
I
n today's age of immediate infor-
mation technology, picture
framers having a presence on

Linkedin, Twitter, Facebook,
MySpace, or other social network-
ing sites are one step ahead of their
competition. Each social media
service offers different advantages.
By joining one or more of these
social networking sites framers can
have a free online presence, com-
municate with their contacts regu-
larly, find new sources, promote
their businesses, and post recom-
mendations. The use of social net-
working sites by business owners is
huge and growing every day. The
beauty of this type of networking is
that it is always evolving. Though
the use of social networking sites
may be more beneficial for art and
framing companies geared toward
going after commercial business, all
picture framers can use social net-
working to gain new business.

Linkedin
I first joined Linkedin around 18
months ago when an administrator
from one of my large projects sent
me an invitation. I had no experi-
ence with Linkedin, but I joined
and received several invitations to
connect with other business friends.
Upon reviewing their profiles on
Linkedin, I realized it had merit
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Social networking sites can help you expand and manage your list of contacts, 
providing a cost-effective way to market your business
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and deserved a full investigation on
my part. I uploaded a photograph,
filled in details about my education
and experience, and summarized
exactly what my business offered. I
proceeded to invite my business
contacts to be connected to me.
Slowly I built up a network of more
than 200 business contacts that I
communicate with regularly. Instead
of hunting for e-mails of clients and
business contacts, some of which
have impossible e-mails to remem-
ber, I have Linkedin e-mails of my
important business contacts. 

Sending e-mails to contacts
through Linkedin is fast, simple,
and efficient. Healthcare artist
Henry Domke, for example, has
more than 1,000 connections on
Linkedin. He says, “Linkedin has
helped me keep track of clients as
they move. This is a significant
problem. Perhaps 20 percent of my
clients move each year. Following
them is not easy, but Linkedin gives
me a way to reach them even if they
are in new cities.”

Linkedin is set up to organize
contacts and promote yourself
and/or your business. In my case I
promote both myself as a corporate
art consultant and my business,
Artrageous!, as an art and framing
company. In addition I promote
myself as an educator at PFM

Making connections via social websites can
lead to face-to-face meetings with potential
clients, which can help develop new 
business with local retailers and designers.

The first part of a Linkedin profile, such as
this one of Natalya Murphy’s, provides an
overview of who you are and what you do.
The business orientation of this site makes it
well suited to developing new client
contacts.
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Seminars on the subjects of networking and art consulta-
tion. My contacts include artists, interior designers, corpo-
rate executives, clients, architects, project managers, and
general business contacts. Linkedin connects business peo-
ple and is a forum for communication and information.
The best part is that it is free and user
friendly. Domke says he regularly uses
Linkedin to learn about new and existing
clients. He explains that, “By reading the
profiles of contacts I have learned things
about them I would have not known
otherwise. That helps me to better
understand them and to better serve
them.” 

Business owners on Linkedin find
themselves adding connections regularly
and updating their profiles to include
new material. Each profile can list job
experience, education, recommendations,
interests, websites, and what your busi-
ness is all about. Your profile has a specif-
ic section at the top on what you are cur-
rently doing. I change this message quite
often, mentioning projects or products I
want my contacts to know about. When
this message is changed, Linkedin auto-
matically sends the information to all my
contacts. 

Linkedin serves as a site for profes-
sionals to develop an extensive network
of contacts, referred to as connections, which are added by
mutual consent. Users of Linkedin cannot only view their
own connections, but they can also view the connections of
their connections. This puts them in touch with another
layer of potential high-level people to interact with. It also
opens the opportunity to explore new contacts and expose
your professional information. Upon request, a user can ask
for a mutual contact for an introduction, easing the barrier
to communication. Whether you are looking for new leads
or sources Linkedin offers an endless number of contacts
worldwide. Linkedin has more than 30 million users, and
almost every Fortune 500 company is represented.

Tracy Morse, owner of a Fast Frames business in
Phoenix, says, “I use Linkedin to promote my picture fram-
ing business. By completing my profile in its entirety, it
allows those who are connected to the professionals that are
'linked' to me to preview my business and the recommen-
dations that have been written about me. Since I can see all

of the connections of each of my contacts, it allows me to
ask for an introduction when there is someone in particu-
lar that I'd like to know better. Having a personal recom-
mendation from one of my business contacts is invaluable.
I also know how important it is to reward others who you

value and enjoy doing business with
through a recommendation.”

