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V
isible and active leadership 
is usually synonymous with 
successful organizations and 
companies. 

When you think of Chrysler’s dra-
matic turnaround in the 1980s, you 
think of legendary businessman Lee 
Iacocca. When the Green Bay Packers 
won a combined five NFL and Super 
Bowl titles in the 1960s, iconic coach 

Vince Lombardi stood at the forefront. 
And, when you think about Apple’s 
current revival led by trendy Macs 
and iPods, you can’t help but mention 
CEO Steve Jobs. 

In the case of Universal Framing 
Products (UFP), it’s actually three 
men standing in the foreground of the 
company’s leadership. Mark Gottlieb, 
Avi Feigenblatt and Jon Bromberg 
are the brains behind the national im-
porter and distributor of picture-frame 

mouldings housed in a new, 100,000-
square-foot facility in the Los Angeles 
suburb of Santa Clarita. The outgoing 
trio says its teamwork approach to de-
veloping high-quality picture-frame 
mouldings at value prices is the biggest 
reason for UFP’s status as an elite com-
pany in the art and framing industry. 

“We’re three partners with 60 years’ 
combined industry experience that are 
here, active every day in the business,” 
says Feigenblatt, sitting at a confer-

ence table with Bromberg and Gott-
lieb, during a visit by DECOR to their 
southern California headquarters. “A 
customer can talk to us at a moment’s 
notice; we don’t stand behind a wall 
of people. We’re available for our 
customers.”

Forming  
a Business Partnership  

Feigenblatt started Universal Fram-
ing Products in October 1995 after 
several years as a sales and marketing 
manager for Alumaframe, an alumi-
num moulding manufacturer at the 
time. The company started modestly 
with a 2,000-square-foot warehouse 
and a small selection of mouldings. 
The next year, Gottlieb left his job as a 

veteran sales representative for Victor 
Moulding and joined his cousin Fei-
genblatt at Universal. 

“Nobody on the West Coast was 
really catering to the (OEM/volume) 
market,” Gottlieb says. “I had been in 
the marketplace 16 years for Victor 
Moulding and recognized the need for 
a value-line moulding supplier.” 

Bromberg was the general manager 
of Alumaframe. Feigenblatt stayed in 
contact with him through the years. 

Two years after Universal started, 
Bromberg joined the company.

“Mark and Avi took the company 
from zero to two years of sales with de-
cent growth,” Bromberg says. “They’re 
background is more sales. My back-
ground is operations. When I came on 
board, it was a tremendous comple-

ment to what they did. It was a great 
starting point. We all trust each other 
with any decisions. There’s never any 
disrespect. We stand by each other.”

This trio shares unique personal 
backgrounds. Feigenblatt was born in 
Panama but was raised in Israel. Got-
tlieb, a Miami native, lived in Mexico, 
Panama and Israel. Bromberg is an L.A. 
native. Even with these differing back-
grounds, they share a common vision 
for Universal Framing Products. 

“We all have different strengths,” Fei-
genblatt says. “We all complement each 
other. We can fight, kick and scream, 
but work together and come to a com-
mon solution we can all live with.”

 Each man carries a title: Feigenblatt 
is chairman; Gottlieb is president; and 
Bromberg is chief operating officer. 
However, they say the corporate desig-
nations don’t mean much. It’s an equal 
partnership, they say.  

“We listen to the marketplace, we’re 
in tune with trends that are coming, al-
though we’re not always 100 percent 
right,” Gottlieb says. “We like our high 
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Industry Veterans With UnIVersal appeal

Feigenblatt (left) started Universal 

Framing Products in October 1995 

with Gottlieb (below), his cousin.   

Bromberg joined the company 

in 1997 after serving as general 

manager for Alumaframe. 
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all photos by Robert Staley unless noted
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batting average of success. We learn from our 
mistakes and move forward. It’s instrumental to 
our success. We want our products value-driven 
with style and quality. If we tie it all together, we’ve 
done our job.”

With six decades of combined industry ex-
perience, this trio has witnessed a lot of change. 
Bromberg says company consolidation is the big-
gest transformation in the marketplace in recent 
years. 

“The industry is becoming smaller through 

 Universal Framing Products moved to a new, 

100,000-square-foot facility in October 2005, 

allowing the company to consolidate operations 

in one building and allow room for expansion. 
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Mitre-Mite®

MP Multichannel

Our Mitre-Mite® Multichannel machine is the

latest innovation for joining picture frames.

This machine provides the highest level of

flexibility in the Industry incorporating five dis-

tinct channels which hold five different V-Nail ®

sizes (5,7, 10, 12, 15 mm).  The

operator has the capability to

insert and stack any of these

sizes at up to 10 different positions

along the frame joint.  This facilitates

the perfect joining solution especially for

wide moulding with variability in height.

This machine has the same Memory Program

Capability as our leading Mitre-Mite® VN 4 MP

machine which includes data storage for up to

1400 profiles.  This machine automatically

adjusts and precise production can restart

immediately!

New!
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Universal Framing Products’ new, state-

of-the-art facility is situated in a new 

industrial park in Santa Clarita, the fourth 

largest city in Los Angeles County. 

company consolidation at every level 
from the factories to the custom 
framer,” Bromberg says. “From the 
framers’ perspective, as the market 
gets smaller, it becomes more com-
petitive. This competition brings 
about aggressive pricing programs 
that framers can benefit from.”

