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A\, Introduction

(This section will be addressed in a later draft.)



EI

Background

(This section will be addressed in the final draft.)

B.1

Foundation Documents, Studies, and Stories

B.1.1 2005 Cultural Master Plan
(This section will be addressed in the final draft.)

B.1.2 2010 Boulder Valley Comprehensive Plan
(This section will be addressed in the final draft.)

B.1.3 Knight Soul of the Community Study
(This section will be addressed in the final draft.)

B.1.4 Public Art in Boulder
(This section will be addressed in the final draft.)

B.1.5 The Role of Non-profit Organizations
(This section will be addressed in the final draft.)

B.1.6 Boulder Innovators
(This section will be addressed in the final draft.)



C.

C1

C.2

Planning Process

Guidelines for the Planning Process

The following guidelines were created to shape the planning process in reflecting the city’s
priorities for the development of the Community Cultural Plan:

”

As a “Community Cultural Plan,” the project has a city-wide perspective and an
extensive time-horizon. The Plan will seek to answer the question “What is the
community’s vision for arts, culture and the creative industries?”

Transparency and good stewardship of the public trust will ensure the inclusion of the
community’s voice and encourage the continued support for the implementation of this
plan.

Focus areas for the plan may include public art, the creative sector of the economy,
funding, sustainable cultural tourism, and the vibrancy of street-level experiences.

The process will be open and forthcoming, taking best advantage of the City of Boulder’s
collaborative professional culture.

The City-wide priorities of advancing sustainable and resilient practices, encouraging

diversity, and promoting the success of Boulder communities will be foundations for the
process.

Staff, Consultants, and Participants

Appreciation is due to the many people who helped with the Community Cultural Plan:

Thanks to the thousands of residents who participated by giving their opinions, filling
out surveys, joining the online conversation, and commenting on the Community
Cultural Plan at various points along the way.

Thanks to the many talented experts, stakeholders, and community activists who were
interviewed through the course of this plan, including: Mark and Polly Addison, Robin
Beeck, Kathy Beeck, Joan Breummer, Annette Coleman, Aaron Cook, Brian Coppom, Joe
deRaismes, Bruce Dierking, Nick Forster, Donna Gartenmann, Alicia Gibb, Sue
Hammond, Kent Hansen, Carrie Haverfield, Josie Heath, Kathy Jones, Kathy Kuscan,
Melinda Mattingly, Deana Miller, Sacha Millstone, Lisa Nesmith, Judy Reid, Bill Rigler,
and Amanda Berg Wilson.



Thanks to the staff members of the many City of Boulder agencies who assisted in this
process. Most particularly we appreciate the staff of the Office of Arts + Culture:
Juliette Bartsch, Joel Haertling, Greg Ravenwood, and in particular Mary Fowler and
Mary Wohl Haan who both played a critical role in the operation of the planning
process.

Thanks to the members of Cultural Planning Group especially Martin Cohen, Linda Flynn,
and Jerry Allen. Their expertise, talents, and thoughtfulness contributed to the success
of the process.

Thanks to the many leaders of Boulder’s community of non-profit cultural organizations
who participated in a special series of “cultural summits” to review and comment on the
drafting of the Community Cultural Plan: Dairy Center for the Arts: Bill Obermeier,
Raissa Johnson, Sharon Nehls — Cudmudgeonly Press: Clara Burns — LOCAL Theater
Company: Megan Mathews, Sallie Smith — Language of Fish Collective Arts: Soleil
Chappelle, Arrow Zoe Amelia, Adderly Bigelow — Boulder Ensemble Theatre Company:
Stephen Weitz Janet Salmons — Barrio E: Tamil Maldonado —; Latino Chamber: Jose D.
Beteta — Truth Be Told: Nina Rolle, Johanna Walker — BaoBao Festival: Kari Abankwah,
Kasey Shelling (also The Living Classroom) — Boulder History Museum: Nancy Geyer,
Carol Taylor, Laura Skaggs — Boulder Housing Partners: Shannon Cox Baker, Danielle
Vachon — Greater Boulder Youth Orchestras: Brian Jack, Gary Lewis, Pris Walker, Arthur
Lieb — Americas Latino: Irene Vilar — Joanna & the Agitators: Joanna Rotkin —
Moondance International Film Festival: Elizabeth English — Boulder International Film
Festival: Robin Beeck, Kevin Smith — Art Parts Creative Reuse Center: Denise Perreault —
Boulder Art Matrix: Sally Eckert, Buffy Andrews (also Art Parts), Amy Tremper —
Conference on World Affairs at CU: Bryan New — Boulder Museum of Contemporary
Arts: David Dadone, Jaye Zola, Jordan Robbins, Ron McMahan, Caitlin Berube-Smith,
Mardee Goff — Cantabile: Kathleen McCormick, Joanne Karpinski — Boulder High School:
Virginia Schick, Chris Sweeney, Beau Bryson, Scott Cawlfield — e-Town: Margo Josephs —
Sound Circle and Resonance Women's Chorus: Sue Coffee — Boulder County Arts
Alliance: Charlotte LaSasso — Boulder Chamber Orchestra: Jennifer Slater, Bahman
Saless — Viva Theatre Program of the Society for Creative Aging — Boulder Chorale: JoAn
Segal (also American Music Center) — Band of Toughs: Joan Bruemmer-Holden, Jeff
Goldberg, Colleen Mylott — Seicento Baroque Ensemble: Deborah Vink, Evanne Browne,
Doug Hofmeister — Boulder Chorale: Karon Kelly, Eddie Cheng — Boulder Metalsmithing
Association: Beth Merckel — Motus Theater: Audrey Fishman-Franklin, Kirsten Wilson,
Wendy Baring-Gould (also One Action Boulder and Women Work Together/Mujeres
Trabajan Unidos) — ARTology: Laura Tyler - NEOCOMPROMO: Dalia Dorta — Habitat for
Artists: Cindy Sepucha — Locheartarts: Chelsea Pohl — Randy Compton — Colorado
Chautauqua Association: Susan Connelly, Bob Yates — Boulder Ensemble Theater
Company: Stephen Weitz — Studio Arts Boulder: Paul Heffron — Bob Crifasi — Seicento:
Deborah Vink (also Nature Conservancy) — Boulder Philharmonic Orchestra: Kevin Shuck
— Ecoarts: Marda Kirn — Conundrum: Matt Cohn, Stephen DeNorscia — Off Broadway
Fine Arts: Catherine Compton — NoBo Arts District: Susan Eriksson, Lisa Nesmith — US
Pro Cycling Monument: Kimmerjae Johnson — Tesseract Productions: Hugh Moore, Kori
Beck — The Secret Garden: Ed Jabari — KGNU: Jeannie Brisson — Boulder Fringe Festival:
Liberty Shellman — Circle of Care: Joan Raderman — Now or Never Theatre: Betsy Tobin —
Square Product Theatre: Emily K. Harrison (also Boulder Arts Week) — Colorado Music
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Festival: Andrew Bradford — Kirsten Cohen Photography: Kirsten Cohen — ARTology:
Laura Tyler — Boulder Center for the Performing Arts: Melinda Mattingly — Catamounts:
Joan Bruemmer-Holden — Lyra Mayfield Dance: Lyra Mayfield — Tinker Arts: Christie
Slater — CU Presents: Joan MclLean Braun — Boulder Chamber of Commerce: Deborah
Malden — Convention and Visitors Bureau: Mary Ann Mahoney.

Special thanks to the cultural partners to the city for their advice and leadership: Susan
Connolly of the Colorado Chautauqua Association, David Dadone of the Boulder
Museum of Contemporary Art, Nancy Geyer of the Museum of Boulder, and Bill
Obermeier of the Dairy Center for the Arts.

Thanks to the members of the Boulder Arts Commission who served during the process:
Felicia Furman, Linda Haertling, Tamil Maldonado, Ann Moss, Anna Salim, and Richard
Turbiak.

Thanks to the members of the City of Boulder Boards & Commissions that weighed in on
the plan throughout the process: Boulder Junction Access District, Downtown
Management Commission, Parks & Recreation Advisory Board, Planning Board, and the
University Hill Commercial Area Management Commission.

Thanks to the member of City Council who served during the process: Matt Appelbaum,
Macon Cowles, Suzanne Jones, George Karakehian, Lisa Morzel, Tim Plass, Andrew
Shoemaker, Sam Weaver, and Mary Young,

A special thanks to the volunteers on the Community Cultural Plan steering committee:
Jose Beteta, Joan Mclean Braun, Leah Brenner, Rebecca DiDominico, Roy Holloway,
Brandy LaMae, Max Lenderman, Lyra Mayfield, Charlotte LaSasso, Mary Ann Mahoney,
Deborah Malden, Virginia Schick, and Christie Slater.



C3

Public Inquiry as the Cornerstone

The cultural landscape of Boulder has changed since the Cultural Master Plan of 2005.
Among these changes are an unparalleled marketplace of cultural organizations, growth in
the number and types of creative sector workers and businesses, and an emphasis on
culture in the civic dialog. These emerging conditions convinced staff that it was now
imperative to gain a thorough understanding of the new priorities and desires of Boulder
residents.

To accomplish this, Cultural Planning Group (CPG) developed a public inquiry system titled
“The Culture Kitchen”. In a series of engagements held in person and online from October
to December 2014, the staff and consultants gathered public input using the following
components:

= A public art event series,

= Stakeholder interviews,

= Lengthy online surveys,

=  Brief intercept surveys,

= “The Recipe Box”: an online forum hosted by MindMixer,
= Neighborhood pop-up conversations,

= Volunteer-led conversations in the community,

=  Meetings with Boulder High School students,

= A pop-up meeting space at the Boulder farmer’s market,
=  Focus group meetings, and

= Summits of cultural organizations.

These events and forums resulted in more than 2,000 interactions with Boulder community
members. Information and data gathered during the Cultural Kitchen was compiled and
analyzed, along with a series of research projects, and presented back to the community in
“The Taste Test”: a series of events held in May of 2015. It is through this outreach that the
staff and consultants were able to develop a set of “Community Priorities”: the narrative of
our community’s desires for the advancement of art and culture in Boulder.

A summary of findings from the Culture Kitchen can be found in appendix 1V.4.



C4 Conditions of Culture and the Creative Economy in Boulder Today
Boulder finds itself in an advanced position...

...in its creative workforce:
= 9,134 creative professionals live here, or 8.85% of the total population
(as compared to an average 5.33% in like cities),
=  With concentrations among photographers, writers, musicians,
postsecondary teachers, graphic designers, and architects.”

...in the creative sector of the economy:
= |n 2013, the creative industries represented $2.3 Billion in sales.?

...in the marketplace of cultural organizations:
= 137 cultural organizations are headquartered in Boulder,
= The top 50 of which had a direct economic spending of approximately
$20 Million.?

...in cultural participation:
Respondents to our survey told us that
= 80% take advantage of our theaters and concert halls,
= 74% are artists as a hobby,
=  65% attend art galleries, exhibitions, or craft shows,
= 61% visit museums,
= And, 30% take classes or workshops.4

! Boulder Cultural Vitality Index (WESTAF, 2015) — See appendix IV.2
? Boulder Community Cultural Plan Survey 2014 — See appendix IV.3
® Federal Nonprofit Tax Data 2014 (Citation needed).

* Boulder Community Cultural Plan Survey 2014 — See appendix IV.3
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Boulder has work to do...

...in diversity:
= 8% of the city’s population identifies as Latino, which is fewer as
compared to Latino populations generally
® Including 21% in Colorado and 17% nationally.
=  Boulder is 2% Asian, 1% Black, >1% Native American, which also under-
represents state and national averages.5

...in public spending on the arts:
* The city government spends just over $6 per person on cultural affairs,
= As compared to an average of just over $33 in comparable cities.®

...to be a welcoming city for artists:
= The cost of living in Boulder challenging. Particularly in housing, where
Boulder is 155% of the national average.’
= Meanwhile, the wages of creative professionals is generally below
standard livable wages across different family types.®
= Boulder residents feel that social offerings and the sense that the
community is open and welcoming are areas that need improvement.’

* Boulder County Trends Report Community Foundation of Boulder http://www.commfound.org/trendsmagazine
(9/3/2015) — see appendix IV.11

® Boulder Community Cultural Plan Benchmark Study 2015 — See appendix IV.3

7 Sperling’s Cost of Living Index for Boulder, Colorado ttp://www.bestplaces.net/cost_of_living/city/colorado/boulder
(9/2/2015) — see appendix IV.11

® Living Wage Index for Boulder County http://livingwage.mit.edu/counties/08013 (Dr. Amy K. Glasmeier and the
Massachusetts Institute of Technology, 2015) — see appendix IV.11

% Soul of the Community Study (Knight Foundation, 2010) — see appendix V.11
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D.

Community Priorities

The Community Cultural Plan will be successful only through collaboration: success for our
culture is the responsibility of all of Boulder. Thus, this document is not merely a municipal
government work plan. Rather, we all have a role to play: public and private, non-profit and for-
profit, in education, in personal and professional life.

To understand our roles, the priority is to establish the “Community Priorities”. These
statements summarize the most common responses in answer to the question “What is your
vision for Boulder’s culture and creative economy over the next nine years?” and represent the
broader trends that appeared in the data from the Cultural Kitchen, dialog with key stakeholders
and industry research.

Support the resiliency and sustainability of cultural organizations to enhance
their ability to benefit the community.

Build a city that is a supportive environment for artists and creative
professionals, while fostering innovative thinking and leadership among them.

Prioritize the Civic dia Iogue about the ability of culture to positively contribute to
the economy, social offerings, the environment, and the authentic expression of
diversity.

Develop Boulder’s Creative identity in becoming an innovative world leader in
cultural matters and project that identity to the region and the world.

Focus on the expression of culture and Creativity in the public realm
through public art, the urban landscape, culture in the neighborhoods, and
serendipitous encounters with the arts.

Amplify the vibrancy of Boulder’s cultural destinations: the lively mix of
museums, performance venues, events, districts, studios, maker spaces, and other
facilities that make Boulder an enticing place to visit, live, play, and work. Fill in the gaps
and address issues of access and affordability.
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E. Vision

E.1 (This section will be addressed in a later draft.)

E.2 Vision Elements

In considering the Community Priorities, these three “Vision Elements” summarize the things we

must accomplish for success:

Together, we will achieve a high level of Cultural Vitality. A diverse mix of cultural,
economic and social activity which improves the life of every person who works, plays, or

lives in Boulder.

Together, we will nurture the Creative ldentity of Boulder. Every person who visits
Boulder counts culture at the top of their list of grand expectations and memories.

Together, we will cultivate a Vibrant Environment. Thoughtfully applied creativity

will positively affect the public spaces, mix of destinations, and encounters with culture.

Each vision element is described in detail in appendix 1V.8.

It is from the Vision Elements that the municipal government will design “strategies”: tools and
capacities of the Office of Arts + Culture to support organizations, businesses, and individuals for
achieving the Community Priorities.

E.3 Time Horizon

First Phase

2016 2017

2018 |

NINE YE

2019

AR TIME HORIZON
Middle Phase

2020 2021

i
H

2022

2023

2024
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I,

Strategies

Directly derived from the Vision Elements and Community Priorities, below are eight strategies:
programmatic tools, tactics, and capacities which the municipal government will provide to the

community.

1. Support Our Cultural Organizations

2. Reinvent our Public Art Program

3. Create and Enhance Venues

4. Enhance the Vitality of the Creative Economy

5. Emphasize Culture in Neighborhoods and Communities

6. Support Individual Artists and Creative Professionals

7. Advance Civic Dialogue, Awareness, and Participation

8. Engage Our Youth

Below are summaries of each strategy.
Full operational details of each strategy can be found on page 32.
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0.2

Strategy One: Support Our Cultural Organizations

.1.1 Program Areas:

A. Cultural Grants
B. Sponsorships / Partnerships
C. Leadership Development and Convening

.L1.2  Goal:

Have a substantial and positive effect on the ability of Boulder’s many cultural organizations
to advance their operational capacity, promote organizational resiliency, and encourage
innovation for the benefit of the community.

[.L1.3  Community Priority:

Support the resiliency and sustainability of cultural organizations to enhance their ability to
benefit the community.

I.1.4  Challenges:

Institutional Support — This plan recommends increased funding for cultural organizations
and institutions that are not necessarily owned by the city; yet have the potential to
significantly contribute to the Community Priorities. Several nonprofit institutions already
receive some level of city funding in the form of annual support. Other organizations have
come to rely on small project grants from the city as a supplement to their portfolio of
revenue. The results of both these programs have been inconsistent. This Strategy, in
calling for the funds to be spent on organizational sustainability, is a new perspective on the
structure of this giving. Institutional support will allow organizations to build stability,
advance operational capacity, and encourage innovation.

Funding — For the past twenty years, the Office of Arts + Culture, with oversight from the
Boulder Arts Commission, has stewarded a grant making capacity which, in 2015, amounts
to $225,000. This is less than 1% of the total budgets of Boulder cultural organizations.™
While there have been projects of notable success funded from these grants, in general the
impact is insignificant. The level of funds for grant distribution must increase to have a
significant impact towards achieving the goal of this strategy.

Private Philanthropy — A key factor in the sustainability of cultural organizations is private
philanthropy, memberships, volunteerism, and participation. The municipal government
cannot participate directly in this activity, but there are new and existing organizations in
the community that have the potential to galvanize leadership in this area. The Office of
Arts + Culture will support leadership in the advocacy for private giving and participation,
and invest in a partnership to catalyze the effort.

0 Federal Nonprofit Tax Data 2014 (Citation needed).
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[.L1.5  Priority Recommendations:

Funding — Establish a focused, sustainable, and adequate revenue source that increases the
Office of Arts + Culture’s annual grant funds from its current level of $225K per year to S1
Million by 2021.

Grants Process — Reorganize the structure and processes of the grants program in a strategic
manner in which the grants respond to the Community Priorities and the goal of this
strategy. Take into account the needs of long-standing institutions while continuing to
invest in new ideas and emerging organizations. Structure the grant-making strategy over
the nine years of this plan to recognize the unique needs of:

= large institutions,

=  Mid-sized, Smaller, and emerging organizations,

= |nvestments in innovation, entrepreneurship and artistic/organizational risk, and
= Building leadership capacity for more effective management.

1.1.6  Allies:
Boulder County Arts Alliance — Boulder Convention and Visitors Bureau — Awesome Boulder
— Community Foundation of Boulder — Scientific and Cultural Facilities District (SCFD) —
Boulder Chamber of Commerce — the Latino Chamber of Commerce — University of Colorado
— Naropa University — Boulder County Arts Leadership Forum — Create Boulder — Boulder
Library Foundation — The PLAY Foundation — Social Venture Partners — City of Boulder
Department of Human Services — and others.

I.L1.7  Timeline:

(This section will be addressed in a later draft.)

1.1.8 Models of Success:

(This section will be addressed in a later draft.)

Jump to the full detailed operation recommendations
for Strateqy 1: Support Cultural Organizations.
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1.2

Strategy Two: Reinvent our Public Art Program

.2.1  Program Areas:

A. Public Art Commissioning

B. Maintenance and Conservation

C. Interpretation, Communications, and Legacy Initiatives

D. Mural Program / Facilitation of Urban Art and Design
.2.3  Goal:

Many individuals, businesses, organizations, and developers will be encouraged to invest in
improvements to public spaces through the addition of meaningful, innovative, and quality
works of art. The municipal investment in public art will be a model, using a system of
publicly transparent, sustainable, and innovative practices to commission artworks of
enduring cultural value.

I.2.4  Community Priority:

Focus on the expression of culture and creativity in the public realm through public art, the
urban landscape, culture in the neighborhoods, and serendipitous encounters with the arts.

1.2.5 Challenges:

Sustainable Funding — There is a strong level of community support for increased funding to
support arts and culture, including public art.'* Immediate steps have already been taken to
launch the public art program; voters approved the Community Culture and Sustainability
temporary tax program, part of which will be used for this purpose. However, long term
sustainable funding will require further investigation.

