The City of Marquette
requested support in developing a strategic Arts and Culture
Master Plan. This Master Plan is designed to define the City’s role
in supporting arts and culture and the role of arts and culture in
accomplishing the City’s broader goals, including its relationship
with regional development. There were five project outcomes
identified:
x
x
x
x

Identify cultural assets, needs and opportunities.
Gather input from all major stakeholders.
Develop initiatives, goals and strategies.
Define roles for the City Department and Advisory
Committee.
x Recommend a 10-year master arts and culture plan.
The Steering Committee of
community leaders, arts and culture leadership, City
Commissioners’ oﬃce, City Arts and Culture Advisory
Committee, City Arts and Culture Division and creative business
enterprises was formed to oversee and support the planning
process. Tiina Harris, Community Services Manager, Arts and
Culture, and Karl Zueger, Community Services Director,
facilitated the process.
The Steering Committee’s Executive
Committee worked very closely with the consulting team of Tom
Borrup and Christine Harris on the various drafts of this plan.
Tom Borrup

Christine Harris

Creative Community Builders
2929 Chicago Avenue, Suite 911
Minneapolis, MN, 55407
tom@communityandculture.com
www.communityandculture.com

Christine Harris Connections
2460 N. 85th St
Milwaukee, WI. 53226
christine@charrisconnect.com
www.charrisconnect.com

Walt Lindala (chair)
Great Lakes Radio
Michelle Butler (co-chair) Vango’s Restaurant
Sara Cambensy
City Commission
Marquette Area Public Schools
Karl Zueger
City of Marquette
Tiina Harris
City of Marquette

Gail Anthony
Marquette Co. Community Foundation
David Bashaw
Marquette Senior High School
Carrie Biolo *
Pat Black
Marquette Co. Conv. & Visitors Bureau
Cheryl Bollero-Oberstar Duke Life Point
Daniel W. “Rusty” Bowers Jr.*
Performance Artist, Rusty Bowers
Entertainment LLC
Pam Christensen
Peter White Public Library
Carol Fulsher
Iron Ore Heritage Trail
Kristine Granger *
Rock Street Commuity Dark Room,
Oasis Gallery
Matt Gougeon
Marquette Food Co-op
Nheena Ittner
Upper Peninsula Children’s Museum
Barb Kelly
Marquette Beautification and
Restoration Committee
Katerina Klawes
Associated Students of NMU
Emily Lanctot *
Visual / Performance Artist
Mona Lang
Downtown Development Authority
Matthew Ludwig
Marquette Senior High School
Diana Magnuson *
Children’s Book Illustrator, Magical Realism Artist
Melissa Matuscak
DeVos Art Museum at Northern Michigan Univ.
Beth Millner
Beth Millner Jewelry
April Nyquist *
Andrea Pernsteiner
Ore Dock Brewing Company
Barry J. Polzin
Barry J. Polzin Architects Inc.
Martin Reinhardt
Northern Michigan University
Center for Native American Studies
Linda Smith *
Anne Stark *
Marketing Consultant
Tom Vear
Donckers
* - Also on

The continued leadership and investment of the City of
Marquette in its arts, cultural and creative assets is critical to
nearly every aspect of life in the community. This plan
recommends a range of initiatives and ongoing activities that reposition the City’s role and bring it into a higher level of
partnership with other players in the city and surrounding areas.
The plan calls for ramping up the City’s role in building on its
creative economy. It also calls for new partnerships to maintain
and build a robust creative and cultural scene—one that serves to
grow and refresh local talent and to attract and retain important
creative and business talent from other places.
New demands on the City of Marquette’s small arts and culture
staﬀ during the past several years, together with a 20-year-old
cultural plan, prompted the City to conduct a comprehensive
cultural planning process in 2013. Under the supervision of
Community Services Director Karl Zueger and Arts and Culture

Manager Tiina Harris—and with guidance of a City Commissionappointed Arts and Culture Advisory Committee—a consulting
team was identified. Christine Harris of Milwaukee and Tom
Borrup of Minneapolis were engaged to facilitate planning and
produce a plan.
Consultants began in October 2013 and conducted a robust
process, starting with formation of a 25-member steering

committee representative of a wide spectrum of arts, business,
education, heritage, philanthropy and professional sectors. The
committee was co-chaired by Walt Lindala, a radio news director
and practicing musician, and Michelle Butler, a leading
community restaurateur and civic volunteer. Planning included
numerous focus groups, dozens of interviews and two very well
attended (despite extreme cold weather) public meetings. The
research also included an extensive public survey (with an
outstanding 617 responses), a broad-reaching artist survey (with
168 respondents) and compilation of a creative community
inventory. In addition, consultants reviewed previous city and
county planning documents, including the 1993 arts and cultural
plan, and they researched other U.S. cities of similar size and
attributes – including distance from larger cities, presence of a
higher education institution and active arts and cultural
communities.
Borrup and Harris brought to the process an expanded definition
of arts and culture that includes heritage, recreation, the natural
environment, cuisine and food production and for-profit creative
enterprises, as well as the many public celebrations and
community-wide activities practiced in Marquette. Additionally,
the consulting team came with extensive experience in local
creative economic development, focusing on the value generated
directly and indirectly by the creative sector (both nonprofit and
for-profit), heritage and quality of life. In addition to the
economic activity these assets produce directly, they help
nurture, attract and retain people who seek to personally and
professionally invest in Marquette.
The plan drafted by Harris and Borrup was vetted with the
cultural planning steering committee, city staﬀ and key
leadership; it was presented for review and approval to the
Marquette City Commission in June 2014.
There are two major areas of focus in the plan. ...

...that fosters an environment suppor ve of ar sts, organized
arts and cultural ac vity; partnerships across ins tu ons and
sectors; and crea ve enterprises. Over the first few years,
renaming and reposi oning an Oﬃce of Arts, Culture and
Crea ve Economy includes placing greater emphasis on
informa on and facilita on and support services for capacity
building, rather than directly producing public programming.
Cri cally, it also calls for acquiring and interpre ng data that
measures and tracks the contribu ons of arts, culture,
heritage and crea ve enterprises to the local economy. It
also calls for the City to take a greater role in bringing
together community leaders to form new partnerships and
collabora ve eﬀorts that address arts in educa on;
promo on and marke ng; and other services that be er
enable cultural and heritage organiza ons, ar sts and
crea ve entrepreneurs.

...represen ng a wide spectrum of leaders (like the planning
steering commi ee) to build a common calendar, devise and
ul mately carry out joint marke ng and other services and
programs that serve cultural producers, audiences and
par cipants in the wider Marque e Micropolitan Area. A
broader private-sector/public sector alliance is required for a
successful cultural, heritage and crea ve business
community. Developing sustainable funding and long-term
infrastructure will be cri cal to a successful result.

Within these broad initiatives, the plan includes detailed goals,
strategies and action steps to guide an ongoing work plan for
city staﬀ and policy makers and for the wider cultural
community. A successful community cannot rely solely on its
municipal structures to meet all its needs. Active leadership and
participation from the voluntary, nonprofit and business
communities, working with local government, will be essential.
The creative industries in Marquette deliver significant
economic value to the area. The artist survey and the creative
community inventory estimated $7–$10 million in annual
revenues, which is very conservative based on voluntary
information. This revenue figure would be much higher with a
formal measurement of creative enterprises that included
revenues, wages and size of workforce. This information should
propel action that includes the creative community in all
community and economic
development planning.

The
economic impacts of the cultural
and creative industries in Marquette
are likely far more than generally
known—and they can be measured.
Their impact on the educational and quality of life experiences
of residents and on the psyche and well being of the community
are vast and immeasurable.

x

Measure and communicate the economic value and economic
contribution of the creative industries throughout the City
and the Region.
x Focus eﬀorts on providing access to resources and services
that help strengthen the role of the arts, culture and creative
sector.
x Establish a long-term strategic policy for all City-owned arts
and culture facilities and City owned or developed art.
x Develop an appropriate infrastructure to support the revised
mission and program delivery of the Oﬃce of Arts, Culture
and Creative Economy

x

Continued commitment to the young and old, people of all
ages, cradle-to-grave active learning.
x Continue the strong nurturing of the high spirit of
volunteerism and philanthropy.

x

Under the direction of the Steering Committee Chair and the
City Arts and Culture Advisory Committee, form a Culture and
Creative Community Task Force. Its purpose would be to
determine a strategy for implementing and promoting a
Marquette area arts, culture and creative activities calendar.
This Task Force should determine if the current Marquette
County CVB calendar could serve as the template.
x After the calendar activity is developed, review other
opportunities for area-wide collaboration and partnership for
the strengthening of the creative community, such as
collective marketing, ticketing services, coordinated back
oﬃce support or coordinating and sharing facilities.

x

x

Provide an appropriate environment for artists, cultural
organizations and other creative entrepreneurs to make a
sustainable living and to contribute to the social and
economic wellbeing of the community.

Determine a vision and mission statement for the Alliance,
along with priority strategies and goals. Establish initial startup funding for paid management
x Manage the coordinated calendar, joint marketing and other
activities described above
...cont’d...
x Review respective strategic plans of MACCA organizations
and look for opportunities where the creative community may
enhance their objectives
x Present a 'state of the arts, culture and creative community'

report annually to the foundations and other philanthropic
donors to arts, culture and heritage. Include activities,
economic impact/value, financial picture, list of activities and
how they connect with each other, etc.

x

MACCA would also establish a coordinated community
celebration strategy to maximize cost-eﬀectiveness and civic
engagement.
x Work with the City to establish shared services, transparent
procedures and equitable subsidies.
x Construct a feedback mechanism to evaluate community
activities so that the public has input in all community
activities.

x

Develop a creative enterprise intern program for current
creative businesses to give NMU students experience in a
local business, as well as provide specific workshops designed
to teach them how to run a business and the advantage of
locating in Marquette.
x Work with City Oﬃce of Arts Culture and Creative Economy
to launch a creative enterprise career fair for high school
students, taking them around the creative community and
articulating various career options.
x Establish a creative enterprise incubator with NUM,
Accelerate UP, Duke LifePoint, mining companies and others
using space in the former hospital building.
x Initiate professional development opportunities for NMU
artists to keep people in area and learn business
development.

x

x

Analyze and publicize public survey, artist survey and
economic information with the community's arts groups and
other community agencies.
x Survey the public every three years to understand what
residents value, how they participate and what they would
like to see happen regarding arts and culture. This can also
measure satisfaction with progress.

Ensure that leadership of the creative sector is represented at
leadership tables.
x Review current thinking on best practices in creative
placemaking (i.e. ArtPlace America, Kresge Foundation, NEA)
and make recommendations for incorporating these practices
into area economic planning.
x Ensure that the current City and County plans includes the
role of arts and culture in economic development by
representing the creative sector at regional and local planning
and development tables.
x Seek out funding opportunities for supporting economic
development and creative placemaking initiatives through
state of Michigan, ArtPlace, NEA, Kresge and others.

In today’s climate, developing a strong,
interconnected and sustainable regional economy with the
creative sector as a full partner is necessary to ensure a viable and
vibrant future for Marquette residents, businesses and visitors.
The goal of this Arts and Culture Master Plan is to provide a
roadmap for the successful implementation of a new 10-year
strategic direction for the City of Marquette and for its cultural
and creative community to become a full partner in the social and
economic life of the region. This plan also connects to the
broader goals of the City and the cultural community and
includes partnership opportunities across the region that will
strengthen the City’s arts, culture and creative community.
An Identity Report was developed to
reflect on what makes Marquette unique, how the community
defines the character of Marquette and where the community
sees itself going. This formed an important core for the
consultants’ broader recommendations.
The summary paragraph reads: Marquette’s future will be firmly
embedded in the strengths and assets that have brought it this
far. Capitalizing on the community’s distinguishing assets and
characteristics of creativity, Marquette will yield a quadruple
return: improving the community’s social, economic, creative and
environmental capital. The people of Marquette will continue to
inspire, educate, sustain and care for the values they cherish.
These values include reverence for natural surroundings, an
interdependent self-reliance, respect for history, living
authentically and pride in community accomplishment.
Marquette will invent what it needs when it needs it. As a
resilient, practical yet visionary community, Marquette will walk
its path in its own unique way. Marquette is a genuinely authentic
community and will not waver from that as it creatively imagines
its future.

The last arts and culture
master plan was completed in 1993, following the 1990 The
Vision of the Future, A Strategic Plan for the City of Marquette.
The purpose of the 1993 plan was to “survey the current
condition of the arts and culture community in Marquette and to
identify and to prioritize the needs and collaboration necessary to
achieve a shared vision.” This plan followed the appointment of
an Arts and Cultural Committee by the City. The initiators of the
plan believed that community “support for cultural activities
must be deepened and strengthened.”
The plan defined culture broadly: “to include not only the arts but
also those aspects of life that enhance its quality or prompt us to
greater reflection.” The plan also noted “culture comprises our
common heritage and oﬀers rich avenues of expression.” The
plan identified Marquette as a regional center for Michigan’s
Upper Peninsula with a central dynamic its relation to the
landscape.
At the time of that plan, the 30-plus arts and culture
organizations identified were insular in their programming,
presentations and operations and considered by some as elitist.
One of the key findings of this plan was “the lack of an eﬀective
umbrella organization to create and foster the interaction
necessary for sustained growth and continued economic
viability.” This plan determined that the existing umbrella
organizations were unable to coordinate and resolve conflicts;
there was a lack of collaboration among the arts and culture
groups limiting programming and fiscal eﬀectiveness; the arts
groups were perceived as fragmented without a strong
commitment to community needs; organizations lacked the
resources to develop and implement long range plans; there was
a lack of adequate space, money and other resources for
individual artists; and regional, state and national funding
sources were diminishing.

The 1993 plan also concluded that the community didn’t
recognize the role and value of the arts, that placement under
Parks and Recreation “seems out of character,” arts and culture is
not at the planning table for land use or public space
development, there was a lack of an equitable working
relationship with Northern Michigan University (NMU), and there
was a lack of investment in a comprehensive community plan for
arts and culture. The plan suggested that a facility for arts and
culture be incorporated with the proposed combined site for the
Peter White Public Library and the Historical Society.
The discussion on facilities in the 1993 plan indicated that there
was an absence of facilities because of how booked the Kaufman
and Forest Roberts were and a need for a publicly supported
multi-use facility because no one group could justify the cost of
owning its own facility.
Specific recommendations of the 1993 plan were to begin
cooperation and collaboration within the arts and culture
community, provide a comprehensive community calendar,
provide a “sampler” program, develop a volunteer recruitment
program, develop criteria within the philanthropic community for
supporting arts and culture and provide a central point of contact
for facilities rentals and to project facilities needs. The plan
indicated that implementation of the recommendations should
be spearheaded by the Arts and Culture Committee and that
there be an annual report on cultural development.
Additional suggestions presented by the plan include: supporting
arts education in the schools, collaboration is critical, arts
leadership needs to be strengthened and to explore the rationale
for an arts and culture center resource.
Objectives included:
x

Identify the need and capacity for a multi-purpose arts,
cultural and entertainment facility.

x

Initiate an economic development plan to support arts and

culture and expand congruent business opportunities.
x

Develop a comprehensive arts and culture plan.

x

Develop a plan for strengthening the leadership of arts and
culture institutions as well as expanding volunteer capacities.

This plan focused heavily on a pending merger of the PWPL and
the Historical Society and what that could foster with respect to
cooperation and collaboration, common visioning, expanded
audience attraction and economic planning. This merger and/or a
joint facility development did not materialize.
The City of Marquette Arts and Culture
Division became an oﬃcial department of the City in 1996 and
the Arts and Culture Center was relocated to the Peter White
Public Library in 2000. The Center is a regional hub of arts and
culture activities and provides for the following services:
workshops, exhibits, community arts projects, retail gallery for
regional artists, performances and events, meeting space for arts
organizations, city arts calendar and coordination of local
festivals.
Marquette has received many awards based on its commitment
to arts, culture and heritage amenities. These include:
Top five places to retire, top 200 towns for sportsmen, top
micropolitan, Peter White Public Library National Medal
for Museum and Library Service.
Ten best small cities to raise a family, top performing
entrepreneurial community, bicycle friendly city, top dozen
distinctive destinations for historic preservation.
Top 10 Michigan travel destination, recognition for natural
beauty and quality of life.
One hundred best small art towns in America, designated
“walkable city,” ArtServe Governors Award for
achievement.

The 2004 City Master Plan is in the process of being updated. The
master plan had seven goals: create and preserve viable and
livable neighborhoods; develop a historic and diverse downtown;
create an eﬃcient, functional and connected transportation
system; make Marquette a walkable community; foster economic
diversity and a family sustainable workplace; promote
Marquette’s all-season quality of life as a premier winter city; and
protect Marquette’s natural resources. There was no specific goal
addressing arts and culture, but many of the cultural venues were
referenced.
On the City’s website is an economic development community
assessment presentation (could find no date) that lists the leading
industries as health care, mining, education and tourism, with upand-coming areas that include professional/scientific/technical,
information and administrative support. The
business survey connected to this assessment
gives a positive perception to downtown, the
environment and the people. With respect to
economic development objectives, downtown
was ranked highest at 4.5 with tourism close
behind at 4.3; arts and culture was sixth at 3.8. Targeted
industries for development included professional/scientific/
technical services, artisanal foods, arts and information, health
care, education and tourism. This assessment recommended that
the city plan include “entrepreneurship and acceleration—to
nurture, retain and attract creative people and professionals who
will start and grow businesses.”
Also on the website is a Community Economic Development
Capacity Assessment dated October 2012, prepared as an initial
step in the economic development planning process. It
recognizes that there is no separate economic development
department in the City structure. Observations from this
assessment include:
x

“The arts have become a major force in downtown
revitalization and have helped create the ‘sense of place’ that

x
x
x

x

x
x

x

draws residents and keeps them in the community. Art is one
of the growing business sectors for which Marquette has a
competitive advantage.”
NMU is considered an important contributor to the culture of
the community and to generating a talented workforce.
The arts community “is concerned that budget constraints
will result in less funding from the City.”
One element of the City’s economic development plan is to
“continue to strive to be a destination city that incorporates
specialty products and talents, and works to be an educated
workforce that encourages vibrant entrepreneurship.”
Marquette is an entrepreneurial community, which is also
attracting aﬄuent older residents and retirees, who are the
highest ranked demographic for starting new businesses.
Many independent businesses in Marquette are ahead of the
curve with regard to internet sales.
Downtown is considered “an outstanding destination,” with
the Downtown Development Association getting good
reviews; arts are considered to play a critical role in
downtown vitality.
While Lake Superior Community Partnership is ostensibly the
regional economic development agency, in fact it does not
have the confidence or support of the City of Marquette and
other Upper Peninsula communities and there seems to be
confusion as to the economic development role among all of
these agencies.

A five-year Parks and Recreation Plan was completed November
2011 for 2011–2016. The Arts and Culture Department is a
division of Parks and Recreation. There is a section in the plan
that describes the cultural, natural and historic resources of
Marquette, which the plan said profoundly influence the quality
of life. There is a description of the major cultural facilities and
venues, including those on the NMU campus. The City leases
approximately 5,000 sq. ft. in the Peter White Public Library,
which includes oﬃce space for the Arts and Culture Community

Services Manager and staﬀ. The plan recognizes that there are
very few spaces specifically designed as creative areas for arts in
classroom, workshop or studio form. There is a partial listing of
the cultural organizations in Marquette.
The plan’s description of the historical assets mentions the “great
historical wealth in terms of architecture and historic sites.” It
recognizes that many buildings are unique due to their cultural or
historical significance. Equally
important to Marquette’s
quality of life are its natural
resources, which are described
as outstanding.
There is description of facility
needs, but no mention of
additional or renovated cultural
facilities with the exception of
the “low” priority of some
capital improvements at the
Arts and Culture Center.
With respect to the Parks and
Recreation public survey: 64
percent said they needed
historic sites and museums,
which also ranked sixth in
facilities that are most
important to households; 60
percent said they had a need to attend live theater and concerts
and special community events; 51 percent participate in theater/
dance/visual arts; and 29 percent would participate in more live
theater and concert programming if it were available.
The plans involving the Downtown Development Authority
include the 1996 Development Plan (on the City website) and
Parking Demand Analysis, the Development Plan and Tax
Increment Financing Plan 3 (2011) and Timeline for DDA TIF Plan

Amendment (2011), with the latter two on the DDA website.
These plans relate to the geographic make-up and financing of
the area versus a marketing or overall strategic plan. The DDA
has been involved with Third Street Corridor, development of the
Marquette Commons, and exploration of an historic district
designation. This designation was started and then shelved.
Currently, draft 5.0 of the Third Street Corridor Sustainable
Development Plan is posted on the City website. The purpose of
the plan is to “enhance and support placemaking eﬀorts for the
creation of a vibrant, resilient, mixed-use
corridor that links downtown Marquette
with NMU and surrounding
neighborhoods.” The specific goals are to
provide more transportation choices,
promote equitable and aﬀordable housing,
enhance economic competitiveness,
support existing community and
neighborhoods and leverage investment.
While this plan looks at placemaking in a
creative way, and highlights some
opportunities for creative signage, mural
and building painting, this plan could go
further and pro-actively integrate arts,
culture and other creative activities investment to generate
neighborhood vibrancy and stimulate economic activity. The
recommended artistic visioning is rather superficial and doesn’t
appear to have fully engaged the artistic community at NMU or
within the City.
In 2011 there was a “checklist” review of the master City Plan and
it was recommended that it be amended. With the current City
plan in process, the public workshops held to date included arts
and culture observations recommending maintaining unique
identity, maintain community festivals, cultural opportunities for
all and more public art integrated with public spaces.

