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With people continuing to count their 
pennies, as the owner of a framing 
business or gallery you need to work even 
harder to ensure your business keeps 
flourishing. In the current economic 
climate, it is more important than ever to 
promote your business to existing and 
prospective customers, yet the last thing 
you see yourself doing is spending more 
cash on expensive advertising campaigns. 
“But don’t worry”, says Arqadia’s 
marketing manager, Pauline Hutchinson, 
“– there is an effective way to reach out 
to your customer base without breaking 
the bank – Public Relations, or PR.” 

To put it simply, PR is about conveying a 
positive image of your business to your 
customers. The value of PR can be seen in 
the media we read, listen to and watch 
every day.

So how does PR apply to the framing 
industry? In any sector, better brand 
awareness leads to increased sales. Art 
galleries and framers have products to sell 
and services to offer and these need to be 
promoted through the local media to 
attract customers and PR provides a 
powerful tool to reach your target market.

PR plays an integral part of any effective 
marketing campaign. No matter what size 
business you are, PR can raise awareness, 
change perceptions, build brands and 
encourage customer loyalty. Appearing in 
your local newspaper can be a great way 
of raising awareness of what you offer and 
encouraging people in your area to visit 
your store. 

But PR is often misunderstood, misused or 
simply missed off the list because people 
think they lack the knowledge or, more 
importantly, the funds and resources to 
use such techniques successfully. You may 

lack confidence when it comes to 
organising an event or simply don’t have 
the time to write a press release. With this 
in mind, Arqadia has found a way to 
support its customers’ businesses by 
sharing its PR expertise.  

We can’t all become Richard Branson 
overnight, so where do you start? Five 
years ago we developed the Arqadia PR 
Toolkit, an online resource designed to 
give customers the support, knowledge, 
resources and skills needed to implement 
their own public relations programmes.

The PR Toolkit has recently been 
relaunched and given a fresh new look, 
which is based on an easy-to-navigate and 
attractive 12-month planner. It contains a 
wealth of material to help customers 
promote themselves directly to their 
customer base or to generate editorial 
coverage in the media. Accessed through 
the Arqadia website, the new design 
enables art and framing professionals to 
choose from a range of ideas based on 
time of year as well as type of activity.

The PR activities are simple to implement 
and easily adapted to suit different needs.  
We’ve also introduced a new section of 
templates - covering everything from 
letters and press releases to competitions 
– making it even easier, and quicker, for 
businesses to achieve media coverage and 
attract customers.

PR isn’t just about getting your name in 
the local paper. The PR Toolkit also 
includes a variety of event and activity 
ideas for promoting your business directly 
to your local community. There is also 
support material such as media calls, 
invitation letters and event management 
checklists. Each of the activities can be 
easily customised and adapted to suit your 

individual needs and know-how, from 
complete beginners to those with more 
experience utilising PR.  

Nigel Nidd, owner of Sturleys Picture 
Framing in Honiton used the Arqadia PR 
Toolkit to promote his business. 

Nigel said: “I had always wanted to hold 
an event but I didn’t know where to start.  
With the Arqadia PR Toolkit all the 
thinking is done for you.”

Nigel’s framing business also incorporates 
a small gallery so he decided to stage a 
meet-the-artist event with the aim of 
drawing customers into the gallery area 
whilst raising awareness of the framing side 
at the same time. The Arqadia PR Toolkit 
includes advice on how to plan such 
events, what to include on the invitations, 
plus a useful checklist to ensure every 
detail of the event is covered.  

Nigel approached an award-winning local 
artist and printed smart invitations that 
were sent to all his regular customers, as 
well as those who he thought would 
appreciate the particular style of the artist.

“The night went very well. It exceeded my 
expectations and those of the artist,” said 
Nigel. “I hoped to break even and cover 
the cost of the wine and nibbles, but not 
only did we make money, we got many 
new customers from it.

“I would definitely do an event of this kind 
again, it worked for me. We made money, 
gained customers and I enjoyed it.”

The art of PR is being clever and targeted 
with your budget. Just a small amount of 
cash won’t go very far on a full page 
advert in your local paper or on printing a 
pile of leaflets, and you can’t guarantee 
who, if anyone, will take any notice. But 
with PR you can spend your money on a 
small, targeted event and you immediately 
have an audience who want to listen, learn 
and, more importantly, spend money! 
Take a picture and send it to your local 
paper and you could get additional 
awareness-raising coverage for free.

So take advantage of this invaluable tool and 
get working on growing your reputation and 
your business in your local area. 

Business Boosting Ideas 
at your fingertips

...
to 4walls magazine
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Welcome from Mike Brown, 
Arqadia’s Managing Director

Welcome to the latest edition 
of 4Walls. As spring turns to 
summer, the economic outlook 
remains as unpredictable and 
well-debated as the UK weather 
forecast. However, while the 
economists continue to disagree, 
there’s plenty we can do in the 
framing industry to continue 
to develop our businesses. 
Attention to customer service, 
responding to market demand and 
appropriate diversification all offer 
opportunities for savvy business 
owners to flourish.

With summer soon upon us, 
we are delighted to present our 
12th catalogue which showcases 
our entire product range of 
over 2,000 different mouldings, 
along with ready-made frames 
and extended choice of sundry 
items. Also included is a wide 
range of products from our sister 
company, Conservation By 
Design (CXD), the conservation 
storage, equipment and display 
specialists. Whatever your framing 
requirement, you’ll find something 
here to suit your needs.

Our ‘What’s Hot’ article will fill 
you in on this season’s must-have 
interior trends and using the latest 
framing designs to create key looks 
for the home. Our commitment to 
innovate remains as strong as ever 
and we continue to see product 

development as a key driver for 
our business.

There’s also an in-depth feature on 
one of our customers, Eastbourne 
Framing Centre, and a look at 
how their business has successfully 
tapped into the local community 
with an exciting art project. It’s 
great to see such businesses going 
from strength to strength and we’re 
also giving other readers some tips 
on boosting their businesses using 
our new PR Toolkit.

As always, our panel of experts 
are on hand to offer some great 
advice covering a diverse range of 
topics raised by you, our readers. 
Other expert advice comes from 
Steve Burke, our sales director, 
who gives easy-to-follow advice 
on using simple sales techniques 
to improve your business and 
make your customers happy. Our 
warehousing team also offers tips 
on improving your stock control 
and cashflow.

The demand for conservation 
framing continues to grow 
and Denise Troughton from 
Conservation by Design, gives 
expert guidance on maximising 
this opportunity. Since we bought 
Conservation by Design in 2007, 
we are delighted by the level of 
crossover business: photographers, 
museums and family history 
enthusiasts are buying framing, and 
framers are buying conservation 
materials. An example of this 
synergy is the addition of Museum 
quality glazing products to our 
offering, in particular Optium from 
TruVue which is fast becoming a 
key product for us. We are very 
excited by the range of products 
that we now have in this area from 
TruVue and Claryl®. 

We hope you enjoy this issue 
and, as always, if you have any 
comments or feedback please  
let us know.

Bright colours are popping up 
everywhere this season as spring 
turns to summer. Catwalk and 
interior trends are both moving 
towards bold zesty shades in 
every colour of the rainbow. For 
those who don’t fancy the floor 
to ceiling lime green treatment, 
a bold accessory or two such as a 
bright, eye-catching moulding 
can bring that flash of colour 
into your home and bring your 
interior scheme bang up to date.

That’s where Arqadia’s new Luminoso 
range comes into play. It is a bright new 
addition to the Larson-Juhl mouldings 
collection and has made a real splash 
since its launch in April.

