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All the Right Moves

From its beginnings in a converted textile mill, Artcraft
Collection has expanded to three locations, its newest in a
modern glass-clad building. Lee Lawrence shares the story.
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Leery of adding wearable art to your gallery mix?
Sara Jerome offers some hints from experienced retailers.
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on multisensory display trends from GlobalShop 2004
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Artcraft Collection hits a high note with its newest
location in Reston, Va., featuring larger furniture pieces
including this Pavarotti CD cabinet, an exclusive design
by Paul Carbo. Photography by Roger Foley.
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Go Your Own Way

ere all familiar with “corporate-speak,” those phrases that sound offi-
w cial but are, in truth, empty: making sure you're “on the same page,”

keeping someone “in the loop,” or, a personal favorite, “thinking out-
side the box.” When 1 hear a phrase like that, I stop paying attention.

Well, don't stop reading, The crafts community is inherently a creative one,
so naturally theres a lot of thinking outside the box. Whether its hanging purs-
es on tree branches for a last-minute display (with a nod to Heather Traeger, a
first-time exhibitor at
this summers Buyers
Market of American
Craft) or refusing to let
the economy dictate
expansion plans (see
Artcraft  Collection’s
retail profile, page 60),
the artists and business
owners who make up
this community rarely
| color inside the lines.

And why should
they? No one ever
made an impression by
playing Follow the
Leader with the com-
petition. So explore
awhile and find some
inspiration of your
own. What about turn-
| ing your sidewalk win-
dow into a sound
system? (page 76) Or
tapping into your inner
design guru and offer-
ing interior design serv-
ices to complement
your gallery? (page 44)

Whatever path you choose, do it with style and perseverance. When accept-
ing his Top Retailer of the Year award at the ceremony Aug. 6 in Philadelphia,
Walter Hazzard of Topeo Gallery in New Hope, Pa., acknowledged the econom-
ic troubles of the past year, but maintained “I have confidence in the cralts world.”

As do L.

Even Michael Lambert’s “Dancin’ Jars” (striking a pose
in a Sticks hutch) follow the beat of a different drum
at Artcraft Collection in Reston, Va.

m a nn m ad e d es I g | S —KRIS STEWART, Managing Editor

seeking sales rep. kstewart@rosengrp.com
www.mannmadedesigns.com

202 543 0141 mannmadejewelry @ aol.com
full color catalog







Artcraft Collection
continues to realize a
passion, from the corner of
a converted textile mill to a

. . modern glass-clad building
want to be in situations that

are-as Hniquesas we are,” | my e Tivkence

says Adam Winer, sitting at a gaily painted Sticks table, his hands
running over the carved surfaces. Above him, a scalloped cutout
hangs from the 20-foot ceiling, while a salmon-colored partition
behind him creates an enclosed vignette.

Anyone familiar with Arteraft Collection will
immediately feel at home in its newest store in
downtown Reston, Va. At the same time, visitors
will discover that Reston Artcraft has its own fla-
vor: at 5,200 square feet, its the largest of three
Artcraft stores and the only one located in a mod-
ern, glass-clad building. What's more, it carries
larger pieces of furniture and in some departments,
like jewelry, its price points are higher.

A business with over $3 million in annual
sales, 25 employees and an inventory representing
500 artists, Artcraft was born out of passion. The

PHOTOGRAPHY BY ROGER FOLEY

The third times the charm for Jay, Adam and Sharyn
Winer—Artcraft Collection’s newest gallery space allows
Jor an expanded furniture selection, including this dining
table from Sticks. The table vase is by Festa & Co.
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| Ilyuu can INVEST in something when
thing$ are NOT so good, you're then in a position
to henefit when things get BETTER." _.......
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founder of AJ Properties, a family-owned property manage-
ment company in Maryland, Jay Winer renovated a 19th-
century textile mill in 1985. Located in the small town of
Savage, about a 30-minute drive northeast of Washington,
D.C,, the mill once housed 12-foot-wide looms in spaces that
Jay leased to art and craft dealers and home designers. In
1992, he and his wife Sharyn decided to take over a 1,500-
square-foot corner unit and use it to share their passion for
handcrafted American works. A former private detective,
Sharyn channeled both her research skills and dogged per-
sistence into the pursuit of artists, and the result was such a

and again in 1997 to its present 4,500 square [eet.