The City’s Arts and Culture Division was created in 1996 as a part
of the Community Services Department in City of Marquette
administration; the formation of the Marquette Arts and Culture
Center in the lower level of the Peter White Public Library
occurred in 2000. The mission as published on the City of
Marquette’s website reads:
The City of Marquette Arts and Culture Division serves to
encourage, develop and facilitate a rich environment of
artistic, creative and cultural activity in Marquette and acts as
an umbrella organization for local arts and culture groups.
The mission as written in the document submitted by the Division
to the Michigan Council for Arts and Cultural Aﬀairs for the 20132014 season reads:
The Marquette Arts and Culture Division’s mission is to
encourage, develop and facilitate an enriched environment
of artistic, creative and cultural activity.
There are diﬀerences in the above mission statements that
directly aﬀect the perception, priorities and workload of the
Division.
The division is housed in and runs the Marquette Arts and Culture
Center, three galleries and workshop space in the lower level of
the Library. These provide the following services: workshops, art
exhibitions, community art projects, a retail gallery for regional
artists, performance events, meeting space for arts
organizations, an arts calendar, partnerships with local artistic
associations and coordination of national and local heritage
festivals.
Over time, the division has been responsible for a wide variety of
activities from commencing new projects and programs,
including the development and eventual spinning oﬀ of the youth
children’s theater; to providing artist development workshops
and resources; to managing the Marquette Arts and Culture
Center; to curating and presenting exhibits in the Center as well

as concerts in the Library’s community room; to presenting
festivals such as the Halloween Spectacular. The City does not
have a public arts policy in place. The focus of this Division has
shifted over time based on the direction of the City Manager, the
focus of the Arts and Culture Advisory Committee and the talents
and skills of the Arts and Culture Manager.
The Manager of the Arts and Culture Division has been assuming
the responsibilities of both curating and administering all public
exhibits/performances that the Division undertakes, managing
the Center, managing the staﬀ and interns available and
representing the City in regional arts and cultural activities.
There is an Arts and Culture Advisory Committee appointed by
and reporting to the City Commissioners with the responsibility
to oversee and help develop the agenda for the City’s
involvement in arts and culture. The budget for Arts and Culture
within the Community Services Budget is $243,115 from the
General Fund.
Some of the challenges for the City’s arts and culture activities
include: mixing the curating role with the administrative policy
role, working with the practical reality that artists and audiences
do not recognize municipal boundaries, responding to changing
political priorities without a clear compass to guide their eﬀorts
and not being eﬀectively represented at community leadership tables.
What the City could be doing to better strengthen the arts and
culture community is making a clear economic development case
for arts and culture and advocating this case, building
partnerships among the big and small players, strategic
administration of City resources across the full range of cultural
activities, and promoting the full range of available arts and
culture activities.
The future role of the division and the Arts and Culture Advisory
Committee is being reviewed as part of this arts and culture
master plan process.

The research methodology included four
visits to Marquette, individual and small group interviews, focus
groups, a public online survey, an artist online survey, attending
Winter Market, a public visioning session, direct visits to creative
businesses and driving across the community. This process
included meeting with arts, culture and creative community
stakeholders; community leaders; recreational and tourist
organizations; economic development organizations; artisan
food organizations; and several City departments.
Based on collating the
interviews, focus groups and surveys, a list of assets for the
community and arts and culture, as well as challenges for the
community and arts and culture, were identified. This list can be
found in Appendix B.
In summary, the community assets can be categorized as: the
natural surroundings, the special lifestyle and commitment to
healthy community engagement at all ages, a wild and inventive
spirit. The arts and culture assets can be categorized as: the
relationship between the natural surroundings and creative
expression, a lifestyle that artists love to call their own, the
importance of arts to revitalization of downtown, Northern
Michigan University, Duke LifePoint and the development of
creative for-profit businesses.
The community challenges were listed as: location of new
hospital, relationship with NMU, future use of the harbor and the
ore dock and a growing senior population. The arts and culture
challenges were seen as: identifying the role of the City, the Arts
and Culture Advisory Committee, and the MACC; marketing the
arts; increased awareness of arts and culture activities; cost of
working and living downtown; and not being at the community
development table.

Surveying the public has been an important
part of City planning activities in Marquette. As part of the Master
Arts and Culture Plan, a public survey was conducted. The
purpose of the survey was to understand citizen’s thoughts on
living in the Marquette Area and the current artistic and creative
oﬀerings, and what they would like to see in the future. The
survey was administered through the City of Marquette’s Arts
and Culture Division. Tiina Harris, the Community Services
Manager for Arts and Culture, managed the survey process. The
survey was distributed February 5 and closed on March 7. There
were an impressive 617 responses to the public survey.
Over 60 percent of the
survey respondents were from the City of Marquette, with 65
percent being female. Given who is involved in the arts
community, it was no surprise that 55 percent were over 55 years
old. There is a high degree of learning throughout the Marquette
community; 46 percent had a four-year degree and 33 percent
had a graduate degree. The population mix of Marquette was
reflected in the survey, with 62 percent of the respondents living
in one- or two-person households. Marquette enjoys a relatively
stable and committed community of people who love to live here.
Of the respondents, 35 percent have been in Marquette 31 years
or more; 56 percent had household income of less than $75,000.
The survey showed that the public ranks
Marquette’s natural and heritage assets as very important to
living in the area. With respect to the public’s interest and
commitment to arts and cultural activities, a very high
percentage of the survey respondents participate in arts festivals,
the farmers market and public library events.
Survey respondents believe that arts and culture oﬀerings are
very important to be oﬀered in the Marquette area, with 90
percent wanting an accessible comprehensive online calendar
and 87 percent wanting to ensure that arts education is supported
in the schools.

The purpose of the artist survey was to
understand the profile of the individual artist community, how
they do business in the Marquette area and what their needs are
going forward. The survey was administered through the City of
Marquette’s Arts and Culture Division. Tiina Harris, the
Community Services Manager for Arts and Culture managed the
survey process. The survey was distributed in January and closed
on March 15. There were an impressive 168 responses to the artist
survey.

they have an international trade that brings import dollars to
Marquette.

More than 53 percent of
artists surveyed have lived and/or worked in Marquette for more
than 16 years; 38 percent for more than 26 years. Some 58
percent are over 40 years old; 24 percent are less than 30 years
old. The majority of artists have been practicing their art form for
more than 11 years. More than 76 percent live in the City of
Marquette; another 8 percent live in Marquette Township.
Some 51 percent of the artist respondents are visual artists; 13
percent are artisans/craftspersons; 11 percent are involved in
music/audio arts; 9 percent are in design arts; 7 percent in literary
arts; 4 percent in theater arts and dance; and 1 percent in film/
video.
The survey showed that there are a wide
variety of artists in the Marquette area. Most of them don’t make
a fulltime living with their art and consider themselves selftaught. More than 60 percent are self-employed and want to
learn how to run better businesses.
These artists are interested in learning how to be better artists
and run a better business. They want to improve their marketing,
fundraising and business capacities.
The estimated income from the survey respondents was more
than $2.3 million annually. Many artists serve the wider
Marquette area and 33 percent of them don’t sell their art locally;

The City Arts and Culture Division, under the guidance of the
consulting team, generated an arts and culture inventory
spreadsheet. This inventory was designed to not only take a
snapshot of the profile of the arts, culture and creative
businesses, but also to serve as a template to continue recording
the make-up of Marquette’s creative community. The placement
of the businesses into the various categories was based on the
expertise of the City of Marquette Arts and Culture Division.

The inventory created this profile:

9 museums/libraries
5 regional museums
10 music organizations
3 trail networks
3 theaters
1 dance
1 performance space
9 festivals
9 associations

$2.5 million reported from 7 of them
$350,000 reported from 2 of them
$720,000 reported from 7 of them
$1.5 million reported—total all 3
$202,000 reported—total all 3
no revenues reported
$80,000 reported
$61,000 reported from 2 of them
$27,000 reported from 1 of them

____________________________________________________________________________________________________________________________________________________________________

50 TOTAL

5 media/film
10 studios/galleries
2 performance venues
5 dance studios

$5.44 million from 26 organizations

$800,000 reported from 1 of them
$530,000 reported from 3 of them
no revenue reported
no revenue reported

____________________________________________________________________________________________________________________________________________________________________

22 TOTAL

$1.33 million from 4 organizations

This inventory is just the beginning of a tool to both understand
the make-up of the arts and culture community as well as to
begin obtaining a better grasp of the impact of the creative
community, from financial, workforce development and sales
reach perspectives.

The U.S. Census data was used to
identify Micropolitan Areas of similar size to Marquette, which
has about 68,000 people. Those with regional populations
ranging from 62,000 to 76,000 were selected; the comparison
was then limited to those that included a large public university.
The comparable areas were narrowed further to include only
those whose geographic location put them at least two hours
outside the range of a significantly larger city. Three cities
emerged: Keene NH, Athens OH and Salina KS. Keene and
Athens have populations of between 23,000 and 24,000
(compared with Marquette at just over 21,000) and Salina—
although the smallest Micropolitan area—has a larger city
population of over 47,000. All have active arts and culture
communities and have formed area-wide nonprofit organizations
to coordinate scheduling, promotion, economic impact studies
and other services.
In Keene, Arts Alive! began in 2007 as a broad based, grassroots
coalition to sustain, promote, and expand access to arts and
cultural resources in the Monadnock Region. It was convened by
individuals active in the arts community to plan for collaboration
that includes programming, fundraising, and other activities of
mutual interest. Arts Alive! was incorporated in 2009 and
received its 501(c) 3 tax-exempt status. An 18-member board of
directors from a variety of artistic backgrounds and business
aﬃliations drawn from the Monadnock region governs the
organization. The Board list reads like a Who’s Who of major
civic, business and cultural leaders and the list of participating
organizations is extensive and inclusive. Arts Alive! provides a
robust online calendar of region-wide events, conducts research
around the economic development role of the arts and produced
a comprehensive study of facility resources and needs.
In addition to a Municipal Arts Commission within the City of

Athens, the Athens Area Arts Council was formed in 1998 as a
nonprofit arts organization and is staﬀed entirely by volunteers.
Its goal is to integrate the artistic resources of the Athens area
into the educational system, local economy and community
culture. AAAC is an active advocate for public art and sponsors
artistic performances and events that broaden the community
exposures to the arts including visual art, film, music, dance and
literature. AAAC also serves as a clearinghouse for information
about the arts and provides support services to working artists.
Salina KS provides an aspirational case. It has a Micropolitan
population of 61,700 but a city population of 47,700 and a
University of 23,500. Salina is similarly located at a considerable
distance from a major city. The size of the population within the

city limits provides a larger resource base for Salina Arts and
Humanities, a municipally operated arts agency, formed in 1996.
Remarkable and visionary leadership have built an amazing
agency. It has a city-paid staﬀ of 15 and a budget of more than $1
million. A companion 501c3 foundation leverages additional
resources for the agency, which is a major player in public art and
design, major community events, grants to local arts groups,
services to artists and a city-operated art center.

Protecting, respecting,
integrating and celebrating the natural environment, historical
assets, cultural traditions and creative spirit of the Marquette
Area are the core of this plan. In these eﬀorts, the community
empowers the individual and collective sensibilities of its people
while enabling more prosperous and fulfilling lives for individuals.
Culture as defined in this plan incorporates traditionally classified
artistic and culture activities along with food/culinary, gardening,
heritage and knowledge transmission. The people of the
Marquette Area share a holistic attitude toward historic and
creative cultures and towards the multitude of ways people
participate in individual and group activities in the outdoors, in
cultural venues and in community life. This plan includes
recommendations that the City of Marquette fully recognize the
importance and inter-relatedness of these dimensions of
engagement and more fully integrate these practices through its
programs and services in recreation and culture.
Imagine Marquette: where the
knowledge and traditions of its ancestors inform and propel the
creativity and entrepreneurial spirit of today’s residents and visitors;
where newborns and newcomers,
alongside elders and people of all
ages, share opportunities to learn
and to participate in community
celebrations and civic responsibilities; where yesterday’s buildings
and industries serve the needs of tomorrow; and where new ideas
and old ways stand side-by-side and blend to create synergy and
innovation. The old and new, youth and elders, act in harmony as
one united community. The spirit of creation springs continuously
from the deep roots of the area’s natural resources. Marquette
continues to be created anew.
This is an opportunity for the City of Marquette, in partnership
with its regional allies, to both continue and enhance its

commitment to strengthening and protecting its plentiful and
well-regarded creative assets. Through strengthening these
creative assets, nonprofit and for profit, the City will reap the
rewards of engaging more of the community in lifelong activity,
drawing more tourists, generating more small businesses,
attracting and retaining young professional talent. In turn, this
will give Marquette an attractive, sustainable creative community
that is important to employers like Duke LifePoint, Northern
Michigan University, the mining community and others.
These creative assets are as much a natural resource for
Marquette as the shores of Lake Superior and the mines across
the county. Marquette takes great pride in protecting and
preserving its natural resources and community heritage.
Creativity is a resource that needs protection and replenishing as
the new currency of our age of human talent. Creativity fuels our
capacity to express who we are, innovate our future and move
our civilization forward. The return on investment for supporting
these assets is a more inventive workforce, a more vibrant and
growing community and continued business regeneration.
The City of Marquette’s Oﬃce of Arts, Culture and
Creative Economy serves to support, facilitate and grow an
empowered and vital arts, cultural and creative community. It will
do this by being the bridge between the arts community and City
resources and services, actively building partnerships between the
arts community and region-wide organizations, helping the arts
and culture community develop its professional and business
skillset, advocating for the value and contribution of the creative
community, providing a centrally located facility for convening and
for arts activities and promoting City-wide engagement in creative
activities.

From the research, two major initiatives were generated. One
represents the client, the City of Marquette, and the other
represents a public/private partnership opportunity based on
taking the broader perspective of regional impact.

Rationale: The research, including the public and artist surveys,
demonstrated a very strong interest in the creative community
working more collaboratively for the greater good. There have
been fragmented agendas operating for a long time and yet
everyone recognizes the value of working together.
Rationale: There are a lot of creative
enterprises and creatively oriented
activities serving the greater
Marquette area, and they are
considered a significant asset to
attracting businesses, talent, visitors
and new residents to the Marquette
area. It is in the City’s best interest to
ensure that this distinctive quality of
life and economic asset continues to flourish.
In addition, even with very rough numbers, the economic impact
is profound – creative businesses and artists number in the
hundreds and the reported sales from a portion of them are
reaching over $7 million annually. If fully reported, that number
would be considerably higher and the calculated economic
impact quite surprising.
Finally, the City continuing to invest in supporting the creative
industries provides leverage for matching private investment as
well as increased organizational capacity.

Creative enterprises don’t pay attention
to municipal boundaries and neither do
audiences or visitors. With so many
diﬀerent municipalities, it is important to
strategize on the bigger picture; what is
good for the greater Marquette area is
good for the City and vice versa. It is an
integrated and interdependent
ecosystem.
Also, because of traditional funding sources and financial
reporting regulations, often for-profit businesses and nonprofit
organizations don’t relate well to each other. And yet, in the
creative sector, there is opportunity for all to play well together
for the greater goal of increased creative capacity and economic
output for the Marquette area.
Discussion about such a regional alliance should include a review
of long-term funding options, such as a government authority/
millage for sustaining the creative community, as well as a longterm structure such as forming a 501c3.

The public survey respondents wanted to make sure
that arts and culture are included in any community and
economic development planning. Many focus group and
interviewees were concerned that there has never been a
comprehensive economic impact analysis for arts and culture
and so City and regional leadership do not have a measured
value of the sector’s economic contribution. The artist survey
and the creative community collated inventory estimated $7–10
million annual combined revenues, which is a conservative
estimate. Under rigorous measurement, this number would be
much higher and would also translate into number of jobs in the
creative workforce.
(1) Engage in partnerships with NMU, Michigan ArtServe, and
others to measure the economic value of Marquette’s
creative industries – nonprofit arts, for profit creative
businesses, and independent artists – to determine the
value of revenue, number of jobs, and wages value across
the creative economy.
(2) Articulate the economic development rationale for arts,
culture and creative economy including the attraction and
retention of talent, that can be distributed to all
appropriate planning agencies using the artist survey and
asset inventory baseline data.

The City supports an Arts and Culture Division through
its Department of Community Services. This division, through
Tiina Harris and Karl Zueger’s leadership, is highly devoted to its
work, passionately dedicated to serving the artists and
organizations of the creative community and diligent about
advocating for support of the arts and culture sector. Focus
groups and public survey indicated there is confusion as to the
City’s role in arts and culture, between the division and the Arts
and Culture Advisory Committee (ACAC), and its focus in serving
the artistic community. Sixty percent of the artists surveyed
want workshops to improve their area of expertise and 46
percent want to learn how to improve their business skills.
(1) Spearhead ongoing strategic planning and advocacy for
the City’s arts, culture and creative sector.
(2) Continually review City policies and regulations to ensure
they are supportive of the arts and culture sector needs.
(3) Develop and implement a strategy to provide resources
and services that support the business development of the
artists and arts organizations.
(4) Review and manage all of the funding/fee options
available to the arts and culture community, such as

promotional fund, KBIC funds and procedures for fee
reductions/waivers, to develop a coordinated strategy
that is clearly communicated and regularly updated to the
creative community.
(5) Revisit Marquette’s opportunity for more historic building
and historic district designation; explore historic tax-credit
financing.
(6) Revisit current active plans, such as Parks and Recreation
and the 3rd St Corridor Plan, to discuss inclusion of the
role of arts and culture in addressing their goals.
(7) Measure the economic value of Marquette’s creative
industries—nonprofit arts, for-profit creative business and
independent artists—to determine the value of revenue,
number of jobs and wages value across the creative
economy.

(1) Assess existing facilities for arts and culture in Marquette
and develop a long-term facilities plan for City of
Marquette—what needs refurbishing, replacement, new
development. Review capacity levels on an annual basis,
keeping an eye on whether new facilities may be needed.
(2) Develop and administer a public art investment policy for
all buildings under the auspices of the City; help organize a
City appointed Public Art Committee to administer the
public art process.

Culture Department is providing is an important testament to a
commitment by the City to support its arts and culture.

(1) Revise the job description of the Director to reflect the
reframed focus of the Division to include performance
measures, access to community leadership tables,
professional growth opportunities and articulated roles
within community partnerships.
(2) Be active in professional support organizations such as
Americans for the Arts, ArtServe, Michigan Arts Council
and all other applicable organizations; include
membership and attendance at their events in the budget.
(3) Review the handling of arts and culture activity requests
across Community Services to see if there would be
benefits in Arts and Culture Division collating all arts
requests.

The Center has served the artist community and is
generally perceived as a strong asset based on focus groups and
interviews. While most of the people who commented liked the
location in the Public Library, there is some concern about its
visibility and suitability in that location, and the focus of its
activities. A physical center for the resources the City’s Arts and

(1) Partner with local nonprofits and artist associations to
produce and increase programming; Arts and Culture staﬀ
to help develop curatorial committee for exhibition.
(2) Provide communal meeting space for artists, workshop
space for artists.
(3) Serve as a resource location for the artists and arts
organizations; provide a clearing house for information
the creative community needs to better support and
promote themselves.
(4) Design policies for local art exhibits in city spaces, which
includes a clear, congruent curatorial and juried strategy
that the City Arts and Culture staﬀ implements.

(1) Review how the expertise and role of the current
Committee could be useful to a Marquette Area Culture
and Creative Alliance.
(2) Revise mission of current Arts and Culture Advisory
Committee to align with the revised focus of the City’s
Arts and Culture Division.

With regard to youth, 87 percent of the public surveyed
said the City should be supporting arts education in the schools;
83 percent said the City should be advocating for arts education
as a service to the arts and culture community; and 78 percent
said the City should be providing financially accessible youth
programs. Marquette also is seeing a significant influx of older

adults and retirees who are staying active and want to continue
lifelong learning and active participation in community life.
While it is struggling with its budget, as are all communities,
there is a commitment to arts education in the schools,
including providing resources like Kaufman Auditorium. The
DeVos Museum at NMU works regularly with area schools; the
Forest Roberts Theatre casts productions with students and
community members alike. Developing creative talent for
artistic endeavors and entrepreneurship, along with NMU
students, starts in the schools. Marquette is very committed to
its seniors living healthy, productive lives.
(1) Arts, Culture and Creative
Economy Oﬃce works with
MAPS to help develop an
integrated arts education
strategy K-12 that supports
programming by arts and
culture organizations.
(2) Arts and Culture Division
continues to work with the
Senior Services Division of
Community Services to
implement an arts programming strategy that connects
senior services to community artists and other resources.
(3) Form an alliance with NMU to more fully open arts
programming at NMU to the population of the area—at
the college level and adult programming—both audience
and participative.
(4) Form a healthy community task force with Duke LifePoint
to articulate and implement strategies to support a
destination medical center and to foster an active,
walkable downtown to enhance the health of the
community.

The level and caliber of volunteerism for arts and
culture was mentioned numerous times in focus groups and
interviews. Forty-three percent of the public survey respondents
stated they were a community volunteer—higher than the level of
artists, donors, educators or parents. Several of Marquette’s
founding families set a high bar for community philanthropy.
Shortage of organizational staﬀ and the high desire to work
together as a community fosters very high volunteer participation.
These are unique and well-treasured attributes of Marquette’s
quality of life.
(1) Develop a
collaborative
volunteer support
and recognition
program for arts
and culture to
maximize access
and eﬀectiveness,
such as a Business
Volunteers for the
Arts, designed to
connect business
expertise with arts organization’s needs.
(2) Review all of the arts volunteer award activities and
ensure strategic alignment with the mission and goals of
the City Arts and Culture Division.

The creative sector represents a significant portion of
the economy and is often considered integral to tourism, yet it
has no organized support or advocacy structure nor is it
represented within existing planning and advocacy
organizations. Artists have registered concern that rents on both
living and studio workspace are too high and so they don’t have
downtown real estate access to develop and promote their work.
Since 1993, there has been an issue with coordinated and
collaborative activity within the creative community. More than
60 percent of the public survey respondents attend arts festivals
and purchase original craft or art, in addition to the very high
levels of attendance across the spectrum of arts activities,
indicating that access to quality artistic oﬀerings is important to
many people. Seventy percent of the respondents wanted to
ensure that the impact of the creative sector is documented and
that artists have access to technical support workshops. More
than 65 percent want more investment in new artistic
developments, e.g. multi-purpose hall or artist studios. Some
59% percent want more resources and services provided for
independent creatives. The focus groups, interviews, Imagine
Marquette and Parks and Recreation public surveys all showed
substantial interest in a new performing facility that is fully
available to artists at a reasonable cost in a prime location.

(1) Review zoning and other regulations to identify barriers to
artistic and creative enterprise development.
(2) Conduct a study comparing rental rates for housing and
studio space in the Marquette area versus other similar
areas along Lake Superior. Assess viability of developing a
subsidized housing/space plan that would be supportive of
more artists living and working in downtown Marquette;
explore oﬀering ongoing help for artists looking for work/
live space.
(3) Provide an artists’ resource
and services website that
collates information around
planning an event, managing
an event, finding work and
living space. Oﬀer a hotline
for immediate
communication.
(4) Inventory capacities, policies
and costs of existing spaces
for performance, exhibition,
presentation and celebration
in Marquette and provide
information, referral and
facilitation of opportunities
to maximize the use of space
to meet community needs.
(5) Continue to collate information such as the arts and
culture inventory, artist survey, public surveys locally as
well as comparison data with other similar sized
communities. Ensure taking full advantage of the State of
Michigan’s services, such as ArtServe, Cultural Data
Project, etc.