Luminoso is available in 12 vibrant 
colours – yellow, orange, peach,  
berry red, red, light green, dark green,  
ice blue, dark blue, purple, white and 
black. Suitable for framing all types of 
artwork, this new range of lacquered 
finish mouldings incorporates a reverse 
cushion profile. The range is priced at 
£3.65 per mtr (£5.29 per mtr chop), with 
a corner chevron set available at £9.00.

If summer heatwaves put you more in 
mind of baking African sunshine, the 
subtle earthy tones of Arqadia’s Lincoln 
range can bring a touch of safari into 

your home. Inspired by the catwalk’s 
tribal prints and bold designs, Lincoln is 
available in four natural colours – white, 
cream, black and mahogany – with 
simple lines to suit any artwork.

The range of stained scoop mouldings is 
available in two widths - 30mm and 
52mm. Prices start at £2.09 per mtr.

The way we display artwork can also 
give a fresh new look to interiors this 
season. Ideal for framing mirrors in a 
hallway or above a fireplace, Arqadia’s 
Loft Swept frame collection is a perfect 
choice for displaying artwork by leaning 
it against the wall as an alternative to 
hanging. The ready-made frames feature 
a 3” profile and are available in four 
sizes and a range of colours. Prices start 
from just £19.36 and with five colours 
to choose from – white, ivory, gold, 
silver and black – they would be a 
welcome addition to any modern home.

To add real cutting-edge style to your 
interior, Arqadia’s innovative Newly 
range is a versatile hanging system that 
offers a contemporary solution to 
displaying art. The compact track system 
is light and easy to install, yet can bear 
weights of up to 20 kilos per metre, 
giving great scope for all pieces of art. 
The dynamic rail is available in aluminium 
for a minimalist style or in white that can 
be repainted to fit in seamlessly with any 
interior design scheme. 

Unlike traditional rail systems where 
hangers have to be slid along the track, 
hangers can be fitted or removed at any 
point along the rail without disturbing 
other works – ideal when changing an 
interior design scheme or updating a 
large collection of works on display. 

Lincoln

What’s hot

Luminoso 
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Swept’ frame collection, which is a perfect 
choice for displaying artwork by leaning it 
against the wall as an alternative to hanging, to 
‘Newly’ an innovative stylish and versatile 
picture hanging system.

One good tip is to put together a display of 
accessories and related products close to your 
point of sale so they are easily accessed and 
seen by your customers. This gives you a 
starting point from which to discuss a range of 
products to meet your customers’ framing 
needs. By displaying a collection of 
complementary products together for the 
customer to see you can show them how it 
will make the finished product look fantastic, 
and effectively increase your bottom line too.

Going one step further, think about putting 
together a bundle of products with a price 
incentive. For example think about the bigger 
jobs you do and bring together several smaller 
items which offer your customers an attractive 
all-in-one framing solution – perhaps include a 
sample moulding and mountboard, along with 
picture wire and D rings. You can offer a 
special price for the whole bundle to 

customers who will appreciate the value for 
money and the answer to their problems, 
while you will enjoy additional profit on the 
total sale.

The key to successful upselling and cross- 
selling is to prepare and practise – especially if 
you’re self-conscious. The more you practise 
the more natural you will sound and more 
confident you will appear to your customers.  
Remember you’re the expert and you are only 
suggesting products which will benefit the 
customer or provide them with a better 
framing or mounting solution. 

Upselling and cross-selling could hold the key 
to expanding and developing so why not try a 
new technique and get your business going 
upwards today?

You may be happy to let your customers come 
in, buy only what they ask for and leave you to 
get on with the business of framing. But tried 
and tested sales techniques such as upselling 
and cross-selling can add real value to your 
business and hard cash to your bottom line. 

Upselling is generally defined as a sales 
technique used to entice the customer to 
upgrade to a higher value product rather than 
the one they were initially looking at. Cross- 
selling is used as a term for selling add-ons and 
additional products to complement the initial 
product purchase.

Done well, upselling and cross-selling can 
establish you as an expert, as someone who 
customers come to for advice on the right 
solution to their particular problem.

For anyone worrying about bothering their 
customers with a high pressure sales pitch, I 
suggest a change of mindset. Ditch the thoughts 
of dodgy double glazing sales people and think 
expert framer. Customers are coming to you, 
the expert, for design and preservation advice. 

This provides opportunities to give added value 
to your customer and an increased profit 
margin to your business. 

Take this example. During the summer season, 
wedding bells will be ringing across the country 
so it is likely customers may approach you to 
frame their precious family photograph. All they 
expect is for you to frame it nicely, perhaps 
using a nice mountboard to match their 
wallpaper. You know using conservation and 
other specialist materials will actively protect the 
contents, preventing the photograph from 
fading and discolouration and preserving it for 
years to come; but most customers will be 
unaware that such items are even an option. It’s 
therefore up to you to advise on the framing 
options available and the benefits of choosing 
them. Whilst the cost of using products like 
conservation mountboard or TruVue® glass are 
marginally greater than standard materials, the 
true value is in the protection of the piece on 
show. All you have to do is explain the benefits, 
giving your customers the option - they will 
appreciate your expertise and you will have 
successfully upsold.

Customers are always looking for help in 
choosing a framing solution that will best 
enhance their artwork and complement the 
environment it will be in. But this doesn’t 
necessarily mean that you need to stock a vast 
and varied array of different items. Arqadia’s 
new catalogue is out this summer and you can 
use it to show customers a wide choice of over 
2,000 different mouldings, along with ready- 
made frames, an extensive mountboard 
collection and extended choice of sundry items 
to suit all budgets. You don’t have to keep 
everything in stock because Arqadia will deliver 
a product within 24 hours.

With a full range of framing products at your 
fingertips, it’s easy to introduce simple upselling 
options. If a customer is looking for something 
extra special to frame a prized possession you 
could suggest a hand-finished moulding which 
will give added quality and a unique finish. 
Other simple upselling options can be suggested 
too, such as wider mouldings or mountboards 
that are 6”, 10” and 12” wide to give a dramatic 
effect. Offering advice on hanging and displaying 
items can open up a range of cross-selling 
opportunities with everything from our ‘Loft 

If sales isn’t your bag and the 
thought of actively trying to sell 

something brings you out in a cold 
sweat, don’t panic. Here, Steve 

Burke, Sales Director of Arqadia, 
gives easy-to-follow advice on 

using simple sales techniques to 
improve your business and make 

your customers happy.

by Steve Burke Top tips

•	 	Strike	up	a	conversation	with	your	
customers about the items they bring 
in for framing. This can be a good 
way to establish how much they 
value the item, and guide you on 
appropriate products to sell to them.

•	 	Ensure	your	upselling	suggestions	
are relevant – expensive handmade 
mouldings are probably more 
appropriate for a treasured wedding 
photograph than for a cheap print 
to go into a child’s bedroom.

•	 	Try	to	retain	your	position	of	
expert adviser, rather than 
appearing to push products just to 
make money – your customer 
should have trust in you, your 
products and services.

•	 	Only	attempt	to	cross-sell	products	
that meet the customer’s needs.

•	 	Don’t	over	inflate	the	value	of	a	
product you are cross-selling just 
because you think you have a 
ready-made customer.

•	 	Don’t	put	too	much	emphasis	on	
one product in your cross-selling 
chain. If one product lets you down, 
don’t let the bad experience 
influence your customer into 
cancelling the whole thing.

•	 	Have	alternatives	in	the	chain	
– you’ve convinced your customer 
about a package of products, but if 
one of them creates a stumbling 
block, make sure you have 
alternatives to hand.

Newly

Claryl Glass

Tru Vue 

Up, up  
and away
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“I don’t know whether artists are born 
or made “said Jorge. “As an artist I 
know you need to practise. An artist 
needs to paint like an athlete needs to 
run, no matter whether you have talent 
or not, you need to practise or you 
waste it.”

But he himself did not put paintbrush to 
paper in earnest until he was 19.