In the early years, they were known primarily for gift
items—jewelry, pottery and glass. But then Sharyn and Jay
spotted furniture by David Marsh. “For four years, we wooed
him,” Jay recalls, “until one day he called and said one of his
galleries had a flood and could we take a shipment.” From
then on Arteraft’s center of gravity shifted to home acces-
sories, with a growing selection of furniture that today
includes color-rich pieces by Sarah Grant-Hutchinson and
Jim Lueders of Sticks, as well as whimsical, often mind-bend-
ing works by Ralph Garrett of Shoestring Creations and metal
furniture by Noll Van Voorhis of Accoutrements Etc.

Worlds Apart

With the exception of glass, which Pat Gottemoeller of
Vitreosity purchases and sells exclusively through Arteraft,
Sharyn does the buying with input from Jay and Adam as

Brightly-colored partitions create individual vignettes in the Reston
store, allowing customers to imagine pieces as they might look in
their own homes. Cricket Forge’s butterfly bench holds stuffed
versions of Edgar Allan Poe, Sigmund Freud and others, by artist
Connie Matricardi. The chaise is from Home Collection.
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THE Artcratt CoLLECTION

Historic Savage Mill
8600 Foundry St.
Savage MD 20763
410-880-4863

Old Town Alexandria
132 King St.
Alexandria VA 22314
703-299-6616

Reston Town Center
11960 Market St.
Reston VA 20190
703-964-0145

Artcraft@aol.com
www.Artcraftcollection.com

OWNERS: Sharyn, Jay and Adam Winer
YEAR FOUNDED: 1992

RETAIL SPACE: 4,500 square feet
(Savage); 2,400 square feet (Alexan-
dria); 5,200 square feet (Reston)

NUMBER OF EMPLOYEES: 25
ANNUAL SALES: Over $3 million
NUMBER OF ARTISTS REPRESENTED: 500

MERCHANDISE MiX: furniture, ceramics,
metal, glass, wood, fiber

ADVERTISING/MARKETING METHODS:
magazine, newspaper, television,
website, direct mail

MAILING LIST: 18,000

SPECIAL EVENTS: spring trunk shows,
charity fundraisers

CUSTOMER SERVICES: ship anywhere,
holiday wrapping, special installations
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Custom-built cases highlight
individual collections of ceramic
artists including Bill Campbell
and Richard Ashburn. The face
vase is from Babroff Studios,

Another successful marketing technique is a private sale for
mailing list customers, offering 10-20% off most items twice a
year. This allows them to strengthen ties with their customers,
to keep, as Sharyn puts it, “the sale within the family,” and never
to devalue their artists by publicly marking down their works.

Timing Is Everything

Further expansion was not on their
minds in 2002, but when one of the major
developers of Reston’s new downtown
approached the Winers, “our ears perked
up over the space and its possibilities,”
Adam recalls. Still, with the economy slow-
ing down, not everyone thought this was
the right time to expand.

“Some people thought we were
crazy,” Jay recalls, “but I learned from my
family business that if you can invest in
something when things are not so good,
you're then in a position to benefit when
things get better.” Again, they researched.
They learned that condos were sprouting
like mushrooms and that Reston had not
a single furniture store. The Winers went
for it, opening the store in April 2003.

On any given day, Adam can be spotted chatting with young
couples eager to furnish their homes with the pizzazz of hand-
crafted furniture and accessories. They often end up clustered
around a laptop as Adam shows them the range of furniture they
can commission, information about individual artists, or pieces
that are available at the other Artcraft locations. Indeed, the lap-
top is a fixture in all three stores, yet another useful marketing
tool that helps the Winers accomplish Artcraft’s basic mission: to
put their entrepreneurial experience at the service of contempo-
rary craft art and the men and women who create it. |l

A regular contributor to NICHE, Lee Lawrence writes about the arts from her
home in Washington, D.C.
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