A similar recommendation was a significant feature of
the 1993 plan and was raised time after time in focus groups and
interviews. This concern was raised within the arts/culture
community as well as within DDA, NMU and Marquette County
CVB. More than 90 percent of the public survey respondents said
that an online calendar would be helpful to arts and culture
development. In focus groups and interviews this was the most
repeated need. Comparably sized communities in other parts of the
U.S. offer excellent models.

The research tells us that there are missed
opportunities for all voices representative of an engaged,
committed community to be at the table. Given the impact the
creative community has on the vibrancy of Marquette, this
community is under-represented at the power table of City
management, downtown tourism and regional development, and
around such land use issues as the future of Duke LifePoint.
Additionally, the regional economic development agency, Lake
Superior Community Partnership, is not at present in a working
relationship with the City, nor does the City have an economic
development department. The cultural and creative assets of
Marquette have much to contribute and have not been adequately
represented in regional economic development planning.
One of the largest issues the consultants observed is the need to
connect the dots of community leadership activity, making sure
that everyone is working under the same tent for the same goals.
Combining the resources of agencies committed to delivering an
integral part of making the Marquette economy strong and
sustainable provides an opportunity for commitment to a connected
strategy leveraging all of Marquette’s assets.
This is purposefully a significant and far-reaching recommendation.
The consultants believe that regional cooperation and partnership is
critical to maximizing the potential for the arts, culture and creative
community to make a vital, substantial and sustainable impact on
the future of the Marquette area.
This regional approach should include connecting with the Michigan
SmartZone and Next Michigan initiatives—any initiative that is
working to bring broader partnerships together to grow a more
integrated, healthy region.

The community organizes many celebrations—arts
festivals, winter community activities, a robust downtown activity
calendar and beautification activities—going on in and around
Marquette throughout the year. People love gathering to celebrate
the Marquette community and most of these celebrations include
the arts, food, beverage, connection to nature and interactive
community activity. More than 85 percent of the public survey
respondents mentioned such community activities being important
for Marquette to oﬀer. Interviews and focus groups revealed a
strong commitment to being an integrated, connected community
that celebrates unique diﬀerences with communal respect.

More than 600 citizens responded to the Imagine
Marquette public survey, a significant sample size, indicating
interest in the arts and cultural life of the
community. The March 2014 public survey
highlights include: 1) more than 55 percent
attend festival and other City events annually;
2) more than 85 percent believe that the farmers
market, public library, arts festivals, museums
and heritage trails are important for Marquette
to oﬀer; 3) More than 70 percent recommended
developing all-around entertainment venues,
more live music programming and more national attractions.

NMU has a very strong presence in the community,
drawing from local and national talent. Many alums have started
businesses in the area and hire current students or graduates, and
the NMU Alum sticker is placed with pride in many windows.
However, even though there is interest in staying in the area among
alumni, there is a concern that there is not enough opportunity to
develop business skills and establish a new business. Duke
LifePoint, NMU and other area businesses require strong workforces
engaged in the community, and robust cultural, creative and
outdoor recreation activities are key to attracting talent. “We lost a
couple physicians to retirement but they stay for the quality of
life.” (Interview, November 2013)

The 2004 City Plan, the recent Parks and Recreation
Plan, the 3rd St Corridor Plan and DDA plans on the City website do
not oﬀer economic development planning that integrates arts and
culture strategies. Some 87 percent of
the public survey respondents said that
“ensuring arts/culture is included in the
City’s economic and community
development” is a service that would be
helpful to arts/culture/heritage
development. The evolution of the
regional sustainable food movement,
which included community gardening, as
connected to the development of
Marquette’s “culture” was mentioned in
numerous focus groups and interviews.
People see the culture of Marquette as
inextricably linked to the nature,
cultivation and enjoyment of food.
Marquette has numerous historically designated buildings and the
preservation and protection of these assets was well represented in
focus groups. There was an attempt to develop an historic district
designation a few years ago that was not completed; some people
believe it should be re-visited. More than 70 Percent of the public
survey respondents believe that better coordinated planning with
DDA and CVB will be a helpful service to the arts and culture
community. Finally, the public survey showed that more than 87
percent of the respondents ranked farmers markets, public library
events and arts festivals as important for Marquette to oﬀer.
...(cont’d)...

...(cont’d)...

x

This Master Plan suggests a new mission and
tle for the Arts and Culture Division. In turn,
the Division’s management focus will change.
This is the proposal for the job descrip on of
the Manager, City Oﬃce of Arts, Culture and
Crea ve Economy, which would need to move
through the appropriate City approval process. This is purposely
more detailed than a typical job descrip on to illustrate the
impact of this Master Plan on divisional responsibili es.

x

x

To directly manage the implementation of the City’s mission, and
programs and services related to arts, culture and heritage.
x

x

Work with community partners on developing measurement
tools to assess the economic value of the creative economy,
to include nonprofit arts organizations, independent artists
and for-profit creative enterprises, as determined by current
creative economy definitions.
x Articulate the economic development rationale for arts,
culture and creative economy, including the impact on
attraction and retention of talent, to be distributed to
appropriate planning agencies.

x

Review and maintain an inventory of all City policies that
directly impact the capacity for the arts community to be
successful, e.g. housing and studio space development,

x

x

x

x

empty storefront display opportunities, funding and permit
fee arrangements, etc.
Explore new opportunities for supporting the arts and culture
community, e.g. historic district development, subsidized
artist work/live space, etc.
Provide and maintain an ongoing City resource, e.g. website,
that collates all information on how to work with the City,
including a hotline for immediate needs and inventory of
space availability/scheduling.
Produce a select number of events that are designed as
Citywide celebrations of the creative community in
Marquette, e.g. Halloween Spectacular, Holiday Art Sale, Art
Stroll. These events should, as much as possible, involve the
Oﬃce providing access to City services and promoting the
event, with nonprofit or marketing partnerships carrying out
the programming.
Understand the needs of the local artist community on a
regularly scheduled timeframe, e.g. an annual survey or town
hall meetings.
Develop a City Artist Resources and Services online directory,
serving as a resource to anyone wanting to know about or find
an artist/arts organization.
Develop a public art policy with the City Oﬃce administering
the policy while a City appointed curatorial committee selects
and budgets for the public art, both temporary and
permanent.
Inform and advocate for the artists and arts and culture
community with formal representation at the City and
regional development leadership tables.

Strategize, implement and maintain an artists’ services
program, working in partnership with other individuals and
organizations to program technical support workshops, such
as marketing, fundraising, how to run a business, etc.—i.e.

those services that help the artist and arts organization run
more successful enterprises.
x Provide access and scheduling for communal meeting and
workshop space for the creative community. Form
partnerships with community organizations and facilitate
production and presentation of cultural activities.
x Develop a policy protocol for artists/arts organizations to
submit exhibition requests, to be reviewed and determined by
an appointed curatorial committee and maintain a facility for
presentation of visual and small-scale performing arts.

x
x

Continue the strong nurturing of volunteerism.
Work with MAPS to help develop an overarching arts
education strategy, providing a resource that lists artists and
arts organizations available with quality education
programming for MAPS faculty and staﬀ to access, e.g. a
Mathc.com-like website directory of available communitywide arts education programs.
x Continue to support access to programming for Community
Services, e.g. senior services and parks/recreation.
x Form alliances with NMU, Duke LifePoint and other
institutions to be a resource point for creative services to
support the development of their strategies.

x

Spearhead development of collaborative marketing initiatives
for the arts and culture community and assume significant
leadership in the ongoing activities. Explore this development
moving into a Marquette Area Culture and Creative Alliance.
x Identify the economic development strategic conversations
and ensure arts and culture are part of all of the
conversations.

x

Help develop comprehensive creative talent attraction and
retention plan to incorporate within appropriate City and
regional entities talent strategies.

x

Determining staﬀ resources and budgeted dollars necessary
to deliver the revised mission above.

x
x
x
x

Maintaining all resource and service coordination above.
Scheduling workshops and seminars for artists.
Building relationships with for-profit creative businesses.
Building community partnerships that will be mutually
beneficial for the arts community.
Artist resources and services directory.
Arts education “match making.”
Workshops and seminars for artists.
Building relationships with for-profit creative businesses.
Building community partnerships; strategizing for future
strengthening of the sector.
Reviewing strategic direction on a regular basis.

x
x
x
x
x
x

The Community Services Division will need to review the resource
needs for this repositioned Oﬃce of Arts, Culture and Creative
Economy, determining staﬃng levels, computer capacities, web
development needs, professional development for staﬀ,
professional memberships and other support for ensuring success
in implementation of this new master plan.
With this repositioned focus, there will be new funding
opportunities and these should be explored, potentially with new
collaborations and a regional alliance. New positioning and a
wider approach for the Oﬃce will also require more finely tuned
leadership, with better partnership building, enhanced
accountability for delivering results on the plan and greater
commitment to professional communication.

Marquette and the surrounding region enjoy enormous creative,
cultural, natural and educational assets. Together these assets
form the core of a quality of life and a stable economy rarely seen
among other cities and regions of this size, especially in the postindustrial Midwest. Volunteerism, philanthropy and public sector
commitment have worked to build these assets and make them
available to all. The City has taken an active and leading role since
at least 1993 in mobilizing the arts and cultural resources and
maintaining a healthy and vibrant community.

with other institutional players, businesses and a wide array of
nonprofits and voluntary groups. New strategies and re-focused
leadership are needed in order to maximize the potential of these
assets and move the entire community forward. Quality of life,
civic participation and the health of the local economy will all
benefit from these new approaches. The City’s investment in arts
and culture must be re-purposed and transitioned from direct
program production to supporting, advocating and facilitating
higher-level coordination of and advocacy for the area’s cultural
resources.
Arts and culture are central to the social wellbeing, economic
progress, educational achievement and community fabric of
Marquette. The status quo will not suﬃce. Lack of coordinated
activity among the multitude of arts, culture, heritage,
educational, business and civic eﬀorts will set the community on
a path of decline. Fragmented government direction will limit the
City’s potential. The arts, culture and creative community has an
opportunity to model collaborative development for the vital
success of the greater whole.
The City is at a turning point with respect to support of its
creative community and how that support intersects with the
City’s priorities and investment decisions. In these challenging
financial times, it is imperative to leverage the resources of time,
talent and treasure in new and creatively enriching ways. This
plan does not specifically advocate for increased City dollar
investment in arts and culture. The plan does, however, advocate
for a realignment of those dollars and a focused eﬀort on
fostering partnerships and collaborations that will leverage
smarter investments with greater return. That said, resources
need to be reviewed to ensure staﬀ capacity can meet the
demands of plan implementation.

In recent years, Marquette has reached a plateau. To move
forward, the City must forge new, more productive relationships

Investing in the creative community yields a multiple ROI. First,
leveraging the current creative community assets will improve
capacity of creative enterprises, which will result in more revenue

across these businesses, which will attract more talent to stay/
come to Marquette to set up shop, which will lead to bringing in
more tourists to experience the creative community, which will
be important for all business attraction (professionals want to live
in a vibrant, creative community), which then adds more dollars
to the tax base—and that stimulates a better quality of life and
results in a stronger, more sustainable economy.
Secondly, more sustainable creative assets in a community help
generate a culture fostering increased creativity and innovation
across all businesses and in solving community issues. And
thirdly, a stronger, more varied and vibrant creative community
will enhance regional attractiveness for business, residents and
tourists.
The City’s continued leadership and investment in its arts and
cultural assets is critical. The City of Marquette is the regional
hub of the central Upper Peninsula and the largest city in the UP.
It has a responsibility to be a leader in spearheading the
sustainability and growth of its community’s quality of life and
attraction of talent. Furthermore, the City’s arts and culture office
is designed to support, facilitate and serve a broader coalition of
resources designed to make this area a destination of choice for
visitor and resident alike. This plan recommends a range of
initiatives and ongoing activities that re-position the City and
bring it into a higher level of partnership with other players in the
city and surrounding areas. If the City chooses to ramp up its role
in the creative economy and cultural economic development as
well as build new programmatic and marketing partnerships to
maintain and build a robust creative and cultural scene, the
creative community of the Marquette area will provide a
significant return on investment in terms both of an attractive,
robust quality of life and of sustained economic growth.
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allpeopleswhohaveinhabitedthisspaceformsthecoreof
Marquette’sloveofplace.And,whiletherearechallengesto
itseconomicsecuritywithchangesintheminingandmedical
industries,alongwiththedeclassificationofalargecoalplant,
thereisaresiliencethatspringsforthwithapridethatsays,
“wewillsucceed,”nomatterwhatthecircumstances.Asa
significantcenterofcommerceforMichigan’sUpper
Peninsula,thepeopleofMarquetteembodythestrong,
resilientworkethicofYoopers.

APPENDIXA


THEIDENTITYREPORT
IDENTITYREFLECTIONSONMARQUETTE,MICHIGAN


ThisheartinessofMarquetteresidentshasbreditsselfͲ
reliance—“Wecanhandleanythingweneedtoby
ourselves”—thatislikelybasedonhistoryandtheisolationof
itslocation.Thisfostersacommittedrespectforthelandand
forworkingtogetheroncivicendeavors.TheMarquetteCoͲop
hasbuiltupdemandforalargerstoreandnewlocation,as
wellasbecometheleaderinthesustainablefoodmovement
withitseducationprogramsanddevelopmentofaregional
networkoffoodhubs.Thereisaloveandreverenceforthe
outdoorsnomattertheweather;thenaturalsurroundingsare
embracedandcelebratedatalltimes.TheUP200DogSled
RaceandNoquemononSkiMarathonareevidenceofpride
andjoyinthrivinginacoldandsnowywinterclimate.

BuildingaSustainableCulture
Marquettetakesgreatprideinitshistoryandbeauty,its
qualityeducation,healthcare,recreationalandcultural
assets,selfͲsustainingattitudeandcommitmenttoaddressing
challengestogether.AtthecoreofMarquette’scultureisthe
synergygeneratedwhentheappreciationofbeautyand
creativitycomestogetherwithastrongcivicand
entrepreneurialspiritinthecontextofthepracticalrealitiesof
livinginanisolated,fourͲseasonenvironment.This
convergenceyieldsingenuity,craftsmanship,uniqueproducts,
servicesandexperiencesthatsatisfyresidentsandvisitors
alike.Together,theseprovidethebedrockforeconomic
developmentandrobustcivicengagement.

EvolvingfromHistory

Marquetteiswelcoming—embracingthewholewhile
celebratingthediversityofitsindividualmembers.It’sa
communitythatlikestomakestuff—art,music,furniture,
beer—anddoitwithastyleandcreativitythatisuniqueto
Marquetteandenjoyabletoexperience.Thereisacommunal
interdependencethatspringsfromitsFirstNation’shistory
andtheindependentspiritexistinginaratherbeautiful
location.Thisconnectiontoandrespectfortheland,lakeand

Withapopulationof21,532in2012,Marquetteistheseatof
MarquetteCounty,population67,906,andisthemost
populatedcityofMichigan’sUpperPeninsula.Marquetteisan
importantshippingportonLakeSuperior,primarilyforiron
ore,andistheHomeofNorthernMichiganUniversity.Thecity
alsoincludesareasofsharedjurisdictionwithtwoofthe
UpperPeninsula’sAmericanIndiantribalgovernments.
ʹ

bestcitytoraiseafamilyandasabicyclefriendlycommunity.

IndianshaveoccupiedtheupperGreatLakesregionforabout
12,000years.Theseweremadeupofresidentpeople;
refugees,principallyfromtheAtlanticseaboard;and
temporaryalliesoropponentscomingfromareassouthor
westoftheGreatLakes.Therearenowfivefederally
recognizedtribesintheUP.FourofthetribesareAnishinaabe
OjibwayandoneisPotowatomi.Afulldescriptionofthe
AmericanIndianhistoryofMarquetteisattheendofthis
report.

LivingLongandLearning
ResidentsandtouristsofMarquettelovetolearnand
experiencelifeonalllevels.Theyhaveanappetiteforculture,
forbothtraditionandcreativity.ThePeterWhiteLibrary
brimswithresourcesandeventsalongwiththedozensof
festivals,fairsandcommunitygatheringactivitiesthatearn
theprideofitspopulation.Artisticlearningorganizations
includetheCity’sMarquetteArtsandCultureCenter,Lake
SuperiorYouthTheatre,UPChildren’sMuseum,Regional
HistoryCenterandothers.

Throughoutthe19thcentury,Marquetteboomedwiththe
miningandshippingofironoreandbecamenationallyknown
asasummerhaven.TheGreatLakespassengersteamships
filledthecity’shotelsandresorts.ThroughWorldWarII,the
cityplayedanimportantrolewithitsK.I.SawyerAirForce
Base,whichhassincebecomeSawyerInternationalAirport.
Overtheyears,Marquettehastakengreatprideinitshistory
withthepreservationofitsnaturalandhistoricalassets.

ThegrowthofNorthernMichiganUniversityhasbeencritically
importanttoMarquette.Withover9,000studentsandover
700majorsintheSchoolofArtandDesign,thiscampusmakes
alargeandvaluedcontributiontothecreativeidentityof
Marquette.TheUniversityisinvestedinthedevelopmentof
thecommunity,aswellasinpreparingstudentstolive
creative,inspiredliveswherevertheyland.Facultyandstaff
arestronglyengagedinMarquettethroughextensive
communityinterface.

Marquettecontinuestobeanimportantminingcommunity.
Inaddition,MarquettehasthewidelyrecognizedNorthern
MichiganUniversity,theregionalmedicaldestinationofDuke
LifePoint,andsignificanttouristbusinessthroughallfour
seasons.TheFirstNationscommunityisactive,hasaCenter
withinNMUandisdevotedtomaintainingtraditionsand
celebrations,suchastheannualNovemberFirstNationsFood
TasterontheNMUcampus.

MarquetteGeneral,theDukeLifePointregionalmedical
center,bringsintophealthcareprofessionalswhoteach,
practiceandresearchontheleadingedgeofhealthand
wellness.Throughofferingtheirownresourcesasateaching
hospitalandthroughprogramcollaborationswithNMU,
MarquetteGeneralistakingaleadingroleinhelpingdevelop
lifelonghealthandwellness.

AsthelargestcityintheUP,Marquetteisacknowledgedas
theregionalcenterforhealthcareservices,educational
activitiesandculturallifeandtheepicenterforeconomic
growthandsustainability.Marquettehasreceivedmany
nationalawards,includingfortoptraveldestination,top
locationforretirees,toptownforsportsmen,TreeCityUSA,a

Thiscommitmenttolifelongexperientiallearninghasfostered
acommunitythatisinteresting,attractivetoprofessionals
andretirees,andawiderangeoftouristswhoresonatewith
͵

Inadditiontothenaturalsurroundingsthatsupportthefabric
ofMarquette,thehistoricarchitectureandreverediconic
symbolsprovideitscolorfulweaving.Thelighthouse,the
LandmarkInn,FatherMarquetteandothericonicstructures,
aswellasboththeworkingironoredockandthecurrent
innerharbororedock,tellthehistoryofMarquetteand
portenditsfuture.Marquettewillpreserveandrenewthelife
oftheartifactsittreasures.Themanybuildingsstillstanding
fromcenturiesagomadeofnativesandstoneaddrichcolor
anddevelopmentopportunity.

thewildinventivespiritofMarquette.
IgnitingTheSpiritofCreativeEnterprise
Marquette’shistoryandbeautifulphysicallocationfostera
pioneeringspiritandselfͲdeterminationthatservesasthe
birthplaceofitscreativity.Thenaturalsurroundingsofpristine
forestlandandthemightyLakeSuperiorfeedthecreative
juicesofMarquette.Treasuredactivitiesforboththeathlete
andtherecreationalenthusiastincludeawidearrayofwinter
sports,biking,hikinganduseofthe83milesofpublicaccess
beaches.Peoplearecalmedwith,inspiredbyanddirectly
engagedinthelandandwaterofthearea.Hikingand
watchingtheNorthernLights,kayakingorgettingrejuvenated
reflectingalongthelakeareexamplesofhowpeopleconnect
tothisarea.
Manyculturalpractitionersprovidethebackdropforfestivals
suchasArtontheRocks,HiawathaMusicFestival,Blueberry
Festival,theBluesFest,HarborFestandothers.Livinginsync
withthenaturalsurroundingsaswellasrespondingartistically
tothisenvironmentiskeytobuildingitscreativeeconomy.
Thecommitmenttobeautificationandkeepingthelake
accessibletoallwithanopenandwelcomingharboriscritical
toMarquette’sculture.

ThecommitmenttodowntownMarquetterevitalizationand
the3rdstreetcorridorthatconnectsdowntowntoNorthern
MichiganUniversitybringpalpableexcitementtothespirit
andeconomyofthearea.Thisincludesnotonlythenonprofit
artisticenterprisesemanatingfromNMU,butalso
incorporatesnewcreativeenterprisessuchasbreweries,
restaurantsandgalleries.DowntownMarquetteisavibrant,
vitalandcharacterͲfilledareapulsingwithpotentialand
opportunity.TheMarquetteBeautificationCommitteehas
spearheadedinnumerableprojects,includingtheflowers
alongFoundersLanding,andtherestorationoftheFather
Marquettestatueontheharbor.Theyarededicatedtothe
aestheticdevelopmentandcharacterofMarquette.

Thereverencefornaturalsurroundingsandhistorical
preservationisevidencedinthedevelopmentoftheRegional
HistoryCenter,ShirasPlanetarium,MaritimeMuseumandthe
culturalandcommunitycenterpiecethatisthePeterWhite
Library.Heritageisanintegralpartofrecreationalandculture
activities,asevidencedintheLakeSuperiorTheatreatthe
lakeshoreboathouse,theIronOreHeritageTrail,PresqueIsle
ParkandalloftheactivitytakingplaceintheLowerHarbor.