He said: “I went to school in Barcelona. 
When I was six or seven the teachers 
recognised I had a certain ability with a 
chalk and I would be called to the 
blackboard to make drawings and so 
on. So to a certain extent my ability to 
draw was detected early but it was 
never developed or encouraged.”

In fact, his talent was so underplayed 
that Jorge ended up at university 
training in agriculture - but he knew it 
was not for him. At the age of 19, he 
found himself in Munich with friends, 
with no particular ambition or direction. 
A friend gave him a box of paints and 
some paper. He sat near a window and 
painted a flower pot. 

“The painting amazed everyone - even 
me. I could not believe it came out the 
way it did. My friend said ‘Wow Jorge, 
this is really something!’ and from there 
I painted two or three more images. I 
did not reproduce exactly what I saw 
though. I liked to interpret what I saw, 
put my mark on it – and I still do  
to this day.

“I showed my work to a gallery in 
Munich and they said I really had some 
talent. I was elated – I felt like I was 
floating off the ground.”

Knowing now what he wanted to do, 
Jorge went to Switzerland then France 
and took up a place as a street artist on 
the famous pavements of Montmartre  
in Paris. 

He said: “I did very well for myself 
actually. I was making a living selling from 
the pavement - and the reason I did well 
was born purely out of necessity. I could 
not afford the many colours of paint – 
tubes of paint are expensive. So I bought 
all I could afford – a large tube of black 
and one of white. My paintings ended up 
attracting attention because they were 
different to the others - I was unique and 
so I sold well.”

Jorge was enjoying a level of success in 
his chosen career when he made the 
decision to move to Britain in 1963, and 
he hasn’t looked back.

He said: “I was very lucky that I was 
published within a year of moving  
here. I could not believe I was actually 
working as an artist with contemporaries 
like L S Lowry, David Shepherd and 
Terrance Cuneo. I know you hear 
clichés like ‘It was a dream come true’ 
but this life was turning into my dream 
come true.

“Ask me now and I’m just as excited 
about my life. I have just finished a big 
exhibition in Oman and I’ve been asked 
to go back. I think I will accept.”

Nothing has changed for Jorge over  
the years he’s been painting – not even 
his style. 

He said: “I have always been a romantic. 
I seem to portray the good side of life, 
the happiness, the colour. I have been 
described as a romantic impressionist 
with a strong influence of surrealism – 
that is what I was when I was 19 and  
it is still what I am today.”

Jorge shows no sign of slowing down in 
any aspect of his life. And at the age of 
75, he speaks six languages fluently and 
he is opening a new studio in the South 
of France near Carcassonne. He has 
two children and seven grandchildren 
and he now has a new passion – 
climbing mountains. 

He said: “I was in India for a friend’s 
wedding and I saw on the map how 
close I was to Everest, so I thought – 
let’s go and do it! And I did; I had a go 
– I got up to four thousand metres. 

“A friend said if you can do that, you 
can do Kilimanjaro. So six months ago 
we went to Tanzania and I climbed the 
5,895 metres to the top. I love it. I think 
I’m still a bit young at heart, still a bit 
crazy, still a bit irresponsible.”

Jorge has been invited back to Oman to 
take a series of lectures on his work. 
Which brings him back to the question 
– are artists born or made? 

He said: “I don’t know, and I don’t 
know anything about teaching art either. 
I have never even spent ten seconds in 
an art school - all I do is put down 
brush stroke after stroke after stroke 
and I let my imagination flow freely.

“I don’t know whether I was born or 
made, but I’m just following my quest 
for expression - I’m just doing it!”

Jorge Aguilar-Agón sells in Britain from 
the Martin Spencer Coleman Galleries 
in Lincoln and Stamford and the 
Alexander Miles Gallery in London. 
During his career he has shown work at 
189 international exhibitions including 
events all around Europe, South Africa, 
Canada, USA, Australasia, and now in 
the Gulf of Arabia. He has had in excess 
of 80 works published with several top 
ten reproductions worldwide. He has 
just completed his seventh world tour 
and has won many awards for his work. 

Are artists born or made? That is a long-debated question and one which 
certainly interests Jorge Aguilar-Agón, a painter in his 70s with many years of 
success under his belt. He is as popular now as he was in his formative years as 
an artist and is still travelling the world on the back of his incredible talent.  

The Lasting 
Impressionist
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Paulo and Leo Botrugno oversee the running of 
Arqadia’s warehouse system. Between them, the 
brothers have amassed 60 years’ service, developing 
an enviable stock control system and gaining an 
unrivalled wealth of expertise along the way.

Leo said: “We try and keep things simple. We do 
have very good IT, but the actual theory of what we 
do here is simplicity itself. Our aim is to pick, sort, 
pack and despatch an order as quickly and efficiently 
as possible.

”With our 24-hour despatch target we have 
allowed our customers to de-stock and reduce 
their inventories – what we really want is for our 
customers to have great cash flow.”

The system works on the basis of having two 
product areas, a bulk warehouse for storage and 
also a despatch warehouse. Product is delivered 
into the bulk area. On arrival it is uploaded onto the 
system and stored in an allotted space. The team 
use barcode scanners to put the product into stock 
and the computer can produce detailed breakdowns 
of where every piece of stock is at any one time. 
This computerised system enables Arqadia’s 
customers to view real-time stock availability at any 
time online.

Customers place an order online, via the phone or 
one of the Arqadia sales team and all the orders are 
linked directly into the computer system. The system 
reviews everything on order every ten minutes and 
sends a message to the bulk store telling the staff 
what product needs to be sent to the despatch 
store to fulfil orders. This is a constant replenishment 
process that happens throughout the day.

Over at the despatch section, the team will see 
an order arrive in a ‘pick pool’ on their computer 
screens. Every order will be assigned to a pick team. 
The order will be picked, sorted, checked and 
manifested. To make sure the picking is accurate a 
different member of the team will either pick, sort 

or check it before it is manifested on the system. 
The goods are then sent down the line to the pack 
team who will assign the goods with labels and a 
delivery advice note. As long as there are no special 
circumstances, and within geographical constraints, 
the order will be despatched and arrive with the 
customer the next day.

Leo said: “We will always try and despatch an 
order the same day if it arrives with us before 12 
noon. But we will also have orders placed a month 
ago needed by a customer to arrive on a certain 
day. The computer system will prioritise for us 
and will only put orders into the pick pool if you, 
the customer, require it on that day. It deals with 
forward orders and back orders in the same way it 
does everyday orders.”

While technology has greatly enhanced the 
warehousing facility, Leo and Paulo’s 40-strong team 
is the real cornerstone of the operation. 

 “Our computer system may give us accuracy  
when it comes to knowing our stock but the  
actual despatch and customer service angle of our 
job is built on a long serving and dedicated team,” 
said Leo. 

“Many of our team have been with us for ten years 
or more. They are consistent and flexible, caring and 
committed - they are the real basis of the operation. 
They are involved at every level and, with us, have 
been integral in the development of the stock 
control system we have now. 

“We’re constantly improving and always on the 
look-out for service improvements. For example, 
we now have touch screen technology which every 
member of the team can operate rather than having 
all data inputting done by one or two operatives 
who used to be on the computer all the time.”

So next time you click ‘Send’ to place your order 
with Arqadia, you know there’s a dedicated team 
behind the scenes making it possible.

Stock Stars
Booking In

Leo Botrugno

Replenishing

Picking

Packing

Paulo Botrugno

Have you ever wondered just what goes on after you place your 
weekly orders of mouldings and mountboards or even a one-off 
special order of a collection of Loft Frames for that special customer? 
We’ve taken as look behind the scenes at Arqadia’s warehouse to find 
out how your order reaches you in just 24 hours and to gather some 
valuable stock control tips for your own business.

