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Daniel Winn, CEO, noted
that in addition to introduc-
ing new artists and new pro-
grams, the event with its
lavish and exciting entertain-
ment, demonstrated to gal-
leries that business s
indeed possible, if done
right, in this economic envi-
ronment. “When dealers
saw others writing up orders
placed by the collectors who
were attending, they realized
that they, too, could do this.
A few days afterwards, Paul
Zueger flew
in a client
who  pur-
chased well
over six fig-
ures of art.”

At the red
carpet dealer
event,
artMP2009,
Masterpiece
Publishing in- |
troduced two
new artists,
Ira  Reines
and Carlos
Torres, and
presented
new artist
programs with several of its
painters  debuting their
sculpture and sculptors cre-
ating paintings. The com-
pany flew in Rafael Mael of
Brand Builder to encourage
dealers to think outside the
box in their marketing initia-
tives to bring .business into
their galleries.

Masterpiece also rolled
out a gallery sponsorship
program and presented a
spectrum of ideas and inspi-
ration, all designed to help
galleries do better business.

“In  challenging times,
change is essential,” said
Mr. Winn. "What you do to
set yourself apart from the

competition draws people
into your gallery,” he said.
Of the 70 galleries world-
wide that Masterpiece does
business with, "Some are
doing O.K., some are doing
well, others have gone out
of business. And it is the gal-
leries that have evolved that
are doing the best. Those
who don't evolve won't sur-
vive. So we want to support
you in your evolution.”

The sponsorship program
offers select galleries assis-
tance in:

* Exhibiting at certain con-

sumer fine art fairs.

* Placing monumental
sculpture in a public place
in the vicinity of the
gallery.

* Access to targeted high
quality mailing lists.

¢ Co-op ads.

¢ Coffee table art books on
Masterpiece's artists in
unique gallery editions.

¢ Short movies on some
artists are available on
DVD as selling tools.

* Rewards program: Oppor-
tunity for galleries to ac-
quire art with rewards
points.

Consumer Art Fair
Sponsorship: One way
for a gallery to get new

clients is to exhibit at one or
more of the hundreds of art
shows that take place annu-
ally around the country and
abroad. “We can assist you
in preparing the admissions
form because it can be diffi-
cult to get into these
shows,” says Mr. Winn.
“We will also subsidize your
booth cost and shipping
cost, and help you set up
your booth.” Participating
dealers would pay only for
hotel and airfare.

Public Placement Pro-
gram: Masterpiece will en-

Masterpiece Publishing’s artists attending the event, from left: Garcia,
Tarnowski, Darida, Renzo, Arian, Torres, Desjardins, Reines, Tuan, and Boban.

able a gallery to commission
art for a public space. “The
visibility of monumental
sculptures in public settings
has been instrumental in get-
ting sales for galleries,” said
Mr. Winn. In this program,
there are two options for the
participating gallery.

Firstly, Masterpiece can
donate the monumental
through the gallery for public
benefit to the city, hospital,
etc. Secondly, Masterpiece
can enable the gallery to
raise the required funding
through sales of a limited
edition of a small version of
the monumental.
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Mailing Lists: Master-
piece will provide galleries
with high quality targeted
mailing lists for use in their
marketing efforts. The pub-
lisher will also design, print,
and mail marketing materials
for interested galleries in an-
nouncing new artists, shows,
etc. The dealer pays only
for printing and postage.
Searches in the database
that Masterpiece Publishing
has access to for a gallery's
potential new customers can
be tailored according to
home values of $500,000 to
$10 million.

Roundtable

During a roundtable dis-
cussion when dealers attend-
ing artMP2009 shared ideas,
Ryan Sheckels, vice presi-
dent of sales for Cutter &
Cutter Fine Art, operator of
five St. Augustine, FL, gal-
leries, stated, “| encourage
each of you to look to bring-
ing your sales consultants
to one of these events. |
came here and it changed
my life. It helped me sell far
more than | could have
otherwise. We (sales consult-
ants) are the front line—we
are the ones who see the
customers on the floor.” Mr.
Winn encouraged galleries to
fly in their top 10-15 collec-
tors to visit Masterpiece
Publishing to experience a
weekend devoted to its
artists’ work. The events,
which are combined with a

continued on page 35
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wine tasting, are designed
as a template for galleries to
follow for their own events.
It is all about relationships,
said Mr. Winn. And those
who are avid high-end art
collectors enjoy the com-
pany of those who share
their passion. They appreci-
ate fine wine—and will know
if a gallery does not serve
good wine.

“If you are selling in thou-
sands or hundreds of thou-
sands of dollars, how much
is $100 on a bottle of
wine?” he asked. And they
enjoy each other’'s company.
They have a lot in common.
Give an event for them
so they can socialize to-
gether—and they will push
each other into more pur-
chases.

