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Using Wall Samples to
Increase Sales

Samples on display in your gallery can be a
sore subject, especially during slow times.
It's hard to convince yourself to invest in

framing that's not going to be sold. You might
even look at it as an
expense that never gets
collected because it
almost never sells.

On the other hand,
while wall sam-
ples rarely sell,
they can be the
key ingredient
in selling prof-
itable framing
and creating an
image for your
gallery. This is a
visual market,
and providing

examples of what you do is the very best
way to inspire creative sales. If you don't
show great ideas, you won't sell them. Yes,
you might be very good at explaining your
framing ideas, but it's very hard to create
excitement about things that cannot be
seen by your customers.

Since most independent framers cannot
compete on volume, it is essential that they sell
profitable framing. It is also essential for your shop
to be known for something that is unique to your
market. You must stand for something. 

Clients come to custom framers for ideas.
They want something special and unique—a cus-

The right design
samples can build
relationships with
your clients and
inspire them to 

do more and 
better framing

Retailing

tom made product. If they can look at your walls
and see your skills, they are far more likely to
invest in profitable framing because they will be
excited about what you can do for them.

All shops have clients that love what framers
do. Over the years you have shown them that
you are really creative and skilled, and they
responded by allowing you to do anything you
want when they visit. Why? Because over time

you have shown them your ability. When they
place an order, they are confident that they are
going to love what you do.

Proper samples offer a shortcut to building
that kind of relationship. Creative samples show
everyone why you are successful in pleasing your
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This sample of framed boxing match tickets illustrates the ability of a
computerized mat cutter to provide clients with many creative possibili-
ties available when framing memorabilia.



samples, try integrating them
into your corner samples. Hang
these masterpieces with the
groupings of mouldings they
relate to. If you don't have the
room, keep several near your
design area. Why? Because
proper samples illustrate your
best and most creative framing
techniques, and that can influ-
ence sales. Being able to point
to a sample during a sales pres-
entation to illustrate what a
design will actually look like is a
powerful sales tool. It helps
clients clearly visualize the
design that you are developing
for them.

Proper samples help in
other ways. They remove the
uncertainty from a sale and set
up the correct expectations for a
client so that there are no sur-
prises when projects are picked
up. If you can actually show a
conservation corner or a raised
mat or a floated piece of art
during the sales process, clients
will understand what they are
purchasing before they get the
final result. This can save you
from the wrinkled brow reac-
tion that all framers hate to see
when a completed project is
presented. 

Create a list of techniques
that should be sampled to help
a client visualize creative con-
cepts. This could include
stacked mouldings, fillets inside
mats, reverse bevels, projects
with glass on both sides so the
subject can be observed both
ways—anything that can be dif-
ficult to translate in words.
Some samples can be kept off
the display walls and pulled out

clients. They say right up front
why customers choose you.
They establish an image for who
you want to be.

Even though framers are
used to seeing rows and rows of
frame corner samples, they
don't exactly communicate
excitement about custom fram-
ing. To those who have framed
before, it does say you have a
huge selection, but it doesn't
really say what you can do with
those samples. For customers
who are new to framing, all
those corner samples can be
confusing.

So, how do you create sam-
ples that lead to profitable fram-
ing? Profitable means that you
make money on a particular
type of framing project. If you
don't know what types of proj-
ects bring you the greatest prof-
its, this can be difficult (and an
entirely different subject). But
assuming you know or at least
that you know what you want
people to think you're good at,
what makes you stand out from
other places that do framing?

When you have determined
that, create samples that show
those skills. Say you determine
that you make sports-themed
shadowboxes profitably and that
they have potential in your mar-
ket. Buy memorabilia on eBay
and create the most eye-popping
designs you have ever done. Go
all out to show what you can
do. And don't forget to create
signs that explain to clients what
they are looking at and what
framing techniques were used to
make it special.

Once you have created your
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This sample of a framed record album illus-
trates a unique method of cutting matboard into
stripes with beveled edges and placing them
together so they look like one mat. In this case,
they were used to accent the stripes on the
album cover.

A small mirror is used to reflect the face of
the watch in this shadowbox, capturing
more of its dimensionality.

This sample of framed Ty Cobb
and Babe Ruth images illustrates
the use of separate mat openings
around individual items. This cre-
ates a finished look to the various
items, while allowing them to be
raised to different levels inside 
the display—concepts that would
be difficult to explain without a
sample.
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Indiana and Chicago. Framing Con-
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for illustrating specific techniques at the proper time. 
Wall samples do need to be changed at least every

two years. After that, they just blend in and are no
longer noticed. Remember, your samples occupy
extremely valuable space and need to help you sell
profitable framing. They must produce. Changing
displays even if they illustrate the same design concept
makes them noticeable again. Old samples can be
donated to charities or taken down for a couple of
years and used again. 

Another idea of an effective sample is integrating
small mirror samples into a design wall with a “We
Make Mirrors” sign. This is a great way to inform
clients who are framing art that they can also get cus-
tom mirrors from you. 

Purchasing samples from vendors to illustrate new
lines of moulding can be a great way to introduce new
products. Just be sure they are not being featured else-
where in town or your reputation for unique design
could be questioned. 

It's important to use value-
added glass on your samples. Sure,
you have displays made by the
manufacturers, but nothing draws
attention like a custom shadowbox
that appears as though you can
reach in and grab the items inside.
The more you use these kinds of
products, the more you will sell
them because they create excite-
ment when clients see them.

So here's the challenge. Take a
good look at what your walls are
saying about your abilities. Do
they show your talents? Do they
promote your most profitable
types of framing? Do they excite
clients about using techniques and
products that enhance the final
result and ultimately your reputa-
tion? If not, you have a great
opportunity to create a new
image—the image you want to
portray—and to create some new
excitement in your abilities. Get
your whole team involved and
have some fun while building your
business!  ■
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