[.2.5  Priority Recommendations:

A Sophisticated Program — In considering the full lifecycle of a public art project, from
selection to design to the finished display and beyond, the Office of Arts + Culture will build
a high-performing public art program that is an industry leader. In terms of process, this
involves a thorough updating of practices, among them: a high standard of public inquiry,
strategic and thoughtful selection processes, sustainable funding, and carefully executed
design review. In addition, the collection itself must meet the highest of standards and
represent the most important developments in contemporary practice. This pursuit of
quality works of art implies variety and diversity. Not popularity. It is important for the city
to be confident in this measure of success; no work of art will be universally loved. The
ability to take risks is important to the program. A sophisticated public art collection is also
one in which new mediums, narratives, and methods of presenting public art are
represented. The public art program will actively seek temporary and permanent public art
in bronze and marble, yes. And, also in time-based media, performance, music, interactive

" Boulder Community Cultural Plan Survey 2014 — See appendix IV.4
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projects, design, social practice, conceptual art, web-based art, and all emerging forms of
public art.

Sustainable Funding — After the initial launch of the public art program, the Office of Arts +
Culture will explore a source and mechanism for permanent public art funding in the 2018
budget.’> An important consideration will be the ability to create a robust program, with
many new commissions every year. Therefore, staff will also research other sources of
funding including fees, accommodations tax, and private funding generated by development
to supplement or enhance general support for public art. Structure the funding to be
sustainable over many years. Public art needs to be considered in terms of decades, well
after the time horizon of this plan. This portfolio of funding should not only be secure, but
also flexible and at an adequate level to maintain a desirable level of new commissions on a
regular basis.

Unified Approach — There have been substantial investments in public art over the years,
particularly by the Transportation, Parks, and Parking Services agencies. However, a
strategic and consistent process is needed to advance the investments in public art. The
Office of Arts + Culture will assume leadership in the public art process while maintaining
close collaborations with those agencies that are most affected by the public art program.

1.2.6  Allies:

Boulder County — The State of Colorado — RTD — Federal Government Public Art Program —
City of Boulder Transportation — City of Boulder Downtown and University Hill
Management/Parking Services — City of Boulder Parks & Recreation — City of Boulder
Planning & Sustainability — City of Boulder Facilities Access Maintenance — Civic Area Team —
and others

1.2.7  Timeline:

(This section will be addressed in a later draft.)

1.2.8 Models of Success:
(This section will be addressed in a later draft.)

Jump to the full detailed operation recommendations
for Strateqy 2: Reinvent our Public Art Program.

2 An explanation of options for public art funding appears in appendix IV.5.

18



1.3

Strategy Three: Create and Enhance Venues

.3.1 Program Areas:

A. Municipal Venues for the Arts
B. Advocate among Private Venues
C. Rental Assistance Grants

1.3.2  Goal:

Improve the resiliency of visual and performing arts organizations, and the experience of
their audiences, which are currently challenged by gaps in studio, rehearsal, performance,
and exhibition space. Mitigate the barriers to innovation and sustainability that are
encountered due to these challegnes.

[.3.3  Community Priority:

Amplify the vibrancy of Boulder’s cultural destinations: the museums, performance venues,
events, districts, studios, maker spaces, and other facilities. Work to fill in the gaps and
address issues of access and affordability.

I.3.4  Challenges:

Civic Area Venues — An opportunity exists to explore the mix of current and planned facility
projects in the Civic Area for cultural uses. Already, the Main Library, Senior Center, and
Boulder Museum of Contemporary Art (BMoCA) can begin to address the gaps in facilities.
What is more, the potential for future building projects in the east and west ends of the
park will be examined to include significant arts venues. Finally, the outdoor spaces
envisioned in the Civic Area plan are opportunities for cultural venues. The Office of Arts +
Culture play an advocacy role for cultural programming and facilities in the Civic Area.

Fill In the Gaps — The gap in venues falls across fine art disciplines, and is attributable to
issues of availability, affordability, and access. It is recommended that staff fully
investigates the feasibility of incorporating rehearsal and small performance spaces into the
city’s current process of facility assessment.  The potential for cultural uses will be
considered whenever the city builds or renovates a public facility. Staff will collaborate with
Facilities & Asset Management, Planning, Parks & Recreation, and other agencies on this
issue.

I.3.5  Priority Recommendations:

A project to build a performing arts venue in the Civic Area has been ongoing for some time.
The Boulder Center for the Performing Arts is a group of volunteer advocates that has
worked closely with city staff on this project. They have recently demonstrated that their
concept for a performing arts venue may indeed fill a significant gap in available facilities.
Though there are a number of considerations that many city officials and the public need to
keep in mind, the Office of Arts + Culture is in a position to advocate for the specific cultural
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value that success in this project will bring to the community. Staff will continue to support
the investigation of a venue in the Civic Area with the Boulder Center for the Performing
Arts organization and other city agencies. Carefully consider not only how to fund and build
such a venue, but perhaps more importantly how the programming and management of the
facility will best be an enhancement to the mix of cultural organizations in Boulder, and how
the sustainable business model will be a consistent benefit to the community.

Be an advocate in the health of Boulder’s portfolio of private for- and non-profit performing
and visual arts venues. Convene this group regularly to promote collaboration and
alignment of their goals.

1.3.6 Allies:
The Dairy Center for the Arts — Colorado Chautauqua Association — Museum of Boulder —
Boulder Museum of Contemporary Art — Studio Arts Boulder — Boulder Center for the
Performing Arts Organization — NoBo Arts District Organization — University of Colorado —
Naropa University — private non-profit and for-profit performing and visual arts venues —
City of Boulder Parks & Recreation — City of Boulder Planning & Sustainability — Civic Area
Team —and others

1.3.7 Timeline:

(This section will be addressed in a later draft.)

1.3.8 Models of Success:

(This section will be addressed in a later draft.)

Jump to the full detailed operation recommendations
for Strateqy 3: Create and Enhance Facilities and Venues.
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Strategy Four: Enhance the Vitality of
the Creative Economy

.4.1  Program Areas:

A. Partner with City Agencies for the Creative Sector
B. Creative Districts
C. Creative Economy Research and Convening

4.2  Goal:
Enhance Boulder’s leading position as a home to creative professionals and businesses.
1.4.3  Community Priorities:

Build a city that is a supportive environment for artists and creative professionals, while
fostering innovative thinking and leadership among them.

Prioritize the civic dialogue about the ability of culture to positively contribute to the
economy, social offerings, the environment, and the authentic expression of diversity.

I.4.4  Priority Recommendations:

Creative District in North Boulder — Support the grass-roots effort that has successfully
assembled the energy of neighbors, businesses, artists, and organizations in North Boulder
around the creative district. Work with the NoBo Arts District organization for the success
of artists: the cornerstone of the district’s future.

Creative Economy — There exists an enormous potential to deploy an incentives program
specifically designed for creative businesses and entrepreneurs to retain or attract jobs and
businesses. This will be best accomplished if the Office of Arts + Culture collaborates closely
with the Economic Vitality Office. It is recommended that the two offices co-lead an
initiative to investigate the regulatory environment, find efficiencies, market existing
incentives, and create new programs that will assist the creative sector.

Taskforce on Workforce and Talent Retention — While Boulder’s creative businesses thrive,
on the horizon is a significant challenge in hiring and retaining the young, talented people
who will sustain the work that they do. To protect Boulder’s advanced position among
centers for the creative sector, a collaboration must be established between the city,
organizations, and businesses to address these issues. The Office of Arts + Culture will
convene a task force made up of leaders in these areas to explore solutions for the creative
workforce and talent retention.
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1.4.5 Allies:
NoBo Arts District Organization — North Boulder community stakeholders — Boulder
Chamber of Commerce — Boulder Latino Chamber of Commerce — Boulder Economic Council
— University of Colorado — Boulder Valley School District — Growing Up Boulder — City of
Boulder Office of Economic Vitality — City of Boulder Planning & Sustainability — City of
Boulder Neighborhood Services — and others

4.6  Timeline:

(This section will be addressed in a later draft.)

1.4.7 Models of Success:

(This section will be addressed in a later draft.)

Jump to the full detailed operation recommendations
for Strateqy 4: Enhance the Vitality of the Creative Economy.
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0.5

Strategy Five: Strengthen Culture in our
Neighborhoods and Communities

I.5.1 Program Areas:

A. Creative Neighborhoods
B. Diversity and Inclusion

.5.2 Goal:

Every resident of Boulder finds ways to creatively impact their neighborhood and social
community, with an emphasis on underserved groups, and has easy access to cultural
experiences in the places that are most important to their everyday lives.

[.5.3  Community Priorities:

Focus on the expression of culture and creativity in the public realm through public art, the
urban landscape, culture in the neighborhoods, and serendipitous encounters with the arts.

Prioritize the civic dialogue about the ability of culture to positively contribute to the
economy, social offerings, the environment, and the authentic expression of diversity.

I.5.4  Challenge:

Diversity - In order to authentically represent the needs of all communities in Boulder, the
most important thing staff learned from the Culture Kitchen process was just how much
remains to be accomplished; nine months of public meetings was simply not enough time to
build bridges to every diverse community. In addition, the lack of diversity in Boulder (that
is, diversity of all kinds including cultural diversity), is an emerging threat to the economic
and social resiliency. The Office of Arts + Culture will embrace very high standards in
principles of outreach and communications to diverse groups. It is a priority in the first
phase of this plan to build those bridges, engage underserved communities, and associate
the efforts of the Office of Arts + Culture with agencies that have been doing well in this
effort. If successful, the strategies of this plan will useful and accessible to ALL of Boulder.

I.5.5  Priority Recommendations:
An opportunity exists to collaborate closely with the City of Boulder Neighborhood Services

Office. It is recommended that the Creative Neighborhoods program, and other initiatives
in this strategy, employ collaborative leadership with the Neighborhood Services Office.
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I.5.6 Allies:
Neighborhood groups and organizations — Intercambio — El Centro de Amistad — Boulder
Latino Chamber of Commerce — City of Boulder Department of Human Services — City of
Boulder Neighborhood Services Office — City of Boulder Libraries — City of Boulder Parks &
Recreation — City of Boulder Open Space — and others

I.5.7 Timeline:

(This section will be addressed in a later draft.)

1.5.8 Models of Success:

(This section will be addressed in a later draft.)

Jump to the full detailed operation recommendations
for Strateqy 5: Strengthen Culture in our Neighborhoods and Communities.
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1.6

Strategy Six: Support Artists and Creative Professionals
[.6.1 Program Areas:

A. Support and Recognition for Artists and Creative Professionals
B. Livability and Affordability
C. Professional Development Tools

1.6.2 Goal:

Boulder will increasingly attract artists and creative professionals for all it has to offer, not
only in beautiful surroundings and quality of life, but also in the ability to thrive in the
creative sector.

[.6.3  Community Priority:

Build a city that is a supportive environment for artists and creative professionals, while
fostering innovative thinking and leadership among them.

[.6.4  Challenge:

Livability — Without question the challenges of affordability and livability are the most
complex issues to be addressed in the Community Cultural Plan. These concerns are a
priority among survey respondents; the issue of affordability ranked second among critical
issues to resolve.” Addressing these issues implies working with many stakeholders, inside
and outside the city government: affordability and access to housing, studio space, display
and performance venues, and livability in general are critical to artists who are trying to get
a foothold in Boulder’s creative economy.’® These challenges have the potential to
compromise our position as a magnet for attracting creative professionals and artists.

I.6.5  Priority Recommendations:

= The City of Boulder is working with many public partners and private groups to address
the issue of affordability and access in residential and commercial markets. The Office
of Arts and Culture will join with these groups on finding the means to resolve this
challenge for all professions, including artists.

=  Establishing or partnering on a fellowship program for artists and creative professionals
can provide an impressive return on a modest investment. An initiative to recognize the
work of the most innovative and promising talent in our community, and provide them
with unencumbered resources to “do what they do best”, will not only be a system of
recognition, but will also encourage the brand of Boulder as a great place for creative
people to thrive. This may be accomplished as a program of the Office of Arts + Culture,
or be incorporated into an existing program such as The Dairy Center Honors.

13and14 Boulder Community Cultural Plan Survey 2014 — See appendix IV.4
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=  Until recently, a collaboration with the Boulder County Arts Alliance for professional
development was a popular tool for individual artists and creative professionals to
enhance their business skills. This “Business of the Arts” program was ended when
funding was cut, but continues to have potential. By the second phase of this plan, the
partnership with Boulder County Arts Alliance will be renewed, with an eye on
developments that may improve content and format to best serve the creative
professionals of Boulder.

1.6.6  Allies:

The NoBo Arts District Organization — Boulder Chamber of Commerce — Boulder Latino
Chamber of Commerce — Boulder County Arts Alliance — Boulder County Arts Leadership
Forum — University of Colorado — Naropa University — Small Business Development Center —
Studio Arts Boulder — Open Arts — Boulder Digital Arts — Boulder Design Works — madelife —
Boulder Arts Association — Boulder Metalsmithing Association — The Dairy Center for the
Arts — City of Boulder Planning & Sustainability — City of Boulder Office of Economic Vitality —
and others

1.6.7 Timeline:
(This section will be addressed in a later draft.)
1.6.8  Models of Success:

(This section will be addressed in a later draft.)

Jump to the full detailed operation recommendations
for Strateqy 6: Support Individual Artists and Creative Professionals.
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Strategy Seven: Civic Dialogue, Awareness,
and Participation

I.7.1  Program Areas:

Promoting the Community Cultural Plan
Facilitate the Civic Dialogue

Develop Boulder’s Creative identity

Partner on a Community Cultural Calendar
Participate in Regional and National Leadership

mooOw>»

1.7.2 Goal:

Every person in Boulder will understand their role in the culture of the community, feel that
access to information about culture is readily at hand, and will feel invited into the
conversation.

[.7.3  Community Priorities:

Prioritize the civic dialogue about the ability of culture to positively contribute to the
economy, social offerings, the environment, and the authentic expression of diversity.

Develop Boulder’s creative identity in becoming an innovative world leader in cultural
matters and project that identity to the region and the world.

I.7.4  Challenges

Identity — Boulder has been quietly innovating as a creative center for some time. We are
proud of the moments when that innovation is honored on as part of the national story: the
founding of Chautauqua, our Beat poets of the 1950s and 60s, the many accomplished
musicians that have landed in Boulder. Today, still a home to remarkable artists and cultural
leaders, Boulder is on the way to again being recognized for creativity. The work of Naropa
University, e-Town, the Colorado Chautauqua Association, Frequent Flyers, the Boulder
International Film Festival, the Conference on World Affairs, and others are increasingly
recognized in the international conversation about culture. The Office of Arts + Culture will
work with the community on how to nurture a creative identity for the city.

Aligned with this effort, work must be done to tell the story of innovations in city
government. Some innovations are described in this plan: the focus on cultural
organizations, a sophisticated public art program, the creative neighborhoods initiative, and
comprehensive research projects are among the unique aspects of this plan that will be a
point of pride.
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I.7.5  Priority Recommendations:

An initiative to form a regional cultural alliance began with community conversations and a
steering committee in 2015. This initiative for collective leadership promises to fill
important gaps in the cultural landscape, and can have significant benefits to achieving the
vision of the Community Cultural Plan for Boulder. The Office of Arts + Culture will
participate in the formative dialog around this issue in representing the interests of Boulder.

Boulder residents are hungry for arts, culture, and the creative economy to be elevated
among the most important priorities in the civic conversation. To do this, a profound step
will be to the active participation in government by creative professionals and thought
leaders in culture. To the degree possible given city rules, the Office of Arts + Culture will
encourage these leaders to actively participate in many ways, including the bold step of
applying for positions on Boards & Commissions across city agencies.

I.7.5  Allies:
Boulder County Arts Alliance — Boulder Convention and Visitors Bureau — University of

Colorado — Naropa University — City of Boulder Communications — City of Boulder Boards
& Commissions — and others.

.7.6  Timeline:

(This section will be addressed in a later draft.)
1.7.8 Models of Success:

(This section will be addressed in a later draft.)

Jump to the full detailed operation recommendations
for Strateqy 7: Civic Dialogue, Awareness, and Participation.
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Strategy Eight: Engage our Youth

[.8.1 Program Areas:

A. Youth Council
B. Collaboration with BVSD and Education Organizations
C. Mentoring and Participation

1.8.2 Goal:

At the end of this nine-year plan, the young people who are now studying the creative
pursuits will find Boulder the perfect place to grow into cultural leaders.

1.8.3  Community Priority:

Build a city that is a supportive environment for artists and creative professionals, while
fostering innovative thinking and leadership among them.

1.8.4  Challenges

Youth are an Underserved Community — In considering the gaps in cultural opportunities
faced by underserved communities, youth are often overlooked. While the school districts
offer arts programming in the classroom, offerings around the city are lacking. There are
many opportunities for our university population; CU and Naropa students are far from
bored. However, the perspective of high school youth is that opportunities for social
offerings are limited.”> While some successes by groups like Growing Up Boulder, BMoCA,
and others are stand-outs, this programming is not always widely communicated, or of
interest to the large numbers of youth. This gap is important not only for the edification of
these particular young people, but also has impacts on the creative economy; the youth of
today are the cultural leaders a decade from now. And, when asked, many of these youth in
high school and college do not see a promising future for creative pursuits in Boulder.

1.8.15 Priority Recommendations:

Youth Council — (This section will be addressed in the final draft.)

1 see appendix IV.4
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1.8.5 Allies:

Growing Up Boulder — Boulder Valley School District — Tara School for the Performing Arts —
private schools and homeschooling associations — University of Colorado — Naropa
University — Boulder Chamber of Commerce — Boulder Latino Chamber of Commerce —
Office of Economic Vitality — Human Services — and others

1.8.5 Timeline:

(This section will be addressed in a later draft.)

1.8.6 Models of Success

(This section will be addressed in a later draft.)

Jump to the full detailed operation recommendations
for Strateqy 8: Engage our Youth.
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U1

.1

1.2

1.3

Guiding Principles
Stewardship:

The staff members of the Office of Arts + Culture are stewards of the public trust; including
public funds, our system of laws and policies, and confidence in local government. Respecting
this responsibility is all the more important in the emotional, sometimes contentious, civic
dialogue about culture.

= Staff will consider the proper stewardship of the public trust for every decision made to
implement the Community Cultural Plan.

Boulder Arts Commission:

The Boulder Arts Commission is an advisory and decision-making body which also advocates on
behalf of the community. Appointed by City Council, the commissioners have the responsibility
of a) serving in a jury capacity for the awarding of cultural grants, b) serving as an approval body
for the selection process of the public art program, c) serving as advisory for the execution of
the Community Cultural Plan, d) serving on several non-governmental boards or committees
related to the execution of the Community Cultural Plan, and e) serving as ambassadors to the
community. What is more, the members of the BAC are experts in different aspects of culture
and creative life and are keenly invested in the success of the city government.

=  Staff will utilize the talents, experience, and enthusiasm of the members of the Boulder Arts
Commission to the best benefit of the implementation of the Community Cultural Plan.

Public Inquiry:

Every strategy depends on public inquiry to be successful. This practice works best when staff is
diligent in stewarding public dialog, but also thoughtfully designing that dialog to fit the needs of
the program. Consideration of access is important; be sure that the program to consult with the
community considers accessibility, availability, affordability, acceptability and accommodations.
Public art, in particular, requires a careful consideration of community input.

=  Staff will thoughtfully design public inquiry tools for each strategy as well as, in some cases,

individual programs or projects to ensure that the community is fully invested in the success
of the Community Cultural Plan.
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1.4

1.5

1.7

Partnerships and Collaboration:

These strategies will only be successful by collaborating directly with other city agencies, non-
profits, businesses, and leaders in the community. Some aspects of the vision are best
addressed in the private sector; successful with the city government as an interested party, but
not in the lead. And, there are situations where the role of government is to “clear the path”.
In all cases, collaboration is critical. Each strategy should be considered with these thoughts in
mind: Who is already doing this in the community? Who connects us with the people and
organizations the CCP is designed to benefit? Who stands to gain from this course of action?

= |n addition to regular consultation and collaboration, staff will make partnerships the
standard practice of doing business.

Professionalism:

Quality of service impacts the public’s expectations about the whole of city government. The
ways in which staff conducts business builds trust: good practices for the grants program and
public art, designing documents, responsiveness, honesty, the quality of marketing and
promotions, even answering the phone.