Another feature of Linkedin is the
ability to join groups and post questions
with likeminded individuals. Anyone can
start a group or join an existing one. On
Linkedin you will find a group of picture
framers called LIFE (Local Independent
Framing Experts), whose members
exchange information about new prod-
ucts like eco-friendly framing materials or
post questions to help solve framing situ-
ations. 

LIFE member Carla Bates, CPF,
owner of The Frame Shop of
Conshohocken in Philadelphia, under-
stands that social networking is an excel-
lent way to market her company at no
cost other than her own commitment of
time. Bates says, “I am a member of
LIFE and have registered my business on
Linkedin, Merchant Circle, City Search,
and a number of other websites along
this line. I display as much information
on these sites as I can free of charge. I
have created coupons on a few of these

sites and have had a good response. Typically the coupons
are brought in by people outside of the store's immediate
area. These sales are also by people that are not in our data
bank; therefore, they are new customers. I have received a
few reviews on these sites. Having these listings, reviews,
coupons, and store information posted on these sites has
helped the website get higher rankings on major search
engines. I would say that all this combined has helped
increase business that we would have otherwise not
received.”

Tim O'Neill, CPF, who owns Reed Arts in Columbus,
OH, is also a member of LIFE. He has been able to target
customers outside of his geographic area by using social
media sites. O'Neill says, “MySpace hits seem to be mostly
artists. They find us, ask to be our friends, and then ask
about either framing quotes for their art or to be represent-
ed in our gallery. The Facebook responses seem to be more

Another part of a Linkedin profile is an area for
listing your credentials, such as Kirstie
Bennett’s. Potential clients can see at a
glance your ability to provide framing services.
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of an immediate response to something
we've posted about an artist we're featur-
ing. People interested in the art that they
see contact us about availability. I've sold
a few pieces framed this way. They're not
beating down the doors, but I've sold
products to people outside of my geo-
graphic area this way.” 

While reaching customers outside of
your own geographic area may be diffi-
cult with ordinary marketing programs, it
is much easier by using social networking
sites. Surprisingly, new customers nation-
wide may respond to your marketing
efforts on social networking sites.
Stephanie Weber, president and
cofounder of Artful Decor in the
Minneapolis-St. Paul area, is an art con-
sultant who specializes in residential and
commercial art and custom framing. She
says, “We have used Linkedin groups to
find new business across the country and
to find business partners. From starting a
group discussion on artwork for corpo-
rate space, a client contacted us who
needed artwork for a facility across the
country who we would never have met
otherwise. We just closed a substantial
sale with that client and were able to do
all the design work remotely. We also
found a designer in the area through
Linkedin People Search to install the art-
work for us.” The key is to actively post discussions and
respond to posts by other professionals in the art and
framing industry.

Local Linkedin groups also provide a good opportuni-
ty for meeting business professionals in your own commu-
nity. Unlike traditional networking groups, local Linkedin
groups have no membership fees and the members have
professional backgrounds, such as writers, scientists, corpo-
rate executives, and professors. Framers should investigate
local groups and attend gatherings to network effectively.
One advantage of attending local Linkedin networking
business groups is that you can come as often as you like
and learn about where money is being spent in your com-
munity. By joining local Linkedin groups you can also
connect with influential members of the design communi-
ty who may need art and framing services. Recently I was

able to schedule a lunch meeting with a
principal of a major interior design firm in
San Diego who I met through a local
group in Linkedin. Since I had been try-
ing to pitch my art and framing services
to this firm for four years, I was very
pleased to finally have a one-on-one meet-
ing with my new contact. I credit
Linkedin with helping me make this con-
tact. While I have not closed a sale yet, I
am very optimistic that I will be able to
form a new business relationship with this
particular firm. This company did not
have any current projects but expressed an
interest in using my company for future
projects.

Other Sites
Facebook is less businesslike than
Linkedin but is still worth researching,
especially when trying to connect with
younger clients. A business owner can
have his or her own Fan Page, connecting
with clients who become “fans.” Products
can be featured and pictures posted. Ads
can be purchased on Facebook and linked
to websites to attract new clients. It is
important to understand that the use of
Facebook by the younger generation is a
way of life. Facebook and Linkedin are
often used together to capture new cus-
tomers. Kirstie Bennett, owner of The

Framer's Workshop in Berkeley, CA, uses several social net-
working sites helping her bring in new clients.
Understanding that both exposure on Facebook and
Linkedin may generate interest to her business website and
in turn lead to increased sales, Kirstie updates both of these
social networking sites regularly. 

