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RON ARAD “This Mortal Coil” bookshelf, 1993

Dealers furious
at hotel price
hikes
When Art Basel/Miami Beach launched,
rates were reasonable, but hoteliers have
cashed in on the fair’s success
MIAMI BEACH. Dealers exhibiting
at Art Basel/Miami Beach
(ABMB) this week are furious
that hotels in the area have hiked
up their prices since the fair
debuted in 2002. They say there
has been no concomitant rise in
quality or service.

When the fair first launched,
the luxury hotels here seemed a
bargain to jet-setting dealers and

collectors but by this year, surg-
ing rates have left them feeling
mugged. “It’s a civilised form of
theft,” says German dealer
Matthias Arndt. “You pay twice
as much, but the service hasn’t
improved at all.” Indeed, for the
ABMB crowd, there was little
news in The Miami Herald’s
headline yesterday: “South
Beach Rates Soar.” Not that
everyone’s taking it lying down.
Manhattan dealer Roland
Augustine told The Art
Newspaper that he was meeting
with the manager of the National
Hotel last night to protest the fact
that the very same room had
almost doubled in price. “It’s a
major topic among my col-
leagues,” adds Augustine, who as
head of the Art Dealers
Association of America has a
tight grasp of what’s vexing fel-
low dealers.

What happened? The cost of
rooms in 2002 reflected the fact
that early December was a fallow

Mark Wallinger’s new piece, US, on the stand of
London dealer Anthony Reynolds (C7) is a giant
American flag with an extra 51st star added in
the bottom right hand corner. Its aim is to skew-
er British Prime Minister Tony Blair’s lapdog-
gery to President Bush in the run-up to the Iraq
War.  “I hope that people might see the work as
a concise but accurate representation of the sad

capitulation to power by our wretched British
government,” says Wallinger. Oddly enough, as
Reynolds was setting up his stand, no one men-
tioned Britain when they asked him about the
piece. “Puerto Rico came up twice,” says
Reynolds, who is selling the flag for £75,000.
“But then, an awful lot of people around the
world feel like they live in the 51st state” M.S.

The Warhol effect

MIAMI BEACH. Art Basel is to join
forces with the website artnet
starting from the next edition of
the Swiss fair which takes place
from 13 to 17 June 2007. 
On the last day of the fair, an
interactive floor plan will go
online on artnet allowing visitors
to navigate the booths of Art
Basel’s galleries and view a
selection of images of the works
on display. The images will be
chosen by the galleries and the
floor plan will remain online for

two months. The partnership will
continue for future editions of
ArtBasel and Art Basel/Miami
Beach. Under the terms of the
agreement, both parties have
agreed to work with one another
exclusively.

The online service will include
subsidiary sections of the fair
such as Art Unlimited in Basel,
where galleries show oversized
works in a vast hangar-like space,
and Art Positions in Miami Beach
where younger galleries display

art in containers by the beach.
Art Basel director Sam Keller

says: “This is a perfect marriage.
We have the relationship with the
galleries and artnet has the tech-
nology and the extended online
audience.”

He stresses that the new online
service “will not be a virtual art
fair. It will only go online on the
last day of Art Basel so it’s an
extension of the fair,” he says.
“It’s a sales tool. Galleries will be
able to offer works to collectors

who were unable to attend.”
Artnet already serves as the

web presence for hundreds of
galleries. It also hosts a magazine
and the most comprehensive and
widely used auction price data-
base for modern and contempo-
rary art available online. This
recently added design to its
searchable categories. Unlike
other online databases, artnet is
invaluable because it includes
images of the works alongside
auction prices. C.R.

