year 
and has events planned for 
June and September that will 
feature Colorado artists Bryce 
Pettit and Edward Aldrich, re-
spectively. Local festivities in 
early December will get the 
holiday season started. At the 
Santa Fe location, artist Robert 
Rivera’s work will be on display 
during Spanish Market at the 
end of July. In August, Star 
Liana York will have a one-
woman show and several 
events are being planned to 
celebrate Indian Market as well. 

 
Shoshana Wayne Gallery 

has been in business since 
1986 and is currently located 

in historic West Adams dis-
trict of Los Angeles and is 
housed in a 5,000-square-
foot location. Gallery owner 
Shoshana Blank has seen 
many changes in the art in-
dustry over the years. For 
her, keeping the artwork 
and gallery accessible to 
collectors is vital, but to 
also present an exciting mix 
of new work will help keep 
interest up. “For 2022, we 
will keep presenting online 
exhibitions in addition to our 
regular gallery shows,” she 
says. Running until March, 
the gallery will present the 
new work of Tel Aviv-based 
artist Orly Maiberg in a show 
titled, Where Do We Go 

From Here which is the artist’s 
first solo show in the U.S.  

 
The sales landscape for 

2022 seems to be gaining as 
much traction using the idea of 
hybrid retail, or combining the 
physical gallery and/or frame-
shop location with online options 
such as websites, Social Media 
platforms, and technology like 
FaceTime. The reality is that the 
majority of sales begin online. 
The crossover from online to  
offline takes patience, creativity, 
and communication.  
 
Koleen Kaffan is Editor in 
Chief of Art World News.
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MEIJER GARDENS & 
SCULPTURE PARK  
PRESENTS NEW SEASON 

GRAND RAPIDS, MI— 
Frederik Meijer Gardens & 
Sculpture Park, one of the 
nation’s premier horticultural 
display gardens and sculpture 
parks, presents its 2022 cal-
endar of major events, featur-
ing new sculptural works from 
international artists. The full 
events calendar is available 
at: www.meijergardens.org/ 
calendar. The Gardens incor-
porates its mission of explor-
ing the duality of art and 
nature in the upcoming year’s 
events through the work of in-
ternationally acclaimed an-
nual exhibitions, horticulture 
shows, seasonal indoor and 
outdoor displays, sculpture, 
concerts, and educational 
programming visited by more 
than 650,000 visitors annu-
ally. After being closed for a 
year during renovations, the 
expanded sculpture galleries 
reopen with the exhibition of 
Yinka Shonibare CBE’s “Plan-
ets in My Head,” running April 
1 to October 23, 2022. Artists 
Mel Chin and Elizabeth Turk’s 
“The Space In-Between” runs 
from November 18 to March, 
2023. Shown is “Mad Mom” 
by Tom Otterness and is part 
of the Gardens’ permanent 
collection. For more details, 
call (888) 957-1580 or go to: 
www.meijergardens.org.
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Sorrel Sky Gallery in Durango, CO.
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