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Andre Mellone. Top, Oscar Tuazon “Slick and rigid” (2009).
Previous spread, Hugo McCloud “Cover Story” (2014).
Next page, OscarTuazon “Untitled” (2010).
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What did you do with the space once you acquired the gallery? It
has a more bespoke, designed aspect than the usual “white cube.”
Andre Mellone: We're in a typical old West Chelsea building—a for-
mer fabric warehouse—so when we moved, the spaces were com-
pletely bare except for piles and piles of fabrics that went all the way
up to the ceiling. Once they were removed you could see the bare
bones of the space and columns, painted black. Everything you see
now has really been designed by ourselves. For the gallery, I pretty
much treated Andre as a client: he needed to tell me how he envi-
sioned his exhibition space. We tried to evoke the sense of a beautiful
living room, using woods with deep wine or yellow vibes. It’s warmer
and more “lived in” than the usual art gallery, which makes sense for
a private dealership, where your relationship with the clientele is re-
ally tailored. Younger dealers are creating their own ways to sell art,
and a huge stark gallery space is not the norm anymore. Andre Viana:
It’s about providing a boutique experience, rather than one that can
just be duplicated anywhere else. This space gives everything a story.
Has the shared environment changed the way you work indepen-
dently? How you work together? 4M: The space is just very condu-
cive to creativity — it’s really a dream to come to work everyday. And
I feel that now that everyone is excited, the work is improving. It feels
like an extension of our own home —we created a good structure,
in which we can also create that kind of mess that happens in any

creative environment. But it’s not like all your furniture looks like

Donald Judd now? 47 [Laughing] Those are not very comfortable!

Do you both see a hierarchy between art, architecture, and inte-
rior design? Should architects respond to the art, should the art
respond to the architecture, should design fill in the gaps? AV: The
architecture should serve the art, not the other way around. You see
some art museums that are presenting a sculpture rather than build-
ing a museum. The Guggenheim in New York has a sensorial aspect
to it — when you navigate through the museum, you experience the
art in a different way and on a different scale. The Guggenheim in
Bilbao is just the opposite — it just doesn’t work. It’s like all the muse-
ums in Paris — they are all just too much! AM: At home, we designed
our space; then, Andre brought in the art. We had to change and
scale back some of the design — we took stuff out, because between
the furniture and the art, the art felt more powerful. But what I strive
for, and what my ideal client strives for, is to have a relationship with
the art, the furniture, the objects, and the architecture — all of which
might be re-invented to create a balance. Andre [Mellone], you are
working with designers, and Andre [Viana], you are working with
artists who have textile sensibilities or have done collaborations
with major designers. How do art and design intersect with fash-
ion for you, in your work and in your wardrobes? 4V: Fashion is a
social platform; there’s a big attraction between fashion people and
art people, which forms a very strong link. It’s certainly not the same
world, but you see big collectors from the fashion world investing
hard in museums and collections, and supporting artists. Personally,

I'm not really “creative” when I'm dressing; it’s very much a uniform.
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Usually I wear a shirt and a jacket, maybe something from Ralph
Lauren, which is easy, well cut, and good quality. I always go to
stores like J.Crew. I'm not someone who follows one label, or who is
very much looking for the new jacket. AM: Clients react better when
you’re more sort of neutral and classic than when you try to go too
edgy or too “fashion.” When you are the art dealer, or when you are
the architect to a designer, they want to see you in something more
classic rather than anything a bit over the top. Something I've been
hearing a lot from clients lately is, “I like interiors that don’t look
designed.” If you bring that attitude back to own personal style, then
I find you can actually do more crazy things design-wise. I'm always
attentive to what fashion designers are doing for their own spaces —
not only how they are designing stores, but also how they live. What
if a client or collector is of the type that wants to be flashy or to
“stand out” through design or collecting choices? 4V: My profile of
client is definitively not flashy — it’s ultimately not the type of art that
I sell. Clients might like something privately; then they like to feel
that you are giving them priority, before you offer it to other people.
It takes time to decide on a work sometimes, but because we are a
private company, we can afford that. Galleries can’t always do that —
they have deadlines, openings, and so on. With the first show in the
Viana Art exhibition space, we didn’t send a single press release. On
our website, you won't find a lot of information. Isitimportant to be
picky about your clients? 47 Yes. You have to establish a personal
relationship, and that’s something that you reveal over time. If you
don’t trust the client or if he doesn’t trust you, it’s only a question of
time - it doesn’t last otherwise. Sometimes a client starts in this very
flashy mood, though, but they’re willing to listen, learn, and change.
The problem are thosewho are not interested in knowing anything
about art, but just want the name of the minute. Two months later
they realize that’s not hot anymore, and then they want another one
and just put it to auction. AM: Andre [Viana] and I decided that
when you are in this business, sometimes you don’t have the luxury
to say no. But every time that we know someone is doing it for the
bling, usually it’s a bad experience. Do you remember Rafael Vifioly?
He was based in New York in the 70s and he designed the subway
maps and graphics. He was also an architect, and I saw him one time
and he said, “I advise this for anyone involved in design or who is an
artist: starve, and stay away from bad clients.” What are your plans
and ambitions for the space going forward? What’s going to influ-
ence the next move? A7: I think we’ll do three or four shows a year,
working with private collections mostly on a consignment basis with
the works that we select. Maybe this won’t be possible right away —
we're still adapting to the new reality and it takes a lot of time to do
a show. It’s a huge production to bring works from all over the world.
We also want to create a small publication for each show, as a record.
Also, in terms of the selection, we’ll always try to create a balance
between young artists and established ones — we’ll even bring in art-
ists’ works that aren’t for sale, just for their energy. We always want

to have that freedom.
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Previous page, Wade Guyton Andre Viana.
“Untitled” (2006).
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