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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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