Take control
Of course, not every framing business is in a position to invest in the 
same level of technology and resources as Arqadia. However, customers 
of all sizes can learn from the best practices employed there to boost 
their own businesses.

Efficient stock control allows you to have the right amount of stock in 
the right place at the right time. Controlling stock is essential to business 
success – overstocking can result in insufficient liquidity whilst under- 
stocking can make it impossible to satisfy customer demands. Keeping 
tabs on your stock is an essential part of running your business and 
managing your cash flow.

Regular reviews
Have regular reviews of your stock. At every review, place an order 
to return stocks to a predetermined level. Keep a record - either 
computerised or manual - and review the figures every few months to 
monitor sales trends. 

Best sellers
Analyse your sales data and stock reviews to determine which are your 
best selling items. There are some products you will need to keep in 
stock all the time in order to satisfy customer needs.

Fixed-time/fixed-level reordering
If your needs are predictable, you may order a fixed quantity of certain 
items every time you place an order, or order at a fixed interval - say 
every week or month. In effect, you’re placing a standing order. Be careful 
to keep the quantities and prices under review.

Just In Time (JIT) 
Improve your cashflow by cutting your stock to a minimum. Items are 
delivered when they are needed and used immediately. There is a risk of 
running out of stock, so you need to be confident that your suppliers can 
deliver on demand. Companies like Arqadia have large stock warehouses 
and offer 24-hour despatch so there’s no need for you to tie up valuable 
space and capital keeping a large and varied stock.

Minimum stock level
Identify a minimum stock level for each item, and reorder when stock 
reaches that level. This is known as the Reorder Level. 
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“With our 24-
hour despatch 
target we have 

allowed our 
customers to 
de-stock and 
reduce their 

inventories – 
what we really 
want is for our 

customers 
to have great 

cash flow.”
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A good place to start is to ask what is meant 
by ‘Conservation framing’ and perhaps, more 
precisely, how does it differ from what could 
be termed traditional quality framing? The 
answer lies in the considerable advances made 
in the techniques used to protect differing 
types of artwork from the destructive forces of 
nature and, most importantly, the technological 
advances in the production of the materials 
used in this process.  

The use of these materials can prove more 
expensive than the standard alternative and 
consequently Conservation framing is neither 
economic nor appropriate for every framing 
job. However, many framers using materials 
and techniques applicable at the Fine Art 
Trade Guild’s Commended level can easily and 
with little effort and cost increase the level to 
that of Conservation.

So why is there a requirement to Conservation 
frame? Paper and fabrics are fundamentally 
organic in nature, made from finely broken 
down plant and/or animal fibres. Manufacturing 
and preparation methods, additives and impure 
sources can cause materials to weaken over 
time. Further, works of art can be damaged by 
light i.e. UV radiation, extreme or fluctuating 
temperature and relative humidity, heat, damp, 
environmental pollution, insects and mould, 
and poor handling, storage and mounting. 
However, whilst Conservation framing will, 
undoubtedly, delay this weakening and lessen 
damage, the use of poor quality materials and 
unsuitable techniques will hasten any decay.

Conservation framing is the process of encasing 
and presenting artwork so as to protect and 
preserve it for future generations. There should 
be no alteration to an item’s original condition 
and any technique that does is not considered 
a Conservation framing practice. All techniques 
used should be fully reversible and, along with 
materials, should improve longevity, protect 
and cause no damage to the artwork.

Customers often confuse conservation with 
restoration and framers should be aware of the 
difference. Restoration is returning damaged 
artwork to a state similar to its original condition 
whereas conservation is the process by which 
artwork is preserved rather than repaired. 

Simple Basics:
Good quality mounting and framing is one 
of the most effective methods of preserving 
and caring for artwork and when considering 
Conservation Framing the framer should be 
able to answer ‘yes’ to the following questions:

•	 Will	the	moulding	have	a	rebate	depth	
sufficient enough to securely accommodate 
the framing package?

Many mouldings do not have a rebate depth 
sufficient to take the framing package and 
such extra depth has to be added to the 
moulding to achieve the required depth but 
any technique used should meet Conservation 
standards. This can be achieved in several ways 
but the two most effective are:

The use of Arqadia’s FrameBox (see image 1). 
Arqadia ref no 207 400 000.

The use of stacked mouldings.  
(see images 8 &10)

•	 Will	both	the	windowmount	and	the	
undermount be made of Cotton Museum 
Mountboard or Conservation Mountboard?

There are three quality levels of mountboard 
but the core and facings of those at either 
Conservation or Museum standard must meet 
certain criteria such as light fastness, pH levels 
and the quality of lamination adhesives. The 
quality levels are as follows:

Standard Board. This board is NOT suitable 
for Conservation framing, only for framing 
‘disposable’ artwork of no commercial or 
sentimental value. Arqadia’s WhiteCore range. 
(see image 3)

Conservation Board. Suitable for framing 
collectable artwork that is to be kept for 
future generations. Arqadia’s Conservation 
range, Larson-Juhl Artique range and Timecare 
Solidcore range. (see image 7)

Cotton Museum Board. Suitable for framing 
works of Museum quality and any artwork that is 
to be preserved for future generations. Arqadia’s 
Timecare Heritage Museum Board. (see image 9)

There is often some confusion relating to the 
term ‘WhiteCore mountboard.’ This denotes 

the colour of the core and its ability to remain 
white over time – it does not imply that either 
Conservation or Museum standards have been 
met. Some conservation boards may have 
a WhiteCore, but in general mountboards 
labelled WhiteCore should be considered as 
Standard quality. Such details can be found 
in the Mountboard Selectors. Further, the 
minimum thickness of board for both window 
and undermounts is 1100 microns or 1.1mm. 

•	 Will	the	artwork	be	attached	to	the	
undermount using Conservation gummed, 
white paper tape be for the hinges?

It is good working practice to always attach the 
artwork to the undermount no matter what 
level of framing. At Conservation level it is not 
acceptable to:

Attach the artwork to the window mount;

Use any form of pressure sensitive tapes;

Place one long hinge or glue across the top of 
the artwork;

Glue or place tape at each of the four corners 
of the artwork.

By using either of the last two methods 
one risks the chance of either cockling or 
buckling as they do not allow for expansion 
and contraction of the paper with changes in 
temperature or humidity. 

Artwork should always be hinged to the 
undermount from its top edge using either:

Water-soluble Conservation Gummed white 
paper tape. Arqadia’s Cotton Rag Gummed 
Paper tape – 999 000 031(see image 2). CXD 

Tyvek tape a new product fits very well into 
this category. SUTAPE7537 (see image 4).

Japanese paper hinges and freshly made wheat 
or rice starch paste or Methyl cellulose paste. 
All available from Conservation by Design Ltd 
www cxdltd.co.uk

The most commonly used of all hinges is the 
‘T’ hinge.  

•	 If	there	is	no	windowmount,	will	 
the glazing be spaced away from the  

Conservation Framing - Why, When and

Simple Basics
Mal Reynolds GCF Adv
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picture surface?

It is most important that the artwork is 
NOT in contact with the glass. Changes 
in temperature and humidity can cause 
condensation to form on the inside of the 
glass leading to deterioration of the artwork 
and encouraging the formation of mould.  
There are several types of commercial spacers 
on the market. However; I prefer to make 
my own as these can be specifically designed 
to the level of framing required and to 
aesthetically suit the mount package.  

•	 Will	there	be	an	isolating	layer	of	
inert polyester between the undermount 
and backboard, and/or will a pH neutral 
conservation backboard be used?