= Staff will conduct their business with the most professional manner that reflects well on the
city government and the high expectations of City of Boulder’s workplace culture.

Diversity:

Diversity of all kinds is critical to the success of the Community Cultural Plan: for leadership, for
public inquiry, and for the results of programming. Diversity is first addressed in terms of dialog.
Actively pursue the voices necessary to ensure broad and deep perspectives on all issues.
Diversity is secondly a consideration of results. For instance, the collection of public art should
include a spectrum of diverse artists: their styles, media, and narratives.

= Staff will actively seek out diverse perspectives, and diverse results, in community dialog,
leadership, tactics, and programs.
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1.8 City of Boulder Vision and Values:

The implementation of the CCP should be inexorably linked to the City of Boulder’s vision and
values.

Vision: Service Excellence for an Inspired Future
Values:

= Customer Service - We are dedicated to exceeding the expectations of our
community and our co-workers by demonstrating consistent and professional
service with a solution-oriented approach.

= Respect - We champion diversity and welcome individual perspectives, backgrounds
and opinions. We are open-minded and treat all individuals with respect and dignity.

= Integrity - We are stewards of the public’s trust and are committed to service that is
transparent and consistent with city regulations and policies. We are honorable,
follow through on our commitments and accept responsibility.

= Collaboration - We are committed to organizational success and celebrate our
shared dedication to public service. We believe community collaboration and the
sum of our individual contributions leads to great results.

= |nnovation - We promote a forward-thinking environment that supports creativity,
calculated risks and continuous improvement. We embrace change and learn from
others in order to deliver leading edge service.
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IRINip

.1

Implementation

Tactics

[11.1.1 Consultation with the Community: Task Force Gatherings and Convening

There are not necessarily ready answers for every challenge that appears in the Community
Cultural Plan. In those cases where further discussion, research, and evaluation are
necessary, the Office of Arts + Culture will convene a task force to continue the
conversation. The subjects for specific groups may include diversity, cultural calendars, and
workforce / talent retention. In addition, there may be ongoing discussions across city
agencies that require the participation of the Office of Arts + Culture. Subjects for these
umbrella challenges include affordability, the built environment and development, the
regulatory environment, and other issues.

The city is in a position to convene large stakeholder groups around some of the elements of
this plan. This should be done when a Community Priority, Vision Element, or Strategy will
be primarily accomplished through private leadership (as opposed to those initiatives that
are primarily a city government function). These gatherings may include cultural summits,
gatherings of venue owners, or creative sector businesses.

(This section will be addressed in the final draft.)

[11.L1.4 Shared Leadership

(This section will be addressed in the final draft.)
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.2

Detailed Operation of Strategies

This section is intended to provide insight into the major considerations for implementing the
Community Cultural Plan, and as a guide for staff to execute their responsibilities. These should
be understood as a set of flexible tools. Provided that the strategies are being well executed,
and the guiding principles respected, there should be no barrier to staff’s creativity and
innovation in the application of these guidelines.

Measures — Within the detailed recommendations are “measures”: high level summary of those
aspects of the strategy which are ideal for evaluating success. Posed as questions, the measures
are designed to give direction on what investigations need to be considered. The methods and
tools for the actual evaluation are described on page 69, under Strategy 7: Advance Civic Dialog,
Awareness, and Participation.

Key to symbols in the strategy operation charts:

$SS:
SS:
S:

WAVAVS
WAV
W

First Phase:
Middle Phase:
Final Phase:

Significant Budget Required
Moderate Budget Required
Minor Budget Required

Significant Staff Time Required
Moderate Staff Time Required
Minor Staff Time Required

2016 to 2018
2019 to 2021
2022 to 2024
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Strategy One — Support for Cultural Organizations, Programmatic Structure:

1. SUPPORT FOR CULTURAL ORGANIZATIONS

A. GRANTS PROGRAM

B. SPONSORSHIP/
PARTNERSHIPS

C. LEADERSHIP DEV/ CONVENING

OPERATIONAL GRANTS

LARGE ORGANIZATIONS

SPONSORING EVENTS

CULTURAL SUMMITS

SMALL / MED ORGS

STRATEGIC PARTNERSHIPS

PROJECT GRANTS

NORTH BOULDER DISTRICT

SECTOR CONVENING

BOULDER ARTS WEEK

CREATIVE INDUSTRIES

COMMUNITY PROJECTS

CAPACITY BUILDING

UNIVERSITIES

ARTS EDUCATION

FUTURE PARTNERSHIPS

WORKFORCE INITIATIVES

STRATEGIC FUNDS

INNOVATION FUND

RENTAL ASSISTANCE

SCHOLARSHIPS

PROFESSIONAL DEV

CULTURAL FIELD TRIPS

$ss B Y
First Phase

s U
First Phase

CAPACITY BUILDING

BOARD DEVELOPMENT

LEADERSHIP RECOGNITION

FUTURE PARTNERSHIPS

s ¥
First and Middle Phases
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A. Grants Program

It is important to understand that the grants program includes not only the grants to
cultural organizations, but several other programs that appear in different strategies.
Thus, all the grants should be assembled as a single program for the purposes of
administration, budget, and staffing.

The grants program can be divided in to four categories: operational grants, project
grants, funds, and scholarships:

Operational Grants for Large Organizations

Operational Grants for Mid-sized and Small Organizations
Project Grants for Community Events

Project Grants for Arts Education

Innovation Fund

Rental Assistance Fund

Scholarships for Professional Development / Leadership
Scholarships for Cultural Field Trips

Because these grants are derived from different places within the Plan, it may be
necessary to address the administration and guidelines in context to that individual
Strategy. For instance, the Operational Grants for Large Organizations should be
designed with the goals and measures of the Support for Cultural Organizations strategy
in mind. However, the Scholarships for Cultural Field Trips should be designed to fulfill
the Engage Our Youth strategy.

= QOperational Grants — To bolster the sustainability of the community’s cultural
organizations, a system of operational grants will be the priority. The justification of
this system is best summarized by the National Assembly of State Arts Agencies, in
their “General Operating Support Fact Sheet”. In this document are outlined six
“advantages” for operating grants, here modified to suit the circumstances of the
Community Cultural Plan:

Operational grants maintain the autonomy of grantees, allowing them to
allocate the dollars to their most pressing needs.

Operational grants tend to be more predictable over time, which helps
organizations maintain continuity of services to their communities.

Because operational grants are flexible, grantees can use the funds in more
opportunistic or entrepreneurial ways than project-restricted funds often allow.

Operational grants come with stringent accountability and management
requirements that incentivize and perpetuate good business practices among
arts organizations.

18 State Art Agencies Fact Book, page 1 (National Assembly of State Arts Agencies) — see appendix IV.10
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Because the grantee—not the grant maker—ultimately defines the activities for
which operational grants are used, this funding mechanism can reduce "mission
drift" among grantees and can help to curtail the proliferation of programs
designed solely to appeal to funders.

Operational grants strengthen the nonprofit arts infrastructure and deepen
working relationships between funders and core grantees.

For each grant cycle, the Office of Arts + Culture will consider these motivations, as
well as the practices, experience, and consultation with the Boulder Arts
Commission, to design a program that will best serve the goal of this strategy.

The best distribution of funds will be in multiple-year cycles. In order to align with
other aspects of the Community Cultural Plan, three year cycles are ideal. However,
the city budget process allows for only single-year budget cycles; multiple year
commitments are not permitted. A compromise must be struck between the city
budget rules and the best interest of the organizations.

Innovation Fund — Boulder’s cultural organizations are comprised of a talented,
thoughtful, and innovative workforce. The great ideas and initiatives they come up
with are risks worth taking. However, it is often the case that organizations simply
do not have the financial flexibility to take those risks. This understandable
reluctance results in a gap in the ability of Boulder’s creative thought leaders to be
rewarded for innovative thinking. The Office of Arts + Culture will support the
ability of organizations to take those risks through the Innovation Fund. This pool of
support will be granted by the Boulder Arts Commission for risk-taking ventures and
experiments in management systems, technology, or programming.

Oversight and Coordination — For the grants program, the role of the Boulder Arts
Commission is described by the The City of Boulder Revised Code Title 2 Chapter 3-
2-3-2:

To assist in the preparation of applications for grants or other sources of
funding for arts programs for the city, and

To administer the city arts grant program and other city arts programs
pursuant to any authority provided therefore by ordinance of the council.

Therefore, it is the role of commissioners to i) work with staff to establish the
guidelines and process as is described above, ii) conduct a jury process to select
grant recipients, and iii) assist grant applicants in understanding the decision-making
process. It is important to keep in mind that this role is limited. It is staff’s role to
execute the grants program and support the members of the commission in their
responsibilities.

It is necessary to revise the guidelines, application process, jury process, measures,

grant delivery, and reporting structures every three years in coordination with the
transition to a new phase of implementation. Thus, the staff work plans for years
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2018, 2021, and 2024 will include a thorough evaluation of the program and a series
of workshops with the public, the commissioners, and grant recipients to design any
improvements. That action can be followed by a process to refine and approve any
changes that need to be made.

Staff will work with applicants to support them on the entire process. Establishing
an internal grants management system to better track and assess reach and impact
will be critical in the first year.

Allies — In order to provide fair and transparent execution of this program area, it is
important that the Office of Arts + Culture and the Boulder Arts Commission
maintain the highest standards regarding ethical rules. This means that, for the
grants program, partnerships will be limited. That said, these grants do not exist in
isolation.  An understanding of the full portfolio of funding that cultural
organizations need is important, and a conversation with organizations that work in
these areas will be needed to align efforts:

The grants program area will function best when considered in concert with
the other grants that organizations rely on. Coordinate with the Boulder
County Arts Alliance, the Boulder Convention and Visitors Bureau, Awesome
Boulder, the Community Foundation, SCFD, the City of Boulder Human
Services Department, the PLAY Foundation, and others.

Earned revenue is vital to Boulder organizations. Staff will consult with
them and the organizations that support their funding efforts including the
Boulder Convention and Visitors Bureau, the Boulder Chamber of
Commerce, the Economic Vitality Office, and others.

A key factor in the sustainability of cultural organizations is private
philanthropy, memberships, volunteerism, and participation. The municipal
government cannot participate directly in this activity, but there are new
and existing organizations in the community that have the potential to
galvanize leadership in this area. The Office of Arts + Culture will support
leadership in the advocacy for private giving and participation, and invest in
a partnership to catalyze the effort.

Capacities — Funding for the grants program should continue to be integrated with
the general fund allocation that is annually appropriated for the Office of Arts +
Culture in the near term. An investigation of a separate, sustainable funding source
will be conducted by 2021, for implementation in the long term.

Initially, the grant budget should be increased by $225,000 to a total of $450,000 in
2016. This launch of the new grants program will provide a level of funds
appropriate to show substantial impact in those grant programs that are a priority
to the purposes of this strategy: operational grants and the innovation fund. In
subsequent years, the amount of funding should be further increased: $800,000 by
the end of the first phase and $1 Million by the end of the middle phase. This
amount will be considered full implementation. However, over the course of the
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final phase it is important that staff be flexible and attentive to changing needs and
inflation that may affect the exact amount of this allocation.

Staff needs should be carefully evaluated given the recommendation that funding
increase over time. There may be a need to increase staff in the Middle and Final
Phases to accommodate the increased demands for process and evaluation.

B. Sponsorships / Partnerships

There will often be opportunities that arise which are not appropriate for the grants
program. When an event, organization, business, or individual can collaborate with the
Office of Arts + Culture to achieve the goals of this plan, but is not a good fit to the
grants program, staff will have a process and budget available to offer sponsorships or
partnerships.

= Sponsorships — Opportunities often come up for great things to happen for Boulder.
The Office of Arts + Culture will take advantage of these opportunities, and have the
funding and collaborative capacity to follow through and support the organizations
that bring these important events, exhibitions, performances, products, initiatives,
and support programs to the community.

The process for staff to review proposals for sponsorship must be thoughtfully
designed. It is of primary importance that, in considering any proposal, staff first
considers if the proposal might not be a better fit for the grants program; the
stewardship by the Boulder Arts Commission should be the default for any funding.
Only when it is determined that the proposal does not fit into the grants program
should staff consider it.

=  Partnerships — There are already many partnerships that exist between the Office of
Arts + Culture and community organizations. Others are emerging. Below are a few
of the most immediate opportunities:

Boulder Arts Week — This yearly event encourages cultural tourism,
develops audiences, and galvanizes the community conversation about the
arts. Boulder Arts Week is in a position to positively affect the success of
the community priorities of the Community Cultural Plan in significant ways.
The Office of Arts + Culture will identify a budget to partner on Boulder Arts
Week. This relationship will be established with the purpose of developing
the sustainability and effectiveness of Boulder Arts Week over the long
term. Each transitional year should be an opportunity to reevaluate the
partnership.

Creative District in North Boulder — A grass-roots effort for place-making in
North Boulder was founded out of the concentration of artists in the
district, and has galvanized a community effort to focus on the arts as an
anchor to the area. A partnership with the NoBo Arts District organization,
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convening of all interested stakeholders, and municipal district designation,
will be the first steps in a formal relationship designed as the cornerstone of
successful operation of a flourishing creative district."’

Private Philanthropy — A key factor in the sustainability of cultural
organizations is private philanthropy and participation. Through the
research and engagement for the Community Cultural Plan, it was
discovered that leadership and advocacy around private philanthropy for
the arts are needed in Boulder. However, it is not best for the city
government to take on this role. The Office of Arts + Culture will participate
in convening groups and individuals aligned with this goal, and identify
leadership in the community, either from an existing organization or from a
new organization, to partner on filling this need.

Innovation and Excellence in the Arts — Boulder has an international
reputation for innovation and excellence in science and technology, food
systems, healthy living, and social services. One component of these
accomplishments is that, for all these issues, the local conversation about
innovation and excellence is vigorous. In considering the arts, much is in
place: Boulder is home to many important thought leaders, there is a
profound culture of participation, and the universities continue their
remarkable work in contemporary practice. Yet, there are specific barriers
that have prevented creative leaders from holding that conversation which
other sectors enjoy; these barriers include a lack of diversity, challenges to
collaboration, and a gap in convening. The Office of Arts + Culture will
organize a task force to find the right forums and fill gaps to catalyze that
community conversation around innovation and excellence in the arts.

Professional Development for Artists and Creative Professionals — For
Boulder to be a good home for artists and creative professionals, there must
be opportunities for them to learn the business skills that will compliment
their artistic talents. The Boulder County Arts Alliance and the Office of Arts
+ Culture collaboration titled “Business of the Arts” will be renewed and
enhanced. Other partnerships with organizations that offer programs for
creative professionals will also be pursued.*®

Plan for Future Partnerships — On transitional years, evaluate the current
portfolio of partners and look to expand the program as new opportunities
arise.

Oversight and Coordination — Staff should regularly seek consultation and advice
from the Boulder Arts Commission. However, it is important to keep in mind that
this is not a grants program. In fact, there is a danger of confusion between

7 see page 55
% see page 65.
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sponsorships or partnerships and cultural grants. Thus, a clear process for staff to
receive, process, approve, and administer proposals for sponsorship or partnership
will be established.

Capacities — Though time is needed to ramp up to full capacity, a healthy program in
Boulder will require approximately $120,000 for sponsorships and partnerships. In
transitional years, conduct an investigation of the performance of the program and
adjust the funding accordingly.

C. Leadership Development and Convening

Cultural Summits — During the Culture Kitchen the community of non-profit
organizations met in a series of “Cultural Summits”. In those gatherings, the cultural
leaders expressed a desire for regular convening. This is reinforced by the data:
Boulder is home to a large number of non-profits in the arts, and they have a
significant economic impact. It is recommended that the Office of Arts + Culture
hosts a regular series of events that brings together the staff and boards of
Boulder’s cultural non-profit community. Rather than serving as a strict platform
for municipal issues, these events should be viewed as a forum: programmed from
among the participants to address their desires and concerns. This is also an
opportunity to leverage evaluations and civic dialog initiatives.

Sector Convening — In many cases the members of the creative sector in Boulder are
already gathering in formal and informal settings. Professionals in advertising,
design, digital technology, and other sectors have created a culture of conversation
in these convening moments. In other cases gaps exist. The music industry, for
instance, is a healthy component of Boulder’s creative economy that has yet to find
the right forum to get together. The Office of Arts + Culture will be a facilitator of
these gatherings; supporting those that already exist and encouraging groups to fill
the gaps.

Capacity Building — The Office of Arts + Culture will find allies among private
organizations to achieve common goals in leadership development. There are many
groups in the city, county, and state that offer programs in professional
development and capacity building. Connecting Boulder non-profit leaders and
workers with these resources will accomplish many goals and community priorities.
It is recommended that the Office of Arts + Culture actively partner with
organizations that offer services and support to cultural non-profits. This initiative
overlaps with professional development tools that the Office of Arts + Culture will
be providing to individual artists and creative professionals.”® And, the programs
should be considered useful for organizational capacity as well.”°

¥ see page 55.
0 gee page 65.
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= Qversight and Coordination — More so than in other strategies, the relationship
between the staff person coordinating this program area and the leaders of cultural
organization should be strong. A single point of contact on leadership development
and convening initiatives is the goal.

Measures — Success in Strategy One will be measured against the strategic goal: Have a
substantial and positive effect on the ability of Boulder’s many cultural organizations to
advance their operational capacity, promote organizational resiliency, and encourage
innovation for the benefit of the community.

= As businesses, how healthy are Boulder’s cultural organizations?

= What outreach is being conducting to encourage impact and participation of local
and tourism audiences? How effective is this effort?

= What outreach are the organizations conducting to underserved populations? How
effective is this effort?

=  What is the opinion of the community about Boulder’s cultural organizations?

=  What economic impact, including workforce and cultural tourism, are the
organizations providing?
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A. Public Art Commissioning

Public Art Policy — The drafting and maintenance of a functional policy will govern
how public funds are stewarded, how the selection process is administered, steps
for approval, procedures regarding donated or loaned artwork, and commitments to
maintenance and other legacy issues. This document has a long time-horizon, and
must be conceived with future generations in mind. Thus, it must be carefully
written to be a strong tool. However, it must also be a flexible instrument,
providing staff the right amount of leverage to ensure that individual projects are
successful. This will best be done with thorough research into model programs and
consultation with experts in public art at the drafting phase.

Public Art Implementation Plans — Known in many communities as Public Art Master
Plans, these Implementation Plans will govern the use of public art funds with
specificity: the sites, selection processes, funding levels, schedules, and the detailed
goals for each project. Itis easy to fall into the trap of writing these implementation
plans to serve the staff in making their job easy. Be sure that the perspective is
maintained: the goal of Public Art Implementation Plans is to properly steward the
public trust and complete successful projects for the community.

The Implementation Plans should be drafted in transitional years of the Community
Cultural Plan. However, in certain circumstances, specific projects or series may be
best served with special documents. This is certainly true for the Civic Area.

Commissioning — In addition to the above, a few considerations are critical when
designing a program for the commissioning of public art:

The scale of projects must be considered carefully. It is easy to fall victim to
a desire to spread the commissions out among many artists in the interest
of broadcasting as much of the money as possible. However, this is likely to
diminish the quality and impact of individual commissions as well as of the
collection as a whole. Balance the scale of commissions, keeping in mind
the goal of this strategy and the smart investment of public funds in these
assets.

Great public art programs are a balance between the process and the
results. Boulder must have a sophisticated program that addresses both.
While it may be easy to say that one compromises the other, for instance
that a great process means one must be willing to concede the quality of
the completed artwork, do not fall into that trap. Every public art project in
Boulder will have a great process and a guarantee a great product, or it will
not proceed.

Join in the regional and national conversation about the public art process.
The collaborative spirit amongst public art administrators, especially in
Colorado with its numerous municipal programs, is a source for innovation
and a sounding board for practices. The conversation is important, and will
be a benefit of the work of staff
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Establish a high standard of public inquiry. Though it is a guiding principal
for all programs, in the case of Public Art there is a heightened need for
robust and well communicated interactions. Public inquiry must be viewed
as a tool for the selection panel members to learn more about the
sentiment of residents, and to elevate the civic dialog about a specific
project. It is important for staff to avoid the slippery slope of the process
becoming a public vote on art contracts. Rather, the public inquiry should
inform a sopbhisticated and careful selection panel process (instead of
rendering the selection panel useless). Finally, leverage the public inquiry
process to build good will in the community. Residents who participate,
even if they do not particularly like the artwork, will feel invested in the
process and be advocates for the future of public art in Boulder.