Art Basel teams up with artnet

The 51st state

The most represented artist at
Art Basel/Miami Beach is Andy
Warhol. His 1967 Marilyn
Monroe (ten silkscreen prints) is
on offer at L&M (F8) for $1.5m
(detail above). See p4

period for tourism, while today’s
rates—and the common require-
ment that guests book a mini-
mum number of nights—reflect
the incredible popularity of
ABMB in the wider luxury-
lifestyle set. Furthermore, Miami
Beach has re-established itself as

a tourism mecca and its year-
round rates have surged. “This is
like artists moving into a neigh-
bourhood and then having to
move out when it gentrifies,”
points out Bruce Turkel, whose
ad agency handles the city’s
“Miami” brand. “The reality is

that Miami has become a high-
end destination like Oahu and
New York and it’s breaking all
records for average daily rates.
But it’s pure supply and demand.
People might feel like they’re
getting jacked, but if they came
at a different time, they’d pay
less.” Clearly, art dealers exhibit-
ing at ABMB don’t have that
option.

“When we first came here, it
was laughably inexpensive,”
recalls Berlin dealer Thomas
Schulte. “Now you pay easily

These outrageous rates could jeopardise
what this fair has brought to this
community. No one likes to be ripped off,
not even billionaires
Norman Braman CONTINUED ON P4
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MIAMI BEACH. Who is the most
represented artist at Art
Basel/Miami Beach this year?
Andy Warhol. His work is on
offer on at least 20 stands and he
is represented in depth on several.

This proliferation of works at
ABMB follows an extraordinary
set of results for the artist at the
New York contemporary auctions
last month where an astonishing
$100m was spent on his work. 

Since 1997, prices for the artist
have almost quadrupled.
“They’ve gone exponentially
nuts,” says Andrew Fabricant of
Richard Gray.

One of the reasons for this is
that Warhol has become a univer-
sal brand name—one of the very
few artists, like Picasso, who is as

well known in the East as he is in
the West. Like Picasso, Warhol
was prolific and most of his work
is instantly recognisable. This has
made him intensely appealing to
a new generation of collectors
who are radically changing the
way the art market works.

Many of today’s buyers are
hedge fund managers, Wall Street
traders or entrepreneurs who
have made their money in busi-
ness. Robert Mnuchin of L & M
(F8), says, “Their interest in art
starts with Warhol.”

Financial buyers think in terms
of investment and they are used
to consulting charts and indices to
make financial decisions.
Because of the sheer number of
Warhols sold—artnet records

MIAMI BEACH. The German abstract
painter Tomma Abts won Tate
Britain’s £25,000 Turner Prize, the
UK’s most coveted art accolade,
on Monday night. The prize, like
other major awards of its kind,
usually boosts prices immediately.
But this is unlikely to happen with
Abts because she works slowly,
layering and overpainting her can-
vases (all sized at 19x15 inches),
and produces only a few works a
year. There is not enough of a sup-
ply to keep potential new collec-
tors interested. The artist also
keeps a very low media profile, so
does not generate the headlines
which also help boost prices.

Abts’s primary dealer in
London, Cornelia Grassi of
Greengrassi, is not exhibiting at
ABMB this year, while the other
galleries who sell her work, Daniel
Buchholz (D2)—who is showing
11 works by Abts until 7 January at
his gallery in Cologne—and the
Berlin-based Galerie Giti
Nourbakhsch (N23), are not offer-
ing any pieces by the artist at
ABMB. They say the Turner Prize
will have no immediate effect on
prices for Abts’ work which cur-
rently  stand at £20,000 ($39,500)
for one of her paintings and around
£5,000 ($9,800) for a work on
paper. O �  W� d

Accolades don’t help if supply is scarce

Market analysis

what it costs in New York.” And
actually, Schulte is wrong: the
$238 South Beach average rate
is $24 higher than the average in
New York. Of course, $238
doesn’t buy you much this
week. “I’m paying $625 at The
Standard and I couldn’t get cof-
fee this morning,” says Los
Angeles dealer Javier Peres.
“For that you should pay
$62.50, not $625.”