Thereisavitalityimbuedinthehighnumberofartsand
cultureofferingspercapita.Marquetteresidentsenjoytheir
music,theatre,danceandvisualartsthroughouttheyear.
BothindependentnonprofitorganizationssuchasMarquette
CityBand,MarquetteSymphony,LakeSuperiorArtists
Association,MarquetteFolkDancers,MarquetteSymphony
andforͲprofitgalleriesandmusicvenuesofferaverywide
rangeofactivities.
Ͷ

Marquette’svibrancyandcapacitytoimagineabrightand
sustainablefuturecanbepartiallyattributedtothegenerosity
andlongͲtermcommitmentofitsphilanthropicheritage.
Manyofthosewhogeneratedwealthintheareaacentury
agoreͲinvestedinthedevelopmentofMarquetteovermany
yearsandtheirongoinggenerationscontinuetodoso.
Concurrently,thosewhohavebroughtnewwealthtothe
communityinvestinitscharacterandgrowthbecauseofthe
loveandreverencetheyhaveforthearea.Thereisastrong
public/privatepartnershipingivingtothecommunity—many
individuals,businessesandfoundationssupportactivitieswith
sponsorships,auctionprizesandvolunteerhelp.

Inadditiontotheprivatenonprofitorganizations,artistic
offeringsemanatefromtheSchoolDistrict’sKaufmanTheatre
andNMU’sDeVosMuseumandForestRobertsTheater.
BusinessescreatedbyartanddesigngraduatesofNMUare
dottedaroundthearea,suchasthestudiosofBikeFurniture
Design,BethMillnerDesign,RisakPottery,thePresqueIsle
StationandtheStudioGallery.Theirartworkisunique,related
tothenaturalsurroundingsandofferingadistinguishing
visitorexperience—nottomentiontheincreasingvalueof
marketingMarquetteingenuityaroundtheworldthrough
onlinepresence.
Marquettefostersaveryinterestingintegrationofartwithin
itsbusinessenvironment.Alargepercentageofrestaurants,
barsandothercommunitygatheringplaceshostgalleriesand
liveperformanceonaregularbasis.Thisactivityprovidesa
salesvenuefortheartistsaswellasanappreciationforthe
creativesensibilitiesoftheMarquettearea.

Marquette’sfuturewillbefirmlyembeddedinthestrengths
andassetsthathavebroughtitthisfar.Capitalizingonthe
community’sdistinguishingassetsandcharacteristicsof
creativity,Marquettewillyieldaquadruplereturn:improving
thecommunity’ssocial,economic,creativeandenvironmental
capital.ThepeopleofMarquettewillcontinuetoinspire,
educate,sustainandcareforthevaluestheycherish.These
valuesincludereverencefornaturalsurroundings,an
interdependentselfͲreliance,respectforhistory,living
authenticallyandprideincommunityaccomplishment.
Marquettewillinventwhatitneedswhenitneedsit.Asa
resilient,practicalyetvisionarycommunity,thepeopleof
Marquettewillhavetheattitudetowalkitspathinitsown
uniqueway.Marquetteisagenuinelyauthenticcommunity
andwillnotwaverfromthatdedicationasitcreatively
imaginesitsfuture.

ImaginingaVibrantFuture
Inrecentyears,MarquettehasreͲimagineditselftoincludea
recognizedhighͲqualityhavenforartistic,creativeenterprises;
aregionalsustainableculturehub;andaninteresting
experientiallearningenvironmentforresidents,retireesand
touristsalike.
Thelifeattitude,physicalassetsandculturalsensibilityof
Marquettewillensureitsdynamic,inventivefuture.The
ongoingrevitalizationofdowntown,theharborareaandthe
NMUcampusisbringingmoreretireesandyearͲroundvisitors
tothearea.Thisinturnwillsupportmorecreative
entrepreneurshipandcontinueMarquette’spremierposition
astheepicenterofMichigan’sUPlife.
ͷ

TheAnishinaabekmigratedtotheGreatLakesRegionfrom
theeastcoastofNorthAmericasometimebeforeEuropeans
arrivedonthiscontinent.Thismigrationtookplaceoverthe
spanofabout500years.BeforethatAnishinaabekmigrations
andothermajorlifeeventswererecordedaspartofthe
WallumOlam.TheWallumOlamspansover100generations
andincludesrecordofagreatflood(http://www.ojibwe.org).
AccordingtotheGreatLakesIndianFisheriesandWildlife
Commission(GLIFWC)(2007),theoriginalnameforthearea
nowknownasMarquette,MichiganisOzaagii
Akawaabiwiningwhichtranslatesroughlyas“ThePlaceWhere
YouSeePeopleLandingfromtheLake”(translationbyNMU
AnishinaabemowininstructorKennPitawanakwat).

AmericanIndianHistoryComponentforMarquetteIdentity
Statement
ByDr.MartinReinhardt,2014
AccordingtoCleland(1995),“archaeologicaldataindicatethat
IndianshaveoccupiedtheupperGreatLakesregionforabout
12,000years”(p.11).Hegoesontosaythat“archaeologists
arbitrarilydividethelongcontinuumofculturaldevelopment
intofourepisodes”(p.12).Theseepisodes,oreras,include
PaleoͲIndian(12,000B.C.–8,000B.C.),Archaic(8,000B.C.–
1,000B.C.),Woodland(1,000B.C.–1650A.D.),andHistoric
(1650A.D.–present)(Cleland,1995,p.12Ͳ13).Cleland(1995)
explainsthatthearchaeologicalevidencefromthelate
woodlanderaislinkedtothreemajorculturaltraditions
includingtheSiouanͲspeakinggroups,IroquianͲspeaking
groups,andtheAlgonquianͲspeakinggroups(p.25).

TheAnishinaabekfirstencounteredFrenchexplorers,traders,
andmissionariesinthemidͲ1600s.Frenchmissionaryrecords
indicatethattheywereintheBawatingareain1641and
proceededtomovefurtherwestintoLakeSuperiorthatsame
year(Tanner,1987,p.29;Danziger,1979,p.27).The
AnishinaabekofOzaagiiAkawaabiwiningencounterednonͲ
Indianpeoplemanytimesbetween1641and1859when
Marquettewasfirstincorporated.

AccordingtoTanner(1987),“theIndiansinvolvedinthe
historyoftheGreatLakesRegioncanbedividedintothree
classes:(1)theresidentpeople,(2)refugeesprincipallyfrom
theAtlanticseaboard,and(3)temporaryalliesoropponents
comingfromareassouthorwestoftheGreatLakes”(p.2).
ShegoesontoexplainthattribeswithhomelandsintheGreat
LakesRegioninclude:theLeagueoftheIroquois(Mohawk,
Oneida,Onondaga,Cayuga,andSeneca),Huron(alsocalled
Wyandot),theAnishinaabeThreeFiresConfederacy(Ojibway,
Ottawa,andPotawatomi),Menominee,Mesquakie,Sauk,HoͲ
Chunk(alsocalledWinnebago),Kickapoo,Mascouten,Miami,
andShawnee(p.2).TheUpperPeninsulaandmostofthe
LowerPeninsulaoftheareanowknownasAlgonquianͲ
speakingpeoplespopulatedMichiganwhenEuropeanpeoples
arrivedintheRegioninthe1600s(Tanner,1987,pp.26Ͳ27).

AlthoughtheFrance,GreatBritain,Canada,andtheUnited
StateshaveallclaimedportionsoftheGreatLakesRegion
(Tanner,1987,p.54),itisstillconsideredthetraditional
homelandsforthetribalnationsthatlivedherepriorto
colonization.AlthoughsomeoftheTribesfoughtfororagainst
thecolonizingforces,theTribeshaveneverbeencollectively
consideredconquerednations.Infact,manyoftheTribes
maintaintreatyrelationswiththeUnitedStatesandorCanada
today,andcertainlandclaimsarestilldisputed.
TherearenowfivefederallyrecognizedtribesinMichigan’s


UpperPeninsula.FourofthetribesareAnishinaabeOjibway
(BayMillsChippewaIndianCommunity,KeweenawBayIndian
Community,LacVieuxDesertBandofLakeSuperiorChippewa
IndiansandtheSaultSte.MarieTribeofChippewaIndians)
andonetribeisPotawatomi(HannahvillePotawatomiIndian
Community).TheKeweenawBayIndianCommunityandthe
SaultSte.MarieTribeofChippewaIndianshavereservation
propertiesinand/orneartheCityofMarquette
(Michigan.gov).
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x CityhasmadeaninvestmentinArtsandCulture,
includingArtsandCultureAdvisoryCommittee,center,
staff.
x Youngpeopleareahighpriority;communityarts
programmingandculturalprogrammingstrongin
schools.
x Leveloflocalentrepreneurshipandcreativesmall
businesseswithuniquecharacter.
x Traditionoflocalphilanthropicinvestment.
x Commitmenttosustainableliving;regionalfoodhubs,
communitygardening.
x Pioneeringspirit—wildandinventive.
x Strongsenseofplaceandqualityofliving.
x Tensionbetweentheoldandnew;bringinginnew
ideasversusretainingthehistorical.
x TensionbetweenCity,Township/County;City
landlocked.Thisaffectsartistsandsmallbusinesses;if
nonͲCityresidentitlimitsparticipationingovernment.

APPENDIXB


ASSETSANDCHALLENGES
MARQUETTEMASTERARTSANDCULTUREPLANNING
ASSETSANDCHALLENGESSUMMARY
AsofMarch30,2014


AssetsoftheCommunity
x Importanceofrecreationalamenitiesduringall
seasons.
x DedicationtoMQT’sheritage,commitmentto
sustainabilityinallforms,historicalrootsthe
underpinningofall.
x Downtownhasmaintainedintegrityandauthenticity;
burgeoninggrowth.
x NMUveryimportant;manyNMUgraduatesdesireto
stayincommunity.
x DukeLifePointregionalmedicalfacilitybringsgood
jobs,peopleseekingactiveandintellectuallifestyles,
goodhealthcareforall;strongmedicaldestination.
x BothNMUandDukeLifePointrecruiteducated
workforceswhoappreciatehighqualitycommunity
assets.
x Greatcommunityengagement—wantopinionstobe
sought,heavyvolunteerism,strongservice
organizations.

AssetsofArtsandCulture
x Naturalsurroundingscriticaltoartisticlifestyle:lake,
woods,heritagetrails.
x Artistswanttolivehere,butcan’talwaysmakealiving
here(surveyshowsthatmorethan60percentgethalf
orlessoftheirincomefromtheirart($5,000orless
annually).
x Artsandculturecriticaltoandsupportedby
revitalizationofDowntown;strong,active,visionary
DDA.
x Prideinwhatarts/culturebringstoMQT,residentsand
tourists.
x LibraryisconsideredcriticalculturalassetforMQT.
ͺ

x Artsandcultureassetslinkedtoartisanalfood/culinary
andgardeningmovements.
x DistinctiveprogrammingofNMU
art/design/communicationstudentsandgraduates.
NMUalumsignageadistinctiveplus.
x Involvementinhistoricarchitectureandpreservation,
beautification.
x Uniquespaces,suchasboathouse,maritimemuseum,
restaurants/bars.
x Qualityofartisticandculturalworkveryhigh.
x Coordinatedactivitiessuccessful,especiallyfestivals
anddowntownevents.
ChallengesfacingCommunity
x Locationofhospital,miningtrucking,WEenergies
powerplant.
x RelationshipwithNUMhastrickybalancebetween
leadingandsupportingtheCity.
x DifferencesexistbetweenEastandWestEndsofCity.
x Whattodowithharbororedock.
x Notaddingtopopulation.
x Limitedjobmarket.
x Growingseniorpopulation.
x Schoolenrollmentdropping.
x Keepingupwithinfrastructureneeds.



ChallengesfacingArtsandCulture
x WhatroleshouldtheCity,ArtsCultureAdvisory
Committeeplay?Advocate,supportinfrastructure,
program?
x Artistsneedtobebettermarketed/moreaudience
development.
ͻ

x MoreartneedstobevaluedforpurchaseonayearͲ
roundbasis
x Businessdoesn’treally“get”theartist/maker
economy.
x Strongvolunteerismcanmeannotenoughinvestment
instaff.
x Moreawarenessofartsandcultureevents.
x ThepurchaseoftheArabesquetenthasnotbeen
successful.
x LackofrealsupportandcollaborationbetweenDDA,
MACC,downtownculturalinstitutions.Lackof
cohesioninculturalcommunity;notworkingaswell
togetherastheycould.
x MACC’slocationlimitsactivitiesandaccess.
x Artistsneedprofessionaldevelopmentopportunities.
x Citydoesn'tknowwhatitwantstodo;wantsmore
eventsbutdoesn’twanttoruinthegrassatthe
harbor.
x Needmorespace,particularlyperformingspace.
x Costofrealestatetoliveandtowork.
x Artsandcultureisnotalwaysinvitedtocommunity
leadershiptable.


respondents,35percenthavebeeninMarquette31yearsor
more.Some56percenthadhouseholdincomeoflessthan
$75,000.

APPENDIXC


SurveyResults

PUBLICSURVEYRESULTS

Whenaskedaboutthemostimportantattributesoflivingin
theMarquetteArea,97percentofsurveyrespondentsranked
LakeSuperiorasimportantorveryimportantand96percent
citedthenaturalenvironment.Thisconfirmsthestrong
expressionofthispriorityheardincommunityfocusgroups
andinterviews.Thirdintherankingsat89percentwerearts
andculturalactivities,followedcloselybyrecreational
opportunitiesat87percent.Lifestyle,peopleandeducational
opportunitiesallratedinthelow80percentrangewith
history,heritageandhistoricplacesrankedimportantorvery
importantby77percent.Lessimportantbutstillhighlyrated
wereprofessionalcareeropportunitiesandopportunitiesto
develop“one’sownthing,”bothat68percent.Other
attributeslistedbysmallerpercentagesincludedsafety,food,
music,affordabilityandenvironmentalawareness.

May15,2014
NARRATIVESUMMARY

SurveyingthepublichasbeenanimportantpartofCity
planningactivitiesinMarquette.AspartoftheMasterArts
andCulturePlan,apublicsurveywasconductedto
understandcitizen’sthoughtsonlivingintheMarquetteArea,
thecurrentartisticandcreativeofferingsandwhattheywould
liketoseeinthefuture.Thesurveywasadministeredthrough
theCityofMarquette’sArtsandCultureDivision.TiinaHarris,
theCommunityServicesManagerforArtsandCulture
managedthesurveyprocess.Thesurveywasdistributed
February5andclosedonMarch7.Therewereanimpressive
617responsestothepublicsurvey.

Arts,cultureandheritageactivitiesinwhichpeople
participatedwereledbyartsfestivals(64percent)andevents
atthepubliclibrary(64percent).Ahighpercentageofpeople
purchasedoriginalartandcraftobjects(60percent).Similar
numbersattendedmuseumsandeventsatNorthernMichigan
University(57percentforboth)and56percentparticipatedin
specialeventsorfestivalstheydidn’tconsiderinthearts.
Thoseindicatingtheyusedheritagetrails(54percent)were
followedcloselybythoselisteningtomusicininformalvenues
suchasabar(53percent)andthoseattendingcommunity
theater(53percent).Justunderhalf(48percent)readnovels,
playsorpoetrywithalessernumberlisteningtotraditional

ProfileofSurveyRespondents
Morethan60percentofthesurveyrespondentswerefrom
theCityofMarquette;65percentwerefemale.Givenwhois
involvedintheartscommunity,itwasnosurprisethat55
percentwereover55yearsold.Thereisahighdegreeof
learningthroughouttheMarquettecommunity;46percent
hadafourͲyeardegreeand33percenthadagraduatedegree.
ThepopulationmixofMarquettewasreflectedinthesurvey
with62percentoftherespondentslivinginoneͲortwoͲ
personhouseholds.Marquetteenjoysarelativelystableand
committedcommunityofpeoplewholovetolivehere.Ofthe
ͳͲ

Radioingeneral,andMiningJournalhadsimilarrankingsat65
percentand64percent,withMiningJournalcitedby38
percentasmostimportantwhileradiowasmostimportantto
33percent.Othersourcesofinformationatmorethan50
percentweretheMarquetteArtsandCultureCenter(61
percent),emailsfromartsgroups(61percent),television(56
percent)andtheCityofMarquettewebsite(51percent).The
MarquetteCountyTravelandVisitorsBureaugarnered43
percentimportantandveryimportantrankings,splitalmost
equallybetweenthetwo.Thisearnedarelativelyhigh
ranking,assumingtheBureautailorsitsinformationfor
visitorsandsurveyrespondentsrepresentresidents.

music(36percent)orclassicalmusic(33percent).Similarly,
aboutoneͲthirdlistenedtoorwatchednoncommercialradio
orTV(32percent),listenedtopopularmusic(32percent),
participatedinspecialtyfoodproductionorpreparation(32
percent)andlistenedtoothermusic(31percent).Some
respondentsalsoparticipatedinhandsͲonclasses(27
percent),performanceorexhibitionoftraditionalcultures(27
percent)anddance(23percent).Fewerattendedliteraryor
poetryreadings(11percent).
MarquetteArearesidentsexhibitprettyeclecticinterestsin
theirculturalparticipationpatterns.Whenaskedtoindicate
thekindofeventsthatareimportantforMarquettetooffer,
thefarmersmarketrankedhighestat89percent.Other
importanteventsandactivitiesincludedthoseatthepublic
library(87percent),artsfestivals(87percent),historical
museums(86percent)andheritagetrailsandhistoricvenues
(85percent).Closebehindthose,bothat85percent,are
visualartmuseumsandtheChildren’sMuseum.Artisanfood
andbeveragefestivalswerecitedasimportantby81percent
andartsmarketsby80percent.

Asinmostcommunities,preferredcommunicationvehicles
remainaneclecticmix,withformssuchassocialmediaand
websitesgrowinganddirectmaildecliningbutstillimportant.
Directmailwasimportantorveryimportantforatotalof38
percent,ofwhich14percentindicateditisveryimportantand
24percentsaiditwasimportant.For34percent,directmail
wasneutral,thehighestneutralratingofanysource.
FarmorepeopleintheMarquetteAreafeelthatvariousarts
andculturalactivitiesareimportanttothecommunitythan
whoparticipateinthoseactivities.Forexample,64percent
indicatedtheyhaveparticipatedineventsatthepubliclibrary
yet87percentfeelthoseeventsareimportantorvery
important.Thepatterncontinueswith53percentsayingthey
participateinyouththeaterand53percentincommunity
theater;78percentand79percentsaythoseactivitiesare
importantorveryimportanttothecommunity.Whileonly32
percentsaytheyparticipateinpopularmusic,69percentsaid
itwasimportantorveryimportanttohavepopularmusic
availableinthecommunity.Musicofvariousformsis
importantorveryimportanttoastrongmajority,traditional

Thewayspeoplelearnaboutculturalactivitiesinclude
personalrecommendationsandinvitationsthatwerecitedas
importantorveryimportantbyatotalof82percent.Social
mediaattractedahigherpercentageofthosewhofinditvery
important(52percent)versus50percentforpersonal
contacts,reflectingthechangingmedialandscape.Social
mediawasimportantorveryimportantfor77percentwith
postersorfliersreceivingthesametotal(77percent)butfar
fewergaveaveryimportantresponse(36percent)forposters
andfliers.Thepublication,MarquetteMonthly,rankedfourth
asasourceofinformationonartsandculturewithatotalof
72percentbutahighveryimportantresponseof45percent.
ͳͳ

musicby78percent(withactualparticipation36percent),
classicalmusicby72percent(withactualparticipation33
percent),popularmusic69percent(withactualparticipation
32percent).Artsmarketswereconsideredimportantorvery
importantby80percentandcraftfairsby71percent.Sixty
percentofrespondentsindicatedtheyhadpurchasedoriginal
artorcraftworkwithinthepastyear.Peoplevalueartsand
cultureinvariousforms,whetherornottheydirectly
participateinthem.

percent,wasanonlinecalendarforallartsandcultureevents.
Acomprehensiveinformationserviceisclearlyimportantto
residents.Surprisingly,aclosesecondpriority(87percent)is
toensureartsandculturearepartofthecity’seconomicand
communitydevelopmentplanningandwork.Whileacalendar
isdirectlyhelpfultotheaveragepersonparticipatingin
culturallife,municipalstrategiesrelatedtoeconomic
developmentseemlessdirectlyrelevanttopeopleonadaily
basis.Nevertheless,thisrankedhigh.

Inregardstofutureartsandculturedevelopment,the
greatestpercentageofrespondentsrankedasveryimportant
thebuildingofanallͲpurposevenuefortheartswith49
percentsharingthishighestpriority.However,buildingsucha
centerrankedthirdoverallwhencombiningthosecallingit
importantandthosecallingitveryimportant.Bringingmore
nationalarts/cultureattractionsandmorelivemusicboth
garneredthegreatesttotalwith78percentwhoratedthese
importantorveryimportant.MoreallͲaroundentertainment
venueshad71percent,withmoreprogramsthatconnectart
andnatureat68percent.

Advocatingforartseducationwasapriorityfor83percent;
providingartseducationopportunitieswasapriorityfor82
percent.Foracommunitythatvaluesitsyouthandeducation
ashighlyasMarquette,thisisnotasurprise.Nonetheless,it
hasnotpreviouslybeenexpressedasaculturalcommunity
prioritythisstrongly.Surveyrespondentsalsoexpresseda
desiretocommunicatetheirconcernswith81percent
indicatingitwasimportantorveryimportanttoadvocatethe
importanceofthecreativesectortopublicofficials.
Asimilarnumber(80percent)advocatedthatarts
organizationscoordinatemarketingactivities.Theongoing
town/gownchallengewithNorthernMichiganUniversitywas
importantorveryimportantto78percent,whofeltthat
betterconnectionsneedtobemadewithactivitiesatthe
University.Providingopportunitiesfordirectparticipationin
artsprogramswascitedby77percentandproviding
resourcestoorganizationstosupportprogrammingby76
percent.Alsogarnering76percentwasattractingand
retainingartistsandcreativeworkers.Coordinatingplanning
withtheDowntownDevelopmentAuthorityandconnecting
withtheCountyCVBattracted74percentand71percentas
importantorveryimportant.

Agreaterthan50percentrankingofimportantandvery
importantwasgiventoworkshopspaceforcrafts(64
percent),outdoorlivetheater(63percent),morechildren’s
programs(62percent),moreheritageactivities(58percent)
andmorerehearsalvenues(52percent).Otheractivities
prioritizedbyfewerthan50percentincludedenvironmental
projects,morevisualartsspaces,affordablestudiospaceand
afilmfestival.
MarquetteArearesidentswereaskedtoweighinonwhat
servicestheybelievedwouldbehelpfultoadvancearts,
culture,andheritagedevelopment.Thehighestpriority,at90
ͳʹ

2014andclosedonMarch7,2014.Therewere617responses.