Maintain a consistent commissioning schedule. The current interest in
reinventing public art in Boulder reflects a desire for a level of vibrancy in
the built environment. Therefore, a high frequency of installations is an
expectation of the public. Consider all aspects of the Implementation Plans,
and especially the schedules and funding levels, to ensure that this can be
achieved.

Cultivate a diversity of artists and arts practices. The value of the collection
to residents is connected to the variety of experiences they find. The public
art program will actively seek to commission a wide variety of the most
innovative approaches to contemporary practice in the arts. People of
many different backgrounds should be represented, and the variety of
stories the art tells should be broad. Be open to new media and forms of
expression that are not typically thought of for public art: digital media,
performance, music, web-based art, and social interventions should be in
the mix. Temporary art should be deployed when possible; this is
particularly useful in the ability of temporary commissions to allow for
experimentation and risk. This pursuit of variety and diversity is about
quality, not popularity. It is important for the city to be confident in this
measure of success; no work of art will be universally loved.

Keep in mind the ultimate purpose of any municipal public art program: to
commission works of enduring value.

Coordination of Art in Public Places — A municipal public art program is but one
aspect of a city’s portfolio of art in public places. Private commissions of sculpture
can be sited for public display; hospitals and schools often hire artists; cultural
organizations should be encouraged to curate artworks for the community; other
agencies such as the Regional Transportation District, the universities, the State of
Colorado, and the federal government will commission public art. It is
recommended that staff stay highly active in tracking and, to the degree possible,
providing leadership to ensure that these variety of projects are encouraged and
coordinated strategically.
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In addition, there is great value in artists and creative members of the community to
be encouraged to express themselves through impacting the urban space. The
Pearl Street Mall, and its management company Downtown Boulder Inc., have
proven the value of this exercise by allowing busking on the Pearl Street Mall
without a permit. This open access to creative expression has positively impacted
the atmosphere of that retail district. Yet, the public feels that this sense of
openness is missing from the rest of Boulder?': we are in need of the places and
situations for people to chalk the sidewalk, sing or play music, dance or hold flash-
mobs. The Office of Arts + Culture will work with city agencies to provide these
forums and clear the hurdles for creativity in the public realm. Keeping in mind the
value of the existing rules and the needs of public safety, the examination of the
regulatory environment is a key first step. Do the rules have unintended
consequences that stifle the community voice? A next step is to provide actual
places, like the Pearl Street Mall, where creativity is encouraged. The Civic Area has
much potential for this type of activity.

= Qversight and Coordination — The public art policy must enshrine the approval
process as described above. The role of the Boulder Arts Commission as a
significant approval body must not be underestimated. The commissioners, serving
as they will on a variety of selection panels and given their responsibilities to the
process, have a special role to play. They need to have a profound knowledge of the
collection, the public art implementation plans, and what new commissions might
mean to the city as a whole. This umbrella knowledge must then be brought to
each selection panel by the commissioner representative. To do this, the
commissioners will need special opportunities for training and facilitated
conversations so that they are comfortable with this role.

Coordination with a variety of City of Boulder agencies will be critical. It is
important to remember that the Transportation Division, Parks and Recreation
Department, and Downtown and University Hill Management / Parking Services
Department have all done significant work in building the existing collection over
the decades. These agencies will be key in executing the new public art strategy. It
should be the practice of the public art staff person to consult with these internal
partners early in the process, include them in decision making, and ensure that their
needs and suggestions are thoughtfully considered.

=  Capacities — In the First Phase, a fund will be established that can be easily mobilized
and serves to kick-start the public art program. The funds identified for public art in
the Culture and Safety Tax, passed by voters in 2014, is ideal for this purpose. Then,
a full study and plan will be conducted to establishing a sustainable source of
funding. This will be best accomplished with a “percent-for-art” ordinance.” This
study will be conducted in 2017, for implementation the following year.

2L soul of the Community Study (Knight Foundation, 2010) — See appendix IV.7.
2 For more information, see appendix IV.5.
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Once established, it is estimated that a 1% of capital improvement projects (should
that be the method enacted,) could generate as much as $300,000 per year. Given
the need for a robust program with a high frequency of installations, it is likely that
this amount of money is not enough to successfully meet the goals of this program.
Therefore, it will be necessary to supplement a percent-for-art funding structure
with other sources. Investigate alternative funding sources such as dedicated tax or
fee programs or mandates on private development.

Maintenance and Conservation Program

The Office of Arts + Culture will coordinate a program of asset management for the
public art collection. Clear roles will be established on who is responsible for regular
maintenance as well as conservation or repair of works of art. For instance, many cities
have a policy to ensure that the agency responsible for the site is also responsible for
regular maintenance for the art at that site, while special repair projects are a shared
responsibility. A condition inventory of the public art collection should be conducted by
the Office of Arts + Culture regularly, and staff should assist the parties responsible for
regular maintenance to track activity. The neglect of public artwork reflects poorly on a
community; it must be a directive of the program to efficiently and consistently
maintain the collection.

Consider the following when designing the maintenance program:

A frequent challenge to the maintenance of public art begins before the artwork is
even installed. A thorough understanding of the artist’s intent of narrative and
materials is important to ensuring that maintenance and conservation work is done
properly. Include a requirement in each public art commission to capture the artists
intentions.

Artists are not always the best experts to know how to maintain their own artwork.
Contract with conservation and technical experts to produce maintenance and
conservation recommendations for each work of art.

More so than in other program areas and strategies, the application of best
practices in public art maintenance and conservation are technically complex. It will
require diligence and consistency to make sure this work is being done properly.
Ensure staff has a thorough and careful understanding of these practices. In
addition, Boulder is in a position to lead and innovate in maintenance and
conservation. Participate in the national dialog. Also, it will be a great benefit to
the program if staff creates a relationship with the programs at the University of
Colorado and their programs that overlap the needs of the collection.
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C. Communications, Interpretation, and Legacy Projects

=  Communications — There are two needs in communicating about public art projects:
a) promoting applications to commissions and b) public awareness about the
process and collection. The format and media for these communications must be
thoughtfully considered. In the case of promoting applications, it is critical to the
process that broad and competitive participation be encouraged. The story that
emerges from these different exchanges is important to consider; a personality that
reflects the sophistication of Boulder’s public art program must be fostered among
artists, other arts professionals, and the residents of Boulder.

= |nterpretation — The selection is complete, the artwork installed, and the ribbon cut.
After this initial phase is complete, the artwork now has a life within the larger
collection of public art. This long-term relationship between the artwork, the
collection, and the public is important and will not be neglected. The Office of Arts
+ Culture will create programs to help the public understand the collection. This can
take the form of plaques, interpretive panels, guided tours, websites, audio, video
and interactive assets. Staff will also consider how social media and crowd sourcing
can influence the interpretation of a work of art; perhaps there is a viral campaign
or photo opportunity that can be encouraged around a particular artwork or site. It
is important to keep in mind that the opinions and conversations about the existing
collection has a lasting impact on the public’'s expectations about public art
spending and their appetite for new commissions.

= Legacy Projects — The Office of Arts + Culture will maintain strong and mutually
collaborative relationships with artists who complete public commissions. This is
made necessary by ongoing issues of maintenance and copyright. It is also a
desirable act for the health of the program. Boulder’s public artists should be
considered a group of alumni. Staff will keep track of their careers and celebrate
their accomplishments. The artists will get regular notes from staff on the status of
their artwork and any press or community conversation their work produces. Doing
this is not mere good will; the continuing relationship with these artists is an asset
to create a strong brand around the public art program. Staff will be able to tell
great stories about the work that Boulder’s alumni artists are doing around the
world, and the artists themselves will carry forward the good message about
Boulder’s program to their international network.

D. Mural Program

Currently, the owners and tenants of private buildings who wish to commission publicly
visible murals are asked to acquire municipal review through the Sign Code® and the
City of Boulder Design Review Committee. Though these procedural entities do provide
some public deliberation on issues of the built environment and visual questions, they
are not equipped to provide expertise or guidance regarding art in public places.

s City of Boulder Revised Code Chapter 9-9-21 — See appendix V.11
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In order to resolve these gaps, the Office of Arts + Culture will develop a policy for
publicly accessible murals. The Boulder Arts Commission will play a role in the new
review process, in addition to coordination with effected government agencies and their
Boards & Commissions. In addition to an approval process, the policy should also
contain standards for how the murals are maintained, address issues of ownership, and
plan for the inevitable end of display.

Several considerations are key for designing the program:

Use caution in judging the aesthetic choices of private individuals. It should not be
the role of the Boulder Arts Commission to be the aesthetic court of Boulder. At the
same time, some evaluation of the quality and imagery must be established, as
these works will be visible to the general public. Clear and commonly accepted
guidelines will be helpful, as will robust communications to solicit public input.

The ultimate purpose of this program area is to encourage more art in public places.
Construct the rules, procedures, and evaluation criteria with this in mind.

= Qversight and Coordination — The mural policy will require that private organizations
wishing to commission a mural on their property first apply to the Boulder Arts
Commission. The role of the commissioners’ review will be to determine if the mural
qualifies as a “work of art”, or if it is a “sign or advertisement”. Criteria should be
established to codify this distinction. Those determined to be works of art are then
subject to a distinct set of performance standards. Those determined to be a sign or
advertisement would go on to be reviewed through the standard sign code and design
review processes.

Measures — Success in Strategy Two will be measured against the strategic goal: Many
individuals, businesses, governments, organizations, and developers will be encouraged to
invest in improvements to public spaces through the addition of meaningful, innovative, and
quality works of art. The municipal investment in public art will be a model, using a system
of publicly transparent, sustainable, and innovative practices to robustly commission
artworks of enduring cultural value.

= |n what ways, and to what degree, does the public art installed in the city impact the
community? What is the impact of adding art to public spaces on issues of
sustainability, livability, public health, and resilience? How does the commissioning
of public art add value to the goals of other municipal priorities?

= How do the funds for commissioning art get spent? What is the direct economic
impact of spending on public art?

= How is public art, both in process and when installed, perceived in the community?
What is the perception of Boulder’s program outside of Boulder: among visitors, the
media, and across the country?

= |n what ways does public art play a role in the business of being an artist in Boulder?
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Strategy Three — Create and Enhance Facilities and Venues, Programmatic Structure:
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A. Municipal Venues for the Arts

= Consultation on Existing and New Spaces — Currently, opportunities exist in facilities
operated by the Library, Parks & Recreation, and other departments, to take
advantage of venues for cultural uses. This is true only when that can align with
those departments’ plans and missions. Yet, the potential of using city facilities for
filling in gaps in access, availability, and affordability of venues may have enormous
benefits. The Office of Arts + Culture needs the leadership of other city agencies in
accomplishing this goal. Staff will take advantage of the expertise and passion these
agencies have for improving Boulder to advocate for cultural uses in existing and
planned municipal facilities.

A priority in this program area will be to build or improve venues in the Civic Area
for visual and performing arts. The 2012 Civic Area Vision Plan** articulates a
community desire for lively arts experiences. Given this direction, the existing
assets of the Library, BMoCA, the Farmer’s Market, and a variety of festivals and
events should be enhanced. New opportunities are emerging: BMoCA is considering
expansion, there are discussions about a possible reuse of the Municipal Center, the
band shell and other spaces may be redesigned for new uses, an “arts campus” is
proposed by the Boulder Arts Commission, and the Boulder Performing Arts Center
group is proposing new facilities in the Civic Area.

= Tenant Partners — It is important to continue the successful relationships the city
has been developing for years in providing great venues for performing arts, visual
arts, heritage and public culture with their cultural tenants. BMoCA, Chautauqua,
and the Dairy Center for the Arts are all private organizations that occupy city-
owned facilities. In addition, the Museum of Boulder has partnered with the city to
create a private venue that is due to open in 2016 and Studio Arts operates The
Pottery Lab. Continue to partner with these organizations and keep the door open
to future opportunities for organizations that can best use city property for the
benefit of the community.

= Qversight and Coordination — The partnerships with tenant organizations should be
a cross-agency activity, connected with city leadership and a variety of Boards &
Commissions.

B. Advocate among Private Venues

Staff will play a leadership role in advocating for solutions to the challenges of
affordability, availability, and access among private venues. This can be done in several
ways: by leveraging the ongoing research that derives from this Plan, by convening the
community of venue owners to discuss issues, or by partnering with other community
leaders and organizations that are in a position to improve this situation.

* See appendix IV.11.
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C. Rental Assistance Fund

The Office of Arts + Culture will provide a flexible fund to assist organizations and
individuals in the community to meet needs for renting studio, exhibition, and
performance space. There are many challenges that need to be carefully considered in
structuring a rental assistance fund:

The awards will be decided based on need and in an objective manner. This is
not a tool for evaluating the quality or popularity of a particular performance or
exhibition. Though a first-come-first-served system is probably unworkable,
some measure of objectivity should be integral to distributing funds.

The funding should not be for entire rental fees, but instead should be either a
partial calculated amount or a matching fund.

The awards should be for single events, rather than drifting in purpose to
become ongoing support for the long term use of facilities.

The structure and function of the grants should be considered in the spirit of
their purpose: to bridge a gap that exists in the ability of some groups to afford
renting venues. The market demands a certain rent level that some
organizations and individuals from time to time may not be able to meet. At the
same time there are many organizations that can afford the going rates. That
ability to succeed in Boulder’s existing market is an important goal for all
cultural groups. Ensure that this fund is used to assist applicants to get to that
place of resiliency, rather than becoming a crutch that prevents organizations
from improving.

Measures — Success in Strategy Three will be measured against the strategic goal: /Improve
the resiliency of visual and performing arts organizations and individuals, and the experience
of their audiences, which are currently challenged by gaps in venues. Mitigate the barriers
to innovation and sustainability that are encountered due to affordability of space.

=  What are the mix of venues; the gaps and needs? How are they serving arts
presenters? How are the issues of location, use, scale, affordability, availability, and
equity changing over time?

= What are the economic impacts of the market for studio, rehearsal, performance,
and exhibition space? How is the city’s contributions, directly and indirectly
affecting the market for venues?
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Strategy Four — Enhance the Vitality of the Creative Economy, Programmatic Structure:
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A. Partner with City Agencies for the Creative Sector

= Consult with Economic Vitality — The Office of Economic Vitality currently offers
programs and incentives, and partners with community groups to provide
professional development tools to business owners. The goal of these programs is
to enhance the ability of businesses to succeed in Boulder’s economic climate and
keep jobs in Boulder.”® The Office of Arts + Culture will work with the Office of
Economic Vitality to communicate opportunities to leaders in the creative sector.
Also, staff will investigate new opportunities that may position Economic Vitality to
fully support the creative sector as an important part of the mix of businesses in
Boulder. For example, programs may include sector-specific incentives, districts to
incentivize creative businesses, revolving loan programs, or other initiatives.

= Boulder Valley Comprehensive Plan — Staff will work with the team that is
developing the 2015 revisions to the Boulder Valley Comprehensive Plan to ensure
that the Community Priorities are considered in the revisions. Prepare to do the
same for the 2020 revisions process.26

= Consult with Regulatory and Support Agencies — The regulatory environment in
Boulder has a mixed record when it comes to encouraging creative businesses. For
instance, the diminishing inventory of studio space for visual artists can be in part
linked to the decreasing availability of space in the few warehouse or light industrial
areas that zoning allows. Open conversations with other city agencies responsible
for regulations and support programs. The goal of these conversations is to
contribute to a healthy regulatory environment for the retention and attraction of
creative sector businesses and workers.

B. Creative Districts

The origins of arts, gallery, or creative districts are generally organic, springing from
leadership among the businesses and artists they serve. In recent years, the districting
concept has been formalized; a process that has in large part been championed by
Colorado Creative Industries (CCl), the State arts agency. Useful to the Community
Cultural Plan is CCI’s “purposes”?’ of a creative district, here modified for circumstances
in Boulder:

Creative Districts are:
= Attracting artists and creative entrepreneurs to a community, infusing new

energy and innovation, which in turn will enhance the economic and civic
capital of the community;

% See appendix IV.11

% 5ee appendix IV.11

z http://www.coloradocreativeindustries.org/communities/colorado-creative-districts/about-creative-districts (State
of Colorado, 9/1/2015) — See appendix IV.11
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= Creating hubs of economic activity, thereby enhancing the area as an
appealing place to live, visit and conduct business, as well as create new
economic activity;

= Attracting visitors;
= Revitalizing and beautifying communities;

=  Providing a focal point for celebrating and strengthening a community’s
unique identity;

= Showcasing cultural and artistic organizations, events and amenities;
=  Contributing to the development of healthy communities; and
= |mproving Boulder’s quality of life.

For these reasons, it is vital that the Office of Arts + Culture work with city agencies to
build creative districts. Also consider creative components in other types of districts.
From this perspective, districts can be defined as a relationship between the city,
businesses, and neighborhoods to achieve the mutual benefits listed above.

= Creative District in North Boulder — The creative district in North Boulder is a grass-
roots effort in which the critical concentration of artists in the district have
galvanized a community effort to focus on the arts as an anchor to business and
place-making. The primary organization that has played a leadership role in this
effort is the NoBo Arts District group. Other organizations, including the Boulder
Metalsmithing Guild, First Congregational Church of Boulder, and Artmatrix, are
active in programming. A partnership with the NoBo Arts District group, and
convening of all organizations and interested stakeholders, should be the first step
in a formal relationship designed as a cornerstone of the successful operation of a
flourishing creative district. The structure and governance of this relationship
should be described in a separate strategic document, one that provides official
municipal designation of the district. However, the conversation and collaboration
can begin immediately. The ultimate goal is to create the conditions by which the
city and partners can align their efforts around the success of the business of fine
art. This can be done through efforts in the built environment, programming, the
regulatory environment, economic tools, shared promotional marketing, and place
making initiatives.
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=  Consult with City-wide District Initiatives — There are many districts existing and
planned in Boulder. They have a variety of functions and structures. Some of them
have the promise of a creative component:

Downtown Boulder, governed by Downtown Boulder Inc., has long been
participating in both cultural programming and as a host for creative
businesses. It is also the primary landing site for tourists as they begin to
explore Boulder. Support their activities and encourage the health of the
cultural components of their strategic planning.

A part of the Downtown service area is East Pearl Street. These few blocks
of Pearl Street between 15™ and 28™ Street is an area that has a distinct
personality as home to several galleries, dance studios, and other creative
businesses. Explore this concentration and the potential for a unique
personality to emerge there.

University Hill, governed by several municipal and private interest groups, is
a center for entertainment and culture focused on both the University
students and neighbors. The potential for taking advantage of a culture of
innovation and a history of music venues in this district is compelling.

East Arapahoe has been proposed as a “eco district” due to the
concentration of reuse, recycling, and green industry businesses that have
established themselves there. The recently founded Art Parts provides
recovered materials specifically for resale to artists. In addition, this area is
being explored for redevelopment as part of a transportation corridor. The
community has expressed interest in a minor cultural hub centered around
the Boulder Dinner Theater in that plan. Finally, the presence of part of
Naropa University’s campus in this area adds to the potential of creative
assets in East Arapahoe.

Boulder Junction is a district governed by two municipal commissions.
Already a site for some of Boulder’s most recent works of public art, there is
an intention that the plazas and businesses around Boulder Junction be an
active location for festivals, events, restaurants, and local business.

15" Street Design District is a grass roots collective of several architecture,
design, technology, and landscape architecture firms on 15" Street between
Canyon and Arapahoe. The city has worked with this group on streetscape
improvements and some programming. However the potential for this area
to be a destination remains untapped.

