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| mention Shag because he was the first artist |
thought about after introducing myself to the
painting and design work of Bev Hogue. With a
similar appetite for retro design, graphic preci-
sion and a desire to fan her work out through a
variety of media - fine art pieces, prints, jewel-
lery, pillows and decals - she establishes herself
asboth a fine artist and a merchandising force to
be reckoned with.

Hogue grew up in Fenwick, Ontario, trained
as a graphic designer at George Brown College,
and spent years rising up the ranks as a magazine
illustrator. Early in 1999, she was contacted by
Montreal businessman and art benefactor Avrum
Morrow and asked to contribute to a millennial
publication. The experience of creating a sin-
gular work and the attention she received for it
caused Hogue to reconsider her path. She decided
to leave behind client work and began setting
up shop in a century cottage on George Street
in Hamilton.

She quickly began to focus her practice on the
portraiture of women, in a palette dominated by
blue. The portraits are comical, tender, bombas-
tic and independent. Viewing a group of them
together creates a kind of grand statement about
the foibles, vulnerabilities and ultimate strength
of women. It also reveals that Hogue is interested
in the mechanics of glamour, particularly the bar-

il

rage of accessories that surround a woman's face
in any given point of the day, whether they be
cucumbers, a sleep mask, fake eyelashes or a stiff
drink. It's as if the tools of dressing up or dress-
ing down are the paths into the psychology of
each woman.

“Glamour is the face of courage, I feel,” says
Hogue. “It is all about poise and confidence in
the face of adversity. These women all share a
sense of dignity despite the difficult situations
in which they find themselves. Strength of
character — that’s something to celebrate in the
women [ paint.” So important are these elements
of glamour that Hogue not only introduces them
as three-dimensional elements to the paintings,
she also creates jewellery and garment pieces as
part of her practice.

“I don't separate my work into categories of
fine versus commercial art,” she insists. “People
who enjoy wearing the fashion accessories I
design enjoy them as much as someone who
has a large collection of Bev Hogue original paint-
ings. Because there are a growing number of retail

outlets that carry my jewellery, prints, cards and
garments, I work through Beluxe to represent
these interests. I have a strong sense of how my
products can be arranged in a public space, so
another aspect of my involvement through Bel-
uxe is to make suggestions about how to place
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The many facets of
Hogue’s independent
women are visible in
pop-informed pieces
like (clockwise from
top left) Orange
Crush; | Love Holts;
Charlize the Lone-
some Cougar; and
Card Maximed Out
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the items, how to light them. It’s an aspect
of whatIdo, and I enjoy design and the vis-
ual effects as much as I do the art. It’s part of
the performance — how all these pieces are
displayed.”

Hogue currently sells her work at events
like the One of A Kind and Cabbagetown
festivals in Toronto, but more intriguing
is the work she has accomplished globally,
attracting Hollywood patrons like Christian
Slater and Rachel McAdams, or working out
a launch of scooter decals for an Australian
company called Pimp My Scoota. So much
international potential has revealed itself
that Hogue has had torelocate to a larger stu-
dio, repositioning her in the Niagara wine
region close to where she grew up.

“As a full-time artist, 'm also aware of the
need to take the work out into the world,”
she says. “More shows are being organized
formeinthe U.S. and, as aresult, [ have a lot
of collectors from all over the States. People
want to visit my studio, soInow have a place
that is large enough to display all of my art.
Requests are also coming for larger paint-
ings, so the new studio gives me more space
to create. This year will be about a grow-

ing level of interaction with the public,
and this feedback is something I value and
cherish.”

Bev Hogue / 26 Canboro Rd., Fonthill,
289.897.9076, www.beluxe.com

AndyDonald

Since high school, Andy Donald has had an
interest in making furniture out of what-
ever materials he could find. He started by
experimenting with some of the old doors
and remnant wood he discovered in the
antique store his parents converted into
a gift store in Dwight, Ontario. He con-
tinued making furniture and lamps as a
hobby while earning a B.Comm. degree
at the University of Guelph. After growing
dissatisfied with his day job, he decided
to push his love of furniture-making to
the forefront.

In 2002, Donald lucked into a studio
workspace in an historic former gristmill
in Greensville and opened a shop named
Rustic and Refined. He quickly set to work
building a trade as a maker of unusual
furniture, tables and cabinets assembled
from reclaimed wood and machinery

pieces. He was off to a great start, but barely
four years in operation, a fire in the old mill
forced him to close his doors and recon-
sider his options. Unwilling to relocate in
some generic factory space and knowing
that finding an affordable space with the
charm of his Greensville studio would be
next to impossible, he decided to change
the way he worked.

“One of the things I kept thinking about
after I shut down the shop was how frus-
trating it can be making one-of-a-kind
items. You sell a work of furniture and a
few months later someone comes by look-
ing for that exact piece and there’s nothing
you can do. No way you can recreate it. The
other thing I kept thinking about was how
difficult as a furniture maker it is to ship
your products. You can’t build up a market
that extends past a particular range.”

The solution for Donald was to focus
solely on lighting. Producinga line of table
lamps enabled him to re-establish his shop
within his Dundas home, his work area div-
ided between a workshop, his basement
and, when the weather holds, his drive-
way. Because lamps can be shipped rela-