ThecommunitywasalsoaskedaboutspecificthingstheCity
shoulddotoassistartsandculture.Thehighestranked
activityat87percentwassupportingartseducationin
schools.Second,at85percentwasprovidinganonlinearts
andculturecalendar.Continuingsupportforthespaceand
activitiesofMACCat80percentwasthird,followedby
marketingandpromotionforMACCat78percent.Rounding
outthetopfiveat78percentwasprovidingaccessibleyouth
programs,resultingintwoofthetopfiverelatedtoyouthand
schools.

Thisisthenumerateresponsesummary,andthereisalsoa
narrativesummary.Whereratingswereapplicable,the
responsesummaryaddedupthepercentagesof4sand5s—
ImportantandVeryImportant—together.The()foreach
questionindicatesthenumberoftotalresponsestothat
question.Thenumbersin()nexttothepercentages
representtherankingofthatresponseintheVeryImportant
category.


Manyrespondents(76percent)feltthatprovidingdirect
financialsupportforartsandcultureisimportantorvery
importantand75percentwanttoseegreateraccesstoarts
andcultureactivitiesforthosewithlimitedmeans.Other
activitiesabove50percentincludedworkshopsandtechnical
support,reducedfeesforartsandculturalevents,moneyfor
newartisticdevelopmentsandresourcesforindependent
creativeartistsandentrepreneurs.

1. Importancetoyouofthefollowingaboutlivingin
MQT?(609)
a. LakeSuperiorandHarbor.......................97%(1)
b. Woodsandnaturalsurroundings..........96%(2)
c. Artsandcultureactivities.......................89%(3)
d. Recreationalopportunities.....................87%(4)
e. Thelifestyle...................................................84%
f. Thepeople....................................................82%
g. Educationalopportunities............................81%
h. History,heritageandhistoricplaces............77%
i. Professionalcareeropportunity...................68%
j. Opportunitytodevelopyour“ownthing”...68%
k. Other,inorderof#ofresponses

GiventhatmostpeoplefeltthatbuildinganallͲpurposevenue
fortheartswasimportantorveryimportantinanearlier
question,anoticeablylowtotal(38percent)feltitwas
important(18percent)orveryimportant(20percent)to
relocatetheMACCtoitsownbuilding.Thisquestionalso
broughtthehighestpercentageofthoseindicatingitwasnot
atallimportant(14percent).Whilemostcitedaneedfora
newartspace,itwasinterestingthatveryfewfeltitwas
importantforMACCtorelocatefromitscurrentspaceinthe
library.

i.
ii.
iii.
iv.
v.

DATASUMMARY
ThissurveywasmadeavailabletothepubliconFebruary5,
ͳ͵

Safety
Food
Music
Affordability
Environmentalawareness

7
6
4
3
3

3. Whicharts/culture/heritagehaveyouattendedpast
12months?Orderof%(607)
a. Artfestivals...................................................64%
b. Publiclibraryevents......................................64%
c. Purchasedoriginalart/craft..........................60%
d. Artmuseums/galleries..................................58%
e. Museum........................................................57%
f. AttendedartseventsatNMUcampus.........57%
g. Specialevents/festivalsotherthanarts.......56%
h. Usedheritagetrails.......................................54%
i. MusicinanonͲtraditionalvenue,e.g.bar....53%
j. Communityorprofessionaltheatre.............53%
k. Readnovels,plays,poetry,etc.....................48%
l. Traditionalmusic...........................................36%
m. Classicalmusic...............................................33%
n. NonͲcommercialcommunityradio/TV.........32%
o. Popularmusic................................................32%
p. Specialtyfoodproduction/preparation........32%
q. Othermusic...................................................31%
r. Handsonartsclasses/workshops.................27%
s. Performance/exhibitionofethniccultures..27%
t. Dance............................................................23%
u. Literaryorpoetryreadings...........................11%
v. Other:
i. Jazzandbluesmusic
ii. Farmersmarket
iii. Beerfestival
iv. Churchevents
v. Pleinairpainting
vi. Recreationaltrails
vii. Bookclub
viii. 100DayArtProject

2. HowyouconnectwithMQT’sculturalcommunity
(605)
a. Interestedcitizen..........................................81%
b. Audiencemember.........................................70%
c. Communityvolunteer...................................43%
d. Donor............................................................32%
e. Amateurartist,performer,writer,etc.........31%
f. Studentorparentofstudent........................30%
g. Professionalartist,performer,writer,designer
orothercreativeworkers............................23%
h. Educatororteachingartist...........................19%
i. Boardmemberarts/culture/heritage
organization..................................................16%
j. Businessleader,ownerormanager
ofnonͲcreativebusiness................................9%
k. Staffofarts/culture/heritageorganization...8%
l. Owner/managerofacreativebusiness
withemployees.............................................8%
m. Economicorcommunitydevelopment
professional....................................................3%
n. Publicofficial..................................................2%
o. Other:
i.
ii.
iii.
iv.

Gov.’sboardmemberMIArtsCouncil
Adultstudent
Justmovedhere
BoardPres.ofnonͲcultural
philanthropicorganization
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5. Rateimportanceofinformationservices(599)
a. Personalrecommendation/invitation....82%(2)
b. Socialmedia............................................77%(1)
c. Posterorflier..........................................77%(3)
d. MarquetteMonthly................................72%(4)
e. Radio.............................................................65%
f. MiningJournal..............................................64%
g. MACC(visitorprinted).................................61%
h. Emailsfromlocalarts/cultureorgs...............61%
i. Television......................................................56%
j. CityofMarquettewebsite............................51%
k. MarquetteCountyTravelandVisitors
Bureau...........................................................43%
l. Directmail.....................................................37%
m. Other:

4. Whicharts/culture/heritageactivitiesareimportant
forMQTtooffer?(611)
a. Farmersmarket.......................................89%(1)
b. Publiclibraryevents................................87%(2)
c. Artsfestivals............................................87%(3)
d. Historicalmuseums.................................86%(4)
e. Heritagevenues/trails.............................85%(5)
f. Visualartmuseums.......................................84%
g. Children’smuseums......................................84%
h. Artisanfood/beveragefestivals....................81%
i. Artsmarkets..................................................80%
j. Youththeater................................................79%
k. Adulttheater.................................................78%
l. Traditionalmusic...........................................78%
m. Classicalmusic...............................................72%
n. Craftfairs.......................................................71%
o. Popularmusic................................................69%
p. Othermusic...................................................67%
q. Otherdance..................................................55%
r. Ballet.............................................................54%
s. Moderndance...............................................54%
t. Other:
i.
ii.
iii.
iv.
v.
vi.

i. NMUorPWPLwebsite
ii. Librarycalendar
iii. Eventspecificsites

Culinaryexperiences
Publicandprivategardening
Authorevents
Outdooractivities
Studiospace
Publicarts
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7. Whatserviceswouldbehelpfulto
arts/culture/heritagedevelopment?(590)
a. Provideonlinecalendar:allarts/cultureevents
.................................................................90%(1)
b. Ensurearts/culturedevelopmentincluded
inCity’seconomic&community
development...........................................87%(2)
c. Advocateforartseducation...................83%(3)
d. Provideartseducationopportunities...........82%
e. Advocateimportanceofcreativesector
topublicofficials...........................................81%
f. Coordinatemarketingfor
artsandcultureactivitiesinthearea...........80%
g. BetterconnectionwithNMU’sarts
offerings........................................................78%
h. Provideopportunitiesfordirectparticipation
inartisticendeavors......................................77%
i. Provideresourcesandservicesfor
organizations
todeveloptheirprograms...........................76%
j. Attractandretainartists/creativeworkers..76%
k. CoordinateplanningwithDDA.....................74%
l. ConnectwithMarquetteCountyTravel.......71%
m. Documentimpactofthecreativesector......71%
n. Provideresourcesforindividualcreatives....68%
o. Reducebarrierstoculturalparticipation......67%
p. Other:

6. Whatarts/cultureactivitiesshouldMarquette
develop?(601)
a. Bringingnationalarts/cultureattractions....78%
(2)
b. Morelivemusicprogramming................78%(3)
c. BuildinganallͲpurposevenuethatis
inexpensivetorent.................................73%(1)
d. MoreallͲroundentertainmentvenues...71%(4)
e. Moreprogrammingconnectingart&
nature............................................................66%
f. Workshopspaceforcrafts,
suchaskiln,sinks,storage,dancefloor,etc.64%
g. Outdoorartprogram....................................63%
h. Morechildren’sprogramming......................62%
i. Morelivetheatreprogramming...................60%
j. Moreheritageorientedactivities.................58%
k. Morerehearsalspacevenues.......................52%
l. Other:
i.
ii.
iii.
iv.

Environmentalprojects
Morevisualartsspace
Affordablestudiospace
Filmfestival

i. AccesstoNMUfacilities
ii. Connectiontofood/gardens
iii. Moregrants
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9. Residentof:(601)
a. CityofMarquette..........................................60%
b. ChocolayTownship.......................................11%
c. Marquettetownship.....................................11%
d. Other.............................................................20%

8. WhatshouldCitybeprovidingto
arts/culture/heritage?(684)
a. Supportartseducationinschools..........87%(1)
b. Comprehensiveartsandculturecalendar
viaonlineaccess.....................................85%(2)
c. Continuetosupportlocationandactivities
oftheMACC............................................80%(3)
d. Providemarketing&promotionofMACC....78%
e. Providefinanciallyaccessibleyouth
programs.......................................................78%
f. Providedirectsupportforartsandculture
activities,i.e.grantstoartists,arts
organizations,festivals..................................76%
g. Providegreateraccesstoculturalopportunities
forthosewithlimitedmeans........................75%
h. Helpnonprofitorganizationsbyproviding
accesstotechnicalsupport,workshops
andotherresourcesandservices.................71%
i. Subsidizearts&cultureeventsbyproviding
freeorreducedpermitfees..........................68%
j. Investorassistinfindingmoniesfornew
artisticdevelopments,suchasmultiͲpurposeor
artiststudios.................................................68%
k. Provideresourcesandservicesforindependent
creativebusinesses.......................................59%
l. Supportaffordableartisthousingand
studiospacedowntown................................51%
m. RelocateMACCtoitsownbuilding..............38%
n. Other:
i. Newperformingvenue
ii. ImproveCitywebsite
iii. MACCasfacilitatorformakingthings
happen;notownprogramming

10.Gender:(596)
a. Female...........................................................65%
b. Male..............................................................35%
11.Ages(598)
a. Under25.......................................................12%
b. 25–34............................................................20%
c. 35–44............................................................11%
d. 45–54............................................................19%
e. 55–64............................................................21%
f. 65+................................................................15%
g. Noanswer.......................................................2%
12.Education(601)
a. Highschool......................................................9%
b. Community/twoͲyearcollege.........................8%
c. FourͲyearcollege..........................................46%
d. Graduatedegree...........................................33%
13.Numberofpeopleinhousehold(596)
a. Single.............................................................18%
b. 2....................................................................45%
c. 3or4.............................................................29%
d. 5+....................................................................6%
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14.Agesofpeopleinhousehold(587)
a. Under5yrs.....................................................7%
b. 5–19yrs........................................................29%
c. 20–34yrs.......................................................39%
d. 35–54yrs......................................................38%
e. 55–64yrs.......................................................24%
f. 65+yrs...........................................................19%
g. Noanswer.......................................................5%
15.Numberofyearslivedinarea(600)
a. Under3...........................................................7%
b. 3–5.................................................................8%
c. 6–10.............................................................12%
d. 11–15............................................................10%
e. 16–20...........................................................10%
f. 21–30............................................................17%
g. 31+................................................................35%
16.Householdincome(597)
a. Under$25,000..............................................15%
b. $25,000–$50,000..........................................22%
c. $50,000–$75,000..........................................19%
d. $75,000–$100,000.......................................11%
e. over$100,000...............................................15%
f. Noanswer.....................................................18%
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APPENDIXD

SurveyResults



Belowisalookatthetopthreecategoriesineachoftheartist
professions:
x VisualArts:painting,mixedmedia,drawing.
x Artisan/craftsperson:woodworking,pottery,quilting.
x Theaterarts:experimental/performance,spokenword,
storytelling.
x Music/audioarts:instrumentalperformance,vocal
performance,compositionandsongwriting.
x Dance:ethnic,choreography,ballet.
x Film/media:film,videographer,documentary
filmmaker.
x Literaryarts:poetry,creativenonͲfiction,fiction.
x Designarts:graphicdesign,fashion/textiledesign,
humancentereddesign.

ARTISTSURVEYRESULTS
May15,2014
NARRATIVESUMMARY
Thepurposeoftheartistsurveywastounderstandtheprofile
oftheindividualartistcommunity,howartistsoperatetheir
businessintheMarquetteareaandwhattheirneedsare
goingforward.ThesurveywasadministeredthroughtheCity
ofMarquette’sArtsandCultureDivision.TiinaHarris,the
CommunityServicesManagerforArtsandCulturemanaged
thesurveyprocess.ThesurveywasdistributedJanuaryand
closedonMarch15.Therewereanimpressive168responses
totheartistsurvey.

Withrespecttohowtheyperceivethetimecommittedto
theirart,morethan40percentperceivetheirworkaspartͲ
time,35percentfullͲtimeand20percentasahobby.The
majorityconsiderthemselvesselfͲtaughtartists;65percent
havesomecollegeeducation.Notsurprisingly,60percentof
therespondentsareselfͲemployedorindependentandwork
fromhome.

ProfileofSurveyRespondents
Morethan53percentofartistssurveyedhavelivedand/or
workedinMarquetteforover16years;38percentover26
years.Some58percentareover40yearsofageand24
percentareunder30.Themajorityofartistshavebeen
practicingtheirartformmorethan11years.Morethan76
percentliveintheCityofMarquettewithanother8percentin
MarquetteTownship.

Incomegenerationisquitevariedamongartists,with36
percentsayingthattheygeneratelessthanhalfoftheir
incomefromtheirartand27percentsayingthatalloftheir
incomeisgeneratedoutsideoftheirart.Thisisreflectedin
the92artists,or61percent,whosaytheirestimatedincome
fromartislessthan$5,000annually.Some84percentsay
theyearnlessthan$25,000fromtheirart,althoughthereare
sevenrespondents(5percent)whosaytheyearnmorethan

Some51percentoftheartistrespondentsarevisualartists:
13percentartisan/craftsperson,11percentmusic/audioarts,
9percentdesignarts,7percentliteraryarts,4percenttheater
artsanddanceand1percentfilm/video.
ͳͻ

DATASUMMARY

$100,000annually.Ifyoutakethelowestnumberofthe
rangesthesurveyprovidedandmultiplybythenumberof
respondents,thetotaldollarvaluewouldbeapproximately
$2.3millionannually.

Thissurveywasmadeavailabletotheartistcommunityon
January3,2014andclosedonMarch15,2014.Therewere
168responses.

Withrespecttowheretheirincomecomesfrom,48percent
sayinternet(theirownandotherwebsites);42percentsay
paidcommissionswith37percentgalleries,34percentprivate
studios,31percentseasonalfestivals/shows,31percent
teaching,20percentretail.And66percentoftheirearnings
comefromMarquette,with34percentoftheirearnings
comingfromacombinationofregional,nationaland
internationalsources.Interestingly,45artistsdonotselltheir
artlocally!

17.AgeRange(166)
a. Under30yrs..................................................24%
b. 31–40yrs.......................................................18%
c. 41–50yrs.......................................................14%
d. 51–60yrs.......................................................16%
e. 60+yrs...........................................................28%
18.Howmanyyearspracticingartform?(164)
a. Under5yrs....................................................13%
b. 6–10yrs........................................................20%
c. 11–20yrs.......................................................27%
d. 21–30yrs.......................................................14%
e. 31–40yrs.......................................................10%
f. 40+yrs...........................................................16%

Theseartistspromotetheirworkprimarilythroughwordof
mouthandsocialmedia.
Theartistrespondentsgenerallyarepayingbetween$200and
$299permonthforrentandthinkafairrentalpricewouldbe
$100–$299.Thisisreflectedinfocusgroupcommentsabout
theperceivedhighpriceoflivingandworkspaceindowntown
Marquette.Thereseemstobeaneedformoregalleryspace,
sharedstudiospacesandlive/workspaces.

19.Descriptionofyourwork(161)
a. Visualarts(contemporary,finearts,bodyart,
photographer,etc)........................................51%
b. Artisan/craftsperson(knitter,quilter,wood
turner,weaver,quillwork,etc.)...................13%
c. Music/audioarts...........................................11%
d. Designarts(graphicdesign,fashion,landscape
architecture)...................................................9%
e. Literaryarts.....................................................7%
f. Theaterarts(actor/director/costume,lighting,
sets,storyteller,etc.)......................................4%
g. Dance(choreographer,performer,dance
schoolowner/instructor)...............................4%
h. Film/video.......................................................1%

Withrespecttotheirowneducationandprovidingservicesto
thecommunity,only38percentofferclassesandother
resourcestothecommunityandmorethan60percentare
interestedintechniqueworkshopsintheirareaofexpertise.
Thereissignificantinterestinimprovingtheirgrantwriting
skills,marketingskillsandtechnologyskills.

ʹͲ

22.TheaterArts(21)
a. Experimental/performance..........................52%
b. Spokenword.................................................48%
c. Storytelling....................................................29%
d. Classical.........................................................19%
e. Playwriting....................................................19%
f. Directing........................................................19%
g. Theatricaldesign...........................................19%

20.VisualArts(113)
a. Painting.........................................................46%
b. MixedͲmedia.................................................29%
c. Drawing.........................................................25%
d. Photography..................................................25%
e. Illustration.....................................................15%
f. Printmaking...................................................12%
g. Metal.............................................................12%
h. Paper.............................................................11%
i. Fiber................................................................9%
j. Wood...............................................................9%
k. Ceramics..........................................................8%
l. Bodyart...........................................................3%
m. Leather............................................................2%
n. Glass................................................................1%

23.Music/AudioArts(35)
a. Instrumentalperformance............................54%
b. Vocalperformance........................................37%
c. Composition/songwriting.............................34%
d. Jazz/Blues......................................................31%
e. Choral............................................................23%
f. Contemporary/experimental........................23%
g. Electroacoustic.............................................20%
h. Ethnic............................................................17%
i. Chamberandsoloworks..............................14%
j. Conducting......................................................9%
k. Opera.............................................................3%

21.Artisan/craftsperson(30)
a. Woodworking................................................40%
b. Pottery..........................................................23%
c. Quilting..........................................................17%
d. Beadwork.....................................................17%
e. Embroidery....................................................10%
f. Blacksmithing................................................10%
g. Weaving..........................................................7%
h. Culinary...........................................................3%
i. Flytying...........................................................3%
j. Quillwork........................................................3%

24.Dance(13)
a. Ethnicdance..................................................62%
b. Choreography...............................................46%
c. Ballet.............................................................39%
d. Modern.........................................................31%
e. Jazz................................................................31%
f. AvantͲgardeandexperimental.....................23%
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30.Howmanyyearslivedand/orworkedinMarquette?
(162)
a. 26+................................................................38%
b. 5–10..............................................................15%
c. 11–15............................................................12%
d. 2–5................................................................12%
e. 16–20..............................................................9%
f. 21–25..............................................................6%
g. 1–2..................................................................4%
h. Lessthan1yr..................................................4%

25.FilmandMedia(16)
a. Film................................................................75%
b. Videographer................................................62%
c. Documentaryfilmmaker..............................62%
d. Videoeditor..................................................50%
26.LiteraryArts(27)
a. Poetry............................................................63%
b. CreativenonͲfiction......................................48%
c. Fiction............................................................37%
d. Screenplaywriting........................................15%

53%havelived/workedinMarquettemorethan16
years

27.DesignArts(32)
a. Graphicdesign..............................................72%
b. Fashion/textiledesign...................................19%
c. Humancentereddesign................................19%
d. Architecture..................................................12%
e. Furnituredesign............................................12%

31.Whichbestdescribestypeoforganizationyouare
involvedwith?(158)
a. SelfͲemployed/independent.........................60%
b. NotͲforͲprofit................................................16%
c. Educationalinstitution..................................13%
d. Commercialbusiness......................................9%
e. Government...................................................2%

28.Howdoyouperceivetheworkyoudo?(162)
a. PartͲtime.......................................................43%
b. Fulltime.........................................................35%
c. Hobbyist........................................................20%
d. Volunteer........................................................1%

32.Whichbestdescribesyourworkenvironment?(157)
a. Workfromhome...........................................67%
b. Privatestudio................................................21%
c. Workoutdoors..............................................17%
d. Sharedstudio................................................15%
e. Mixedusebuilding........................................14%
f. Designatedheritagebuilding..........................2%

29.Whateducationdoyouhaveforyourwork?(164)
a. SelfͲtaught.....................................................57%
b. Workshops/seminars....................................39%
c. Bachelor’sdegree.........................................34%
d. Postgraduatedegree....................................18%
e. Highschool....................................................16%
f. Somecollegeor2yeardegree.....................13%
g. Apprenticeship................................................8%
h. Somepostgraduate........................................7%
ʹʹ

n. $251–300,000.................................................0%
o. $300,000+.................................................1%(1)

33.Whatcity/townshipisyourbusinesslocatedin?(132)
a. CityofMarquette..........................................76%
b. Marquettetownship.......................................8%
c. Ishpeming.......................................................4%
d. Gwinn..............................................................3%
e. Powell..............................................................3%
f. Negauneetownship........................................2%
g. WestIshpeming..............................................1%
h. Negaunee........................................................1%
i. BigBay.............................................................1%

Ifyoutakethelowestnumberoftherangeand
multiplyby#ofrespondents,thetotaldollarvalue
wouldbe(assumed$3,000for0Ͳ$5,000)
$2,285,000
36.Whatlocationdoyourearningscomefrom?(128)
a. Marquette....................................................66%
b. Regional.........................................................33%
c. National.........................................................28%
d. International...................................................6%

34.Whichbestdescribesincomegeneratedfromyour
art?(163)
a. Lessthanhalf................................................36%
b. None(generatedoutsideart/culture)..........27%
c. All..................................................................13%
d. Notapplicable.................................................9%
e. Approximatelyhalf..........................................8%
f. Majority...........................................................7%