The use of a backboard is important. It 
should fit snugly with a clearance of 1-2mm; 
further, it should be the correct weight for 
the framing package and at least 1.8mm thick 
for small items and between 3 and 6mm thick 
for larger pictures; preferably made from a 
stable, rigid material and preferably pH neutral 
Conservation backing board. Arqadia -  
Aqua Conservation 999 120 000 (2.2mm) 
(see image 12)

Further protection from migrating acidity 
can be achieved by the insertion of a barrier 
between the undermount and backboard.  
Arqadia’s Plastazote BDPLAG 003/005 or 
Melinex is an ideal material for such use.  
(see image 6)

•	 Will	the	frame	be	sealed	with	gummed	
paper tape and have secure fittings?

The air gap should be sealed with good quality 
gummed paper tape only with no bridges or 
air bubbles that might be torn. Corners should 
overlap giving added protection, NOT mitred. 
Pressure-sensitive tapes are not suitable as, 
over time, they may fail and leave a sticky 
residue. Arqadia’s - Gummed Brown Tape 
999 000 066/67/68. Paper Framing Tape 
SUAFTP7417/18/19. (see images 11 & 5)

All hanging fittings should be strong, secure 
and attached to the frame. The frame should 
be under no tension from the cord or wire 
when hanging and it is beneficial to be hung 
from two hooks. Riveted ‘D’-rings should be 
avoided as they cause pressure which will 
eventually mark the artwork; also they may 
admit dust if inadequately sealed. 

Pads or buffers should be attached to the 
bottom corners of the frame to allow 
circulation of air over the back of the frame.  
Air circulation is important to help prevent the 

formation of mould and any transfer of damp 
from the wall to the picture.

This script was used to prepare one of this 
year’s Spring Fair seminars; the presentation 
itself can be viewed at www.harlequin-frames.
co.uk/articles In addition, further explanation 
of the techniques mentioned in this article 
can be obtained from the article ‘What Lies 
Beneath’ published in the Jan 2010 edition 
of 4Walls magazine and also on the website 
previously mentioned.  

1 - Framebox image

2 - Cotton rag paper tape

3 - WhiteCore

4 - Tyvek tape

5 - Paper framing tape

6 - Plastazote

7 - Artique Solidcore

8 - Stacked Moulding

9 - CottonCore

10 - Stacked Moulding  

11 - Gummed Brown Tape  

12 - Aqua Conservation Board

13 - Quilt Box Design
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Family man and outdoor 
endurance sports enthusiast 
Graham Miller has been with 
Arqadia for 22 years. His role as 
national sales manager gives him 
a valuable insight into the 
businesses of a wide range of 
customers across the country. In 
his opinion, the key to successful 
sales growth is following the same 
principles he uses in his leisure 
time - understanding the 
individual needs of each  
customer and building strong,  
lasting relationships.

The Dorset-born 51-year-old 
joined Arqadia in 1989 as a sales 
representative for the Central South 
region. Over his 22-year career, he has 
had experience of a wide spectrum of 
framing industry accounts, as the trade 
representative for the South West 
for 11 years and then manufacturing 

accounts representative from 2001 to 
2006. For the past five years, Graham 
has been Arqadia’s national sales 
manager and has had responsibility for 
trade and manufacturing accounts in 
West and Central England, as well as 
managing a three-strong sales team. 

“The requirements for manufacturing 
and trade sales are quite different. It is 
all about knowing your customer,” says 
Graham. “With manufacturing accounts, 
price and volume sales are the key 
considerations. So we need to ensure 
that we maintain regular contact with 
the client and make sure we are offering 
competitive prices and exemplary 
service to help them keep their stock 
under control. 

“With trade accounts, we are dealing 
directly with high street retailers, so we 
need to make sure that the frames we 
supply suit their individual markets. But 
that doesn’t mean that every customer 
wants the same frames. The needs of 
a retailer in York are likely to be very 
different to one in Huddersfield, even 
though they are only 50 miles apart.

“Internet-based framing businesses 
have their own set of requirements. 
Their customers generally want plain 
mouldings, as it is difficult to pick out 
the detail of more ornate finishes on 
the screen. They need to be able to 
trust that when they buy a simple pine 
moulding, it is exactly that.

“From my experience, the most 
important thing is to know your market 
and understand each customer’s needs. 
This can only be established by building 
trust and friendship.”

Father to three daughters, Graham sees 
himself as a family man. Lover of the 

great outdoors, he devotes much of 

his spare time to training pupils at his 

daughters’ school for the annual Ten 

Tors competition, a gruelling two-day 

hike across Dartmoor, where 2,400  

14 to 20-year-olds compete in teams of 

six in the bronze (35 miles), silver (45 

miles) and gold (55 miles) challenges.

The event is organised by the Army, 

who do a lot of their training on 

Dartmoor. They insist that the pupils 

have the necessary endurance, 

navigation and survival skills as well 

as suitable equipment and most 

importantly that they are able to work 

as a team. Preparations for this year’s 

event in May started last October. A 

lot of hard work goes into making sure 

that the pupils are able to navigate their 

way through rugged and sometimes 

dangerous terrain.

The rules state that all members of the 

team have to finish at the same time to 

successfully complete the challenge. So, 

they learn to win and lose as a team. 

Graham believes that sales work in the 

same way: “You can only turn small 

accounts into larger accounts and 

improve struggling accounts by working 

together to build up trust with the 

customer. This is very difficult without 

strong working relationships - and a 

quality product, of course.

“One of the reasons that I have been 

with Arqadia for 22 years is – and 

I apologise for the cliché – that we 

are one big family. We all work hard 

towards our goals and targets but we 

also have a great time together. That is 

why I believe we are able to offer the 

best service in the industry.” 

“Pardon”, I said, 
shocked.

“It’s free on a 
Saturday.”

“It can’t be - 
nothing’s free.”
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Summer has 
arrived. The 

darkness of one of 
the worst winters 

on record just 
fades into a distant 
memory as we dust 

off our shorts, slip 
on our tee shirts 

and chill out.

Not quite the case if you are in 
retail sales though - it’s a time of 
even harder work, as customers 
can barely put down the chilled 
glass of wine and drag themselves 
out of the garden to spend money 
in the art and framing trade.

We have spent most of the last six 
months with media and government 
officials constantly telling us that we 
have to make cuts. Council charges, tax 
and just about anything else is subject 
to price increases and inflation. The 
country has gone to the dogs!

Or has it? I ask this question because 
sometimes we can look for little rays of 
hope in an otherwise harsh world. It is 
the subject of my story that brought a 
little smile back to my face on a day that 
started with grumpy Matt Finish in the 
depths of a very cold February.

Mrs Finish and myself were returning 
from central London one Saturday in 
February, a biting wind and the threat 
of more snow in the air – as if there 
were any more snow left in the sky after 
three months of appalling weather. The 
news on the radio was depressing and, 
to cap it all, the traffic was at a standstill 
– and you wonder why I was grumpy?

Just outside London is the small town 
of Epping. The famous Epping Forest 
was named after the town and was a 
favourite hunting ground of King Henry 
VIII. As such, Epping town has a number 
of pubs like The White Hart and The 
Kings Head named in commemoration. 
This town has some lovely coffee shops, 
one or two multiples, but overall just a 
high street running through the middle. 
In particular, it has a Belgian Chocolate 
Patisserie, which, on a cold day, can be a 
haven for a foody like me. We decided 
the lure of hot chocolate was far too 
great and decided to park up and walk 
to our little piece of continental heaven.

Behind the High St is a large car park 
with a pay and display machine. With 

change in hand, wrapped up against 
the biting wind, I stood by the machine 
and put my coins into the slot… they 
dropped out of the bottom. I tried 
again, and again they just dropped 
out of the bottom. I checked to see 
if I had put in Euros, but no, they had 
the Queen’s head on them, so it was 
definitely ‘real money’.

Suddenly, a youth in a pimped-up car 
screeched to a halt next to me. “It’s free 
mate” he said.

“Pardon”, I said, shocked.