Framers who use social networking help position
themselves in Google and Yahoo searches. Another popular
site is Twitter, which allows the user to send a short mes-
sage of 140 characters to a group of approved followers.
Again, this is an excellent way to disseminate information
about what is new and exciting at your business. On
Twitter you identify yourself by setting up a personal user
name and then using that name you send out a “Tweet,”
which is a short message. You can follow others on Twitter,
keeping an ongoing dialogue with people in as many areas

Linkedin also has an area for posting 
recommendations, such as these on John
Barlowe’s site, that attest to your professional
skills and character.
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of interest you like. YouTube
has tremendous potential as
well for exposure. Is a bit
trickier to master than
Linkedin, Twitter, or
Facebook. 

On Twitter, I usually send
a message weekly about tips
for running a successful art
and framing business. It's
another way to be in front of
an audience without paying
for print ads and getting a
rotating message out to that
specific audience. The power
of Twitter can be documented
with the recent popularity
contest between Ashton
Kutcher and Larry King, rac-
ing to be the first to achieve a
record-setting 1 million fol-
lowers. Ashton Kutcher won
and now has more than 2 mil-
lion followers on Twitter. 

The ability to reach framers or any specific audience
worldwide with your own specific message was beyond
comprehension when most framers started their businesses.
Why not take part in the technology to reach out and
communicate with others especially when it is easy and
free?

Not only can social networking sites help broaden
one's client base, but framers can also reconnect with exist-
ing clients who may need to be reminded of their services.
Getting in front of existing clients could be costly if you
are relying on direct mail or print ads in local publications.
John Barlowe, owner of Frame Shop Art Gallery & Gifts
in Toledo, OH, (and member of LIFE) says, “We are kind
of new to social networking. While I haven't been able to
count on any new customers, we have reconnected with
several existing customers. They had been meaning to
bring in some items for framing, but seeing my name was
the incentive they needed to come in.” 

Clearly, the younger generation buys through websites
and communicates through social networking sites. As the
youth of today enters the workforce, their buying patterns
and communication will transition into using social media
sites to gather information that will influence what they
purchase. O'Neil of Reed Arts recognizes the importance

of connecting with today's
youth. He says, “We've been
participating in Internet social
networking for a couple of
years now. I have a Reed Arts
page on MySpace, Facebook,
Linkedin, and Merchant
Circle. I recently started tweet-
ing on Twitter. We have had
response on MySpace and
Facebook. I think it's still kind
of a new thing for our main
demographic, but I also
believe if we're going to train a
new generation about the art
of custom framing, we have to
stay on top of web interaction.
It's where they all hang out.”

Social networking is an
excellent way for picture
framers to instantly reach their
audiences and broaden their
business networks. By con-

necting with others on social media sites you are increasing
your visibility and branding your company. The time is
now to begin. Unlike the cost of maintaining and upgrad-
ing a business website, social networking will help you
grow your business at no cost other than your own time.
Social networking is a phenomenon on the rise as a way of
marketing and interacting with business professionals. It is
no longer just for the generation of the texting and instant
messaging youth. It has grown into an essential component
for all types of businesses and should be explored as anoth-
er tool to raise visibility. In today's economic climate every
strategy helps, and the importance of social networking
should not be underrated or overlooked. Though it is diffi-
cult to measure the results of social networking, picture
framers, gallery owners, and others involved in art-related
businesses should strongly consider using one or more sites
in an effort to increase their business.  ■

Barbara Markoff is co-owner of
Artrageous!, an art and framing retailer in
San Diego, and has been an art consultant
for 25 years. Her firm specializes in art
selection, framing, and installation for the
corporate environment. She has a BFA in

ceramics and an MA in art therapy. Her new book,
Becoming a Corporate Art Consultant—The Handbook for
Corporate Art Consultation, will be published this year.

BENEFITS OF SOCIAL NETWORKING

FOR FRAMERS

1. Increase your visibility and let people know who
you are and what you do.
2. Promote your framing products at no cost other
than your time.
3. Broaden your client base and business network.
4. Improve your company in Google and Yahoo
searches.
5. Learn from experts and exchange information.
6. Join local business networking groups with no
membership fees.
7. Connect with younger clients who use social net-
working every day.
8. Connect and do business with clients outside your
geographic area.
9. Reconnect with existing clients to remind them of
your services.
10. Organize your connections and cross-market to
your customers through multiple sites.
11. Keep track of customers who move. 


