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companies that advertise in the paper.  If you stay fair-
ly local, you’ll find it much easier to service your
accounts, and your prompt and personalized service
will keep them coming back.

When you read a business publication or section,
use a highlighter and Post-it flags to keep track of
companies and people you want to contact. You may
also want to subscribe to online daily updates of busi-
ness news through your local business newspaper. 

As you gather leads from various sources, deter-
mine whom you want to contact at each company.
The person you look for will depend upon the type of
company. At a design firm, you might search for the
executive assistant to one of the principals. In a legal
or medical office, you could try the office manager. At
a university department, your contacts could vary
from the development director to the library archivist.
At a film studio, it might be the publicity director. At
a sports team, it could be the head of marketing. The

Framers who want to expand their retail business
into corporate framing, art, and printing sales are
faced with a number of challenges. Getting word

out to potential corporate customers is the first hurdle.
For many frame shop owners and managers, the initial
contact is often the most daunting. Cold calling can be
effective, but it is difficult for many. Fortunately, there’s
an alternate route that can grab the attention of corporate
and institutional buyers. One way to start the conversa-
tion is to use social media for the initial contact and then
follow up with more traditional marketing methods.
Making a plan is the first step.

Research

To garner corporate sales, you have to know whom you
want to contact. It’s important to stay abreast of local cor-
porate business news, keeping a sharp eye out for new
building construction, new corporate leases, corporate

moves, and renovations. Fol-
low your local Business Times,
online Business Journal, or
other business magazine; the
business section of your local
newspaper; and local televi-
sion and radio business news.
For ongoing framing work,
think about how local com-
panies can use your services.
Based upon your experience

and research, you could be the one to suggest a need that
your prospects don’t yet know they have.

If you subscribe to a business paper, make a habit of
reading it weekly and follow through on leads you find.
If you do, then you should get results. Pay attention to
indexes of cities and companies as well as featured lists by
business category. Consider starting at the bottom of the
list where you stand a better chance of getting noticed by
somewhat smaller companies. Don’t forget to look at
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tures you value most. You could also set
up a binder system with preprinted con-
tact log pages, such as those offered by
Franklin Planner. 

Stay Within Your Capabilities

Before contacting large corporations,
hospitality accounts, or hospitals, you
should get some corporate art consulta-
tion and framing experience under your
belt. Large accounts have special chal-
lenges and require experi-
ence, volume capability, and
financial reserves. (For more
detailed information on how
to work as a corporate art
consultant and fulfill and
install art and framing
orders, see Barbara Markoff ’s
book, Becoming a Corporate

Art Consultant, published by
PFM Books. This book cov-
ers everything from the ini-
tial contact to the proposal,
contract, installation, and
billing. It will also teach you
how to develop relationships with artists
and how to use in-person networking to
make corporate contacts.) 

It’s a good idea to start small, con-
centrating on fulfilling the needs of local
medical offices, law firms, small design
firms, and small corporations. You’ll gain
valuable experience as you learn from

person at the top is often too busy to deal
with framing projects, but the person
who assists him or her may be a great first
contact. Remember that one contact
often leads to another.

A good way to research contacts is
LinkedIn. Set up a LinkedIn account,
paying attention to all the fields that
allow you to describe and promote your-
self and your business. Include a profes-
sional-looking photo of yourself, and
don’t forget to create a LinkedIn page for
your company. LinkedIn accounts are
free, but if you want the ability to send
direct messages through LinkedIn’s
“InMail” you may want to purchase a
premium account. Many believe
LinkedIn messages are considered trusted
mail and get opened more often. Another
feature of this account is the “Profile
Organizer” that allows you to save and
keep notes on those you contact and
organize them into folders of your choice. 

To research a company, search
LinkedIn by company name and find
people who work there. Once you’ve nar-
rowed your search to a few contacts, you
may be able to learn more about them on
a Google search. The more you know
about contacts, the better chance you
have to become their framing, printing,
or art resource. LinkedIn also allows you
to ask one of your first-level contacts to
introduce you to one of their contacts.
Referrals are powerful, and you may want
to keep tabs on other people your con-
tacts know and request help when appro-
priate.

Staying organized is an important
part of the process. Online customer rela-
tionship management software can help
you further organize your leads. If you use
web-hosted software, you’ll have your
information available from all your
mobile devices. There are robust solutions
like Sales Force and simpler and less
expensive programs like Highrise. Do
some online research to compare the fea-

every job, and you will not overwhelm
your staff and budget with projects
beyond your capabilities. After decades
of framing for local corporate and insti-
tutional accounts, our shop is still
learning from every job.

First Contact

Using LinkedIn’s InMail service, write
your contact a short message telling
him or her who you are and why you
would like to make contact. Include
your phone number and your website
and say that you’ll follow up by mail.
Then follow up with a short letter and
a print brochure or flyer describing
your services. It’s helpful to keep a fold-
er of letter templates on your computer
to use with different types of businesses
so you can quickly send one out when
the need arises. Most people need to
receive several contacts from you before
you are on their radar.