The New Facility
Prior to its move to Santa Clarita, 

Universal Framing Products oc-
cupied a 50,000-square-foot build-
ing in nearby L.A. suburb of Sylmar. 
The partners realized the building 
wouldn’t be sufficient for current and 
future needs. 

“Prior to the move to the new facil-
ity, we were in a building that we felt 
would be sufficient for our needs at 
the time,” Gottlieb says. “Our growth 
took us in different directions. We had 
to start renting facilities off site to store 
the extra inventory we had. It became 
an everyday struggle to coordinate it. 
We decided to start looking for a new 
facility to store everything under one 
roof.”

In October 2005, on the 10th anni-
versary of the company, more than 100 
Universal Framing Products employ-
ees moved to a new, state-of-the-art fa-
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cility. The 100,000-square-foot build-
ing is situated in a new industrial park 
in Santa Clarita, the fourth largest city 
in Los Angeles County with 163,000 
residents. The spacious facility not 
only accommodates the company’s of-
ferings of more than 1,000 moulding 
styles, but it also has additional space 
for future product lines. 

Bromberg says the move made 
sense on many levels. All operations 
are now under one roof; there’s suf-
fi cient space for more inventory and 
easier implementation of quality-con-
trol procedures. 

Product Offerings
With more than 1,000 mouldings 

available, the partners take several 
months to research and develop at-

One of Universal 

Framing Products’ 

top lines is 

Valucore™. 

Gottlieb 

showcases a 

shipment on its 

way out the door 

to a customer.
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WeB ViSiON  
Along with Universal’s new 

facility, the company revamped its 
Web site 
(www.universalframing.com) to 
meet customer demands. “Our 
Web site was 5 years old, and it 
needed a face-lift,” says Carla 
Staley, the company’s director 
of marketing. “In today’s market, 
you need to have a Web site 
that is functional and offers your 
customers a place to reference 
your product line. It helps us bring 
new collections to market quicker. 
It’s becoming an integral part of 
our marketing efforts. In addition, 
a company’s Web site design has 
to provide a pleasant 
experience for 
visitors.”



tractive product lines.
“The entire process entails many 

challenges from fine-tuning and per-
fecting moulding designs, profiles 
and finishes to making sure the prod-
uct is in stock on time for release at 
the DECOR Expo shows,” Bromberg 
says. “After months of research and de-
velopment and the collection is ready 
to launch, the challenges continue: 

managing the importing and stocking 
of products, supplying corner samples 
to the customers in a timely manner, 
and making sure those samples end up 
on the customer’s wall.”

Another challenge is seeking wood 
for moulding and keeping a close eye 
on the global timber market. Gottlieb 
says they stay flexible and informed on 
timber species and work to locate new 

sources of wood to improve products. 
The trio’s industry experience 

also helps with meeting customer 
demands. “We listen to our custom-
ers; their feedback is very important 
to us,” Feigenblatt says. “We use our 
many years of industry experience 
along with instinct to help us deter-
mine our moulding designs.  I’m 
also inspired by the unique artwork 
and architecture I see from travel-
ing the world. Watching market and 
furniture trends is something we do 
automatically.”

With plenty of competition in the 
marketplace, Universal strives to 
maintain quality in its products and 
customer service. The company just 
introduced the Reflections collec-
tion, a group of contemporary, high-
gloss black, red and white mouldings; 
Niebla, a timeless scoop shape with a 
hand-rubbed smoky finish in metal-

lic colors; and Gallery Float and Pro 
Float, a selection of natural wood and 
leaf canvas floaters. 

At DECOR Expo Atlanta, Sept. 
8-10, the company is scheduled to re-
lease several new collections: Safari, a 
high-gloss zebra wood finish in con-
temporary shapes; Murano, a high-
gloss brushed compo in trendy colors; 
and Structura, bold, geometric shapes 
with a multi-dimensional finish of 
deep bronze and charcoal gray. 

One of the company’s top lines, 
Valucore™, is one of the largest col-
lections of polystyrene mouldings 
available today. Overall, the compa-
ny’s collection features the latest styles 
as well as timeless shapes. A diverse 
product range is one of the company’s 
biggest strengths, its owners say.

“First, our company’s goal and our 
core competency is to bring good 
quality moulding in current designs at 
value prices to the market every sea-
son,” Feigenblatt says. “Second, we 
have a professional group of manage-
ment and sales people that provide 
great service to our customers. With 
the right product and people, and 
the relationships we’ve built over the 
years, we have a good recipe for a suc-
cessful business.” 

looking ahead
The leaders at Universal want to 

continue expanding their distribution 
network, market share and mould-
ing lines. Gottlieb remains optimistic  
about  the industry’s future.  

“The future of the industry will con-
tinue to grow on the niche of new and 
cutting-edge moulding designs,” Got-
tlieb says. “There will always be a place 

in the market for great new designs to 
be brought to the market in a timely 
matter. Fast turnaround and availabil-
ity keep everything pushing forward.”

Gottlieb,  Feigenblatt and Bromberg 
believe Universal Framing Products has 
arrived, becoming a leader in the art and 
framing marketplace. With its visibility 
and success, the future seems limitless 
for the southern California company. n

Company Info

address:  
21139 Centre Pointe Parkway, Santa 
Clarita, CA 91350 

Web site:  
www.universalframing.com 

phone numbers:  
800-668-3627,  
661-362-6262

fax: 661-362-6263 

E-mail:  
sales@universalframing.com 
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(From left) Gottlieb, Bromberg and 

Feigenblatt each have corporate 

titles, but they believe in an equal 

partnership when it comes to making 

critical decisions for the company.