Masterpiece Publishing’s
Randy Slavin described the
benefits of giving hotel
concierges, bellhops, wait-
ers, and so on, cards from
the gallery to give to hotel
guests. When a guest
comes into the gallery with
the card, the hotel em-
ployee who gave them the
card gets rewarded. This
strategy has been success-
 fully employed by Charles
Thompson of Midtown Ar-
tery in Greenville, SC.

Mimi Sperber, owner of
Off the Wall Gallery in Hous-
ton, said she has focused
on bridal events at the
gallery, getting caterers,
florists, photographers, and
other businesses related to
weddings to advertise in her
mailing announcing the
bridal registry at Off the
Wall Gallery. “Why give up
money to Neiman Marcus
for crystal and china when a

Tarnowski painting or sculp-
ture could be a wedding
gift?” Also, by partnering
on mailings with like-minded
local businesses, a gallery
can add to their mailing lists,
she pointed out.

Ms. Sperber also stre-
ssed the importance of
the human connection. “Let
your clients become more
than collectors—more like
family. You want them to

Artists, from the left, Tuan, Arian, and Des-
jardins, posing with an art-comes-to-life
performer who is impersonating Renzo's of

sculpture entitled “One of Many Memories.”

enjoy coming into your
gallery. Learn to listen. Peo-
ple love to talk. Eventually
they will buy.”

Ruth-Ann  and James
Thorn, co-owners of Exclu-
sive Collections with two
gallery locations in San
Diego, invite local artists
to paint in their galleries,
and they set aside a small
amount of wall space
for their work. "It buys good
will with the local commun-
ity and gets people’s atten-
tion so they stop and
walk into the gallery,” says
Mr. Thorn.

A Positive
Attitude
Trumps All

In his keynote address on
“How to Succeed by Trying
Really, Really Hard,” indus-
try veteran Greg Bloch
pointed out that although
the business climate is par-
ticlarly challenging today, it
has also been difficult at var-
ious periods in the past,
such as the
mid-'70s,
the early
'80s, and
the early
'90s.

Mr. Bloch,
who  man-
aged a na-
tional chain
of galleries
in the '80s
and has also
owned his
own gallery
and is cur-
rently owner
of Triad Art
Group Pub-
lishing, rep-
resentative
Royo's
work, said
that it was
when he was having a tough
time in the '90s, despite
working hard and smart, that
he made a life-changing de-
cision—to devote a year to
listening to motivational
tapes...because every day
he had to sell pictures. In this
effort to re-program himself,
he gave up listening to music
and watching TV altogether.

After an entire year of
listening to motivational
speakers he distilled the
motivational information into
one phrase: A positive atti-
tude is everything. Says Mr.
Bloch, “There is no other

single element that trumps
that, because if you believe
everything is good, it is
good.” Winston Churchill
said, “The pessimist sees
the difficulty in every oppor-
tunity. The optimist sees the
opportunity in every diffi-
culty.” Albert Einstein said,
“There is nothing that is
more certain of insanity than
to do the same thing over
and over and expect the re-
sults to be different.” Mr.
Bloch’s mantra is: “Pretend
you are successful and
eventually someone will be-
lieve it." He is also a firm
believer in the fact that ac-
tivity breeds activity...and
that sells pictures.

artMP2010
Prepare to be
Amazed!

In summary of artMP
2009, Mr. Winn says, “We
spent an incredible amount of
money and resources on
artMP2009 to give the gal-
leries we work with the red
carpet experience as a way
of showing them our respect
and that we care for them.”

Plans are already under-
way for artMP2010 next
April when it is anticipated
that so many galleries may
want to return that the dura-
tion of the two-day event
may be extended so that
every gallery has the oppor-
tunity to bring in collectors.
At the same time, an educa-
tional program similar to that
of this year's event will be
offered. The tag line of
artMP2010: Prepare to be
Amazed! To reach Master-
piece Publishing, call (800)
795-9278, or go to: www,
masterpiecepublishing.com.

* For artMP2009 Impressions
turn to page 36.
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The lounge area at Masterpiece Publishing's corporate of- Masterpiece Publishing's fine art showroom in Laguna
fices where Cirque du Soleil performed for artMP guests. Beach, CA, featuring limited edition sculptures by Tuan.

| The sculptures of ML Snowden, Tuan, and Boban greeted Renzo’s newly released bronze sculpture,“The Stone of
| guests arriving at the corporate offices in Irvine, CA. Relationship” is featured at right in the fine art showroom.

Artist André Desjardins gives a demonstration at the foun- A viewing of short films featuring Renzo and Desjardins
| dry of one of the steps in casting limited edition sculptures. ~ was held in the conference room at the corporate offices. |
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