“It’s free on a Saturday.”

“It can’t be - nothing’s free.”

“I swear it is; that’s why your money 
keeps falling through.” And in a cloud of 
dust, he screeched off into the gloom. I 
returned to my car ashen-faced.

“Are you OK?” asked Mrs Finish.

“Not sure,” said I. “A little confused, 
I think. Epping Council is encouraging 
people to shop at the weekend by not 
charging them to park in the car parks.”

“Ridiculous,” said Mrs F. “Don’t they 
know there’s a recession on?”

We nervously left the car without 
a ticket on it in search of some hot 
chocolate heaven. On our return, the 
windshield was free from parking tickets. 
So it was true! Shoppers came first!

In most towns and cities, cars are 
considered the work of the devil and 
are discouraged from entering the 
boundaries. But, I did note that in 
Epping on that cold and miserable day, 
many shoppers filled the high street and, 
in turn, the traders would benefit from 
this influx. I wonder how many would 
have done that if the usual charges  
were applied?

If you are ever passing Epping on a 
weekend, I can recommend the Belgian 
Patisserie - oh, and the parking is free.

Affair
A Family

Matt Finish –  
in Hot Chocolate

Graham Miller
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Conservation
A Clear Case for Conservation

Retro charm 
makes for a 
thoroughly 

modern 
business

by Lucy Newport 

The challenges of the recent economic 
downturn have led to many companies 
searching for ways to weather the storm – 
and emerging as stronger businesses. Read 
on to find out how the owners of one framing 
business (a valued Arqadia customer) have 
found their inspiration to develop their 
business by looking to the past.

Heritage and vintage posters really are the in thing at 
the moment. The trend for 1940s and ’50s style 
graphic design posters is as strong as ever – think 
Keep Calm and Carry On. It was their popularity 
which inspired one Eastbourne business owner to 
begin the search for the next generation of ‘vintage’.

Lucy Newport, 31, is owner of the Eastbourne 
Framing Centre. The business specialises in prints and 
limited editions from the national print houses, as 
well as displaying and selling the work of three local 
artists. Lucy noticed a few strong trends in sales 
which she is now using to drive her business forward.

She said: “Vintage posters are a huge seller at the 
moment. We stock a lot of the old Eastbourne 
railway and tourism posters and they fly off the 
shelves. It got me thinking, it would be great to have 
a brand new image of Eastbourne in this vintage style 
– a modern take on the railway poster. 

“I think it’s important to support the local community 
and wanted to get them involved, so we decided  
to launch a competition to find the next iconic  
image of Eastbourne.”

The initial seed of an idea rapidly grew. Lucy got the 
support of Eastbourne Borough Council, Southern 
Rail, Stephen Lloyd MP and Cllr Carolyn Heaps, 
Mayor of Eastbourne, for her project, as well as 
gaining the interest of the local press and media,  
local businesses and the town’s secondary schools.

She said: “I was delighted with the response and 
enthusiasm for the project. The number of entries 
was really pleasing – we had over 300 entries in the 
11-16 year old category. We also had over 30 
entries in the adult category. Above all, the quality  
of the entries was truly superb.”

The entries were judged in April and the winners 
were Holly Blackman, from Seaford, East Sussex, with 
her A Taste of Eastbourne (Winner); Tanya Lisa 
Parsons, from Hampden Park, Eastbourne (Runner-
up); Catherine Corvee, originally from Lyon in France 
but now living in Eastbourne (Highly Commended) 
and Kevin Deeley, Eastbourne (Highly Commended) 
in the adult category. 

The winner in the 11-16 age group was Katie Clarke, 
of Cavendish School; James Robert Woolgar, 
Eastbourne (Runner-up); Jake Cranch, year 7 at 
Cavendish School (Highly Commended) and  
Marcus Sim in year 8 at Bishop Bell School  
(Highly Commended).

The poster competition is only the latest 
manifestation of the fact that the words ‘heritage’ and 
‘local’ are at the heart of Eastbourne Framing Centre, 
which has been established for 25 years. With no 
previous experience in the art or framing world, 

Lucy bought the business as a going concern seven 
years ago and with it she inherited two very 
important cogs in the business machine.

Tony and Kate Cartmel are the framers at the heart 
of the Eastbourne Framing Centre. Tony has been 
with the business since it began and his wife, Kate, is 
now a framer also.

Lucy said: “Tony and Kate are my own personal  
local heritage. They are known for their work and 
customers come back time and again to see them.  
I haven’t pursued framing myself because they do it 
so well for the whole business. Of course, we work 
as a team and I couldn’t do it without them.”

And it is a truly local business. Lucy said: “Images of 
Eastbourne have been the best sellers consistently 
over the last 12 months. We feature the work of just 
three local artists in our gallery. We buy, frame and 
sell on their work and they are continuing to 
produce stunning images of the town and local  
area which sell really well.”

There’s no doubt that Lucy and the team are 
passionate about the business and its relationship 
with the community as ever. The next challenge is to 
find a new project to communicate this to their 
strong, local customer base and continue to grow 
their business.
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The UK doesn’t always follow the USA, but 
it definitely does in the framing industry, 
says Arqadia marketing manager, Pauline 
Hutchinson. Here she takes a look at the rise 
and rise of conservation framing and some of 
the specialist products available to UK framers.

The growth of the chop service is a 
good example of an industry practice 
born in the States that has travelled 
well to this side of ‘The Pond’. 
Conservation framing is now following 
suit. Framers have sold conservation 
materials exclusively in the USA for 
years, whereas it’s only during the last 
decade that most of our customers 
have moved completely over to 
Conservation Level mountboard.

One interesting aspect of Arqadia’s 
relationship with Conservation by 
Design is the level of crossover 
business: photographers, museums 
and family history enthusiasts are 
buying framing, and framers are buying 
conservation materials. 

Arqadia is now in a position to offer 
customers a true one-stop-shop for 
all their framing needs, including a 
comprehensive range of high quality 
conservation storage and display products. 

Arqadia is the exclusive distributor of 
CXD’s Timecare® range of framing 
and storage products, which offer 
conservation-grade protection from 
the harmful effects of light, moisture, 
temperature fluctuations, pests, 
pollution and handling – something 
which is truly valued by customers 
who bring in their precious family 
photographs or prized sporting 
memorabilia to be framed. A wide 
variety of products are available for 
framers, including mountboards, 
mounting strips, adhesives and even 
cotton gloves, to help produce a truly 
professional and long-lasting result.

The next big change in the UK framing 
industry is the trend towards use of 
specialist glass, another lead we have 
taken from the States. We are very 
excited by the range of products that we 
now have in this area from Tru Vue® and 

Claryl®, including the addition of Museum 
quality glazing products to our offering.

Arqadia supplies Tru Vue® glazing 
products developed specifically for 
preservation framing, which block at 
least 97% of UV energy, reducing fading 
and other damage caused by light over 
time and providing superior visibility of 
artwork with less than 1% reflection.

Museum Glass® gets its ultra protective, 
nearly invisible finish from Tru Vue’s® 
proprietary manufacturing process called 
Magnetron Sputtering. Along with the 
lowest reflection rating of any other 
glass product, it blocks 99% of harmful 
indoor and outdoor UV light rays to 
protect artwork from fading and has 
the highest light transmission providing 
ultimate brightness, contrast and clarity 
of vision of the framed object.

Optium Museum Acrylic® is a unique 
and patented alternative to glass which 
boasts abrasion resistance, anti-static and 
anti-reflective characteristics, minimising 
the dust attraction. It is the only acrylic 
product on the market combining 
a high quality magnetron sputtered 
anti-reflective coating with superior 
98% ultra UV light blocking protection. 
The product is easy to handle as it is 
approximately half the weight of glass 
and also enjoys the shatterproof qualities 
of acrylic. Supplied in thicknesses of 3mm 
and 6mm, Optium Museum Acrylic® is 
safe for all picture framing applications, 
even pastels and charcoals which cannot 
normally be framed with acrylic glazing. 

