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CUSTOM FRAMING
TIPS: DIPLOMAS AND
CERTIFICATES

Graduation season is
coming up soon and there
are diplomas to be framed.
Even if customers gradu-
ated years ago, it's never
too late to frame that special
memory. Go to page 20
for some tips on framing
diplomas from both a
design and a technical
standpoint.

CREATING HAPPY
FRAMING CUSTOMERS

Industry insider Litsa
Spanos of ADC Fine Art in
Cincinnati discusses the im-
portance of sales and de-
sign versus just technique
when working with a custom
framing customer. Go to
page 22 to read more.

PROTECTION TIPS:
HOME SECURITY FOR
OBJECTS

Art Pro Net's founder, Kelly
Bennett, presents tips and
techniques on the best way
to protect a collector’s ob-
jects in the home or office
and the importance of de-
ciding how public or private
the display of the collection
will be. Go to page 16.

FOCUS ON FRAMING:
NEW FRAMING
PRODUCTS

As part of this month’s
Focus on Framing, new
custom framing releases
are highlighted from vari-
ous companies with new
moulding collections, line
additions and extensions,
new acrylic sizes and cata-
logs. Go to page 24.

ADC Fine Art is located in Cincinnati.

FRAMERS TREAD LIGHTLY
WHEN OFFERING DISCOUNTS

Discounting can be a dirty word in the custom framing industry.
Many framers feel that offering discounts can set a bad presi-
dence and lead to more one-off sales rather than the long-term
relationships that are the industry’s lifeblood. But in today's mar-
ket as finance’s are being stretched, being able to glean some
tips and strategies from retailers that live off of discounting can
be implemented, albeit more subtlely. Offering discounts on

custom framing may be a
good way to increase foot
traffic, but ultimately, it is the
design, quality and creativity
of the project that must be at
the forefront. The framer is
also tasked with a new layer
to their sales process in that

they must turn the customer
from a discount shopper to
a consumer educated on all
that custom framing entails.
No easy feat, but this can
help to build a relationship
and create a return customer.

continued on page 10

Click on advertisers’

Web addresses

throughout the issue.

QUOTE OF THE MONTH:

“Most customers have realized
that the discounts that are offered
elsewhere are not true discounts
or ‘sales’ but inflated prices
brought down to seem as if

they are getting a deal.”

Brandy Lupo, page 14
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46TH ANNUAL ARTEXPO
NEW YORK SEES
INCREASED ATTENDANCE

NEW YORK, NY—The 46th
annual Artexpo New York,
held at Pier 36 in Manhattan,
March 30 to April 2, saw
record attendance with more
than 18,000 art enthusiasts
and industry leaders attend-
ing. This year’s fair hosted
more than 200 national and
international exhibiting gal-
leries, art publishers and
artists from more than a
dozen countries across
70,000 square feet of uninter-
rupted convention space. The
original work of 1,000+ artists
were on display and included
prints, paintings, drawings,
sculptures, photography, ce-
ramics, giclées, lithographs
and glass works, among other
contemporary and fine art.
This year’s Spotlight Program
continued to be a highlight of
the fair's programming and
events, and featured several
galleries and prominent artists
who created a site-specific ex-
hibition. This year’s recipients
brought their cutting-edge tal-
ent to the forefront of the art
world, and included: Artur
Gelumbauskas, D’Arcy Bel-
lamy, Galerie Minrath, Jael
Roznicki, Lilac Gallery and
Valentinarte Gallery. Other
highlights include [SOLO],

Art Labs, Meet the Artists

and Live Demonstrations,

Art Talks and the Opening
Night Media/VIP Preview. For
further information, visit the
website at: www.redwoodart
group.com/artexpo-new-york.
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CUSTOM FRAMERS LIMIT DISCOUNTS

continued from page 1

Getting a deal is often the
driving force when con-
sumers see advertised dis-
counts. The alternative can
be to offer promotions or in-
centives that put the value
of the product and service at
the forefront. Since custom

retail concept, after its re-
cent earnings report showed
increased sales.

On the other end of the
spectrum, the big blue
20% off coupon synony-
mous with Bed, Bath & Be-
yond could not save the Big

the company.

In the custom framing
market, finding a happy
medium is the key. Page +
Waterman Gallery & Fram-
ing, Wellesley, MA, has been
in business since 1917, and
owned by Sturdy Waterman
since 1979. He has

framing is more than
just a product as it is
created by a skilled
framer using various
brands of materials,
creating a promotion
around this fact can
help bring the con-
sumer into the design

process and allow
them to acquire
something  unique.

The value of that well

seen consumer buying
habits  shift many
times over the years.
“While we have found
it necessary to dis-
count and provide in-
centives on art in
order to turn over in-
ventory, | have never
discounted or pro-
vided incentives on
our custom framing,”

exceeds anything of-
fered by the Big Box
stores.

Business analysts have
called 2023, the year of the
discount store as many of
them (Family Dollar, Five

Page + Waterman Gallery & Framing is
located in Wellesley, MA.

Box retailer as it has closed
stores across the U.S. and
has filed for bankruptcy
protection. In the company’s

he says. “We have

a good reputation and,

fortunately, are lo-
cated in an upscale area so
there is no need to and it
would be a slippery slope if
ever chose to do so.”

Below, Dollar General,
etc.) have experienced a
boom during the pan-
demic that is continuing
today.

While discount retail-
ers are very different to
custom frameshops and
work under a different
business model alto-
gether, these stores are
gaining in  popularity
which means they can

One way to help close
a sale, can be to offer a
little incentive. This can
also pay for itself as it
opens the door to new
sales. “In-home consul-
tation—whether it be for
art or framing—is a nice
extra to offer, as well as
picture installation serv-
ices. We have found that
getting inside of a cus-
tomer’s home is a plus
since we almost always

set the tone for con-
sumer buying habits
across many different mar-
kets. Even those gatekeep-
ers of high-end multi-brand
retail are looking to appeal
to new consumers weary
from the pandemic. In early
March, high-end department
store Nordstrom announced
that they would be opening
nine additional stores for its
Nordstrom Rack, off-price

Evalyn Dunn Gallery, Westfield, NJ.

press release, they made
sure to note that their infa-
mous coupon would not
be accepted during their
closing sales. The oversized
coupon itself was introduced
more than 30 years ago
and mailed to millions of
households. It became part
of pop culture over the years
but even that couldn’t save

see an important piece of

art which is in need of
conservation framing. Cus-
tomers almost never say no
while in their home. One rea-
son may be that perhaps
they appreciate the attention
one is giving to their decor.
This can be very important
in building a relationship as
most folks care a lot about

continued on page 12
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