An investment in a professional-
looking corporate framing brochure

and a corporate art and framing web
page can open doors in your commu-
nity. Before doing business with you,
corporate decision-makers want to
know who you are, what your experi-
ence is, what your capabilities are, and
what your work looks like. They also
want to know that doing business with

Corporate framing brochures and branded material add
credibility to your business.

Make your LinkedIn profile as professional and complete as possible.
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you is easy. Both a brochure and a web
page can answer these questions. Stress
your on-site design, delivery, and
installation options and tell your
prospects how to contact you. 

You can start your web page with
just a few installation photos. Tell your
web designer to leave space for you to
add more photos as you complete
work. Once you have a handful of
photos of your corporate work, you
can create a brochure. One approach is
to feature case studies of jobs you’ve
completed. Include photos and notes
about how you helped your clients
realize their goals. Personalizing these
marketing materials with your own
name is important, as clients need to
develop trust in you and your compa-
ny. Clients will hire you for your
design skills, so putting some money
into a well-designed brochure and web
page may be necessary. We also include

a flyer that highlights our digital print-
ing services. 

Branding is important, so work on
a logo, color, and theme that you can
carry through on your brochure, web
page, stationery, and business card. Try
framing a business publication execu-
tive profile of a prospect you’re particu-
larly interested in and send it to that
person. This will always get noticed.

Once you send follow-up material,
schedule a call to make sure your con-
tact received your mail and offer to
answer any questions. Also suggest that
your contact pass your information on
to anyone else at the company who
might need your services. These refer-
rals can be powerful and often serve as
endorsements. You can also offer to set
up an appointment to introduce your
services to their design (publicity, mar-
keting, etc.) team. 

Real World Examples

We’ve been successfully using these
techniques at our shop to grow our
corporate art, printing, and framing
business. When a local food company
made news with a very successful IPO
last year, we contacted the facilities
manager via LinkedIn. We received a
nice reply via LinkedIn asking us to
send information. We followed up with
a letter and brochure to the initial con-
tact as well as to the sustainability
director, the assistant to the CEO, and
the marketing manager. Before we had
a chance to make a follow-up call, the
CEO’s assistant called and asked us to
stop by to discuss several framing proj-
ects. She told us she called because sev-
eral people at the company recom-
mended us. When she mentioned who
they were, we realized they were the
other people we sent brochures to. Our
first project for this company was
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new headquarters for a major clothing
manufacturer. We were able to rush
print and frame his project photos and
various other objects. When I asked
him how he heard about us, he said,
“Someone at the firm walked up to
me, handed me your brochure, and
said ‘You might need this.’ ” We’re still
printing and framing for this account. 

Sometimes results take time, and
the key to success is to work consis-
tently at corporate solicitation. After
making a LinkedIn contact and send-
ing a local nutrition bar manufacturer
two framed executive profiles, we
received no word for several months.
One day one of the assistants there
walked into our shop and mentioned
our frame on his boss’s wall. He then
placed orders for framing a collection
of original food wrappers and vintage
advertisements. The last time we deliv-
ered work, the assistant said, “Thanks,

you make me look good!” We solved a
problem for the assistant and made
project fulfillment easy and convenient. 

Part of winning corporate work is
having confidence. If you remember
your goal is to become a valuable, ongo-
ing problem-solving resource for your
client, you’ll find making initial con-
tacts and follow up calls much easier.
You’re there to help your clients add
value to their projects. Do it well, and
you’ll have loyal, repeat business. ■

Kirstie Bennett is co-owner of The
Framer's Workshop in Berkeley, CA,
which she founded in 1977. She has won
a number of awards, including Best
Frame Shop 2008 and 2010 from the San
Francisco Chronicle, Constant Contact
Best Practices Award 2008 and 2009,
and Oakland Tribune “Bay Area Best” for
multiple years. She holds a B.A. in Eng-
lish and Art History from U.C.L.A. and is
a guest speaker on framing photography
and prints at Berkeley City College. 

printing and framing photos and replica
stock certificates to be given out as
commemorative presents at its first
shareholder’s meeting. 

We recently framed a San Francisco

Business Times executive profile on the
CEO of a national grocery chain head-
quartered in the Bay Area. We made
contact on LinkedIn and sent the
CEO’s framed profile with an introduc-
tory letter and brochure. A few days
later the CEO called and said, “Wow,
you sure know how to get someone’s
attention!” He asked his assistant to
contact us with future framing projects.

After sending a few LinkedIn
InMail messages to some prospects at
local interior design firms and not get-
ting any response, we followed up by
blanketing several firms with our stan-
dard designer letter and brochure. A
week later we had a call from a designer
who was working on the interior of a