Arqadia has also been selling Claryl® 
clear glass for framing for 18 months. On 
average Claryl® only reflects 1.2% of light 
that is visible to the human eye (a mirror 
will reflect 100% and normal glass 8%). 
This ensures minimal reflection of the 
surrounding area when viewing a framed 
object. In addition, Claryl® picture framing 

glass provides more than 98% transmission 
of light compared to 91% transmission 
with normal glass. This gives a natural and 
true-to-life display of the artwork. Arqadia 
has now added a new pack to the Claryl® 
range. A two-piece pack of 16”x20” 
(406x508mm) 2mm glass is available for 
£14.99 and is a good way for customers 
to trial the glass for a low cost. 

At Arqadia, we see conservation framing 
as a particularly important part of our 
business. It is a growth area for the sector 
and a real opportunity for our customers 
to develop their own businesses. 

Although meeting the FATG’s 
Conservation Standards for framing can 
present technical challenges for framers, 
reputable manufacturers and suppliers 
are always at hand to assist with any 
technical queries and help customers to 
make the correct product selection – you 
shouldn’t be afraid to ask. Arqadia’s Ask 
The Experts panel on the company’s 
website offers a wealth of support to 
framers including technical framing and 
conservation framing advice.
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The panel (l to r): Arqadia’s Sales Director, 
Steve Burke; Mal Reynolds from Harlequin 
Framing; Eve Reid from visual merchandising 
consultants, Metamorphosis, and Stuart Welch, 
founder of conservation storage and equipment 
specialists, Conservation By Design. 

Got a problem?Ask the experts!
Arqadia’s panel of framing and business 
experts have been offering help and 
advice on a wide variety of interesting 
and unusual topics this issue. Here are 
some of the latest problems posed to 
the experts. 

If you have a question you want to  
ask one of our panel – on anything 
from technical framing solutions to 
business and sales-related issues – 
simply log on to the Arqadia website 
(www.arqadia.co.uk) and follow  
the instructions.  

Q: I have just been presented with a 
silk designer wedding dress for 
upright framing. I have done a good 
number of sporting jerseys using a 
t-tag gun and double-sided tape but 
this customer doesn’t want any holes 
if possible, so I am stumped. Any help 
would be greatly appreciated. 

A: We have previously answered a 
similar question on the framing of a 
wedding dress but, as it is the wedding 
season, there are bound to be more 
of us facing this problem during the 
summer months. You can see my 
previous and full answer online at 
www.arqadia.co.uk by following the 
link to the catalogue and then clicking 
on the Ask the Experts tab.

One point you should note before 
you go any further is that you should 
take extra care with a silk dress. 
Certainly tag-guns and double-sided 
tape should not be used under any 
circumstances, as these will 
undoubtedly damage the fabric. I 
would suggest that if you need to 
attach the dress in any way, you should 
use light stitches such that, if there is 
any stress on the stitch, the stitch itself 
breaks before the silk tears. These 
stitches should be hidden in the folds 
of the dress. 

If possible silk thread is best to use. An 
old saying is as follows: ‘cotton with 
cotton, linen with linen, silk with silk – 
but, if in doubt, use cotton.’ Should 
you use cotton thread you can match 
up the colours which helps disguise 
the stitches. Also the thread is made 
up of six lighter threads which can be 
teased out, thereby reducing the 
strength which should be matched to 
the strength of the silk.

Q: When drymounting thin paper 
posters and photographs I frequently 
get an ‘orange peel’ effect. I use a 
hot press, drymount tissue and hot 
press white display board. With 
photographs I have taken to 
spray-mounting onto display board 
then putting them in the hot press 
with no heat for eight seconds.  
Any suggestions how to avoid this 
unwelcome effect?

A: The answer is a little complicated 
– that is to say there are a few 
different tips here – but bear with me. 
“Orange peel” is created by pressure 
and comes from three sources. Here is 
advice on each:

1 – Boards 
Never use mountboard for mounting 
(which you are obviously not doing). 
Its soft open core makes it ideal for 
cutting apertures and creating mounts, 
but during drymounting will lead to the 
very worst orange peel. Always use 
harder boards, such as white display 
board (which you are) or even “good 
quality” MDF. (More on the MDF 
later.) Hard boards will not suffer 
compression and so minimise  
orange peel.

2. Adhesives 
For most good quality papers a good 
quality drymount tissue will offer great 
results. However, if you hold any 
drymount tissue up to the light you 
will see it has different densities – it is 
made from tissue paper after all. 
When using thin posters or very glossy 
photographs this differential of density 
can create an orange peel effect. 
Lowering the pressure of your press 
with the control valve can help (lower 
to around 10 on the outer scale). 

A much better solution is to use a 
smoother adhesive such as drymount 
film, which comes in a clear or white 
variant. This has several benefits. Firstly 
the lack of differing densities eliminates 
orange peel. And, because drymount 
film is non-porous, it can be used with 
MDF as it acts as a barrier against any 
‘nasties’ that might be in the MDF.  
The white version also stops any 
show-through of colour if your base 
board is not white – MDF being 
honey-coloured.

3. Artwork 
It is often overlooked that some 
artwork types are actually made up of 
many layers of paper. If your artwork is 
“soft” – such as glossy photographs 
– this can lead to compression and 
then orange peel. Again, lower 
pressure in the press will minimise this. 

Q: We have received a large (1015 x 
760mm) Fuji Crystal Archive Type C 
glossy photograph to frame. It was 
purchased in USA and the 
accompanying information from the 
dealer recommends “Gatorboard” to 
back the photograph. Is this a 
product available here? If not, what is 
the best alternative? How is the 
photo best secured to the backing to 
minimise the possibility of rippling - it 
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is quite glossy on the reverse? The 
dealer’s information also advises 
against drymounting, so I am 
unsure of how the photo will 
remain perfectly flat. 

A: The Fuji Crystal Archive paper, as 
the name implies, is a high spec 
paper designed for large digital 
systems and amongst its properties 
is longevity. I would imagine the 
photo to be valuable and 
consequently it should be framed to 
Conservation standards. Certainly, I 
agree with the dealer that it should 
not be drymounted as any form of 
pressure on the surface will damage 
the photograph. Furthermore, the 
photo should be distanced from the 
glass as it could stick to the glazing 
thereby damaging the surface. 

In addition, photographs can be 
damaged by impurities in 
mountboard and some types of 
photographs may be affected by 
alkalinity. As a result an unbuffered 
Cotton Museum board that has 
passed the Silver Tarnish Test is 
perhaps the best option for any 
mount. Arqadia’s range of Timecare 
CottonCore boards contain two 
unbuffered boards – available in 
four thicknesses and two colours 

– TG Off White ref. 3303 and Dull 
White ref 3304. In order to keep 
the photo well away from the glass 
I would suggest a double mount. 
Because of the photo size you may 
well be able to get a double mount 
from normal boards.

Gatorboard or Gatorfoam is an 
extremely rigid, lightweight 
composite board which combines 
excellent strength-to-weight values. 
It is comprised of resin- 
impregnated, chemically purified 
wood pulp boards, bonded both 
sides to a polystyrene core. When 
mounting acid-intolerant material 
for prolonged display it is advisable 
to laminate the surface of 
Gatorfoam with an alkaline paper 
or board. (This lamination may not 
be required – see note above 
regarding alkalinity.)

Gatorfoam is available from 
Conservation by Design Ltd, 
available in two thicknesses 5mm 
ref. BDGATO0001 or 10mm ref. 
BDGATO0002, sheet size 
1218x2438mm. It can be ordered 
via Arqadia.