Be open to future opportunities for districts that are generated from the
community. And, it is important to understand that culture and creativity
are not restricted to districts. Look for ways to enhance the entire city as a
great home for artists, creative professionals, organizations, and businesses.
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All districts will benefit from a cohesive approach. The Office of Arts + Culture
will collaborate with other city agencies, and particularly the Downtown and
University Hill Management / Parking Services Department, to formulate and
execute a city-wide approach to districting.

C. Creative Sector Programs

= Convening the Sector — In addition to the Cultural Summits, there is a need to
facilitate gatherings for artists, creative workers, the owners of creative businesses,
educators, and other groups. In many cases, there are organizations that have
taken this on. For others, a gap can exists in opportunities for groups to come
together. A careful analysis of groups to best benefit from this convening, finding
the right partners in those groups, and working with the community for the best
way to program, fund, and coordinate events is necessary.

= Task Force on Workforce and Talent Retention — While Boulder’s creative businesses
thrive, on the horizon is a significant challenge in hiring and retaining the young,
talented people who will sustain the work that they do. Affordability of housing is
certainly a facet of this problem. However, other issues are affecting these young
people: a perceived deficit in social offerings, a lack of open and welcoming
communities, and a deficit in all forms of diversity. To protect Boulder’s advanced
position among centers for the creative sector, a collaboration must be established
between the city, organizations, and businesses to address these issues. The Office
of Arts + Culture will convene a task force made up of leaders in these areas to
explore solutions for the creative workforce and talent retention.

Measures — Success in Strategy Four will be measured against the strategic goal: Enhance
Boulder’s leading position as a home to creative professionals and businesses.

= How is the creative economy growing and changing? How does the creative sector
compare and interrelate with the other important components of Boulder’s
economy?

= What creative professions are currently most critical to the health of the overall
economy? What are expectations for the future of the workforce?

= How are the components of talent retention changing, focused on the needs of the
most critical elements of the workforce? What is the health of Boulder’s livability
and attachment in comparison to competitive cities as homes for creative
professionals?

= What is the relationship between the city’s districts and the economy at both the
hyper-local and city-wide levels? How do the primary focus sectors in each district
take advantage of the services of that district?
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Strategy Five — Emphasize Culture in Neighborhoods and Communities, Programmatic Structure:

5. EMPHASIZE CULTURE IN NEIGHBORHOODS AND COMMUNITIES
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s ¢ $s U

First and Second Phase First Phase

A. Creative Neighborhoods Program

During the public engagement process, there was discovered a curious, but clear priority
among residents regarding how culture is delivered. The data appears to show a
sentiment that, while continuing to support events in the existing cultural
concentrations of downtown, University Hill, and North Boulder, the people of Boulder
would like the city to encourage cultural activity and creative expression at an even
more local level. Folks want cultural programs right in their neighborhoods.”® In
addition, opportunities exist to craft the aligning of this program area with the newly re-
established Neighborhood Services Office and the team working on the revision of the
Boulder Valley Comprehensive Plan.

= Coordination with the Neighborhoods Services Office — The Office of Arts + Culture
will both build a strong partnership with the Neighborhood Liaison to encourage
alignment for improved programs from both agencies. The result will be a stronger
set of programs, enhanced by leadership from both offices.

%8 Boulder Community Cultural Plan Survey 2014 — See appendix IV.4
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=  PDA Grants — In 2014 the Office of Arts + Culture incentivized meaningful, fun, and
collaborative projects to build attachment through a small grants program. These
“Public Displays of Affection” or “PDA” funded projects in which residents expressed
their love of Boulder. The Office of Arts + Culture will re-imagine these grants as a
neighborhood project. The goals for the program are in no small way linked to the
measures of “attachment” that are described in the Knight Soul of the Community
Study?®® and philosophiy of livable cities. However, this is not intended to become
an overtly tactical exercise. In the spirit of the concept, the grants should be easy to
apply for and execute. Success in this program will not be measured by numbers in
attendance, or any revenue or media attention. Rather, the stories that emerge,
the good will among neighbors, and the ability for enthusiastic Boulder residents to
creatively produce a “love letter to Boulder” will be a substantial success.

=  Public Art Opportunities — Nationally a remarkable new series of experiments in
deploying public art concepts to neighborhoods is emerging. This trend of
rethinking the convention of placing public art only in city centers can have
substantial benefits for Boulder. The Office of Arts + Culture will establish a
program in which a portion of public art funding is used for neighborhood projects.
This will best flourish when the neighbors themselves are closely involved in the
process.

= Leadership Development — A substantial amount of cultural activity happens at the
hyper-local level. Neighborhoods are centers of cultural activity: art shows in
church lobbies, concerts in local parks, art making projects at block parties, or
hobbyists sharing their creative work with their neighbors. There is leadership
potential to be nurtured which can help encourage creative activity at a block-by-
block level. These leaders in neighborhood culture can also be facilitators of city
services across many agencies to help municipal programs achieve their goals. The
Office of Arts + Culture will work with other city agencies to find and mobilize these
neighborhood creative leaders to support their work and partner with them on
improving their communities.

B. Diversity and Inclusion

= Diversity in Culture Taskforce — The outreach for the Community Cultural Plan
included strong conversations with leaders in many diverse communities, especially
among Latino activists. And, the process included a successful effort to receive a
depth of cultural diversity among survey respondents. However, a limited nine
month public outreach project is hardly adequate to meet our very high
expectations about fostering effective civic dialog with all facets of Boulder’s
community. The demand, best articulated by a participant in one of our group
interviews, for the “authentic expression of diversity” will only be possible over time
and with substantial effort on the part of staff. The Office of Arts + Culture will take

2 soul of the Community Study (Knight Foundation, 2010) — See appendix IV.7
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that time: to build bridges, to align itself with successful initiatives, and to hold the
conversations necessary to ensure that the strategies in the Community Cultural
Plan are available and effective for all communities in Boulder.

To start this conversation and this learning initiative, the Office of Arts + Culture will
partner with groups and leaders to convene a taskforce. The goal of this group will
be to face the most challenging aspects of the current conditions in Boulder, among
them: the lack of diversity in the community when compared to the rest of the
nation, the hurdles for the city government to meet the needs of underserved
populations, and the impending crisis that both these issues may cause in social and
economic health. Also, the conversation can address a gap in attachment that was
identified in the Knight Soul of the Community Study in “openness” and “social
offerings”>’: Boulder residents do not find this city to be an open and welcoming
place. ldeally, this conversation can result in substantial projects by the end of the
First Phase of this plan, so that work can begin to ensure that the strategies and
vision of the Community Cultural Plan are available to ALL residents, workers, and
visitors in Boulder.

=  Coordination with City Agencies — Boulder lacks the cultural diversity that is an
advantage to most other cities throughout of the nation. The reasons are complex:
a stratification of job opportunities, barriers in transportation, the cost of living,
competition with surrounding cities, and the deficits in “openness” and “social
offerings”. The risks of hesitation are significant; Boulder faces a crisis if we do not
remain competitive. The Office of Arts + Culture will join other city agencies that
are working on this issue. If successful, harnessing cultural diversity will go far in
maintaining our economic and social resiliency, and will ensure that we do not fall
behind in the innovation, talent, and relevancy.

= Qversight and Coordination — This strategy, perhaps more than any other, overlaps
with other efforts in city government. Therefore, collaboration and engagement are
critical. Consider the horizontal elements of these programs: how might public
inquiry and oversight that other city agencies employ be necessary for these
initiatives? What boards and commissions need to check in?

30 Knight Soul of the Community Study (Knight Foundation, 2010) — See appendix IV.7
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Measures — Success in Strategy Five will be measured against the strategic goal: Every
resident of Boulder finds ways to creatively impact their neighborhoods and social
communities, and has easy access to impactful cultural experiences in the places that are
most emotionally important to their everyday lives.

= What are the cultural offerings in Boulder’s neighborhoods? How does this activity
compare to large events in the downtown and commercial areas in attendance,
audience composition, scale, funding, impact, and perception?

=  What are the cultural needs of underserved populations? How does cultural activity
and consumption of the diverse communities in Boulder compare? What are the
barriers to inclusion and how are they addressed?

=  What is the diversity profile of cultural organizations, audiences, and leaders?

= How are trends in diversity, and particularly cultural diversity, expected to affect
culture and the creative economy? How are threats to Boulder’s creative economy
due to lack of diversity addressed?
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Strategy Six — Support for Artists and Creative Professionals, Programmatic Structure:

A. DIRECT SUPPORT AND
RECOGNITION

B. LIVABILITY AND AFFORDABILITY

C. PROFESSIONAL DEVELOPMENT
TOOLS

FELLOWSHIPS

CONSULTATION WITH
CITY AGENCIES AND

PROFESSIONAL DEVELOPMENT
GRANTS

ALIGNED ORGANIZATIONS Strategy One

TASK FORCE ON WORKFORCE

PROJECT GRANTS PROGRAMS FOR
Strategy One A TEN R BUSINESS PRACTICES
Strategy Four
SV s %Y $ @
First and Second Phase First Phase First and Second Phase

A. Direct Support and Recognition

= Fellowships — Recognizing creative leaders in the community is more than simple
goodwill. A program of fellowships graduates beyond simple recognition,
acknowledging accomplishment while also investing directly in the work that they
do. It can also be a strong tool in advocating for the arts as a priority in the
community dialog, as well as sending a message to the world that Boulder is a great
place for artists to work; a place that appreciates the contribution of its creative
residents. The Office of Arts + Culture will develop a fellowship program to meet
these objectives. This need not be strictly a city initiative, and may very well
integrate with existing programs in the community such as The Dairy Center
Honors.>* A fellowship should also consider the benefits of connecting the work of
an artist with other aspects of the Community Cultural Plan, for instance the dialog
around diversity, or how to improve the vibrant urban environment. It is important
that the highest goal of this program is to benefit the artist. There should be an
honorarium associated with the award. However, this is not a contract for the
purchase of artwork, or a residency, or payment for services in any way. The main
objective is that the artist continues to do what they do best. A secondary aim will
be to build a competitive accolade; something that creative professionals are eager
to acquire and can leverage to the benefit of their career. In keeping with the broad
call from the community to consider the widest definition of “culture”, this
fellowship should be open to all creative professionals. Accomplishment in fine arts,
design, the music industry, architecture, food culture, and all other creative pursuits
should be on the table. Carefully consider the structure of this program: how will

* See appendix IV.11
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the artist be chosen in a transparent manner? What is the benefit of receiving this
fellowship? How is it presented and communicated in such a way to be an
encouraging part of professional life in Boulder?

=  Project Grants — The Community Project Grants and Arts Education Grants, though
operationally integrated with first strategy, are none-the-less useful to individual
artists. This fact should be strongly communicated to Boulder’s creatives and
artists.

B. Livability and Affordability

= Consultation with City Agencies and Aligned Organizations — The challenges of
livability and affordability are not unique to creatives. Many people of many
different professions are squeezed out of living in Boulder. A robust low-income
housing program has done much to ease this problem. However, this program
cannot reach out to that significant gap between low wages and the wealthy. These
people in the middle are challenged to afford housing. In addition to housing,
artists are particularly affected by the high rates of commercial space; their unmet
need for studio or practice space has reached a critical point. Finally, affordability is
a wide issue, and is not limited to real estate. The sustainable wage index>?
identifies several categories of budget expenses for which Boulder is challenged
with high costs. All of these issues of livability and affordability are the primary
cause of a current crisis in culture: artists no longer find Boulder a sustainable place
to live and work. Though the Office of Arts + Culture cannot take on this challenge
alone, it can offer leadership and innovation to the conversation. A convening of
city agencies and aligned organizations will be the first step in the search for
solutions. Examine the issues in a collaborative forum, and look for solutions in the
city’s toolbox: programming, incentives, communications, and the regulatory
environment.

C. Professional Development Tools

=  Professional Development Grants — The Office of Arts + Culture will ensure that the
professional development scholarships, as well as leadership programs and
convening events, include individual artists. Though not necessarily defined
alongside “cultural organizations” or “creative sector businesses”, artists are none-
the-less small business owners. They are leaders in the community, and need the
same tools for running a successful business, having a positive impact on the
community, and using good practices in their work.

=  Programs for Business Practices — For Boulder to be a good home for artists and
creative professionals, there must be opportunities for them to learn the business

32 | iving Wage Index for Boulder County, http://livingwage.mit.edu/counties/08013 (Dr. Amy K. Glasmeier and the
Massachusetts Institute of Technology, 2015) —see appendix V.11
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skills that will compliment their artistic talents. This will be accomplished through
partnerships with several organizations that are suited to provide these services.
The Boulder County Arts Alliance and the Office of Arts + Culture recently ended a
successful series of programs titled “Business of the Arts”. This ended simply due to
a funding lapse, despite demonstrated interest in the program. The collaboration
should be renewed and enhanced.

In addition, an investigation has begun to partner with the Boulder Chamber of
Commerce and the University of Colorado for bringing the Arts Incubator of the
Rockies (AIR) program to Boulder business and creative leaders. AIR convenes
leaders in business and the arts around entrepreneurship in creative sector, and has
demonstrated success in cities around the region in fostering new partnerships and
business ventures.

Finally, there are resources across the region for individuals to gain professional
skills. When these workshops or conferences arise, the Office of Arts + Culture
should find ways to clear the barriers for Boulder creatives to participate.
Coordinating transportation, assisting in communications, offering scholarships, or
other efforts will be offered.

Measures — Success in Strategy Six will be measured against the strategic goal: Boulder will
increasingly attract artists and creative professionals for all it has to offer, not only in
beautiful surroundings and quality of life, but also in the ability to thrive in the creative
sector.

= How many individual artists live in Boulder? How do they rate access, affordability
and availability of a) housing, b) practice/studio space, c) performance / exhibition
space?

= What are the assets and gaps for creative professions in comparison to employment
needs? What is the gap between the livelihood of creative professionals and
Boulder’s minimum livable wage?

= What are the social and professional offerings available to creative professionals in
Boulder? How do they compare with competitive cities? What is the economic
impact of spending on social offerings?

= What is the perception of Boulder’s creative economy, both within and outside the
city? Do young people studying to enter the creative professions believe that
Boulder is a viable environment for them to thrive as they enter the workforce?
How are the components of livability in Boulder specifically viewed by creative
professionals?
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Strategy Seven — Advance Civic Dialogue, Awareness, and Participation, Programmatic Structure:

7. ADVANCE CIVIC DIALOG, AWARENESS, AND PARTICIPATION

A. PROMOTING THE
COMMUNITY CULTURAL
PLAN

B. FACILITATE THE CIVIC
DIALOG

C. PROJECT BOULDER’S
CULTURAL IDENTITY

D. PARTICIPATE IN
REGIOINAL AND
NATIONAL LEADERSHP

PROMOTING THE
GRANTS

CULTURAL CALENDARS
TASK FORCE

RECOGNIZING
ACHEIVEMENT

DENVER-AREA
COLLECTIVE LEADERSHIP
INITIATIVE

COMMUNICATING
PUBLIC ART CALLS

MUNICIPAL
PROGRAMMAING
PARTNERS

BOULDER IN THE MEDIA
AND ACEDEMIC WORKS

LEADERSHIP IN
BEST PRACTICES

SERVICES AND
PROJECTS OF THE CCP

PUBLIC INQUIRY
INITIATIVES

OPEN SOURCE
SCRAPBOOK

SV
First Phase

ONLINE ENGAGEMENT

BOULDERIN
INDUSTRY CONVENING

RESEARCH PROJECTS

TASK FORCE ON
CULTURE IN THE MEDIA

$ VY

First and Second Phases

A. Promoting the Community Cultural Plan

s oY

First and Second Phases

$ Y

First Phase

The breadth and complexity of the Community Cultural Plan is designed to provide a variety
of tools to the community; some are long standing programs that will be improved and
others are new initiatives that will change expectations of the Office of Arts + Culture. Staff
will take care to develop a program that a) communicates the improved and new services
that are being provided by the city, and b) messages the progress towards achieving goals in

the plan.
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=  Promoting the Grants — An identified flaw for the grants program over the past few
years has been in communications. Boulder’s cultural organizations, creative
professionals, and arts educators told us an incongruous story: those who have
been in Boulder for a long time have come to know the grants program while newer
arrivals tend to miss out. In addition, the tools for staff outreach are currently
underemphasized. Staff will work as a team to make sure that the full timeline of
the grants process: from the initial announcements to the final report, is conducted
with the understanding that this program is in service to the grants applicants and
recipients.

=  Communicating Public Art Calls — One of the most noticeable changes that will occur
from the Community Cultural Plan will be the increased conversation around public
art. Much of this promotional process is outlined in Strategy 2. This is the case both
to ensure that artists are aware of opportunities, and that the public can clearly see
the progression of the process. The Office of Arts + Culture will undertake
significant outreach to accomplish this.

= Services and Projects of the CCP — In addition to the special needs for
communication of grants and public art, the other programs of the Office of Arts +
Culture will require some good engagement tools. Staff will develop these tools,
and deploy them in a sophisticated manner. A marketing plan and branding
strategy is a part of this deployment. The specialized needs of staff and budget
should not be overlooked.

B. Facilitate the Civic Dialogue

=  Cultural Calendars Task Force — The existing calendars that are published by the
Boulder County Arts Alliance and the Boulder Convention and Visitors Bureau do not
lack for their depth or ease of use. However, judging by responses to surveys, the
community has not yet embraced either resource.®® The Office of Arts + Culture will
assist the effort to reconcile this. The first step is to convene a leadership group to
discuss the challenges of wuseful and productive -cultural calendars: the
infrastructure, funding, operation and marketing. From that conversation, steps can
be taken to improve the resources and get that information into the hands of
residents.

®*  Municipal Programming Partners — The City of Boulder has a long tradition of
successful arts programming:

The libraries host popular cinema screenings, concerts, exhibitions, and
STEM learning programs,

Recreation centers and parks are venues for performances, visual arts, and
runs the Pottery Lab: a long standing neighborhood center for art-making,

3 Community Cultural Plan Survey 2014 — See Appendix IV.4
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Open Space coordinates innovative programs for Plein Air painting, concerts
set in nature, and other programs, and

The Human Services Department collaborates with community
organizations to amplify remarkable cultural projects.

While all these groups have had success in delivering programs to the community,
there has been little coordination between them. The Office of Arts + Culture, while
not a programming agency itself, can offer leadership and facilitation, assist in
aligning the goals of these programs, and can offer advice on how the city’s
programs best fit into the menu of opportunities offered throughout the
community. It is recommended that a working group be formed, hosted by the
Office of Arts + Culture, which gathers these leaders.

Public Inquiry Initiatives — Direct engagement with residents of Boulder is a guiding
principle of the Community Cultural Plan. In this way, every program and initiative
must consider how to steward a serious and effective public inquiry element. It is
beneficial for the Office of Arts + Culture to collect the public inquiry elements of
each program into a single clearing house. Using online, in person, and survey tools,
staff will clear barriers to participation. One profound step to do this will be in
making a single point of conversation that can then be applied to each strategy and
program area.

A healthy cultural environment in Boulder will include individuals and organizations
who are engaged and prepared to hold government accountable. The success of
the Community Cultural Plan depends as much on this community advocacy as on
any staff person, strategy, or funding that might be assigned. Though the Office of
Arts + Culture cannot promote lobbying around specific issues, it is important that
advocacy for the arts be encouraged in general. Community activists will be
encouraged to continue their work and given every opportunity to participate.
When gaps in advocacy at the local level exist, the Office of Arts + Culture should
encourage the formation of interest groups or organizations to fill the need.

Online Engagement — The platform of www.boulderarts.org is an asset. The Office
of Arts + Culture will invest improving the website for communicating information,
resourcing shared knowledge, deploying interactive tools, and as the nexus through
which the public can access the good work that will grow out of the Community
Cultural Plan.

Research Projects — Research is required to understand how the Community
Cultural Plan is meeting the goals for each strategy:

Strategy One: Support Cultural Organizations — Have a substantial and
positive effect on the ability of Boulder’s many cultural organizations to
advance their operational capacity, promote organizational resiliency, and
encourage innovation for the benefit of the community.
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Strategy Two: Reinvent our Public Art Program — Many individuals,
businesses, governments, organizations, and developers will be encouraged
to invest in improvements to public spaces through the addition of
meaningful, innovative, and quality works of art. The municipal investment
in public art will be a model, using a system of publicly transparent,
sustainable, and innovative practices to robustly commission artworks of
enduring cultural value.

