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 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 

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 

-
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 

While we’re celebrating both the old and the new, did you know that your favorite 

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
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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 ado, let’s 
dive into this issue’s featured 
period of design!
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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 

DiCaprio, Tobey McGuire and Carey Mulligan.

glittering sequins, lavish beading, polished hardwoods and elabo-

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. 

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 

green—this is the basic palette— set against exotic woods such 
as Makassar ebony, zebra-
wood, and the re�ned 
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 

the better. 

Influences and Background

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-

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. 

kicking their sequined heels up at raucous, lavish parties. It was a 
glamorous time, but it was also an era that embraced technology. 

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 

(with a fascinating life story), Lempicka revolutionized the world 
of female portraits. She embraced the Synthetic Cubist method 

-
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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 

images endure today. 
Lempicka’s prints were 

(and are) popular, as were 
images in the “Cassandre 

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

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 

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 

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 

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 

-
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.

-
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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 

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 

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 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 
e�ects 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/
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Visit Diego Salazar’s gallery in Long Island City, Queens, and you’ll 

250 pieces hang in his main gallery, stacked one inside the other 
like Russian dolls. Some are covered in cherubs or crosses, others 

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

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 

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
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for auction.” 

New York City from Bogota, Colombia, at age 

started buying property.  

Salazar said, explaining that she supported her 
15 children in part by renting out rooms in their 
house. 

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. 

“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 

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 

create matches made in heaven. 
If that’s not a Cinderella story, I 
don’t know what is. ◆
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about this place is typical—from the decorated replica statue 
of  Michelangelo’s David to the speakers pumping loud music, 

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 

works with master artisans in Europe, who use centuries-old 

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 

-

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-

process and aren’t able to truly elevate a piece or assimilate 
into a home’s interior. John knows he can do better.

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

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. 

the frames and take more orders. It was 
my way of getting an edge on the com-

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 

-
ings. However, due to rapid expansion, 
the company found themselves negotiat-
ing with neighbors to occupy any nearby 
warehouse space. 

Pictured  Above

Pictured  Right
 
.

.
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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 

renovations to tailor the space to their 
unique needs, team members soon 
began to wonder, “How are we going 

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

-
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 

John had other plans.

says, “On Friday, my father turned to 

Monday morning.’ It may have sounded 

of a statement.”

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 

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 

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.”
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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 

-
ture, pattern or even feeling that inspires them to create their 

Tony chooses one city as his favorite destination. 

“Paris is hands down the most inspiring place I’ve ever been,” 

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 

-
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 

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 

we were nuts and that it would never sell.”

However, Tony pushed on and released the collection on the 

Pictured  Below

.
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Pictured  Above
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Happiness? �e 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 

“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. 

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 

Clearly, Tony’s renegade leadership style 
-

could change the industry, he pushed for 
more authority within the company and 
big changes continued to take place.

A Sudden Realization 

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
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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 

He implemented a progressive culture 
strategy that focuses on people, hap-
piness and inspiration. Once again, his 
unorthodox idea worked. Today, Roma’s 

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

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

-

patterns and expectations of the modern consumer make it a 

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.

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 

YOUR NUMBER ONE RESOLUTION FOR 2014 

Embrace Your  
Inner Designer
By Tara Crichton
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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 

-
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 

 
things with hydrogen peroxide!

Customer Education is Everything

A good picture framer, like a doctor, should have the ultimate 

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 

out as a beautiful African brown/black hardwood veneer called 
“wenge” has been degraded and polystyrene-ed into everything 

less important where a trend starts than how to cheapen and 

designed custom framing. With all the design work invested by 
the better picture frame importers and manufacturers to fab-

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

Unleash Your Inner Avant-Garde Genius

-
ernized barn board, lacquer, frosted metallic leaf, graphite—are 

-

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 

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 

transforms the safety of black frame/white 
mat into avant-garde genius?

Yes, it is probably easier to sell pre-

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 

of a thriving, expanding customer base. Know your materials 

spent. Letting your work express the passion you feel for your 

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 

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

-
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 

over the years, as well as what the market currently has 

already familiar with, we can gain an expanded perspec-
tive and refreshed appreciation of them.

Why pay attention to trends that are not currently 

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-

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 



APRIL  2014  EDIT ION

But is simplicity always a compromise? 
Fast forward to 2012 and the situation 

an interior design magazine you saw 

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-

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 

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 

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 

elements in the design that contribute to the success of that choice 

Giving Frame Details Their Big Solo

A frame’s overall impression comes from the combined presenta-

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 

-
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-

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 

liked best about it and someone might 
suggest a replacement option. 

We have invited a wide variety of 
informed perspectives to our conver-

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 

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 

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 

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.
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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 

movie poster art. I’m a purveyor and collector of such art myself, 

of passion would be disingenuous—it’s also, of course, business. 

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
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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 

and video games.

We’re Nerds and We Know It!

For better or worse, our decor overwhelm-

uncommon to walk into a friend’s home and 
see a painting of Nintendo’s Mario over the 

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.

chosen nerd passion. I remember falling in 
love with movies at a very early age. Not just 
the escapist magic happening on-screen, 

-
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 

owner of the store, rather than mandated by studio partners. 

illustration or painting. 
I remember browsing through video stores before I was even 

able to read and being drawn to the dynamic, unique, illustrated 

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 

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 

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 

and in were the product placements 

-
ence extended far past the local level, as 
“cheaper, shinier, faster” eventually made 

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 

And, although a few decent studio posters slipped through the 
cracks, the illustrated covers and posters that we knew and loved 

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 

name was Mondo. 
In the blink of an eye, the company skyrocketed to popularity 

-
gia and a longing for the return of the movie poster, rushed to 

print movement has snowballed. Companies like Nakatomi Inc, 
Poster Collective, Odd City Entertainment and Skuzzles have all 

“ ”
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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 

movement has inspired an entire generation of young, talented 

might one day have one of their works hanging alongside an 
original Ken Taylor, Jason Edmiston or Aaron Horkey print 

art industry shows no sign of slowing and has been covered 
by such notable media as 

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 

-
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 seen a framing ad targeted to my huge and rapidly growing 
collector’s demographic. If I had, I certainly would have spent the 

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-

it needs to be framed in something rad. ◆

”
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