As far as hinging is concerned, I 
would use ‘T’ hinges along the top 

edge. More than the standard two 
hinges may be used but it is 
advisable that only one of the cross 
members of the ‘T’ is tight to the 
photo. Having the other cross 
members at least around 5mm 
away from the photo will allow for 
any slight movement without 
causing the photo to buckle. It may 
also be helpful to place a ‘T’ hinge 
towards the bottom on either side 
of the photo but in this case both 
cross members should be distanced 
from the edge of the photo to 
allow for movement.

If the photo has been rolled then it 
would be helpful to attempt to 
flatten it between two pieces of 
glass, but first ensure you have 
tissue paper between the photo 
surface and the glass.

Q: Please could you suggest the 
best possible gallery lighting?

A: Flexible track lighting would be 
the best solution. As its name 
suggests, this allows for huge 
amounts of flexibility. You could 
use a number of lights to create a 
wall wash of light, create a fabulous 
focal point or you could direct 
spotlights onto key products that 
you want your customers to notice.

With regards to an actual product 
recommendation, Optelma, our 
lighting partners, have suggested the 
Hoffmeister range of track 
spotlights which have been 
designed for gallery lighting – please 
follow the link for more information 
http://www.hoffmeister.de/8-1-
Spotlights-for-tracks.html. 

Undermount

Artwork

Tape away from artwork 
to follow for movement

Tape tight  
to artwork

Hinge in 
‘Shear’

Gatorfoam
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Famous frames
...The next 

thing I knew 
I was up 
in David 

Beckham’s 
loft 

rummaging 
around... 

Frames: David Beckham’s shirt

In the last issue of 4Walls we 
featured Phillips Framing who 
provided nine huge Arqadia 
frames to adorn the set of the 
Paul O’Grady Show, and we threw 
down the gauntlet to see if any 
other readers have any celebrity 
framing connections. Well it 
certainly seems you have.

Phil Cole, owner of the aptly named 
Walls of Fame, has a client list which 
will be the envy of any sports fanatic.

The specialist sports memorabilia 
framing business has done work for the 
likes of England football captain John 
Terry, England’s most capped cricketer 
Alec Stewart OBE and golfing legend 
Gary Player. They are the official 
framers for the Virgin London Marathon 
and the sports charities Sparks and The 
Lords Taverners. But perhaps the 

highlight of Phil’s career so far  
was when he was approached by 
international football legend David 
Beckham to do the framing for  
his Academy.

Phil said: “We had done some framing 
work for John Terry. Beckham’s 
manager was visiting Terry’s manager 
and saw our work. He was impressed 
and asked for our details. The next 
thing I knew I was up in David 
Beckham’s loft rummaging around for 
the items he wanted framing. He’d left 
a long list of things he wanted on the 
wall at the David Beckham Academy.

“Beckham left the whole look to me  
– I have to admit I was a bit daunted! 
We wanted the effect to stand out and 
be impressive – perhaps a little bit glitzy 
– so we chose Arqadia’s large silver 
Manhattan moulding and set off the 

shirts on dark blue suede mountboard. 
We were really pleased with the 
outcome, and so was he.”

Since the Academy closed, Phil has 
continued to work on some of 
Beckham’s personal collection, and  
has even framed some items for gifts 
for his children.

So, can you top that? What is the most 
unusual or famous place you’ve sent an 
Arqadia product? We’d love to hear 
from you, if, like the Walls of Fame 
team, you’ve been rubbing shoulders 
with the stars. Let us know at  
pauline.hutchinson@arqadia.co.uk
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Spring Fair 
Competition 
winner

Well done to Brendan Phelan of 
Inniscara Arts and Framing, who 
was the winner of our FATG 
Spring Fair competition. He won 
£100 worth of Arqadia products. 
The four runners-up were Stella 
Sivill, Peter Townsend, Kenneth 
Dedman and Balbinder Gill. Each 
received a Fine Art Trade Guild 
book.

Kayaking for charity
Many of our customers enjoyed reading our 
article on sponsorship in the last issue of 4Walls, 
which gave advice on building links with your local 
communities and supporting a range of worthy 
causes. We were delighted to lend our support  
to one intrepid managing director of a Banbury 
business who headed to the Highlands of Scotland in 
April to complete a kayaking challenge in aid of  
a children’s charity.

Nigel Owen, MD of The School Photography 
Company, kayaked 80 miles through the Great Glen 
as part of his company’s involvement with the charity 
Children with Leukaemia.

Sarah Tustain, marketing manager for The School 
Photography Company, said:  

“We chose Children with Leukaemia because our 
business involves taking children’s photographs and 
we felt it was important to select a charity that 
worked with children. Throughout the year we will be 
making a donation to them for every photo we sell. 

“To officially launch this, Nigel went up to Scotland 
with his kayak to see if he could cross the 80 miles 
of waterways which make up the Great Glen.  
We estimated it should take him five or six days  
of paddling.”

Arqadia donated £100 to the team effort.

To find out more about Nigel’s challenge or to 
donate to this great cause visit  
http://uk.virginmoneygiving.com/Nigelowen1

At Your 
Fingertips

The new catalogue showcases the 
entire product range of Arqadia 
products alongside a wide range of 
products from our sister company, 
Conservation By Design (CXD), the 
conservation storage, equipment 
and display specialists. It’s a one-
stop-shop for all your framing needs  
and will help you deliver the best 
service to your customers. 

Inside, you’ll find over 2,000 
different mouldings, along with 
ready-made frames, an extensive 
mountboard collection, and an 
extended choice of sundry items. 

All mouldings are shown at their 
actual size, and the products are 
grouped by colour and collection 
for easy reference. We’ve included 
details of rebate sizes and depth 
against each moulding, making it 
easy to select the right product for 
every framing requirement.

Our latest Mountboard Selector 
offers a complete guide to Arqadia’s 
mountboard range making it easy  
to select the right product for  
your customer. 

Demonstrating our extensive 
selection of colours, textures,  
styles and properties the 
Mountboard Selector includes a 
range of extensions in Blackcore 
and Whitecore plus new sizes  
and colours. 

For further information, to order 
a copy of the new catalogue and 
Mountboard Selector or to request 
swatches or corner samples, call 
Arqadia’s Sales Order Line on  
+44 (0)1234 846307. 

We’re delighted to 
announce that the 

new Arqadia catalogue 
is now available, 
putting all your 

framing solutions 
at your fingertips. 

This 12th edition 
of the catalogue, 

complemented by our 
latest Mountboard 

Selector, means 
you can easily meet 

every customer 
requirement.  
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Arqadia Ltd, 2 Wolseley Road, Kempston,  
Bedford  UK  MK42 7AD

Tel: 01234 857488
Fax: 01234 840190

Sales order and enquiry:  

01234 852777
E-mail: sales@arqadia.co.uk

International sales:

0044 1234 846307
E-mail: export@arqadia.co.uk
www.arqadia.co.uk

Pablo Picasso, At the Lapin Agile, 1905, The Walter H. and Leonore Annenberg Collection, 
Gift of Walter H. and Leonore Annenberg, 1992, Bequest of Walter H. Annenberg, 2002 
(1992.391); The Actor 1904-05, Gift of Thelma Chrysler Foy, 1952 (52.175); Saltimbanque in 
Profile, 1905, Bequest of Scofield Thayer, 1982 (1984.433.269). All works from the 
Metropolitan Museum of Art. © 2010 Estate of Pablo Picasso/Artists Rights Society (ARS), 
New York, Photo: Don Pollard. Tru Vue®, the Tru Vue logo, Optium®, Optium Acrylic® and 
Optium Museum Acrylic® are registered trademarks of Tru Vue, Inc, McCook, IL USA. © 
2011 Copyright Tru Vue, Inc. All rights reserved.
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