Strategy Three: Create and Enhance Facilities and Venues — Improve the
resiliency of visual and performing arts organizations, and the experience of
their audiences, which are currently challenged by gaps in venues. Mitigate
the barriers to innovation and sustainability that are encountered due to
affordability of space.

Strategy Four: Enhance the Vitality of the Creative Economy — Enhance
Boulder’s leading position as a home to creative professionals and
businesses.

Strategy Five: Emphasize Culture in Neighborhoods and Communities —
Every resident of Boulder finds ways to creatively impact their
neighborhoods and social communities, and has easy access to impactful
cultural experiences in the places that are most emotionally important to
their everyday lives.

Strategy Six: Support Individual Artists and Creative Professionals — Boulder
will increasingly attract artists and creative professionals for all it has to
offer, not only in beautiful surroundings and quality of life, but also in the
ability to thrive in the creative sector.

Strategy Seven: Advance Civic Dialog, Awareness, and Participation — Every
person in Boulder will understand their role in the culture of the
community, feel that access to information about culture is readily at hand,
and will feel invited into the conversation.

Strategy Eight: Engage our Youth — At the end of this nine-year plan, the
young people who are now studying the creative pursuits will find Boulder
the perfect place to grow into cultural leaders.

By evaluating these goals with compelling and complete data, through the questions
in each “measures” section, the Office of Arts + Culture can track progress over the
course of the plan.

For the work required to answer the measures, it is important that staff
responsibilities for research and data from across these strategies be collected
under a single effort. That staff member will be tasked with working with all other
staff to ensure that these measures are consistently prioritized.
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There are many specific tools that can be utilized for evaluation of the measures:

=  Grants and Public Art Programs Evaluation Tools
= Artist Census

= Community Surveys

=  Cultural Asset Mapping

=  Cultural Vitality Index (WESTAF)

=  Online Engagement (Mindmixer)

=  Youth Council Engagement

= Media Tracking, Traditional and Social
= Taskforce and Sector Convening

=  Public Inquiry Events

= Boulder Arts Commission Consultation
= Annual Report to the Community

= Task Force on Culture in the Media — A need has been identified for more and better
coverage and critique of the arts in local and regional media. This is all the more
important as the platforms for information and dialog about the arts diversifies.
The Office of Arts + Culture may not be best placed to play a leadership role in filling
in this gap. However, it should lead in facilitating the conversation about culture in
the media.

C. Project Boulder’s Cultural Identity

= Recognizing Achievement — Celebrating Boulder’s creative talent has several
benefits for the community: to recognize and promote excellence, to encourage
leadership, to communicate Boulder as a great home for artists to thrive, and to
build a brand of innovative contemporary practice in all forms of creativity. The
Office of Arts and Culture is in a position to amplify the accomplishments artists
receive locally, regionally, and nationally through the communications tools
described above.

= Boulder in the Media and Academic Works — In partnership with the Convention and
Visitors Bureau, the Office of Arts + Culture can enhance the promotional work of
artists, creative professionals and organizations. Staff will build relationships with
the media, focusing on those reporters and critics in traditional and social media
and from across the country. When an important event or program is planned, staff
should have the tools and capacity to advise artists and organizations on the means
to produce quality collateral, strategically connect them with the media, and
encourage coverage.

In addition to references in the media, the Office of Arts + Culture will build
relationships to encourage academics working in fields related to culture and the
creative economy to include Boulder individuals, organizations, and programs into
their work.

70



=  QOpen Source Scrapbook — The Office of Arts + Culture will be tracking coverage of
Boulder’s culture and creative sector for the purposes of measuring success of the
Community Cultural Plan. There is an opportunity to leverage this data for an online
resource that others may use in their own promotional initiatives. The data
collection process can be enhanced by making the resource open- and crowd-
sourced.

= Boulder in Industry Convening — The national conversation about government
policy, stewardship, contemporary creative practice, and programming for culture
and the creative economy is conducted in several national and regional forums
which convene thought leaders and practitioners. The Office of Arts + Culture will
be active in both encouraging Boulder’s creative professionals to represent
the city, and should ensure that staff can participate themselves. Every important
industry convening event across the country will have representation from Boulder.

D. Participate in Regional and National Leadership

= Denver-area Collective Leadership Initiative — An proposal to develop collective
leadership for creative organizations in the Aurora-Denver-Boulder metropolitan
area has been initiated by Denver Arts and Venues and the Bonfils Stanton
Foundation. This may eventually take the form of a regional alliance for culture and
creative sector professionals and businesses. As of the writing of this document, the
initiative is still in its formative stages, and promises to provide for many benefits
that are detailed in the Community Cultural Plan. In time this effort may: a) provide
resources for a broad approach to research and data, b) advocate for the creative
sector at the state and national levels, c) convene the community and provide
programs for good practices, and d) provide collective services. The Office of Arts +
Culture will continue to play a leadership role in the exploration of collective
leadership, and will advocate for Boulder in that forum.

= Leadership in Good Practices — The Office of Arts + Culture will participate in the
national conversation about the best practices of government cultural
programming. This includes leadership in the development of these practices,
interpreting them for the situation in Boulder, and implementing them to the best
possible standards. The Office of Arts + Culture will be a model to other
governments for cultural affairs at the municipal level.

(This section will be addressed in the final draft.)
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Measures — Success in Strategy Seven will be measured against the strategic goal: Every
person in Boulder will understand their role in the culture of the community, feel that access
to information about culture is readily at hand, and will feel invited into the conversation.

=  What are the opportunities for the community to inquire, and be heard, on matters
of culture? How many people are participating?

=  What are the results of public inquiry on decision making? How does the city follow
through on questions and suggestions raised through public engagement?

= To what degree to residents feel that Boulder is an “open” culture: a place that is
welcoming, where ideas are encouraged, and innovations possible?

= What is the perception of the ability of individuals to creatively impact their
community?

= What is the nature of the civic dialog about culture in the community, traditional
and social media, and in other forums?
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Strategy Eight — Engage our Youth, Programmatic Structure:

8. ENGAGE OUR YOUTH

A. YOUTH COUNCIL B. COLLABORATION WITH BVSD C. MENTORING AND
AND EDUCATION ORGANIZATIONS PARTICIPATION

ADVISORY ART IN EDUCATION GRANTS GRANTS FOR YOUTH
Strategy One

CULTURAL FIELD TRIP
SCHOLARSHIPS MENTOR MATCHMAKING
Strategy One

RESEARCH ON THE FUTURE OF
CREATIVE SECTOR WORKFORCE

CONSULTATION FOR

STREET TEAM ALIGNEMENT WITH BVSD

$ Y $S ¢ $ U

First and Second Phases First Phase Second Phase

A. Youth Council

In considering the nine-year time horizon of the Community Cultural Plan, an
opportunity exists to collaborate directly with the creative young people who will be the
cultural leaders at the end of that time. Youth, for instance in their junior and senior
years of high school, who plan to pursue creative professions will be approached to join
this Youth Council.

= Advisory — The Office of Arts + Culture will take advantage of the fresh perspective
the members of the Youth Council can provide. In addition to the advice that can
benefit programs, these individuals can use this experience to develop leadership
skills that could become an asset later for service on boards, commissions, and
panels.

= Research on the Future of the Creative Sector Workforce — By participating over the
full nine years of the plan, the members of the Youth Council can be engaged
longitudinally for data and stories that may reveal how the Community Cultural Plan
serves individuals that will be entering full participation in culture as the plan comes
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to a close. The Office of Arts + Culture will convene this group, and develop a series
of tools for measuring their progress. This is best done in close collaboration with
the schools and educational experts, for instance at the University of Colorado. The
project will also require a significant commitment from the youth. Nine years is a
long time for continuous engagement; staff will not only strategize ways to keep
people interested in participating, but will also create contingencies for the
inevitable attrition that will occur.

=  Street Team — In the initial years, the Youth Council can serve as ambassadors for
the Community Cultural Plan. The Office of Arts + Culture will deploy these
motivated individuals as a “street team”: serving to bring the public inquiry and
research projects of the Plan directly to the community. Staff will find the right
ways to thank them for their service.

B. Collaboration with Boulder Valley School District and other Education Organizations

= Art Education Grants & Cultural Field Trip Scholarships - These grants, coordianted
in the Strategy One, will only function at their fullest potential when aligned with
the mission, goals, and structures of the educators and administrators that stand to
benefit. The Office of Arts + Culture will coordinate with BVSD, other school
districts, education organizations, private schools, and educators to ensure that the
format of these grants are designed to the best service of the students and
teachers.

= Consultation for Alignment with BVSD - The Office of Arts + Culture will take
advantage of the opportunity to work with BVSD on a close alignment of goals and
systems. This is especially true in matters of cultural participation, civic dialog, and
the creative economy.

C. Mentoring Program

= Grants for Youth — Creative leaders among Boulder’s high school and university
youth may be a perfect fit for the goals of some of the grants described in Strategy
One. In particular, the Community Project grants and Professional Development
scholarships promise to provide young people with specific opportunities. In
addition to the benefits that may arise from awarding youth, the mere process of
applying for grants is a valuable learning experience and will be encouraged. To
accomplish this, the Office of Arts + Culture will create special outreach and
mentoring programs to encourage youth to apply for grants, give special assistance
in the application and reporting processes, and support the recipient of a grant to
ensure success. Staff may also consider assigning specific grants especially for
youth.
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=  Mentor Matchmaking — Staff will find sponsorship opportunities, or directly partner
with an organization, to connect young creative leaders with practicing artists and
creative professionals in the community for mentoring relationships. The
opportunities for such a program to support Community Cultural Plan goals
regarding participation and workforce over the long term are important to consider.

Measures — Success in Strategy Eight will be measured against the strategic goal: At the end
of this nine-year plan, the young people who are now studying the creative pursuits will find
Boulder the perfect place to grow into cultural leaders.

=  What are the offerings for young people to learn about, and be inspired to become,
cultural participants, cultural leaders and creative professionals? What is the impact
of these programs?

=  What are the barriers for young people to pursue the full arc of their career goals in
Boulder? How does mitigation of these barriers affect the composition of the
creative workforce?

=  What is the perception of culture among young people? Do they feel engaged, and
feel that social offerings in culture are adequate? Do they feel that Boulder offers
them the environment for building a successful career and creative life?
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.2

1.3

CCP Time Horizon:

The implementation of the above strategies will occur over a nine-year time horizon:

NINE YEAR TIME HORIZON

First Phase

2016 2017 2018 2019 2020 | 2021 I 2022 2023 2024

This nine year scope is divided into three year increments. Work plans will be developed by
staff for each year to give guidance to the day-to-day operation of the Strategies and to set
achievable goals. The end of each phase is considered a “transitional year”: 2018, 2021, and
2024. In the work plans for these transitional years, staff will refine all the strategies and
program areas, and update necessary documents such as the Public Art Implementation Plans
and grants program guidelines. For the final transitional year, an update of this Community
Cultural Plan should be considered.

Financial Recommendations

Since 2011 the City of Boulder uses Priority Based Budgeting (PBB) as a tool to ensure city
service priorities are based on community goals and values. Implementation of PBB is two-fold;
follow best practices for allocating resources to ensure fiscal health and identify a prioritization
scheme. Programs and services are ranked and prioritized based on two sets of criteria, a) the
ability to help the community achieve desired results and b) basic program attributes.

Community Results Goals: Basic Program Criteria:

= Accessible and Connected Community = Mandate to Provide Service

=  Economically Vital Community = Change in Demand for Service

= Environmentally Stable Community = Reliance on City to Provide Service
= Healthy and Socially Thriving Community = Self Sufficient / Cost Recovery

= Safe Community = Cost Avoidance / Increasing

=  Good Governance Inefficiencies

Responsive to the criteria, the Office of Arts + Culture will actively align the documentation of
initiatives, research, and evaluations from within the strategies and programs in order to be
specifically responsive to the needs of the PBB process.

[11.3.1 Funding Sources

In the near term, the Office of Arts + Culture will continue to be funded through a
contribution from the General Fund, with a special fund established for public art from the
proceeds of the Community Culture and Safety Tax. This will provide flexibility to begin
priority initiatives immediately upon adoption of the Community Cultural Plan.

In the first phase of the time horizon, a sustainable source of funding for Public Art needs to
be implemented. Then, the potential of a secure funding source for the grants program will
be explored, for deployment in the third phase.
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I11.3.2 Projected Uses of Funds:

Use First Phase Goal for 2018 Middle Phase Goal for 2021 Final Phase Goal for 2024

Personnel & Administration || $310,000* $450,000* $450,000*
= |ncrease staff from 2 FTE to a fully staffed office of 6 FTE by the end of the middle phase.

= |dentify and fund any key administrative gaps including professional development,
equipment and technology, administration of grants and public art, etc.
* These amounts are a preliminary estimate, and will continue to be refined as the process continues.

Cultural Grants I $600,000 $800,000 $1,000,000
= Funds will be used for distribution to grant recipients only.

= By 2021, a sustainable source of funding will be identified.

Sponsorships / Partnerships $70,0000 $100,000 $120,000
= Increases will be considered based on the developing needs of sponsored and partnered

programs, as well as for adding additional sponsored events and partners each year.

Public Art (Assigned Fund) [} $300,000 $300,000 $300,000
= Funds will be used for contracts with artists in the commissioning of public art only.

= In the first two years, this funding will be derived from the Community Culture and Safety
Tax. By 2018, a permanent source of funding will be identified.

= After the permanent sources of funding are in place, it is expected that the budget will
fluctuate from year to year, with $300,000 being an expected average.

Programming for Strategies $30,000 $100,000 $130,000
= Funds will be used for the programs, events, and materials to operate the strategies.

= A portion of this budget will be assigned to technical maintenance of the public art
collection.

TOTAL: $1,310,000 $1,750,000 $2,000,000

Purple:  Administration
Green: Public Art & Programs
Orange: Funds Delivered to Organizations and Individual Artists
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.4 Staff Capacities:

Manager, Office of Arts + Culture (1 FTE)
Liaison to the BAC
Leadership & Management of All Strategies
Personnel, Finance, and Liaison to City Agencies
Community and Media Contact
Task Forces
Program Area 1.B, Strategic Partnerships
Program Area 5.B, Diversity and Inclusion
Program Area 6.B, Livability and Affordability
Program Area 7.D, Participate in Regional and National Leadership

Office Coordinator (1 FTE)
Board Secretary to the BAC
Office Management
Budget Tracking
Support for All Strategies

Program Coordinator, Grants and Cultural Support Programs (1 FTE)
Strategy One — Support our Cultural Organizations
Strategy Three — Create and Enhance Facilities and Venues

Program Coordinator, Creative Sector and District Programs (1 FTE)
Strategy Four — Enhance the Vitality of the Creative Economy
Strategy Six — Support Individual Artists and Creative Professionals

Program Coordinator, Research and Community Programs (1 FTE)
Strategy Five — Emphasize Culture in Neighborhoods and Communities
Strategy Seven — Advance Civic Dialog, Awareness, and Participation
Strategy Eight — Engage our Youth

Program Coordinator: Public Art Program (1 FTE)
Strategy Two — Reinvent our Public Art Program
.5 Structure:
The Office of Arts + Culture is a division of the Library & Arts Department. The Director of

the Department serves as leadership, shares responsibility with the Manager as community
and media contact, and is the liaison to the City Manager’s Office and City Council.
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APPENDIX ONE

Community Cultural Plan Process Timeline

COMMUNITY CULTURAL PLAN TIMELINE
2014 2015
APR  MAY JUN |JUL  AUG SEP  OCT NOV DEC |JAN  FEB
Pﬁlﬁ\l:tglc’;ls:NT P2: PUBLIC INPUT AND RESEARCH P3: DRAFTING
THE CULTURE KITCHEN PUBLIC
INQUIRY
RESEARCH
L]
EVALUATION
COUNCIL ARTS
STUDY COMMISSION
SESSION
JUNE 10 |
STEERING STEERING STEERING
JOINT COMMITTEE COMMITTEE COMMITTEE
LIBRARY & ARTS
COMMISSIONS
MAY 14 |

MAR  APR MAY JUN JuL AUG SEP
P4 CERTIFICATION P5: IMPLEMENTATION
THE TASTE
TEST
APPROVAL VELNG
DRAFTING
!
IMPLEMENTATION
. REVISION &
AGENCY & FINALIZATION
STAKEHOLDER
CHECK IN
ARTS ARTS
RELEVENT
COMMISSION COMMISSION ]
COMMISSIONS
STEERING COUNCIL
COUNCIL
COMMITTEE
STUoY AGENDA
SESSION
MAY 26

June 10, 2014
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APPENDIX TWO

Creative Vitality Index Findings, page one

CPG has contracted with Westaf to conduct a Creative Vitality Index study. Using data from several
sources, this tool dissects the creative sector of the economy based on postal codes to compare key
indicators with similar geographical areas.

20 13 OCCU . . Boulder Ft. Collins  Loveland Madison Tempe Eugene
pation Figures co co wi AZ OR
City Population 103,166 152,061 71,344 243,344 168,288 159,190
Study Population 118,362 181,350 87,733 338,408 169,425 193,334
Advertising and promotions managers 41 20 8 78 53 48
Public relations and fundraising 24 11 5 156 79 88
Agents and business managers 80 51 16 73 55 36
Architects, except landscape and naval 419 151 72 331 282 160
Landscape architects 89 34 16 73 41 16
Architectural and civil drafters 178 85 45 190 199 121
Anthropologists and archeologists 25 11 3 40 16 50
Historians 7 6 3 23 5 6
Religious activities and education 45 73 40 262 78 70
Postsecondary teachers 749 161 33 7,790 1,404 2,807
Archivists 7 4 1 21 5 4
Curators 13 7 3 28 6 10
Museum technicians and conservators 3 5 2 10 4 4
Librarians 29 14 66 339 47 84
Library technicians 49 22 53 375 87 167
AV and multimedia collections specialists 5 2 4 27 12 5
Art directors 337 177 59 300 138 137
Craft artists 153 98 52 118 57 97
Fine artists 124 86 41 145 64 81
Multimedia artists and animators 304 167 56 378 124 154
Artists and related workers, all other 64 45 16 58 33 30
Commercial and industrial designers 84 56 20 142 102 53
Fashion designers 46 17 3 25 22 21
Floral designers 49 62 20 119 63 62
Graphic designers 728 405 116 1,012 640 452
Interior designers 238 207 38 323 224 124
Merchandise displayers and trimmers 114 82 39 131 295 39
Set and exhibit designers 17 11 3 19 19 14
Designers, all other 31 15 4 34 24 11
Actors 146 84 28 143 130 62
Producers and directors 130 62 25 263 95 117
Dancers 44 36 10 54 21 22
Choreographers 17 11 3 11 11 10
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Continued from page one.