34%ofearningscomefromoutsideMarquette
region
37.Wheredoesyourrevenuecomefrom?(131)
a. Paidcommissions..........................................42%
b. Galleries........................................................37%
c. Privatelyowned/homestudio......................34%
d. Internetsales/ownwebsite..........................31%
e. Seasonalfestival/shows................................31%
f. Teaching........................................................31%
g. Retailshops...................................................20%
h. Internetsales/otherwebsite........................17%
i. Restaurants/bars/coffeeshops....................15%
j. Auditoriums/theatres.....................................8%
k. Royalties..........................................................7%
l. Busking............................................................2%

35.Whatisestimatedincomefromyourart?(151)
a. 0–$5,000...............................................61%(92)
b. $6–9,000...............................................10%(15)
c. $10–25,000...........................................13%(19)
d. $26–30,000..............................................3%(4)
e. $31–35,000...............................................5%(7)
f. $36–40,000...............................................1%(2)
g. $41–45,000.....................................................0%
h. $46–75,000................................................3%(5)
i. $76–100,000..............................................1%(1)
j. $101–125,000...........................................1%(2)
k. $126–150,000...........................................1%(1)
l. $151–200,000.................................................0%
m. $201–250,000...........................................1%(2)

38.Doyourentorownyourbusinessspace?(156)
a. Yes.................................................................59%
b. No..................................................................41%
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g. Meetingroom...............................................20%
h. Performancevenueinspacenotalready
available........................................................20%
i. Recording/audiostudiofacility.....................14%
j. Dancefloor......................................................9%
k. Sharedofficespacewithequipment..............8%

39.Ifyourent,howmuchdoyoupay/month?(42)
a. $200–$299....................................................61%
b. $300––$399..................................................12%
c. $400–$599.....................................................2%
d. $600–$799.....................................................5%
e. $800–$999......................................................2%
f. $1,000–$1,499..............................................10%
g. $1,500–$1,999................................................0%
h. $2,000–$2,499................................................2%
i. $2,500+..........................................................5%

43.Isyourworkavailablelocally?(138)(list
companies/shopsthatcarryit)
a. Yes.................................................................68%
b. No..................................................................33%

40.Whatdoyouconsiderafairrentalpriceforastudioin
Marquette?(108)
a. $100–$299....................................................65%
b. $300–$499....................................................24%
c. $500–$799......................................................5%
d. $800–$999......................................................3%
e. $1,000+...........................................................4%

33%of138artists,or45artistsdonotselltheirart
locally.
44.Howmanypeopledoyouemploy?(103)
a. Lessthan5....................................................94%
b. 6–10................................................................4%
c. 11–15..............................................................2%

41.Ifyouhavepublicstudio,howsetuptoaccommodate
visitors?(35)
a. Viewingfinishedwork...................................63%
b. Sellwork........................................................54%
c. Classes/workshops........................................46%
d. Viewdemonstrations....................................26%

45.Doyouofferclasses/resourcestocommunity?(145)
a. Yes.................................................................38%
b. No..................................................................62%

42.Whatadditionalfacilitiesdoyouneedtobe
successful?(100)
a. Galleryinspacenotalreadyavailable..........38%
b. Sharedstudiospace......................................34%
c. Privatestudiospace......................................31%
d. Living/workstudiospaceinCity...................31%
e. Largerworkspace.........................................25%
f. Rehearsalspace............................................21%
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46.Howdoyoupromoteyourwork?(143)
a. Wordofmouth.............................................80%
b. Facebook.......................................................66%
c. Personalwebsite...........................................50%
d. Localnewspaper...........................................25%
e. Postcards.......................................................22%
f. Posters..........................................................22%
g. Localpublications..........................................22%
h. Artistcooperative.........................................18%
i. Twitter...........................................................18%
j. Integra...........................................................17%
k. Organizationwebsite....................................17%
l. Brochures......................................................17%
m. Television......................................................12%
n. Nationalpublications....................................10%
o. Gallery/studiotours......................................10%
p. Sharedmarketing............................................9%
Over100%usesocialmedia.
47.Whatkindofcontinuingeducationopportunities
interestyou?(124)
a. Techniqueworkshopsinareaofexpertise...60%
b. Improvebusinessskills.................................46%
c. Grantwriting.................................................43%
d. Improvemarketingskills...............................42%
e. Improvetechnology/computerskills............25%
48.Listlocalbusinessesyourelyonforsupportservices
andsupplies.
49.ListuptofiveoutͲofͲtownbusinessesyourelyonfor
supportservicesandsupplies.
50.Listanyrewardsorrecognitionsforyourwork.
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APPENDIXE

AthensAreaArtsCouncil:“connectingtheartstothe
communitythroughpromotion,educationandfunding”



History

COMPARABLECITIESREPORT

TheAthensAreaArtsCouncilisLegacyProjectofAthens96,
thegroupthatcoordinatedlocalactivitiesprojects.Oneof
thesewasthecreationofanartscouncil.Afterreceivinginput
fromthecommunityinaseriesofpublicmeetings,aSteering
Committeewasformedtodevelopamissionstatementand
drawupbyͲlaws.Thefirstboardofdirectorswasinstalledin
January1998.SeedmoneyfromOlympicfundswasgiven,to
beusedinpromotingcommunityartprojects.TheAthens
AreaArtsCouncilraisesfundsprimarilythroughmemberships,
donations,andanannualfundraiser“CelebratetheArts.”

April,2014


ATHENS,OHIO
Athens,OH

Marquette,MI

CityPopulation:................................23,88................21,300
CitySquareMiles..................................10.......................11

Mission/purpose

MicropolitanStatisticalArea.........64,304................67,906

AthensAreaArtsCouncilisanonͲprofitartsorganization
staffedentirelybyvolunteers.Itsgoalistointegratethe
artisticresourcesoftheAthensareaintooureducational
system,localeconomy,andthecommunity’sculture.AAACis
anactiveadvocateforpublicartandsponsorsartistic
performancesandeventsthatbroadenthecommunity
exposurestothearts—visualart,film,music,danceand
literature.AAACalsoservesasaclearinghouseforinformation
abouttheartsandprovidessupportservicestoworking
artists.

UniversityStudentPopulation.....22,6000..................9,100
CityMunicipalArtsCommissionandNonprofit:AthensArea
ArtsCouncil(founded1998)
FromCityofAthensWebsite
AthensMunicipalArtsCommission
TheAthensMunicipalArtsCommission(AMAC)isaCity
CouncilappointedcommissionoftheCityofAthens,OH.Its
missionistomakerecommendationstotheMayor,City
Councilandthecommunityinordertoenhancetheexisting
culturalresourcesofthearea,toencouragenew
opportunitiesforthecreation,performance,andexhibitionof
allthearts,andtopromotepoliciesandactivitiesthat
preservethebeauty,historyandcultureoftheregion.

SignatureEvents
x PulaskiStreetArtCrawl,Saturday,October5from
5pmto9pm,AfterͲPartyat9pm.TheAthensAreaArts
Councilhasadoptedthisevent,orchestrateditsfirst
twoyearsbyValerieMathews,whoatthetimewasa
ʹ

Aboutourpresentation

sculpturestudentatUGA.Thecrawlstartsatthe
LeathersBuilding,locatedat675PulaskiStreetand
culminatesatARTini’sArtLounge,whereanannual
GeorgiaSculptors’SocietyJuriedShowhastakenplace
sincethecrawl’sinception.It’safewhoursofart,
music,eatsanddrinksandisalovelywaytospendan
earlyOctoberevening.

Avibrant,variedeconomicbaseiswhatdrivesarobust
economy.ButthecontributionsofartiststotheAthensarea
aremorethanjustweeklywageamountsfromthe
DepartmentofLabor.AstheArtsandEconomicProsperity
studyshows,theartscommunitybringsindollars,whichhave
aripplingeffectacrossmanylayersofoureconomy.Itisarts
organizationsthathelpcreatethepublicfaceofAthens,
which,inturn,drivesmorehighͲspendingtourismdollarsand
increasesAthens’overallvisibility.Andwhatbetterwayto
bringinmorehighͲpayingmanufacturing,techandfinancial
jobsthantoensureworkerscanalsoenjoyavibrant,lively
communitywithahighqualityoflife?Thatkindofcommunity
isonethatcelebratesthearts.

x You,MeandtheBus.You,MeandtheBusisthefirst
public/privatepartnershipbetweenAthensAreaArts
Council,TheAthensͲClarkeCountyUnified
Government,TheAthensTransitSystemandthe
citizensofAthens.Thisuniquecompetitionsought
artisticallydesignedbusshelterdesignsthatwillbe
functionalpiecesofpublicart.
x CelebratetheArts.Anannualmeetingheldinalocal
businessthatsupportsthearts.Duringthiseventwe
showcaselocalartists,musicians,anddancersforthe
enjoymentofall.

Thestudyalsoshowsavibrantartscommunitynotonlykeeps
residentsandtheirdiscretionaryspendingclosetohome,but
italsoattractsvisitorswhospendmoneyandhelplocal
businessesthrive.Forexample,anartseventnotonlydraws
peoplefromoutoftown,buttheyalsospendmoneyeatingat
localrestaurantsorevenstayinginlocalhotels.Theypayfor
parking,theyshopatlocalstoresorhaveacupofcoffee
beforetheydrivehome.Artstouristsstaylongerandspend
morethantheaveragetraveler.FewtouristscometoAthens
toseethemanufacturingcommunity.Fewpeoplefind
themselvesdowntownonanygivennight,enjoyingdinner
beforeaperformanceoffinancialanalysts.

x ArtDecko.Annualmuralprojectwiththepublic
schools.Themuralsarehunginthestairwellofthe
CollegeAvenueparkingdeck.
ArtsandEconomicProsperity
Theartsareaviable,vibrantpartoftheAthensͲarea
economy.Weexploredthistopic,andhowwecanhelpgrow
thisindustry,atourrecentArts&EconomicProsperity
luncheon.ForourAnnualArts&EconomicProsperity
luncheon,weinvitedspeakersfromnationalandregionalarts
organizations:AmericansfortheArts,SouthArts,GeorgiaArts
NetworkandCreateAthens

Lookingatthenumbers,it’simportanttonotethatourarts
industryisnotonlyresilientintimesofeconomicuncertainty,
butalsoakeycomponenttooureconomicrecoveryanda
prosperousfuture.Therehasbeenalotoftalkrecentlyabout
economicdevelopment,andwhileit’simportanttoworkto
ʹ

MembershipLevels

bringinnewindustriesanddiversityourworkforce,wecan’t
ignorethefactthatourartscommunityisalreadyhere.We
don’tneedtospendmoneytocreateanindustry—it’s
alreadyhere.Businessleadersandpoliticiansdon’tneedto
makeachoicebetweenartsfundingandeconomicprosperity
—thisstudyprovestheycanchooseboth,andgetan
immediatereturnontheirinvestment.

PATRONOFTHEAAAC$500
x Namelistedonwebsite
x Inclusioningeneralmailinglist
x DiscountedadmissiontoAAACevents
x Listinginouronlineartistdirectory
BENEFACTOROFAAAC$1,000
x Namelistedonwebsite
x Inclusioningeneralmailinglist
x DiscountedadmissiontoAAACevents
x Listinginouronlineartistdirectory




STUDENT/SENIORMEMBERSHIP$15
x Namelistedonwebsite
x Inclusioningeneralelectronicmailinglist
x DiscountedadmissiontoAAACevents
ORGANIZATIONALMEMBERSHIP$100
x Namelistedonwebsite
x Inclusioningeneralmailinglist
x DiscountedadmissiontoAAACevents
x Listinginouronlineartistdirectory
ARTISTMEMBERSHIP$25
x
x
x
x

Namelistedonwebsite
Inclusioningeneralmailinglist
DiscountedadmissiontoAAACevents
Listinginouronlineartistdirectory

INDIVIDUALMEMBERSHIP$20
AvailabletoanyartloverwhowantstobeconnectedtotheAthens
areaartsscene.Membershipbenefitsinclude:
x Namelistedonwebsite
x Inclusioningeneralelectronicmailing

ʹͺ



Vision

KEENE,NEWHAMPSHIRE
CityPopulation...............................23,400................21,300

TheMonadnockRegionwillhaveaflourishingcultural
communitythatvaluesandinvestsintheartsandacreative
economy.

SquareMiles.........................................37.......................11

HowWeStarted

MicropolitanAreaPopulation.......76,851................67,906

ArtsAlivebeganin2007asabroadͲbased,grassroots
coalition,convenedbyafewindividualsactiveinthearts
communitytodiscussplansforacollaborationthatwould
includeprogramming,fundraisingandotheractivitiesof
mutualinterest.ArtsAlivewasincorporatedin2009asaNew
Hampshirenonprofitcorporationandreceivedits501(c)3taxͲ
exemptstatus.ArtsAliveisgovernedbyan18ͲmemberBoard
ofDirectorsfromavarietyofartisticbackgroundsand
businessaffiliations,representingcommunitiesthroughout
theMonadnockregion.

Keene,NH

Marquette,MI

UniversityStudentPopulation.........5,100..................9,100
AreaͲwideNonprofit:ArtsAlive!(founded2007)
ArtsAlive!isanonprofitorganizationworkingtosustain,
promoteandexpandaccesstoartsandculturalresourcesin
theMonadnockRegion.Artsandculturearecommunity
assetsthatenhancefinancialstrength,healthandwellness,
andsocialcapitalinthecommunitieswheretheyare
supported.

WhoWeAreToday

ArtsAlive!comprisesabroadrangeofartsandcultural
organizations—museums,actingtroupes,musical
organizations,theatres,galleries—thatshareacommongoal
toenhanceartsandcultureinourregion.

ArtsAlivecurrentlyhasatalented,committed,and
enthusiasticleadershipandaclearvisionofhowitwill
developandgrowstructurally,programmaticallyand
financiallyoverthecomingthreeyears.Withincreased
attentiondevotedtomarketingandoutreachstrategies,new
developmentopportunitiesandthecultivationoflongͲterm
financialcommitments,wefeelconfidentinourabilityto
expandourprogramofferingsandinfrastructure.New
leadershipfortheorganizationisinplacewiththerecent
appointmentofExecutiveDirectorKateDean.Thestanding
committeesandtaskforcesarecomprisedofboardmembers,
communityactivists,andartssupporters.Welookforwardto
sharingourfocusedvisionwithpotentialinvestorsandother
partnersintheMonadnockareaandthegreatercommunity.

ArtsAliveisa501(c)3nonprofitorganizationcomprisedofa
broadrangeofarts,cultural,andcommunityorganizations
workingtosustain,promoteandexpandaccesstoartsand
culturalresourcesintheMonadnockRegion.
Mission
ArtsAliveenhancesqualityoflifebyadvancingartsand
cultureintheMonadnockRegion.
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AchievementsofArtsAlivetoDate

MonadnockChoralArtsAlliance,bringingtogetherall
thechoralgroupsintheMonadnockareato
coordinateprogrammingandmarketing.

x ImplementedabehindͲtheͲscenes,operational
PlanningCalendartohelpparticipatingorganizations
avoidschedulingconflicts.

x Serveasthefiscalagentforanumberofsmallarea
artsorganizations,allowingnewandinnovative
programsandprojectssuchastheMonadnock
InternationalFilmFestivaltolaunch.

x CommissionedagroundbreakingEconomicImpact
Report,facilitatedbyAmericansfortheArts,thatwas
presentedinJanuary2010throughouttheregion.The
studysurveyed40communitiesintheregionand
indicatedthatartsandculturearea$16.6million
industryinthisregion,bringingnewrevenuesandjobs
totheregion.

ArtsAliveThreeͲYearStrategicPlan,2013Ͳ2015
GOAL1: TosustainandgrowtheMonadnockregionasa
destinationforpeopleinterestedinartsand
culture.

x Collaboratedwithseveralmunicipalitiestoincorporate
artsandcultureasanintegralelementintheirMaster
Plans.Thisinitialandongoingefforthasalreadybeen
effectiveinKeene,JaffreyandPeterborough.

Objective
Topromote,sustainandgrowartsandculturetravel
andtourismtotheMonadnockregioninordertobring
economicgrowthandjobstotheareaandtobuild
audiencesandparticipantsinarts,cultureandcreative
endeavors

x Attherequestofartsorganizations,conducteda
surveyofavailableartsfacilities,including
performancevenues,practicefacilities,storagespace
forartwork,sets,costumes,etc.,inordertotryand
maximizeusageoffacilitiesandenableorganizations
toaccessfacilitiestheymaynothavebeenableto
before.

Strategies
x Developpartnershipswithotherorganizations
andbusinessesseekingtoincreasetraveland
tourismtothearea,inordertoexpandthe
reachofArtsAliveanditsuniquemission.

x Convenedandfacilitateddiscussionsamong
organizationssharingthevisionofcreatingaMultiͲArts
CenterindowntownKeene.Afterafeasibilitystudy,
theMultiͲArtsCenterinitiativewasputonhold
indefinitely,buttalkscontinuebetweenorganizations
thatremaininterestedinheightenedcollaboration.

x Createandimplementamarketingstrategy,in
conjunctionwithregionalandStatepartners,to
maximizenewaudiencesandparticipantsin
regionalartsandculturalactivities.
x Obtaincollaborativesupportfromregionalarts
andculturalentitiesinordertoensurefull

x Servedasthecatalystintheformationofthe
͵Ͳ

Objective

participationinmarketingandculturaltourism
initiatives.

Tostrengthenthepartnershipsbetweenandamong
artsandculturalentitiesandbusinessesandhost
communitiesinordertoincreaseinvestmentinthe
artsandculture,increaseaudiencesandparticipantsin
thecreativeeconomyandensurethatallpartners
benefitfromthisengagement.

x Identifyandimplementasystemofmetricsin
ordertobenchmarkachievementsinattracting
newresourcestothearea.
Goal2: TocreateawidelyͲrecognizedgoͲtocalendarforall
culturalandartsactivitiesintheMonadnock
Region.

Strategies
x Educatebusinessesastotheimportanceofthe
artsthroughbettermarketingoftheeconomic
impactstudyandthroughtargetedeffortsto
connecttheirgoalswithwhattheartsand
culturecandotohelpthemreachthosegoals.

Objective
Todevelopacentralized,easyͲtoͲuseandmanage
eventscalendarforusebymultiplestakeholders
throughouttheMonadnockRegion,inorderto
generateawarenessofwhat’shappeningintheregion
inarts,cultureandcreativeengagement.

x IncreasebusinessawarenessofthecommunityͲ
widevalueofthearts,cultureandcreative
economy,andexpandtheirwillingnessto
investinthesecommunityassets.

Strategies
x Createatechnologicalsolutionthatenables
anyonewhowantstopostorlinktothe
calendartodosoeasilyandwithoutextensive
trainingorexpertise.

x Linkarts,cultureandcreativeentitieswith
businessesthroughspecifictypesofjoint
partnerships,suchasboardservice
opportunitiesorexhibition/performance
opportunitiesatbusinesses.

x Developanoutreachplantoengage
stakeholdersandensurehighparticipation
ratesbykeyorganizations.
x Implementamarketingplaninorderto
establishawellͲknownandfrequentlyused
calendarforarts,cultureandcreativeactivities
intheregion.

x Establishstrategicopportunitiestogarner
publicandgovernmentsupportfortheartsand
culture,includingprojectssuchasabroadͲ
basedadvocacyprogram,anArts&Culture
GivingDayoreventssuchasFirstFridays.

Goal3: Tofacilitatecommunicationandcollaboration
amongthearts,businesses,andhostcommunities.

Goal4: Toestablishsustainablerevenuesourcestoenable
theachievementofthesegoals.
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x Developingcommunicationchannelstoincrease
awarenessofandparticipationinartisticandcultural
events.

Objective
ToensurethatArtsAliveisfinanciallysustainablelongͲ
terminorderthatitcanprovidesignificantsupportto
theregion’sarts,culturalandcreativecommunities.

x Cultivatingfundingsourcesforartsandculture
throughouttheregion.

Strategies

x Developingtoolsthatfostercollaboration,
communication,andcooperationamongartsand
culturalorganizations.

x EstablishalongͲtermfundraisingplanthatwill
diversifyfundingsourcesandengagemore
partnersinthemissionandvisionofArtsAlive.

HowArtscameAlive!

x Implementamembershipstrategythat
engagesarts,culturalandcreativeentities,as
wellasinterestedcommunitypartners,in
carryingoutthemissionofArtsAlive.

In2007,agroupofprivatecitizensconvenedameetingof
regionalculturalandartisticorganizationstodiscussplansfor
aninformalcollaborationthatwouldfacilitatecommunication
anddistributionofinformationregardingprogramming,fund
raisingandotheractivitiesofmutualinterest.ThefirstPlenary
SessionoftheMonadnockartsandculturalorganizationwas
heldonJanuary11,2008,atAntiochUniversityNewEngland,
andgeneratedanenthusiasticconsensusand
collaboration.ArtsAlive!wasincorporatedasaNew
Hampshirenonprofitcorporationin2009andreceived501(c)3
statusin2010.

x Createandimplementapublicrelationsand
marketingplanthatwillensurethatthosewith
aninterestintheartsandcultureunderstand
themissionofArtsAliveandarepresent.
AreasofFocus
x ArtsAlive!seekstodevelopaninfrastructurethatwill
sustain,promoteandexpandaccesstoartsand
culturalresources.

AVolunteerEffort

x Completedaneconomicimpactstudydemonstrating
theeconomicvalueofartsandculture.

ArtsAlive!isgovernedbya16ͲmemberBoardofDirectors
drawnfromtownsacrosstheregionandawiderangeofart
andculturaldisciplines.TheBoardissupportedbyeightwork
groupsaddressingarangeofmutualissuesandinitiatives.To
dateArtsAlive!hasdevelopedanonlineplanning/event
calendarforparticipants,heldconsultationswithKeene
MasterPlanningworkgrouptoincludeartsandcultureaspart
oftheCityofKeene'sMasterPlan,collaboratedwith

x Participatedinaregionalculturalneedsassessment.
x Creatingavisionandfacilitatingmasterplansforarts
andcultureintheregionanddevelopingties
withmunicipalities.
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AmericansfortheArtstocompleteanEconomicImpactStudy
fortheMonadnockRegionandconductedaculturalneeds
assessmentwithWebbManagementServicesfortheplanning
ofamultiͲartscenterindowntownKeene.