Although the cost is a major

issue, value-for-dollar is an
equally infuriating issue. “The
rooms at the luxury hotels are as
expensive as the ones in
Claridge’s in London during
Frieze,” points out one New
York private dealer, who skipped
this year’s ABMB altogether.
“My European clients think it’s
outrageous, because these are
not real luxury hotels at the inter-
national standard.” Complaints
have been legion even from
guests at luxury hotels—frail

infrastructure, shoddy service,
dilapidated hallways, etc. “My
hotel costs 30% more than last
year and it looks three years
older,” says Sperone Westwater
director David Leiber, who is
staying at the National. “This
morning, I had to talk them into
bringing a paper to my room.”

But in the end there’s more to
this furore than money. It has
become an emotional issue:
many art world insiders feel
Miami Beach’s hoteliers are

incorrigible ingrates. From an
art world perspective, Art
Basel/Miami Beach single-
handedly transformed the area’s
reputation, remaking its image
from a pit of pulchritudinous
parties to one with legitimate
cultural standing year-round.
“This fair gave Miami an excel-
lent opportunity to rehabilitate
its tourism,” says Augustine.
“And now we’re getting 
price-gouged.”

Miami collector Norman

Braman, who chairs the ABMB
host committee, says he and fair
director Samuel Keller and local
officials have strived to rein in
the rates. “We’ve been beating
on them about this, but a lot of
the hotel owners are greedy and
short-sighted,” he laments.
“These outrageous rates could
jeopardise what this fair has
brought to this community. No
one likes to be ripped off, not
even billionaires.”
M� c S � l�

The Warhol
effect
Financial buyers have had a dramatic
impact on the way the art market works
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12,777 auction prices since the
mid 1980s—his works are rela-
tively easy to value—a bit like
stocks and shares. And buyers
who are new to the market are
reassured by the presence in
museums and major collections
of pieces that are almost exactly
comparable to the ones they are
thinking of buying.

Collectors used to prize rarity
and uniqueness in art and fol-
lowed their own taste, but buyers

from a financial background
often feel the need to “tick all the
boxes” by buying “brand name”
artists—and this then boosts
prices for similar works.

With prices spiralling upwards,
interest in later works by the artist
has increased. The Warhols on
offer at ABMB include a number
of “shoe” paintings, including a
large Workboots, 1985, at Van de
Weghe (J2, $1.2m), and two
Diamond Dust Shoes from 1980
and 1982, at Acquavella (J9,
priced at $2.5m and about $1.5m
respectively), while Jablonka
(F5) has a great display including
a large Shoes. Van de Veghe (J2)
has a Dollar Sign on paper from
1981, tagged at $185,000.

L&M (F8) has a broad selec-
tion including a Mao portrait, a
pink electric chair silkscreen and
a diamond dust shoes and a rare
complete set of the ten silkscreen
prints of Marilyn Monroe from
1967, priced at $1.5m (number
58 in an edition of 250).

“We price as fairly as we can,”
says Mr Mnuchin. The last com-
plete set sold at auction in 2004
for just under $800,000.

Paul Kasmin (J16) has a
remarkable display of portraits
dating from the late 1960s to the
mid 1980s, and including a

Dennis Hopper (1970, over $2m),
four “society” portraits (between
$475,000 and $800,000) and a
multiple Happy Rockefeller
(1968), while Richard Gray (J10)
has a four-part portrait of Bobby
Short, 1963, at $1.25m and a
small pair of Flowers, 1964, at
$1.4m. And finally Leslie
Waddington (J7) says he didn’t
bring any Warhol works to the
fair, “I couldn’t buy any, I didn’t
have enough money!” he com-
plains.  
G� � Ad�m

CONTINUED FROM P1

Prices for Warhol

1997 100 0%
1998 144 +44%
1999 164 +13%
2000 208 +26%
2001 189 -9%
2002 269 +42%
2003 239 -10%
2004 257 +7%
2005 346 +34%
Nov 2006 387 +12%

Dealers furious at hotel price hikes

This table shows how prices have
fluctuated since a base rate was set in
1997. Source: artprice.com 
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