2013 OCCUpation Figures ggulder EtO.Collms (L:Céveland \l)/lvfdlson ;;mpe gl;{gene
Music directors and composers 926 69 31 181 52 76
Musicians and singers 751 477 166 659 271 432
Radio and television announcers 59 29 21 178 24 60
Broadcast news analysts 24 14 6 25 8 13
Reporters and correspondents 83 40 16 116 29 93
Public relations specialists 360 188 82 1,020 263 137
Editors 302 147 71 486 210 140
Technical writers 124 63 23 194 129 24
Writers and authors 786 429 156 722 343 380
Interpreters and translators 263 327 56 712 888 150
Media and communication workers, all other 89 88 14 193 252 55
Audio and video equipment technicians 62 44 13 117 151 67
Broadcast technicians 17 4 6 94 12 18
Sound engineering technicians 35 14 3 95 12 20
Photographers 990 1,122 181 2,270 2,645 471
E]aoTizr:;Eteur?;ors, television, video, and 33 18 7 93 ) 0
Film and video editors 50 15 6 39 35 17
Vl\;ls;jki:ra;?:”cgtmhgunication equipment a1 17 6 20 21 17
Ushers, lobby attendants, and ticket takers 107 189 52 159 172 96
Costume attendants 4 5 1 14 4 7
E/r:)trei(r:::;r;legttha;trtendants and related a 3 1 39 29 4
Makeup artists, theatrical and performance 18 12 3 18 10 11
Advertising sales agents 325 124 61 475 246 204
Library assistants, clerical 32 21 44 275 79 114
Musical instrument repairers and tuners 21 29 8 52 43 17
Jewelers and metal workers 69 68 60 78 82 77
TOTAL 9,134 5,834 1,996 21,415 10,488 7,902
% of population 8.85% 3.84% 2.80% 8.80% 6.23% 4.96%
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APPENDIX THREE

Selections from the Community Cultural Plan Benchmark Study

2013 D t Boulder Ft. Collins Loveland Madison Tempe Eugene
ata co co co Wi AZ OR

City Population 103,166 155,000 66,859 243,344 168,228 159,190

Geographic Size 25.7 sq. miles 57.0sg. miles 25.5sqg. miles  76.8 sq. miles 40 sg. miles 43.7 sg. miles

Total General Fund Budget $319,600,000 $556,500,000 $222,400,000 $267,123,939  $494,417,726  $493,900,00

Staff Level 2.00 FTE 21.30 FTE 13.00 FTE 1.00 FTE Efr:':s to 29.25 FTE

Annual Operating Budget* $587,872 $5,066,866 $2,376,310 $1,970,000 $9,000,000 $4,975,964
Public Art Funding $128,000** $325,100 $351,040 $150,000 $152,000 Not provided.
Grant Program Funding $242,000 $364,500 SO $150,000 $150,000 $110,995

Per Capita Funding for the Arts $6.94 $34.78 $35.54 $8.71 $59.00 $31.25

*Annual Operating Budget combines all funds including the public art and grants budgets. This also includes facility operations

or subsidies, if any.

**public art funding calculations for the City of Boulder fluctuates dramatically from year to year. To provide more comparable
data, this figure is calculated as an approximate average derived from 5 years of data.
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APPENDIX THREE, continued.

Summary of Findings from the Benchmarking Study by Cultural Planning Group

Context — A Benchmarking Study
by Cultural Planning Group

As an integral part of developing the cultural plan for Boulder, a cohort of six communities was
examined from across the country sharing certain characteristics with Boulder. They are small
to mid-sized municipalities with large state universities (for the most part). They range in size
from 66,900 to 243,000 or so. Three are in Colorado and were chosen based on perceptions of
their arts and culture amenities and municipal support. Additionally, the communities chosen
for benchmarking generally have profiles of being progressive communities with values similar
to Boulder.

The benchmarking research was an opportunity to ask “how do we compare to other places like
us?” In approaching this research, there were two different approaches utilized. One was basic
research on the support for arts and culture in each community. Questions posed included:
What role do these communities play in supporting the arts? What form does that support take?
What is their level of arts and cultural funding? What role do they play in providing arts and
cultural facilities? The answers vary widely, with their individual approaches to arts and cultural
support responding to the unigque qualities of the community.

Secondly, data from the CV Suite, a research product of WESTAF>* was utilized to understand
the characteristics of the creative landscape — creative occupations, creative industries and the
non-profit cultural industry.

In addition to Boulder, the five communities studied are:
o Eugene, OR
e Madison, WI
e Tempe, AZ
e Loveland, CO
e Ft. Collins, CO

The Creative Vitality™ Suite was designed and developed by WESTAF, a regional nonprofit arts service organization, experienced
research organization, and developer of technology solutions for the arts. Information is available at www.cvsuite.org.
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Page 1 of 4

Table 1. Population and University Presence

. . . Universit
Population University Enrollme:t
Boulder, CO 103,166 | University of Colorado 30,265
Tempe, AZ 168,288 | Arizona State University 83,301
Madison, W1 243,344 | University of WI-Madison 43,193
Eugene, OR 159,190 | University of Oregon 24,181
Loveland, CO 66,859 N/A
Ft. Collins, CO 155,000 | Colorado State University 31,725

Support within the six communities, including Boulder, ranges from grants for arts and cultural
organizations and individual artists, to support for facilities and public art programs. All commit
local tax dollars to support the arts, primarily through the general fund with the exception of
Tempe, AZ where the programs are funded through a dedicated 1/10" of a cent sales tax for
the arts. This sales tax was a 10-year assessment, primarily focused on funding the capital and
operating costs of the Tempe Center for the Arts. In some instances the municipalities own a nd
operate cultural facilities. In others they may subsidize local facilities. Programming
expenditures vary by municipality depending on local tradition.

All five cities examined in here had active public art programs. All public art programs are
funded through the capital projects funds and four of the five are dedicated as 1% for art
programs. Eugene, OR is on any project over $50,000.

Per capita funding of the arts by the municipality ranges from a low of $6.94 in Boulder to a high
of $59.00 in Tempe, AZ. Average per capita funding among the benchmark cities is $28.59
and the median is $33.02.
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Page 2 of 4

Table 2: Local tax-funded support for arts and culture

Total Annual

\ Budget,
F)’(er g:i'zltf Grantsrtfor the including Public Art Program

expe ure arts facility

funding/subsidy

Boulder, CO $6.94 $242,000 $587,872 $128,000
Tempe, AZ $59.00 $150,000 $9,000,000 $152,000
Madison, WI $8.71 $170,000 $1,970,000 $150,000
1% capital
Eugene, OR $31.25 $57,000 $4,975,000 $50K+
'(‘;‘g’e'a”d’ $35.54 $-|  $2,376,310 $351,040
(F;t(')CO"'”S' $34.78 $364,500 |  $5,066,866 $325,000

In addition to examining the municipal support for non-profit arts, individual artists and public art,
this study utilized data from the Creative Vitality Suite (CVSuite) from WESTAF, a research tool
to examine and compare creative activity, both for-profit and non-profit, in benchmark
communities.

Data for this report was derived by approximating municipal boundaries through zip codes. As
a result, the population provided in the CVSuite for the communities examined may differ than
the Census estimates, as zip codes stretch beyond municipal boundaries.

The CV Suite draws from secondary sources including ESMI, the National Center of Charitable
Statistics and the National Assembly of State Arts Agencies.

A “Snapshot” report on Boulder is included in the Appendix of this plan that includes
background on the source data.

In a review of the CVSuite data, the findings regarding creative occupations the following:

e |tis notable that in nearly all instances the average and median wages in Boulder are
higher (the highest in fact in most cases) - out of the 58 creative occupations examined
through CVSuite, Boulder had the highest average and median wages in nearly 85% of
occupations.

o Of these six cities for comparison Boulder has the highest percentage of jobs in creative
occupations, 8.85% of all jobs. Five of the six cities are university towns (only Loveland
does not have a public university).
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e Tempe, Boulder and Madison have nearly the same number of architects, though
Boulder is much smaller than the other two communities (1/2 the population of Madison).

e Boulder, perhaps not surprisingly, has the highest number of craft artists of the six cities.
e Boulder has the highest number of artists though not the highest number of fine artists.
e Boulder has the highest number of actors and musicians.

e Boulder has the highest percentage of its population engaged in creative occupations of
the comparison cities (slightly higher than Madison).

It is a reasonable observation that Boulder for its population is highly engaged in creative
activities as measured by creative workers, creative occupations and overall creative industries.
Of the six cities examined, Boulder has a far more robust and vital creative economy

Other notable data regarding Boulder and creative activity:

e Between 2012 and 2013 there was an increase of 1% in total number of creative jobs in
Boulder.

e In 2013 the creative industries represented nearly $2.3B in industry sales.

e In descending order, the five occupations with the greatest number of creative workers in
Boulder are:

o Photographers

0 Writers and authors

o0 Musicians

o Postsecondary teachers

o Graphic designers

Page 4 of 4
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APPENDIX FOUR

Summary Findings from the
Public Inquiry Process

The Community Cultural Plan public inquiry was conducted online and on the streets from October — December
2014 in a series of engagements that were collectively branded as “The Culture Kitchen”. The priorities of this
process were to a) hear from as wide and diverse a group as possible, b) to assemble a sample that was large
enough to be convincingly valid, and c) establish measures that could be repeated and improved over the time
horizon of the CCP.

Culture Kitchen Inputs:

1. Pop-up Events

2. Onsite Interviews and Group Discussions
3. Neighborhood Conversations

4. MindMixer (The Recipe Box)

5. Full Online Survey

6. Intercept Survey

Response:

= 25 culture Kitchen Pop-up Events

= QOver 75 Onsite Interviews and Group Discussions

= 300+ intercept Surveys

= 20+ Neighborhood Conversations, More Than 100 Participants

= MindMixer Engagement: 1, 132 Unique Visitors, 4,867 Page Views, 500+ Interactions
. 1,087 Respondents to the Full Online Survey in English and Spanish

= Total Interactions Topped 2,000
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Full Online Survey

Female = 68%
Male =32%
PNTA = 0%

Less than $S50K = 22%
S50K-$100K = 27%
S100K - $250K = 33%
PTNA = 18%

Under 21 =1%
21-44 =34%
45-54 =21%
55-64 = 24%
Over 65=17%
PNTA =3%

Yes =43%
No =55%
Not Sure = 1%

High School =1%
Some college =5%
Undergraduate = 40%
Graduate Degree = 52%
PNTA =2%

Yes = 23%
No =42%
Sometimes = 35%

American Ind/Alaska = 0%

Asian = 1%
Black/Multi-racial = 3%
Hispanic/Latino = 4%
White = 84%

PNTA 8%

Very =47%
Somewhat = 34%
Mildly = 15%

Not Really =3%
Not At All = 1%

Intercept Survey

Male = 28%
Female = 63%
PNTA =9%

*PNTA = Prefer not to answer.

Under 21 =5%
21-44 =43%
45-54 = 15%
55-64 = 18%
Over 65=17%
PNTA =2%

American Ind/Alaska = 1%

Asian =3%
Black/Multi-racial = 6%
Hispanic/Latino = 4%
White = 86%

PNTA 0%

Live and work in Boulder = 54%
Only Live in Boulder =20%
Only Work in Boulder = 7%

Live and Work Outside Boulder = 19%
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“The Recipe Box” MindMixer Website

MindMixer Stats

8030+ NN 35.2%

soz02 N 15-9%
so3os [ 12.5%
so302 [ 9-1%
80027 M 5.7%

80301 [l 5.7%

sooze [l 3.4%

sosos [ 2.3%

80503 [ 2.3%

14614 | 1.1%

TOTAL TRAFFIC
Unique Visitors

ISR 1132

Page Views

D 43867

o P

Male

72%

Female

24.1%
15.5% 15.5%
17% 17% SO, 4
T4-17 1824 25-34 3544 4554 55-64 65+
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The resource of artists as an asset to Boulder:
=  Addressing affordable venues and spaces
= Developing a city focus on arts and cultural activities/events
= More support for individual artists
= Authentically celebrating diversity
= Afocus on historic preservation
=  Addressing access and affordability ( housing, lifelong arts education

Fostering involvement and support from the City government:
=  Funding (more than just The Dairy and BMoCA)
=  Communications
= Cultural diversity

Cultivating private sector support:
= Venture capitalist community
=  Tech community
=  Foundations

Creating an arts district in Boulder:
= Collaborative spaces for artists to live/work
=  Performing spaces/rehearsal spaces
= Use of existing building (industrial)
= Multi-use

Improved communications, artist collaborations and press coverage:
= Community awareness

=  One source with all events, programming, opportunities, etc (currently there are 19 different sites but

events-oriented)
=  Media relations
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= Open Spaces: Trails, outdoor sports, competitive sports environment
=  The Culinary Culture: past, present, and future.

=  Farm-to-table origins

= Sustainability and support of local agriculture industry

=  The Independent Music Scene

= Collaborative culture

=  Local venues

What is your favorite cultural place or activity in Boulder?

=  Farmer’s market

=  BMOCA

= NoBo Arts District

=  Macky Auditorium

= E-Town Hall

= International film festival

=  Chautauqua summers

=  Dinner theater

= Open Studio

= The Dairy

=  The Bluegrass Festival

=  Dushanbe Teahouse

=  The Library

=  Story Slams

= CU arts and cultural events
=  Visiting Denver for arts and cultural experiences
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Some common themes arose when we asked people for the vision for Boulder’s culture and creative sector. Below
are samples that represent some of those ideas that came up frequently:

“l would like for Boulder to value art as an integral
aspect of our humanity and sense of wellbeing. And,
to make art accessible to all, regardless of income.”

“20 years ago Boulder was known as an ‘Arts’ city. |
would love for Boulder to once again be known
nationally as a community that is supporting and
generating avant guard art. Having more festivals
does not achieve this goal, the City needs to support
artist living here and producing art.”

“To create a culture of philanthropy for the arts, If
this could be encouraged, public / private
partnerships could be established to fund some great
art and culture in Boulder.”

“A more diverse and integrated representation of
art; including African American, Hispanic, Jewish, etc.
cultures.”

“l would like to see more public art that represents
the current, more educated and sophisticated art
appreciators that live and work here.”
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Findings: The Role of the City

Respondents also answered the question of the municipal government’s role in some key ways:
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During the Culture Kitchen events, the CCP team put out a special call to the Latino community of Boulder. Online
and intercept surveys were distributed, and a special forum was held. Below are some key results of that inquiry.

=  More representation for the Latino community in city government is needed.

= Latino community marginalized from main Boulder community.

= (City treats events with “Latino agenda add-ons” rather than integrated into the events.

=  Want events which integrate all cultures and show “real” culture rather than the stereotypical.

= Zoning is a significant issue when organizing neighborhood events.

= Lack of cultural understanding within city communications.

= Adistinct split between Latino and White begins in middle school — there is a need to change the patterns.

=  Latino youth need space outside of school — access and affordability are issues.

=  Arts and cultural opportunities for youth is significantly lacking.

= Creation of a family—oriented cultural center is a need — “Gathering places create understanding”.

= The investigation of how the government can support culture in minority communities needs more time,
resources, and tools to complete.

“It’s a puzzle — Boulder is a beautiful place, but a

contradiction at times. There are so many good

things: the natural wealth, everything is clean and

safe, but we don't participate in it. We are left on

the outside; someone else owns it”. “We need a voice...a champion in city government ...
someone who really knows the community and
understands the needs. “

“Arts and culture for us is a way of life...it is in our
everyday routines, part of all of our celebrations...we
can share that with Boulder”.

“Great events include the Latino Youth Conference

and the Women’s Conference...they are life changing
for some Latinos.
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=  Respondents are creatively active, with almost all respondents indicating they participate in arts and

cultural activities.
= Both residents and non residents want to see better support of artists and arts and cultural nonprofits.

=  The majority of respondents cite more traditional modes of participation such as attending live
performances, art galleries and shows, museums, and festivals. Many want to see more arts and cultural
activities within their own neighborhoods, and at non-traditional venues.

= There is significant support for a tax increase to support arts and cultural activities.

= There is a significant call to the city to increase their support arts and culture

“I have a vision of a Boulder where artists are more
involved and active in the planning and spending

el “l would like to feel like Boulder citizens and city

Council hold and support art as a vital aspect of
"what we value" and "who we are" as a culture, and
to recognize that art is a valuable economic resource.
There are so many talented people who call Boulder

home.”

“The best single feature of Boulder has been Pearl
Street. It is walker friendly, and the collection of
sidewalk cafes brings people out of the buildings. It's
a great place to people watch. \l would love to see Boulder is at a crossroads...needs to choose between
more participatory cultural activities in different being an “elite” destination or a unique creative

5 ”
parts of the city. community...it can’t be both.
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Community Profile: Creative Activities

76%  Took photographs

68%  Read novels, sort stories, or poems

67%  Cooked creative dishes or meals

38%  Played a musical instrument

33%  Danced socially or with a group

31% Made crafts such as jewelry, sewing, knitting, or quilting
30%  Painted or drew pictures, or did print-making or collage
21%  Wrote novels, short stories, or poems

20% Made videos, short films or animation

18%  Sung in choir, with a group, or solo

18%  Worked with fiber arts such as knitting, sewing, embroidery
14%  Made sculptures, woodwork, or ceramics

11%  Made digital illustrations or 3-D digital art

13%  Played live music or performed rap

8% Wrote music, composed lyrics

7% Acted in plays, musicals, or theatre

6% Performed in storytelling events or poetry slams

5% Choreographed dance, ballet, modern, etc.

Why do you take part in these activities?

As a leisure activity or
hobby on my own

As a way to share time
with friends or family

As a leisure activity
through group
workshops/classes

As a professional artist

As a way to
supplement my income

As a business
professional working in
the arts field

As an aspiring
professional artist

| do not personally
participate in creative
activities




Community Profile: Destinations

Where do you get your culture?

Live performances at concert halls or theaters 75%

Art galleries, exhibits or crafts shows 58%
University-based arts or cultural events for the community
Museums (art, science, history, children’s, etc.)

Arts events/activities at community centers, libraries, ...

Arts festivals (music, art, film, etc.)

Live performances at non-traditional venues

Festivals/celebrations in my neighborhood

Food festivals

Ethnic or cultural festivals (e.g. African American, Hispanic) M Resident

Arts or cultural events for children or teenagers .
g Non Resident

Creative co-working or "maker spaces"

How do you rate cultural offerings in Boulder?

M Excellent
H Good

B Adequate
M Fair

Poor

4%

Affordability Quality Availability Variety
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Community Profile: Desires

What would you like to see more of in Boulder?

Festivals/celebrations in my neighborhood
Arts festivals (music, art, film, etc.)

Live performances at non-traditional venues
Live performances at concert halls or theaters
Museums (art, science, history, children’s, etc.)
Creative co-working or "maker spaces"

Art galleries, exhibits or crafts shows

Arts or cultural events for children or teenagers

Arts events/activities at community centers, libraries, places
of worship, etc.

Food festivals
Ethnic or cultural festivals (e.g. African American, Hispanic)

University-based arts or cultural events for the community

What are the most important things for the city to support?

Support nonprofit arts and
cultural organizations

!

Support artists in Boulder
(live/work space, 51%
rehearsal/performance space)
Support after-school and
summer arts/cultural programs 45%
for children
Support public art projects 32%
Support more arts and cultural
events and activities
Support arts and cultural
programming for adults and 37%

families

|

69%

26%
36%
41%
44%
33%
24%
H Resident
Non
Resident
53%
M Resident

Non Resident
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Community Profile: Support from the City

I would support additional funding for city programs. (Residents Only)

$10 Annually 14% 5% 6%
H Very Favorable

m Somewhat Favorable

$15 Annually 24% 8% 10%
B Somewhat

Unfavorable

¥ Not at all favorable

$20 Annually 18% 13% 14% Don't know

The City of Boulder should... (Residents Only)

fully support and expand arts and
cultural opportunities

play a major part in supporting and
expanding arts and cultural 47%
opportunities

play a small part in supporting and
expanding arts and cultural 15%
opportunities

Not at all support and expand arts and I
cultural opportunities

Not sure
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Intercept Survey Results: Findings

What should the city support?

Support artists in Boulder (live/work space,
rehearsal/performance space, affordable 51%
housing)

Support after-school and summer 57%
arts/cultural programs for children/youth
Support nonprofit arts and cultural
L o ) 48
organizations (facilities, funding) A
Support more arts and cultural events and 32%
activities A

Non resident

Support arts and cultural programming for
adults and families

| would support additional funding for city programs. (Residents Only)

1 Very Favorable

Somewhat Favorable

Not at all favorable

37%
24%
22%
13% 8% 5%
$20 annually $15 Annually $10 Annually
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APPENDIX FIVE

Comparison of Public Art Programs in Colorado, page one

City Funding Mechanism Eligible Projects Benchmark Budgets
Fort Collins Standard Percent for Art 1% of CIP; Over $250,000; 2013-2014=$272,232.00

Artists added to projects of (Calculated Biennially)
$50,000 - $250,000 at the
discretion of PM.

Lakewood Standard Percent for Art 1% of CIP; New Projects Only ~ 2013= $41,000
2014= $45,000

Littleton General Fund Includes capital funds, 2013= $69,475.00
operating revenue, 2014=571,778.98
donations, etc.

Loveland Pooled Percent for Art (at CIP; Over $50,000 excl 2013=$273,501.00
least 1% stated in ordinance) engineering, admin, fees, 2014= $607,120.00
permits, and indirect costs; 2015= $351,040.00

excl special impr. districts.