CoordinatingAgencies
AntiochNewEnglandUniversity
GivingMonadnock
MonadnockUnitedWay
NewHampshireBusinessCommitteefortheArts
NewHampshireStateCouncilontheArts
SWRegionPlanningCommission

BoardofDirectorsasofMarch2014
CarlJacobs,Chair,KeeneCityCouncil
GailMalitas,ViceChair,KeeneChorale,MonadnockChoralArts
Alliance
JimNarkiewicz,SecretaryMonadnockTravelCouncil,Manager,
Day'sInn
MatoraFiorey,Treasurer,Director,SurryVillageCharterSchool
BethBrown,DirectorofDevelopment,MoCoArts
SallyBulger,ICUCheshireMedicalCenter
MaureenCurtiss,GeneralManager,TimkenͲKeene
AlecDoyle,ExecutiveDirector,TheColonialTheatre
KatieGardella,President,ProsperFundraising
Dr.AndrewT.Harris,DeanofArtsandHumanities,KeeneState
College
CarolineHollister,ParkTheater
ShannonMayers,Director,RedfernArtsCenter,KeeneStateCollege
MelindaMosier,SeniorProgramOfficer,NHCharitableFoundation
DonPrimrose,Founder,HundredNights,Inc.,TheEdgeEnsemble
PelagiaVincent,HospitalityConsultant,DepotSquareand
WaterhouseRestaurant
KeriWiederspahn,Director,SharonArtsCenter

ParticipatingOrganizations
ActingOut,MFS
ActorsCircleTheater
ActorsTheaterPlayhouse
Animaterra
AppleHillCenterforChamberMusic
ArtforWater
ArtsFestNH
ArtVenturesNewHampshire
BranchRiverTheatre
CathedralofthePines
ChamberSingersofKeene
CheshireChildren’sMuseum
CheshireMedical/DartmouthͲHitchcockKeene
CheshiremenChorus
Children’sStageAdventures
CityofKeene
ColonialTheatreGroup,Inc.
CreativeCommunitiesNetwork
CreativeProfessional'sGuildofNH
CrotchedMountain
DianneEno/FusionDanceworks
ElectricEarthConcerts
EdgeEnsemble
ElmCityMusicandMovement
Either/OrFilms
FranklinPierceUniversity
GrandMonadnockYouthChoir

ExecutiveDirector
KatharineDean

Funders
HoffmanFamilyFoundation
PutnamFoundation
C&SWholesaleGrocers
NewHampshireCharitableFoundationͲMonadnockRegion
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MusiconNorwayPond
NewHampshireCitizensfortheArts
NewHampshireDanceInstitute
NorwayPondFestivalSingers
NorthCountryChamberPlayers
OldHomesteadAssociation
PeterboroughChamberChoir
PeterboroughFolkMusicSociety
PeterboroughPlayers
PeterboroughTownLibrary
RabbitEarFilms
RaylynmorOpera
RedfernArtsCenter,KeeneStateCollege
RiverTheater
RiverValleyCommunityCollege
RiverValleyArtisans
SAU29
SharonArtsCenter
SingersandMusiciansStudio
SmallPondProductions
StagelineStudio
SurryPlayers
TheParkTheatre
TheStarvingArtist
TownofJaffrey
TownofPeterborough
ThorneͲSagendorphGallery,KeeneStateCollege
TranscendWithArt
Tricinium
TwoRiversCommunityChoir
VoicesoftheHolySpirit
VoicesofXperience,LLC
WholeTerrain



GreaterPeterboroughChamberofCommerce
GreaterKeeneChamberofCommerce
HannahGrimes
HistoricalSocietyofCheshireCounty
HoratioColonyMuseum
HourglassReaders
JaffreyCivicCenter
JaffreyChamberofCommerce
JFSingersandMusiciansStudio
KeeneChamberOrchestra
KeeneChorale
KeeneCommunityMusicCenter
KeeneDowntownGroup
KeeneHighSchool
KeeneLionsClub
KeenePopsChoir
KeenePublicLibrary
KeeneStateCollege
KeeneWorldHarmonyChorus
MacDowellColony
MariposaMuseum
MoCoArts
MonadnockAreaArtistsAssociation
MonadnockCenterforCultureandHistory
MonadnockChoralArtsAlliance
MonadnockChorus
MonadnockCommunityHospital
MonadnockFineArtGallery
MonadnockFolkloreSociety
MonadnockInternationalFilmFestival
MonadnockLivingMagazine
MonadnockMusic
MonadnockSummerLyceum
MonadnockWaldorfSchool
MonadnockTravelCouncil
MusicAllAround
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4/9Wed09:00PMKaraokeatLab'nLager,KeeneMonadNotes
events,instruction,music,venues+

Sample:MONADNOCKARTSALIVECALENDAR
TueApr082014

4/9Wed09:30PMHarlow'sPubOpenMicJon'sMonadnockPicks
(Music)music+

4/8Tue04:00PMHeContinuestoMakeaDifference:TheStoryof
MatthewShepardKeeneStateCollegekeeneͲstateͲcollege,lectures
+

4/9Wed09:30PMOpenͲMicMonadNotesevents,instruction,
music,venues+

4/8Tue06:30PMStudentJamswithNancySalwenMonadNotes
events,instruction,music,venues+

ThuApr102014

4/8Tue07:00PMCheshiremenChorus&GuestNIghtMonadNotes
events,instruction,music,venues+

4/10Thu12:00AMTheMonadnockInternationalFilmFestival
KeeneStateCollegeart,film,keeneͲstateͲcollege+

4/8Tue07:30PMForeignFilmSeriesͲ'DerTunnel'KeeneState
Collegefilm,keeneͲstateͲcollege+

4/10Thu06:30PMAcousticThursdaysatFritzMonadNotesevents,
instruction,music,venues+

WedApr092014

4/10Thu07:00PMBrianUlrich,ArtistLectureKeeneStateCollege
art,keeneͲstateͲcollege,lectures+

4/9Wed09:00AMDebbieBusickKeenePopsChoirmusic+

4/10Thu07:00PMTellOurStories.TheListeningProjectforEnding
War,withBeckySakellariouMariposaMuseummariposa,museum
+

4/9Wed02:00PMMariposaAfternoons:PrayerArrowsͲThe
CreationofaVotiveOfferingMariposaMuseummariposa,museum
+
4/9Wed07:00PMDelrossi'sCelticFiddleSessionJon'sMonadnock
Picks(Music)music+

4/10Thu07:00PMCaribbeanContradance|SaxtonsRiverVT
MonadnockFolkloreSociety(dance)dance,monadnockͲfolklore,
music+

4/9Wed07:00PMWeeklyCelticJamMonadNotesevents,
instruction,music,venues+

4/10Thu07:30PMConcertBandKeeneStateCollegekeeneͲstateͲ
college,music+

4/9Wed07:30PMOrchestraConcertKeeneStateCollegekeeneͲ
stateͲcollege,music+

4/10Thu07:30PMKeeneStateCollegeConcertBandMonadNotes
events,instruction,music,venues+

4/9Wed07:30PMKSCOrchestraMonadNotesevents,instruction,
music,venues+

4/10Thu09:00PMKaraokeatLab'nLagerMonadNotesevents,
instruction,music,venues+show1more

4/9Wed08:00PMVermontJazzCenterJamSessionJon's
MonadnockPicks(Music)music+

4/10Thu09:30PMHarlow'sPubBluegrassJamJon'sMonadnock
Picks(Music)music+
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FriApr112014

SatApr122014

4/11Fri10:00AMBrianUlrich,RoundTableConversationabout
PublishingKeeneStateCollegeart,keeneͲstateͲcollege,lectures+

4/12Sat10:00AMFarmers'MarketofKeeneHannahGrimes:Local
FoodandFarmEventsagriculture,hannahͲgrimes+

4/11Fri06:00PMRickandtheRedheadMonadNotesevents,
instruction,music,venues+

4/12Sat10:00AMGrowingMushroomsintheForestMoleHill
Theatremusic+

4/11Fri06:30PMLiveMusicatFritzJon'sMonadnockPicks(Music)
music+

4/12Sat12:00PMPeterboroughͲP.J.O'Rourkesignsanddiscusses
\"BabyBoom\"andtellsuswhyit'snothisfaultToadstoolBooks
javascript:show_view('books')+

4/11Fri06:30PMFolksoulEnsembleMonadNotesevents,
instruction,music,venues+

4/12Sat02:00PMPuccini’sGianniSchicchiMonadNotesevents,
instruction,music,venues+

4/11Fri07:00PMPuccini’sGianniSchicchiMonadNotesevents,
instruction,music,venues+

4/12Sat03:00PMMilfordͲEVESCHAUBandfamilygoayear
withoutsugarͲcanyou?ToadstoolBooks
javascript:show_view('books')+

4/11Fri07:30PMBradfordBogPeople&DecaturCreekMoleHill
Theatremusic+
4/11Fri07:30PMBradfordBogPeople&DecaturCreek.
MonadNotesevents,instruction,music,venues+

4/12Sat07:00PMClassicalMusicConcert:Latinas:Musicby
WomenComposersandArrangersofLatinAmerica[12]events,
instruction,mariposa,museum,music,venues+

4/11Fri08:00PMTurnItLooseMonadNotesevents,instruction,
music,venues+

4/12Sat07:30PMMonadnockChorusMonadNotesevents,
instruction,music,venues+show1more

4/11Fri08:30PMDavidMallettMonadNotesevents,instruction,
music,venues+show1more

4/12Sat08:00PMSteelRailwithPHRMoleHillTheatremusic+
4/12Sat08:00PMSteelRailwithPHRMonadNotesevents,
instruction,music,venues+show1more

4/11Fri09:00PMTHCMonadNotesevents,instruction,music,
venues+show1more

4/12Sat09:00PMFloydPattersonBandMonadNotesevents,
instruction,music,venues+show1more

4/11Fri09:30PMTheVanBurensMonadNotesevents,instruction,
music,venues+

4/12Sat09:15PMJandeeLeePorterBandMonadNotesevents,
instruction,music,venues+



4/12Sat09:30PMRockspringMonadNotesevents,instruction,
music,venues+






͵

SunApr132014
4/13Sun12:00AMTheMissingPictureKeeneStateCollegeart,
film,keeneͲstateͲcollege+
4/13FlyingColors1pm&3pm&5pmMoCoArtsmoco,performingͲ
arts+
4/13Sun11:30AMMichaelBlakeMonadNotesevents,instruction,
music,venues+
4/13Sun03:00PMMonadnockChorusMonadNotesevents,
instruction,music,venues+
4/13Sun03:30PMTheChamberSingersofKeeneSpringConcert
MonadNotesevents,instruction,music,venues+
4/13Sun04:00PMTheBorromeoQuartetplaysBartokQuartets
nos.1,2&4MonadNotesevents,instruction,music,venues+
4/13Sun04:00PMKeeneͲDonnaDearborntalksaboutEVERY
SUNDAY,amemoirofherfatherToadstoolBooks
javascript:show_view('books')+
4/13Sun05:00PMBreakbeatsDrummingmusic+
4/13Sun05:00PMMarkandDebBondMonadNotesevents,
instruction,music,venues+
4/13Sun08:00PMJakeMcKelvie&the
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501(c)(3)notͲforͲprofitcorporation,wasformedin1989.In
servicetothemission,theFoundationincreasespublic/private
interactionbyenhancingfundͲraisingability,leveragingpublic
fundsinawaynototherwisepossible.

SALINA,KANSAS
Salina,KS Marquette,MI
CityPopulation...............................47,700................21,300

ParticipationintheAmericansfortheArtsEconomic
DevelopmentIIIstudyofAmericansfortheArtsestablished
thevalueofartsandcultureinSalinaisa$23.75millionͲdollar
industry–onethatsupports815fullͲtimejobs.

SquareMiles.........................................25.......................11
MicropolitanAreaPopulation.......61,697................67,906
UniversityStudentPopulation.......23,500..................9,100

Financialsupportfordepartmentinfrastructureisbeingmade
availablebyCitygovernmentinsupportoftheBigIdeas
culturalplanningprocess,acollaborativeworkof31cultural
organizations,177artists,theSalinanswhoparticipatedin
publicopinionsurveysand801peoplewhoattended
communitymeetingsandforums.

CityArtsandHumanitiesDepartment(founded1966)
SalinaArtsandHumanities
SalinaArtsandHumanitieswereestablishedbycityordinance
in1966,inresponsetolocalinterestinguidingand
coordinatinganalreadyactiveculturallandscapeinSalina.
GrowingfromacontractrelationshipwiththeCity,apartͲtime
director,andabudgetofunder$10,000,SA&Hhasdeveloped
intoafulldepartmentoftheCityofSalinawithastaffof
fifteenandabudgetofover$1.1million.

Committeesfromacrossthecommunityactivelyworkto
addresseachofthefivegoalsoftheplan.
1. Makearts,cultureandheritageofferingswelcoming,
affordableandaccessibletoallSalinans.

SalinaArtsandHumanitiesservethecommunitythroughthe
missionofthecultivationofthisplacethroughthepowerof
theartsandhumanitiestochangelivesandbuildcommunity.
ServicetoSalinaandtheregionisimplementedthroughthe
programareasofArtsEducation,CommunityArtandDesign,
HorizonsGrantsProgramandtheartsͲbasedSmokyHillRiver
Festival,nowinits35thyear.

2. Makeourcommunityamorebeautifulplaceinwhich
tolive,workandvisit.
3. Usetheartsasanenginetodriveeconomic
development,anddowntownandcommunity
revitalization.
4. MakeSalinaamodelcommunityforculturalsector
coordination,unityandsupport.

SAHinvolvesninecitizensservingasthepolicyͲmakingbodyof
thisdepartmentofCitygovernment.ACityCommissionerand
astudentfromalocalhighschoolalsoserveasliaisonstothe
Commission.

5. GuideSalina'sculturaldevelopmentwithenthusiasm,
skill,excitementandvigor.


ThecomponentSalinaArtsandHumanitiesFoundation,a
͵ͺ

Also,checkoutourCalendar.ThisCalendarisaquickguideto
what'shappeningintheculturalcommunityofSalina.Ifyou
wouldliketolistyourinformationinourCalendar,please
contacttheSalinaArtsandHumanitiesDepartmentat785Ͳ
309Ͳ5770.

SalinaCulturalCommunity
x
x
x
x
x
x
x
x
x
x
x
x
x
x
x
x
x
x
x
x
x
x
x
x

Bergen'sStudioandArtGallery
CommunityAccessTelevision
KansasWesleyanUniversity:
TheGallery
Music
CommunicationandTheatreArts
LakewoodDiscoveryCenter
TheLandInstitute
LeeDistrict
RollingHillsZoo
SalinaArtCenter
SalinaArts&Humanities
SmokyHillRiverFestival
ArtalaCarte
FirstThursdayArtRush
SmokyHillMuseum
Adivisionofthedepartment
SalinaBicentennialCenter
SalinaAreaChamberofCommerce
VisitSalina
SalinaCommunityTheatre
SalinaParksandRecreation
SalinaPublicLibrary
SalinaSymphony
StiefelTheatre

CityofSalinaWebsite
BestplaceinKansas
toraisekidsandtoretire!
TheWichitaBusinessJournalrecentlyreportedthat“Salinais
Kansas'retirementhub,”thestate'stopdestinationforretirees.In
2009,SalinawasselectedbyBusinessWeekasthe“bestplacein
Kansastoraisekids.”Neitherofthesedesignationsareasurpriseto
thoseofusfamiliarwiththiscommunity.Wealreadyknowthat
Salinaisaplacethathonorsitsdutytoprovidethehighestqualityof
municipalservicestoitscitizens.
Ifyoulive,workorhappentovisitSalina,weinviteyoutoattenda
concertorsportingeventattheBicentennialCenter.Aftergettinga
bitetoeatatafavoritedowntownhotspot,whynottakeina
relaxingSalinaSymphonyperformanceattheStiefelTheatreforthe
PerformingArts.Ifyouarelookingforavisualartexperience,
rangingfrominternationalexhibitionsandprestigiousnational
showstofineartwithalocalflair,thenweencourageyoutovisit
theSalinaArtCenter.Wealsooffermanymuseumexperiences,
includingthefullyaccreditedSmokyHillMuseum.Fortheatregoers,
theSalinaCommunityTheatreisanationallyrecognized
destination.Thosethatdesireanoutdoorexperiencehavemany
options,includingKenwoodCove,Kansas'largestandmostexciting
municipalwaterpark.Or,feelfreetostopbytheRollingHills
WildlifeAdventurefortheultimateexoticanimalexperience.On
June12Ͳ15,2014,don'tmissthe38thannualSmokyHillRiver
Festival,amassivecelebrationoftheartsandcommunity,with
music,foodandartgalore!Salinaisacityofnearly50,000people

WelcometothelivelyculturalcommunityofSalina,Kansas.
Therearemanywaysyoucangetinformationontheclasses,
exhibits,concerts,performances,andotherexcitingeventsin
andaroundSalina.Pickanyoneofthelocationsonourlistto
therighthandsideofthispageandwiththeclickofyour
mouse—transportdirectlytotheirwebsite!
͵ͻ

atthecrossroadsofInterstates70and135,rightintheheartof
Kansas.Asaretail,manufacturingandculturalcenter,thisisa
communitythatistrulymakingapositivedifferenceinthelivesof
people.

ofcommunityservicesinsupportofthemanycultural
agenciesthatcomprisetheSalinaartsandhumanitiesscene.
SAHrepresentsanddevelopstheartsattheCitylevel,and
servesinanadvisorycapacitytotheCityCommissionandCity
Managerinmattersofpublicculturalpolicy.SAHalsohas
oversightoftheSmokyHillMuseum,aregionalhistorical
museum,whichisadivisionofthedepartment,with
administrationunderthedirectionoftheSAHExecutive
Director.TheArts&HumanitiesDepartmentislocatedat211
W.IronAvenueandcanbereachedat(785)309Ͳ5770or
sahc@salina.org.

YoucannowseewhyworldͲrenownedadventurer,thelateSteve
Fossett,choseSalinaandour12,300Ͳfootrunwayasboththe
launchandlandingsiteforhisrecordsetting,aroundtheworld
flightintheVirginAtlanticGlobalFlyer.
Asyoucansee,SalinacontinuallystrivestobeKansas'finest
community.Thankyouforvisitingourwebsiteandallowingusto
serveyou!
Sincerely,



JasonA.Gage

CommunityProgramsandServices

Yourcitymanager

Thejoboftheartsistoawakenouremotionsandwidenour
horizons.Itisajobasimportanttothetotaldevelopmentof
ourcultureandhumanityasanyscienceortechnology.

ArtsandHumanitiesDepartment
TheArtsandHumanitiesDepartmentpromotesand
encouragepublicawarenessofandinterestintheartisticand
culturaldevelopmentoftheCity.Itdoessobycarryingoutthe
missionof“cultivatingSalineCountythroughthepowerofthe
artsandhumanitiestochangelivesandbuildcommunity.”

SalinaArtsandHumanitiesendeavorstocreateavibrant
atmosphereforpeopletomakemeaningfulconnections—
withthemselves,withothersandwiththeircommunity
throughthearts.Inthisrole,thedepartmentisbothproactive
andresponsiveincreatingrelationshipsbetweencommunity,
individualartistandculturalorganizations.Thisis
accomplishedthroughawiderangeofprogramsandservices,
andinavarietyofways.

BradAndersonservesasExecutiveDirectorandoverseesthe
department’sfourteen(14)employees.Createdin1966,The
SalinaArtsandHumanitiesCommission,citizenͲbased
advisorybody,providesdirectcommunityinputtothis
departmentofCitygovernment.

AprominentfeatureofthiswebsiteistheCommunityCultural
Calendarfeaturingexhibits,concerts,classes,eventsand
performancesthroughoutSalinaandtheregion.Besureto
visitoften.

SAHprovidesleadershiptocreatearangeofqualitycultural
experiencesthroughitsprogrammingareas:SmokyHillRiver
Festival,theHorizonsGrantsProgram,CommunityArtand
Design,lifeͲlongartsandhumanitieseducationandavariety

ThedepartmentconvenestheCulturalRoundtable,a
ͶͲ

SalinaArtsandHumanitiesStaff

consortiumofmuseums,libraries,galleries,performance
venues,educationalinstitutions,andserviceorganizations
collaboratingtoscheduleandpromoteprograms,exhibits,
andactivitiesofinteresttoSalinaresidentsandvisitors.

ExecutiveDirector

BradAnderson
ArtsEducationCoordinator

SharonBenson

TheCommunityArtandDesignprogram,facilitatedbythe
City'sArtsandHumanities,providesavarietyofservicesto
bothpublicandprivatesectors.Together,withacitizen
advisorycommittee,directionisprovidedforincorporating
artworkintobuildingrenovations,newconstruction,orother
communityprojects.Purposefuldesignisessentialincreating
avibrantcommunity.Itenhanceswherewelive,workand
playbybeautifyingourroadsides,buildings,neighborhoods,
parks,andcommunitygateways.Overtime,auniqueidentity
iscreatedthatwillaffectgenerationstocome.

ArtsServicesCoordinator

KarlaPrickett
Marketing&DevelopmentCoordinator

KayQuinn
OfficeManager

KathyBurlew
ProgramAssistant

AmandaMorris
AccountTechnician

GlendaJohnson
CommunityArt&DesignDirectory

PromotinglifeͲlonglearningthroughthecreativeprocessisa
coreactivityofSalinaArtsandHumanities.Inpartnershipwith
USD#305,thedepartmentcreatesandnurturesconnections
betweenstudent,teacher,artist,familyandcommunity
agencythroughtheempoweringperspectiveofthearts.
Artistsspendtime,notonlyinclassrooms,butalsoare
prominentpartnersincommunityactivitiesandpartnerships.

CityofSalinaProjects
Salina'sCommunityArt&DesignProgramwasinitiatedinthe
year2000.TheCommunityArt&DesignPolicywasadoptedin
2006tofacilitatetheinclusionofartists,andartanddesign
projectsinselectedCityprojects.City/Community
representativeprocessesfollownationallydeveloped
guidelinesforselectingartistsandartwork.SAHfacilitatesthe
Programthroughthereviewandrecommendationsofthe
CommunityArt&DesignCommittee.