Vail Private Fee and Tax Real Estate Transfer Tax Approx. $80,000/year
Increment (set amount)
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Comparison of Public Art Programs in Colorado, page two

Type Funding Pros Cons Models

1. Traditional A portion (typically 1% - 3%) of e Protected politically Funding will be Denver,
Percent-for-art the construction budget of over the long term. inconsistent over time. Longmont,
municipal capital improvement e Public is invested in Funding is typically low, Ft. Collins,

projects is set aside from the
project budget for the purposes
of commissioning public
artworks. In most cases, a
threshold amount is set; for
instance the rule might apply
only for projects that have a total
budget of more than $50,000.00.

founding the program.
Palatable implications
to tax rates.

Could be applied to
utilities spending to
increase capacity.

and projects few, for
our size city.

Project sites only
associated with their
source construction
projects.

Grand Junction.

2. Public Benefit /
Private Mandate

Private developers are required
to set aside a portion of
commercial projects to acquire
artwork for public display. Often,
additional rules are included such
as a threshold budget, or the
stipulation that the owner may
contribute the amount to a pool
which is spent by public

commissioning.

Adds a source of
funding and projects to
build a critical mass of
artworks.

Adds a tool for fulfilling
public benefit
requirements.

May not be palatable
to developers.

Aurora

(in addition to
traditional
percent-for-art).

3. Percent-for-art
Pooled

Rather than being derived
directly from CIP project budgets,
the funds are calculated
according to the budgets of CIP
projects, and then transferred
from the general fund into a
pooled account. Funds are then
spent based on a strategic plan,
rather than solely based on an
association with the CIP project
site. Note: transportation and/or
Parks and Recreation projects
may be exempted from the rule.

More flexible budgets
and sites.

Projects can be
distributed
geographically in a
more strategic way,
rather than only
adjacent to city
buildings.

Possibly less politically
stable.

Requires complex
budgeting and analysis,
and risks incomplete
calculations.

Loveland.

4. General Fund

An account within the city
budget, derived from the general
fund or some other reliable
source, is assigned to the
commissioning of public art. In
many cases the amount is
determined by a formula, such as
a percentage of the total general

fund.

Offers flexibility for the
implementation of a
strategy over short
periods of time.

Most precarious in
terms of sustainable
funding.

Co Springs.

5. Private Fee or Tax
Increment

A specific allocation derived from
an incremental tax or fee is
transferred to a special account.
For instance, a portion of the fees
on permits or a portion of the
seat tax for a convention or
theater district can be applied to
commissioning public art.

Offers a complimentary

funding mechanism
that can bolster a
standard model.

May not be palatable
to those impacted by
the fees or taxes.

Wheat Ridge.
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APPENDIX SIX: SELECTIONS FROM THE BOULDER VALLEY COMPREHENSIVE PLAN, 2010 UPDATE

(This section will be included in the final draft.)
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APPENDIX SEVEN: KNIGHT SOUL OF THE COMMUNITY STUDY

Knight Soul of the Community — Summary of Findings by Community
(http://knightfoundation.org/sotc/findings/boulder/, August 26, 2015)

Boulder, Colo.

The information in our study covers the Boulder, Colo., Metropolitan Statistical Area.

In each community, the Knight Soul of the Community study identified factors that emotionally attach
residents to where they live. Some of these community characteristics that drive attachment were
rated highly by residents, and are therefore community strengths while others were rated lower,
making them opportunities for improvement. This information can provide communities a roadmap for
increasing residents’ emotional attachment to where they live, which the study found has a significant
relationship to economic vitality.

Attachment to the Boulder area is trending higher in 2010. Residents’ passion for the Boulder area is
significantly higher and residents’ ratings of it being the perfect place to them is significantly higher in
2010.

In the Boulder area, social offerings (entertainment infrastructure, places to meet people), aesthetics
(an area’s physical beauty and green spaces) and openness (how welcoming a place is) are the most
important factors emotionally connecting residents to where they live.

Aesthetics is perceived as a community strength. Parks and trails were rated significantly higher in
2010.

Openness, particularly to racial and ethnic minorities and social offerings, particularly residents caring
about each other remain areas needing improvement.

Perceptions of the local economy and safety significantly improved; however, neither were key drivers
factors in attaching residents to the area.

Knight Soul of the Community 2010: Boulder Implications

The purpose of Knight Soul of the Community is to provide communities a roadmap for understanding
what attaches residents to their community and why it matters — not to be prescriptive on what
communities should do with the information. However, the findings do point to some general
implications and suggestions, some of which the community may be already undertaking, or provide
new opportunities for consideration.

Page 1 of 3
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Like the other 25 communities studied in Soul of the Community, Boulder’s key attachment drivers are
social offerings, aesthetics and openness. However, it is not as simple as identifying best practices in
each of these areas and replicating them everywhere. Instead, as the name implies, Soul of the
Community encourages a conversation about a community’s soul or essential essence as a place around
these key drivers. Some possible questions to ask are: What is it about our aesthetics/social
offerings/welcomeness that is unique to our community? Where do we excel or struggle in those areas?
Using that information to optimize those drivers to encourage resident attachment—and potentially
local economic growth —is what Soul of the Community seeks to accomplish.

Attachment to Boulder has increased during the three years of the study. This finding alone helps to
demonstrate that attachment to place is about more than jobs and the economy. The things that most
attach residents to the area — social offerings, openness and aesthetics — and the general rating of these
areas by residents have remained basically unchanged during all three years of the study.

A consistent and clear strength of Boulder in the eyes of its residents is the area’s parks, playgrounds
and trails which are rated similarly to the natural beauty of the area, due to a significant jump in the
rating of parks, playgrounds and trails in 2010. Ratings of aesthetics in the Boulder area far surpass
those in its comparison communities, which includes high-performing coastal communities. This is a
central strength the community should leverage.

An additional strength is Boulder’s relatively high ratings of welcomeness to young talent. In 2009,
young talent was perceived as significantly more welcome than the year before, and this gain was
maintained in 2010. Boulder was one of the very few communities studied that had a significant
increase in perceived welcomeness to young talent in any year of the study. This important and unique
momentum is critical to maintain.

Despite having higher ratings than its comparison communities, social offerings remains a challenge area
for Boulder, particularly the perception that residents care about each other. This must be addressed as
social offerings are particularly important to young people.

Additionally, the community’s perceived openness is another challenge area, despite its gains with
young talent. Although residents rate it as fairly welcoming to young adults, young families and gays
and lesbians, it has lower ratings in welcomeness to all other groups. For attachment to continue to
grow and for people to want to come and stay in Boulder, all residents must feel welcomed there.

Clearly, Boulder has made unique and significant gains in recent years in feeling like a welcoming place
for young talent. This finding coupled with its upward trending levels of attachment position Boulder as
a community on the rise if it can maintain and even improve this momentum. The community should
market its clear strength in aesthetics and welcomeness to young talent as a hallmark differentiator
between it and comparable communities.

Page 2 of 3
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Additionally, creating social offerings that take advantage of the aesthetics is warranted. The community
should continue to provide arts and cultural opportunities and social community events, but it should
focus more on using them to build resident caring in the community. For example, have the young
professionals lead a series of community events in the arts district or along the riverfront or beach so
they can volunteer their professional expertise to other groups in the community (tax help for young
families, English as second language service for new local citizens, showcasing local bands, etc.). This will
improve perceptions of openness to all while also potentially improving the perception of residents
caring for each other.

Page 3 of 3

Full study: http://knightfoundation.org/sotc/.
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APPENDIX EIGHT: VISION ELEMENTS DEFINED

Cultural Vitality

What does it mean for a community to be “culturally vital”? More than a mere measure of economic factors or a
count of destinations, vitality is a perspective that examines community through the health and resiliency of the
many facets of creativity expressed by, and consumed by, the people there.

First, we all fall into categories, or roles, of participation:

Passive Civic Beneficiary
of Public Culture

Audience Member / Attendee
of Cultural Programs

Member / Consumer /
Philanthropist

Volunteer / Partner /
Hobbyist

Creative
Professional

Thought
Leader

The size of the circle, though not a corollary to data, represents the relative size of the population that is
participating as described. Thus: the deeper the participation, the smaller the population.

Next, culture affects our lives in several places: at home, at work, in a classroom, in our “third places”, in a
museum, gallery, studio, or performance venue, or in the public realm.

Finally, the creative activity in our lives is delivered to us from different sources: from non-profit museums, venues,
and organizations, from for-profit businesses, from the media and entertainment industry, from educational
institutions, from the support provided by government, from friends and neighbors, from religious institutions,
from social clubs and organizations, from individual artists, from within.
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Cultural vitality, then, is the health and resiliency of each category of our personal interaction with culture:

= Qur category of participation,
=  The places we live, play and work,
=  And the source from which we get our culture.

Not only do we discover that, given the depth and variety of ways we all participate, that cultural vitality has an
effect on every person who lives in, works in, or visits Boulder. It is a concept for which we all have a role to play.
However, it also implies specificity. The depth of participation, the variety of places and sources, indicates the
degree to which an individual has responsibilities to the rest of the community.

Another valuable definition of Cultural Vitality comes from The Urban Institute and their 2006 study, Cultural
Vitality in Communities: Interpretation and Indicators.

Cultural vitality is the evidence of creating, disseminating, validating, and supporting arts and culture as a
dimension of everyday life in communities.

The authors go on to write that this definition:

... recognizes arts and cultural participation as valuable on its own terms and also integral to everyday life,
community dynamics, and community conditions. It recognizes that arts and culture are also resources that
come out of communities rather than merely resources that are “brought to” communities from the outside.
Arts and cultural activity is no longer thought of as only for special occasions.

The Cultural Vitality in Communities study divides cultural vitality into three “domains”: 1) the presence of
are .. . .. a q .. . 35
opportunities for cultural participation, 2) participation itself, and 3) support for cultural participation.

Thus, the examination, measurement, and designing of programs from the perspective of cultural vitality lead us to
think about the whole. Rather than actions taken from an isolated or specialized perspective, we will contemplate
the many facets of any decision. There are many direct and indirect connections. The Community Cultural Plan,
and the city’s strategies, will be successful when enhancing the full spectrum of cultural vitality. The vision of
transforming Boulder into a capital of creativity can only be accomplished with this approach to breadth and
depth.

35 Jackson, Maria Rosario et. al., Cultural Vitality in Communities: Interpretation and Indicators, (12-14, The Urban
Institute, 2006)

109



Creative ldentity

There are several creative capitals. We think of New York, Chicago, L.A.: big cities that provide the
inescapable gravity of cultural activity. Yet we also think of Taos, Marfa, and Ann Arbor. The spectrum
and variety of cities that are centers of cultural leadership are diverse. Among the components of a
creative capital we could measure in all these places is the way their identity impacts the decisions they
make.

Identity for a city is an extension of the city’s personality. This might be perceived as “brand”, but it is
much more as well. In one sense, the identity of a city is a process by which an individual comes to
know Boulder. This process contains five steps:

n expeCtations experiences M

An individual comes to hear about Boulder through inputs. They have heard Boulder casually
mentioned on the news as the location of a Federal agency, or featured in a television show as the
backdrop for a story. Someone tells them about the great time they had there, or when they passed
through in the Sixties. From these inputs, a set of expectations is established. Boulder is a place for
natural beauty, innovative science and technology, or healthy living. Next they directly experience
Boulder by visiting or working in the city. The expectations are confirmed or refuted. Their memories of
time in the city come next. Will these memories be extraordinary and inspiring? The stories they tell
others contribute to how Boulder’s identity is perpetuated.

Identity also has an internal aspect; the people who live in Boulder also are impacted by the identity.
Though the sequence of building this identity may be more fluid, the components are the same. Inputs
include community conversations, the local media, and government speech. The experience may be
more developed, adding neighborhoods, schools, and churches to the restaurants and cultural
destinations. The stories they tell are more personal, emotional, and impactful.

To achieve the vision, we all can contribute to each step in the process of building identity. This is not to
say that we all will speak with one voice; the vocal diversity of our opinions is a positive part of our
identity.
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Vibrant Environment

(This section will be addressed in the final draft.)
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APPENDIX NINE: CONNECTIONS TO THE CITY OF BOULDER SUSTAINABILITY FRAMEWORK

(This section will be addressed in the final draft.)
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APPENDIX TEN: STATE ARTS AGENCY FACT SHEET

Note: this document contains the “advantages” of operational support as referenced above.

State Arts
Agency
Fact
Sheet

National
Assembly of
State Arts
Agencies

February
2015

GENERAL OPERATING SUPPORT

General operating support (GOS) grants are a mechanism for providing flexible, unrestricted funds
to grantees. Rather than funding a particular project, these grants provide support to the
organization as a whole and can be used for either programming or administration. State arts
agencies are an important source of GOS, which is not available from the National Endowment for
the Arts and which many foundations and corporate funders do not offer. State arts agencies play
an important role in making flexible dollars accessible to many different kinds of organizations,
including small, rural and community based groups.

GOS is a popular form of support among grantees and offers a variety of advantages to both the
grant maker and the recipient:

State Arts Agency General Operating
Support Grants

=GOS grants maintain the autonomy of
grantees, allowing them to allocate
the dollars to their most pressing

needs. GOS dollars awarded: $81,410,925
»  GOS awards tend to be more Share of all SAA grant dollars: 37%

predictable over time, which helps Median grant size: $6,761

organizations maintain continuity of

services to their communities. Mumber of GOS grants awarded: 4,711
= Because GOS funds are flexible, Share of all grants: 23%

grantees can use the funds in more
opportunistic or entrepreneurial ways
than project-restricted funds often

Mumber of communities receiving
a GOS grant: 1,499

allow.

= Grants for GOS come with stringent
accountability and management requirements that incentivize and perpetuate good business
practices among arts organizations.

= Because the grantee—not the grant maker—ultimately defines the activities for which GOS
funds are used, this funding mechanism can reduce "mission drift" among grantees and can
help to curtail the proliferation of programs designed solely to appeal to funders.

= G0S awards strengthen the nonprofit arts infrastructure within a state and deepen working
relationships between funders and core grantees.

Grant funding: State arts agencies invest more than $81 million in organizations through
operating support grants. As a portion of all state arts agency grants, these grants have held
steady, making up about a quarter of all grants and more than a third of total grant funds.

GOS grants tend to be larger in size than awards designed to support particular projects. In fiscal
year 2013, the median size of state arts agencies' GOS awards was $6,761. By comparison, the
median size of other types of project-oriented grants was $2,817.

State Arts Agency GOS Grants
Fiscal Years 2004-2013

. Number | Percent Percent of

':',Zf::' of of SAA DGan?:rts SAA Grant
Grants Grants Dollars

2004 4,624 19% $88,611,323 39%
2005 4,464 18% $91,872,980 37%
2006 4,701 18% $96,489,783 36%
2007 4,543 19% $99,675,015 35%
2008 4,960 20% $107,815,907 39%
2009 4,973 22% $97,996,336 39%
2010 4,887 22% 485,383,290 37%
2011 4,990 23% $82,546,811 38%
2012 5,147 25% $83,218,390 39%
2013 4,711 23% $81,410,925 37%

Page 1 of 2
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State Arts Agency GOS Grants State Arts Agency GOS Grants
FY2013 FY2013

By Artistic Discipline By Recipient Type

Arts Organizations
87%

Performing
Arts

Multidisciplin
. 4%

Education 3% Community 3%

Other artistic disciplines include media arts, interdisciplinary and design. Community recipients include
media, parks and recreation, and social service organizations. Education recipients include arts programs
within higher education institutions. Other recipients include non-arts museums, historical societies and
humanities councils. Figures represent data from fiscal year 2013 or the most recent information available.
Statistics reflect only grants awarded; they do not reflect other state arts agency programs and services.

Many state arts agencies offer GOS funding on a multivear basis. Funding organizations over a longer period of
time provides a more stable source of income, streamlines grants administration for the state arts agency and
reduces the reporting burden for grantees. To qualify for operating support, most state arts agencies require
applicants to have a long funding history and very favorable panel reviews. For organizations seeking operating
support for the first time, many state arts agencies offer entry points through separate programs geared to meet
the needs of new applicants.

Capacity building and technical assistance: In addition to funding, state arts agencies offer a wide variety of
services that strengthen the capacity of nonprofit arts organizations. Many state arts agencies offer targeted
training and technical assistance for new, emerging and small arts organizations, addressing issues unique to
these types of groups. State arts agencies offer consultation and training to address specific areas of concern,
such as financial health, leadership development and long-range planning. Some state arts agencies also offer
tools to help organizations self-assess their institutional strengths and weaknesses.

Networking and peer learning: State arts agencies convene constituents in a variety of ways to facilitate
learning and collaboration. These convenings include statewide conferences, where the entire arts community
gathers for networking and learning from peers and outside experts. State arts agencies offer smaller gatherings
for groups of constituents focused on specific topics, as well as site visits where peers offer guidance and advice
for a single organization. In recent years, state arts agencies have taken advantage of new technologies and held
some convenings on-line, allowing for greater accessibility and a wider range of learning experiences.

National Assembly of State Arts Agencies National Assembly of
The National Assembly of State Arts Agencies (NASAA) represents the nation's state and State }\rt:} ;f\guncicb
jurisdictional arts agencies and serves as a clearinghouse for data and research about public funding KMOWLEIGE & BEPLESENIATICH + COMMWIMI Y
and the arts. This report draws on data from state arts agencies' final descriptive reports of grant-

making activity submitted annually to the National Endowment for the Arts (NEA) and NASAA. . v
NASAA's collection of grant-making statistics is supported in part through a cooperative agreement

with the NEA. For more information on the work of state arts agencies, call 202-347-6352, email ART WORKS.
nasaa@nasaa-arts.org or visit www . nasaa-arts.orq. arsga

[[@) sv-nc ]

Page 2 of 2

114



APPENDIX ELEVEN: NETWORK OF DATA and REFERENCES

In addition to the resources that appear as appendices, below are links to documents or information
referenced in the Community Cultural Plan.

= (City of Boulder Sign Code: https://bouldercolorado.gov/plan-develop/sign-code.

= City of Boulder Civic Area Vision and Master Plans: https://bouldercolorado.gov/civic-

area.

=  City of Boulder Office of Economic Vitality:
https://bouldercolorado.gov/business/economic-vitality

=  “Purposes of a Creative District” Colorado Creative Industries Creative District Program
at a Glance http://www.coloradocreativeindustries.org/communities/colorado-creative-

districts/about-creative-districts (State of Colorado Office of Economic Development:
Colorado Creative Industries, 9/1/2015)

= Knight Soul of the Community Study http://knightfoundation.org/sotc/ (Knight
Foundation, 2010)

= ljving Wage Index for Boulder County http://livingwage.mit.edu/counties/08013 (Dr.

Amy K. Glasmeier and the Massachusetts Institute of Technology, 2015)

= The Dairy Center Honors https://tickets.thedairy.org/Online/Honors (9/1/2015)

= Cultural Vitality in Communities: Interpretation and Indicators by Maria Rosario Jackson,
etal. (http://www.urban.org/sites/default/files/alfresco/publication-pdfs/311392-
Cultural-Vitality-in-Communities-Interpretation-and-Indicators.PDF, The Urban Institute,
9/1/2015)

= Sperling’s Cost of Living Index for Boulder, Colorado
http://www.bestplaces.net/cost of living/city/colorado/boulder (9/2/2015)

= Boulder County Trends Report Community Foundation of Boulder
http://www.commfound.org/trendsmagazine (9/3/2015)

Below are links to the network of data which describe Boulder’s culture. These are studies and
researches that, though not directly related to the content of the Community Cultural Plan, are none-
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the-less critical to understanding the broad context in which the issues of culture and the creative
economy are best understood.

CBCA Study (link and citation needed)

= AFTA Study (link and citation needed)

= Boulder County Comprehensive Plan (link and citation needed)

= Economic Impact of Tourism Boulder Convention and Visitors Bureau

http://www.bouldercoloradousa.com/includes/content/images/media/docs/2014-RRC-
Tourism-Economic-Impcat-Visitor-numbers-2013.pdf (March 2014)
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