SalinaArtsandHumanitiesproducesavarietyofevents,
concerts,performances,andactivitiescreatedtoplaceartat
theheartofcommunitydevelopment.ArtalaCarteconcerts
provideavenueforyoungplayers,theSmokyHillRiver
Festivalistheregion'sprimaryartsͲbasedevent,bringing
70,000annuallytoSalina,foralmost35years,andtheannual
SpringPoetrySeriesbringsthenation'sprominentpoetsas
wellasemergingvoices.Collaborationsandpartnershipsto
createtheseopportunitiesincreaseaccessibilityand
strengthenrelationshipsbetweenorganizations.
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JakeFether,MarquetteSeniorHighSchool
JacksonFarley,Artist
ChristineFlavin,NMUDepartmentofArtandDesign
MikeForester,ElegantSeagulls
KristinFrak,SuperiorDanceAcademy
RoseFrankowski,NMUStudent
PeggyFrazier,LakeSuperiorTheater
CarrieFries,MarquetteMaritimeMuseum
GordonGearheart,ZeroDegreesArtistGallery
ElisabethGenske,Artist
AndyGregg,BikeFurnitureDesign
StephenGrugin,MarquetteCityBand,LakeSuperiorYouthTheater,
NMUDepartmentofMusic
JillGrundstrom,NMUSchoolofHealthandHumanPerformance,
Dance
MikeHainstock,FreshCoastDairy
DaleHemmila,CliffsNaturalResources
KayeHiebel,MarquetteRegionalHistoryCenter
MiriamHilton,InterestedCitizen
MatthewHirvonen,HirvonenFoundation
RitaHodgins,LakeSuperiorTheater,WoodenBoatCanoeSociety
AnjilaHolland,OredockBrewingCompany
MikeHolman,TaiChiInstructor
JenniferHoward,NMUDepartmentofEnglish
JenniferHuetter,CliffsNaturalResources
DanJarvis,Artist
TerryKlavitter,MarquetteAreaBluesSociety
JeffKrebs,Musician
DottyLaJoye,MarquettePlanningDivision
GaleLaJoye,LaJoyeProductions
DanaLaLonde,Artist
VivianLasich,InterestedCitizen
EmilyLewis,MarquetteBeautificationandRestorationCommittee
JohnMallo,InterestedCitizen
DavidManson,BlackRocksBrewery
LauraMaze,Artist

APPENDIXF


LISTOFPARTICIPANTS
INTHISPLAN
SueAcocks,LakeSuperiorYouthTheater
EdBanos,DukeLifePoint
JonBecker,MarquetteBikeJam
MattBizoe,NMUStudent
ChristieBleck,MiningJournal
BenBohnsack,MarquetteCityBand
DavidBoyd,MarquetteAccessGroup
BobBuchkoe,LakeSuperiorPianoAssociation
BriceBurge,MarquetteSocialScene
JamesCantrill,NMUDepartmentofCommunicationand
PerformanceStudies
BobChapman,MarquetteAccessGroup
MichaelCinelli,NMUSchoolofArtandDesign
AmyClickner,LakeSuperiorCommunityPartnership
SusieColquit,MarquetteFoodCoͲop
LisaCoombsGerou,YMCA
AmyConover,StudioGalleryandZeroDegreesArtistGallery
ElizabethCoyne,MarquetteCountyConservationDistrict
AndrewCrunkleton,MarquetteAlternativeHighSchool
DaveDagenais,WestAspenRidgeHighSchool
TamiDawidowski,MarquetteBeautificationRestorationCommittee
JesseDeCaire,FlonkPromotions
CindyDeo,LakeSuperiorArtAssociation
JackDeo,LakeSuperiorArtAssociation
SusanDevine,HiawathaMusicFestival
GiseleDuehring,OreDockBotEcoCenter
KathyD’Agostino,InterestedCitizen
RobertEnglehart,NMUDepartmentofMusicDepartment

Ͷʹ

MarnyWeting,InterestedCitizen
TomWolfe,WolfeDesign,NMUDepartmentofArtandDesign
ExavierWooten,NMUStudent
MyraZyburt,MarquetteFarmer’sMarket

RoslynMcGrath,HealthandHappinessU.P.Magazine
KevinMcGrath,HealthandHappinessU.P.Magazine
CamillaMingay,SecondSkinShop
RosaMusket,Artist
NikkeNason,LakeSuperiorYouthTheater
NatalieNaze,InterestedCitizen
AnnOberts,LakeSuperiorPianoAssociation
DaveOllila,SnapperheadInventionsLLC
MarthaParks,PanaraImports
ChristinePesola,LandmarkInn
CarolPhillips,LibertyChildren’sArtProject
CliffordPorter,MarquetteAreaBluesSociety
KimPotts,GardenBouquetandDesign
AmyQuinn,GreatLakesYouthDevelopment
BobRailey,MarquetteFolkDancers
JimReeves,ShirasFoundation,MiningJournal
EdRisak,RisakPottery
BetsyRutz,MarquetteRegionalHistoryCenter
MikeRyan,Poet
JosephSabol,MarquetteBeautificationandRestorationCommittee
ChristineSaari,OasisGallery
BeckySalmon,DowntownDevelopmentAuthority
BillSaunders,MarquetteAreaPublicSchools
JasonSchneider,AccelerateUP
NancySeminoff,MarquetteCommunityFoundation
JohnSpigarelli,ElegantSeagulls
PeteStephensͲBrown,YooperChorus
FredStonehouse,MarquetteCityCommission
JimStrain,MarquetteSymphony,NMUDepartmentofMusic
DerrellSyria,DerrellSyriaProject
DanTruckey,NMUBeaumierU.P.HeritageCenter
MicheleTuccini,LakeSuperiorArtAssociation,ZeroDegreesArtist
Gallery
AnsleyValentine,NMUDepartmentofCommunicationand
PerformanceStudies
RayVentre,NMUDepartmentofEnglish

Sincereapologiestoanyonewhosenamewas
inadvertentlyomitted.
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Initiative 1

Strategy / Action

Primary
Responsibility
Other

Suggested
Timeframe

Implications
for Resources

New Mission Statement:
The City of Marquette's
Office of Arts, Culture
and Creative Economy
serves to support,
facilitate and grow an
empowered and vital
arts, culture and creative
community.

1.1
Retain and reframe
the City's role in
supporting arts
and culture;
rename to City
Office of Arts,
Culture and
Creative Economy

City

Action: 1.1.a.2 Articulate the economic development
rationale for arts, culture and creative economy,
including the attraction and retention of talent, that
can be distributed to all appropriate planning agencies
using artist survey and asset inventory baseline data

DDA, CVB

NMU

City

Action: 1.1.b.7 Measure the economic value of Marquette's
creative industries - nonprofit arts, for profit creative
businesses, and independent artists - to determine value
of revenue, number of jobs, and wages value across the
creative economy

NMU;
City Planning

DDA

begin year 1; every
3 years tracking

Arts Division and
other City staff

With adoption of
Arts Division staff
Master Plan;
time
monitor as needed

Determine if
Arts Division, other
moving forward in
City staff, and DDA
4-7 yrs; then,
time
implement

Arts Division and
other City staff
time

Arts Division staff
time

1-3 yrs with
ongoing
maintenance

1-3 yrs and
Ongoing

Arts Division and
other City staff
time
From adoption of
new Master Plan

Ongoing from
adoption of new
Master Plan

City

Action 1.1.c.2 Develop and administer a public art
investment policy for all buildings under the auspices of
the City; help organize a City appointed Public Art
Committee to administer the public art process.

1

City

Action 1.1.c.1 Assess existing facilities for arts and culture
in Marquette and develop a long-term facilities plan for
City of Marquette – what needs refurbishing,
replacement, newly developed. Review capacity levels on
an annual basis, keeping an eye on whether new facilities
may be needed.

Arts and Culture
Advisory
Committee

City Planning
Department

3-5 yrs and
Ongoing

4-7 yrs and
Ongoing

Arts Division staff,
Arts and Culture
Advisory
Committee

Arts Division and
other City staff

STRATEGY 1.1.c Establish a long-term strategic policy for all City owned arts and culture facilities and City owned or
developed art.

City

City

Action: 1.1.b.4 Review and manage all of the funding/fee
options available to the arts and culture community,
such as the promotional fund, KBIC funds, and
procedures for fee reductions/waivers to develop a
coordinated strategy that is clearly communicated and
regularly updated to the creative community

Action: 1.1.b.6 Revisit current active plans, such as Parks
and Recreation, and the 3rd St Corridor Plan, to discuss
inclusion of the role of arts and culture in addressing
their goals

City

Action: 1.1b.3 Develop and implement a strategy to provide
resources and services that support the business
development of the artists and arts organizations

City

City

Action: 1.1.b.2 Continually review City policies and
regluations to ensure they are supportive of the arts and
culture sector needs

Action: 1.1.b.5 Revisit Marquette's opportunity for more
historic building and historic district designation;
explore historic tax credit financing

City

Action: 1.1.b.1 Spearhead ongoing strategic planning and
advocacy for the City's arts, culture and creative sector

Arts Division staff
time

Arts Division staff
Commence after
time; cost for
first measurement
database software
study and update
and housing the
as necessary
data

Arts Division staff
1-3 yrs and Repeat time with support
from City and NMU
bi-annually
economic offices

STRATEGY 1.1.b : Focus efforts on providing access to resources and services that
help strengthen the role of the arts, culture and creative economy

City

Action: 1.1.a.1 Engage in partnerships with NMU, Michigan
ArtServe and others to measure the economic value of
Marquette's creative industries - nonprofit arts, for
profit creative businesses, and independent artists - to
determine the value of revenue, number of jobs, and
wages value across the creative economy

STRATEGY 1.1.a Measure and communicate the economic value and economic
contribution of the creative industries throughout the city and region

THE CITY'S COMMITMENT TO SUPPORTING A ROBUST CULTURAL LIFE AND CREATIVE ECONOMY WITH AN EMPOWERED ARTS AND
CULTURE OFFICE IS CRITICAL FOR A VIBRANT, ENGAGED and SUSTAINABLE COMMUNITY

Goal

City of Marquette Arts and Culture Master Plan

Implementation Matrix 2014 - 2023

Appendix G

1.1 (Continued)

Goal

Primary
Responsibility
Other

Suggested
Timeframe

City

City

City

1-3 yrs and
Ongoing

City

City

City

Action: 1.1.e.1 Provide communal meeting space for artists,
workshop space for artists

Action: 1.1.e.3 Serve as a resource location for artists
and arts organizations; provide a clearing house of
information to enable the creative community to better
meet their needs for support and promotion

Action: 1.1.e.4 Design policies for local art exhibits in City
spaces, which includes a clear, congruent curatorial and
juried strategy that the City Arts and Culture staff
implements

LSAA, other arts
groups

1-3 yrs and
Ongoing

3-5 yrs and
Ongoing

Ongoing

1-3 yrs and
Ongoing

City

Action: 1.1.f.2 Revise mission of current Arts and Culture
Advisory Committee to align with the revised focus of
the City's Arts and Culture Division

2

City

Action: 1.1.f.1 Review how the expertise and role of the
current Committee could be useful to a Marquette Area
Culture and Creative Alliance; conduct ongoing
recruitment of candidates

if Marquette Area
Culture and
Creative Alliance
moves forward

after adoption of
Master Plan

Arts and Culture
Advisory
Committee

Arts and Culture
Advisory
Committee

STRATEGY 1.1.f: Reconfigure the Arts and Culture Advisory Committee

City

Action: 1.1.e.1 Partner with local nonprofits and artist
associations to produce and increase programming
access; Arts and Culture staff to help develop curatorial
committee for exhibition

City Community
Services Director

Implications
for Resources

Arts Division staff;
Community
Services Director;
Arts and Culture
Advisory
Committee
Arts Division staff;
Arts and Culture
Advisory
Committee

Arts Division staff

Arts Division staff;
cost of acquiring
materials to house
resources; website
and software
development

Arts Division staff

City staff

Community
Services Division

year 1 and Ongoing Arts Division staff

Upon adoption of
the Master Plan

STRATEGY 1.1.e : Continue to operate the Marquette Arts and Culture Center as the
physical location of the City's Arts and Culture office.

Action: 1.1.d.2 Be active in professional support
organizations such as Americans for the Arts, ArtServe,
Michigan Arts Council, and all other applicable
organizations - include membership and attendance at
their events in the budget
Action: 1.1.d.3 Review the handling of arts and culture
activity requests across Community Services to see if
there would be benefits in Arts and Culture Division
collating all arts requests

Action: 1.1.d.1 Revise the job description of the Director to
reflect the reframed focus of the Division; to include
performance measures, access to community leadership
tables, professional growth opportunities, and
articulated roles within community partnerships

STRATEGY 1.1.d Develop an appropriate infrastructure to support the revised mission
and program delivery of the Office of Arts, Culture and Creative Economy.

Strategy / Action

City of Marquette Arts and Culture Master Plan

Implementation Matrix 2014 - 2023

Appendix G

1.3
Ensure an
attractive,
supportive and
sustainable
environment for
artists and
creative businesses

1.2
Support an active,
engaged
community of
healthy, lifelong
learners

Goal

Primary
Responsibility
Other

Suggested
Timeframe

Implications
for Resources

Duke LifePoint

NMU

Marquette Area
Public Schools

staff time at City
Arts Division and
NMU; volunteer
support?
Arts Division and
Duke LifePoint
staff; volunteer
time

4-7 yrs (may speed
this up or slow
down depending
on location of new
facility)

Arts Division and
Senior Services
Division staff time

Arts Division staff;
perhaps data base
development

3-5 yrs and
Ongoing

4-7 yrs and
Ongoing

4-7 yrs and
Ongoing

City

Action: 1.2.b.2 Review all of the arts volunteer award
activities and ensure strategic alignment with the
mission and goals of the City Arts and Culture Division

Annually

4-7 yrs and
Ongoing

Arts Division
staff;volunteer
time

Arts Division staff
oversight;
volunteer managed

City

City

City

City

Action: 1.3.a.2 Conduct a study comparing rental rates
for housing and studio space in the Marquette area
versus other similar areas along Lake Superior; Assess
viability of developing a subsidized housing/space plan
that would be supportive of more artists living and
working in downtown Marquette; explore offering
ongoing help for artists looking for work/live space.
Assess viability of developing a subsidized housing/space
plan that would be supportive of more artists living and
working in downtown Marquette.
Action: 1.3.a.3 Provide an 'artists resource and services
website' that collates information around planning an
event, managing an event, finding work and living space.
Offer a 'hotline' for immediate communication
Action: 1.3.a.4 Inventory capacities, policies and costs of
existing spaces for performance, exhibition, presentation
and celebration in Marquette; provide information,
referral and facilitation of opportunities to maximize
the use of space to meet community needs
Action: 1.3.a.5 Continue to collect information such as
the arts and culture inventory, artist survey, public
surveys locally as well as comparison data with other
similar sized communities. Ensure taking full advantage
of the State of Michigan's services, such as ArtServe,
Cultural Data Project, etc.

3

City

Action: 1.3.a.1 Review zoning and other regulations to
identify barriers to artistic and creative enterprise
development

4- 7 yrs and
Ongoing

4-7 yrs and
Ongoing

3-5 yrs and Ogoing

3-5 yrs; ongoing?

1-3 yrs and ongoing

Arts Division staff

Arts Division staff;
development of
database

Arts Division staff;
development and
management of
website

Arts Division and
other City staff

Arts Division and
other City staff

STRATEGY 1.3.a: Provide an appropriate environment for artists, cultural organizations, and other creative entrepreneurs
to make a sustainable living and to contribute to the social and economic wellbeing of the community

City (or Alliance if
formed?)

Action: 1.2.b.1 Develop a collaborative volunteer support
and recognition program for arts and culture to
maximize access and effectiveness, such as a Business
Volunteers for the Arts – designed to connect business
expertise with arts organization’s needs

STRATEGY 1.2.b : Continue the strong nurturing of the high spirit of volunteerism, civic engagement and philanthropic
support of arts, culture and heritage

Action: 1.2.a.4 Form a healthy community task force with
Duke LifePoint to articulate and implement strategies to
City (or Alliance if
support a destination medical center and to foster an
formed?)
active, walkable downtown to enhance the health of the
community

City (or Alliance if
formed?)

City

Action: 1.2.a.2 Arts and Culture Division continues to
work with the Senior Services Division of Community
Services to implement an arts programming strategy that
connects senior services to community artists and other
resources
Action: 1.2.a.3 Form an alliance with NMU to more fully
open arts programming at NMU to the population of the
area – at the college level and adult programming – both
audience and participative

City

Action: 1.2.a.1 Arts, Culture and Creative Economy Office
works with MAPS to help develop an integrated
community arts education strategy K-12 that supports
programming by arts and culture organizations

STRATEGY 1.2.a : Continued commitment to the young and old and people of all ages is reflected in robust arts education
and activities for youth and seniors, intergenerational programs; cradle to grave active learning

Strategy / Action
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Initiative 2

Strategy / Action

Primary
Responsibility
Other

Suggested
Timeframe

Implications
for Resources

2.4
Continue to engage the
public in dialogue about
the future of arts and
culture in the Marquette
area

2.3
Foster an integrated
strategy for community
festivals and celebrations

2.2
Establish a formal
Marquette Area Culture
and Creative Alliance

2.1
Develop collaborative
marketing and
promotional efforts that
incorporate the breadth
of culture and creativity
in Marquette area with a
strategy that connects to
and integrates the efforts
of City, NMU, Duke
Lifepoint, DDA, CVB,
others

City

STRATEGY 2.4.b Survey the public every 3 years to understand
what they value, how they participate and what they would
like to see happen regarding arts and culture.

4

MACCA

STRATEGY 2.4.a Analyze and publicize public survey, artist
survey and economic information with the community's arts
groups and other community agencies

MACCA

STRATEGY 2.3.c Construct a feedback mechnism to evaluate
community activities so that the public has input in all
community activities

MACCA

STRATEGY 2.3.a MACCA would also establish a coordinated
community celebration strategy to maximize cost effectiveness
and civic engagement

MACCA

MACCA

STRATEGY 2.2.d Present a 'state of the arts, culture and creative
community' report annually to the foundations and other
philanthropic donors to arts, culture and heritage. Include
activities, economic impact/value, financial picture, list of
activities and how they connect with each other, etc.

STRATEGY 2.3.b Work with the City to establish shared services,
transparent procedures and equitable subsidies

MACCA

STRATEGY 2.2.c Review respective strategic plans of MACCA
organizations and look for opportunities where the creative
community may enhance their objectives

Task Force

STRATEGY 2.2.a: Determine a vision and mission statement for
the Alliance, along with priority strategies and goals.
Establish initial start-up funding for paid management

MACCA

Task Force

STRATEGY 2.1.b: After the calendar activity is developed, review
other opportunities for area-wide collaboration and
partnership for the strenthening of the creative community
such as collective marketing, ticketing services, coordinated
back office support or coordinating and sharing facilities

STRATEGY 2.2.b Manage the coordinated calendar, joint
marketing and other activities described above

City

STRATEGY 2.1.a: Under the direction of the Steering Committee
Chair and City Arts and Culture Advisory Committee, form a
Culture and Creative Community Calendar Task Force. Its
purpose would be to determine a strategy for implementing
and promoting a Marquette area arts, culture and creative
activities calendar. This Task Force should determine if the
current Marquette County CVB calendar can serve as the
template.

City, DDA, CVB,
NMU, Co-Op,
Beautification
Committee, etc

City

City

City

City

City

City

Arts Division staff;
MACCA

Arts Division staff;
MACCA

MACCA

MACCA

MACCA

MACCA

Task Force, Arts
Division staff

Starting in 3 yrs;
every 3 yrs

Arts Division staff;
survey software

MACCA; Arts
After adoption of
Division staff + web
Master Plan
software

4-7 yrs and
Ongoing

3-5 yrs and
Ongoing

3-5 yrs and
Ongoing

Ongoing every 2
years

3-5 yrs and Repeat
annually

After calendar
introduced and
Ongoing

City

City

Arts Division staff,
Task Force

Within 1 year after
Arts Division staff,
calendar
Task Force
introduction

Year 1

No longer than 1
year after
community
calendar
introduced

City

City Arts and
Culture Advisory
Committee, DDA,
CVB, NMU, Co-Op,
Beautification
Committee, etc

A REGIONAL PARTNERSHIP THAT FOSTERS COMMUNICATION AND COLLABORATION ACROSS THE MARQUETTE AREA'S ARTS,
CULTURE AND CREATIVE SECTOR WILL INCREASE THE CONTRIBUTION AND VALUE OF MARQUETTE AREA'S CREATIVE ASSETS

Goal
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2.6
Integrate economic
development planning
for arts, culture, creative
enterprise and heritage
with downtown
development, historic
preservation, regional
food hub development
and area-wide economic
planning

2.5
Establish comprehensive
talent development,
attraction and retention
plan

Goal

MACCA

MACCA

STRATEGY 2.6.c Ensure that the current City and County plans
includes the role of arts and culture in economic development
by representing the creative sector at regional and local
planning and development tables. Connect the creative
industry economic cluster to the work within the SmartZone
Program and the Next Michigan initiative.
STRATEGY 2.6.d Seek out funding opportunities for supporting
economic development and creative placemaking initiatives
through state of Michigan, ArtPlace, NEA, Kresge and others.

5

MACCA

City

City

City

City

3yrs and ongoing

Ongoing

Ongoing

MACCA with City
staff

City staff; Task
Force

City staff with Task
Force

Task Force

Immediately and
Ongoing
MACCA

Arts Division staff;
MACCA
MACCA, NMU

4-7 yrs and
Ongoing

Arts Division staff

MACCA; NMU

Implications
for Resources

City

4-7 yrs and
Ongoing

4-7 yrs and
Ongoing

Suggested
Timeframe

NMU, Accelerate
MACCA; NMU,
after 5 yrs; ongoing
UP, Duke
Accelerate UP, etc
LifePoint, others

MACCA

City; NMU

Other

MACCA

City

MACCA

Primary
Responsibility

STRATEGY 2.6.b Review current thinking on best practices in
creative placemaking (i.e. ArtPlace America, Kresge Foundation,
NEA) and make recommendations for incorporating these
practices into area economic planning

STRATEGY 2.6.a Ensure that leadership of the creative sector is
represented at leadership tables

STRATEGY 2.5.b Work with City Office of Arts Culture and
Creative Economy to launch a creative enterprise career fair
for high school students - taking them around the creative
community and articulating the various career options
STRATEGY 2.5.c Establish a creative enterprise incubator with
NUM, Acceralte UP, Duke LifePoint, mining companies and
others using space in the former hospital building
STRATEGY 2.5.d Initiate profesional development opportunities
for NMU artists to keep people in area and learn business
development

STRATEGY 2.5.a Develop a 'creative enterprise' intern program
for current creative businesses to give NMU students
experience in a local business as well as provide specific
workshops designed to teach them how to run a business and
the advantage of locating in Marquette

Strategy / Action
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