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National Arts Advocacy Campaigns

CONTACT: International Federation of Arts Councils and Culture Agencies

EMAIL: info@ifacca.org
The members of the International Federation of Arts Councils and Culture Agencies (IFACCA) have identified arts advocacy as a key challenge, one shared by government agencies and the arts communities around the world. 

IFACCA is researching national arts advocacy campaigns to identify their key success factors, challenges, strengths and weaknesses with a view to exploring the development of a coordinated international campaign to promote the value of the arts. 

We seek your help in developing a report on the national advocacy campaigns of the world’s key national arts support agencies. This questionnaire asks for ‘case study’ information on the objectives, methods, strategies and outcomes of at least one national campaign initiated or partnered by your agency. It also asks for your opinions on factors that determine a campaign’s success. We may also use the information and opinions you provide as a platform to encourage a coordinated international approach to advocating the arts. Future work will include:

· Publication of a report on national arts advocacy campaigns based on information gathered in this questionnaire. The report will document key national campaigns and expert opinion on the keys to a campaign’s success.

· Presentation of the report for discussion at the World Summit on Arts and Culture, or during IFACCA’s related events, to be held in Johannesburg, South Africa, on 22-25 September 2009. 

· Based on the research and discussion above, investigation into developing an international campaign to promote the value of the arts (described over). 

WHAT TO DO

· Please read the context section over the page.

· Complete the questionnaire and case study(s) and email your response to IFACCA (info@ifacca.org).

· If you know of someone else who would be better placed to respond (be they in your agency or in another organisation), please forward this query to them.

· The deadline for responses is Friday 31 July 2009.

A summary of responses will be prepared and sent to respondents prior to publication.

CONTEXT

In one sense, everything we do is advocacy: a central role of arts councils and cultural agencies is to make the case for the arts. [It is] important to recognize that advocacy happens in lots of different ways, and takes place both formally and informally, consciously and unconsciously.

Ann Bridgwood, Making the case for the arts, Second World Summit on the Arts and Culture, 2003.

What type of campaigns are we interested in?

Advocacy is ubiquitous in the work of an arts agency. To make this project manageable, IFACCA is asking for information on certain types of advocacy campaigns:

· We are interested in information on national campaigns – those that promote the arts nationally.

· We are interested in project-based campaigns (eg those with a defined start and end date) or periodic campaigns (eg an annual arts month or arts day), rather than ongoing programs such as audience development programs.

· We are interested in campaigns with a clear boundary such as a unique slogan, motto, media strategy or objective.

· We are interested in campaigns that have been undertaken since 1999, although information on earlier campaigns will be welcome if you think they fit well with the objectives of our research and have useful or interesting outcomes.

With these restrictions in mind, we are interested in a wide range of campaign types: 

· Campaigns that promote the arts generally, encourage participation in the arts, or advocate the benefits or value of the arts (whether ‘instrumentally’ or ‘intrinsically’).

· Campaigns aimed at a wide audience such as public awareness campaigns (note that we are not interested in campaigns that specifically target increased government spending).

· Campaigns conducted or partnered by government agencies and/or non-government organisations.

· Campaigns promoting single as well as multiple art forms.

Examples of the types of campaigns that we are interested in include:

· National engagement campaign, [Arts Council England],
www.artscouncil.org.uk/pressnews/news_detail.php?rid=10&id=988  

· The big read, [National Endowment for the Arts], 
www.neabigread.org  

· National arts and humanities month, [Americans for the Art]s, 
www.artsusa.org/get_involved/advocacy/nahm/default.asp  

· Jump into the arts, [Arts Council of Northern Ireland], 
www.artscouncil-ni.org/news/2009/new03032009.html  

· 1624 explore, [Scottish Arts Council], 
www.scottisharts.org.uk/1/1624explore.aspx  

· National arts month, [Philippines National Commission for Culture and the Arts], 
www.ncca.gov.ph/about-ncca/nam09/nam09.php  

Further background

Over the years IFACCA has developed information resources relating to arts advocacy:

· Interim Report: Arts advocacy arguments, September 2003, which provides a selection of references and online resources relating to the types of arguments used to advocate government support for the arts: www.ifacca.org/topic/arts-advocacy-arguments/   

· Arts Advocacy Arguments topic page at the IFACCA website: contains a selection of publications and news items relating to arts advocacy: www.ifacca.org/topic/arts-advocacy-arguments/.    

· Making the Case for the Arts, Workshop 2a, World Summit on the Arts and Culture, Singapore, 2003: Paper presented by Ann Bridgwood, Director of Research, [Arts Council England] and report on the workshop, Christopher Madden, Research Analyst, IFACCA. Both downloadable at www.artsummit.org/summit2003/page.asp?pageid=21 

IFACCA has received financial support from the Australia Council for the Arts and the Salzburg Global Seminar (SGS) to research advocacy campaigns and explore the development of a coordinated international campaign. The project will be guided by the IFACCA board and by a reference panel established at an SGS that includes:

· Sarah Gardner, Executive Director IFACCA (Australia)

· Louise Sicuro, President and CEO, [Culture pour Tous] (Canada)

· Yuriy Vulkovsky, Adjunct Professor of Cultural Policy (Bulgaria) 

· Clarisa Ruiz, Director Arts, Ministry of Culture (Colombia) 

· Howard Chan, Artist and member of [Community Museum Project] (Hong Kong SAR, China) 

· Yetunde Aina, Executive Director, [Jadeas Trust] (Nigeria) 

· Hazem El Mestikawi, Artist and Curator, (Egypt) (still to be confirmed)

· Janis A. Tomlinson, Director University Museums, Univeristy of Delaware (USA) 

· Sue Hoyle, Deputy Director, Clore Leadership Programme (United Kingdom)

QUESTIONS

Part 1: General information

(a) National campaigns to promote the arts

If, in the last 10 years, your agency has conducted or partnered in the type of national campaigns to promote the arts as defined in the context section, please provide the summary information below for up to four campaigns. Part 3 of this questionnaire asks for case study information on at least one of these campaigns.
	Campaign name/identifier
	Date 

(or frequency) 
	Website address or references to publications 

(attachments welcome)
	Case study information provided (yes/no)

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	


(b) Your details
Please provide us with the following information about you and your organisation.

	Title (Mr, Ms, Dr)
	

	Given name:
	

	Family name:
	

	Position title:
	

	Organisation name:
	

	Country: 
	

	Email:
	


Part 2: Overall perspectives on arts advocacy campaigns

We would like to get your thoughts and ideas about what makes for a successful arts advocacy campaign. The questions below are a guide only: please feel free to provide any ideas or thoughts you like. 

(a) What are the key factors that ensure a campaign’s success? What makes for a strong campaign?

	


(b) What are the key ‘don’ts’ – the things to avoid – when running a campaign? What makes for a weak campaign?

	


(c) Please provide any ideas about ‘good practice’ in an advocacy campaigns based on the key campaign aspects below, particularly for a campaign that is focused on using media messages to promote a higher public profile for the arts or to engender a greater understanding and appreciation of the arts.

	Aspect
	Good practices for campaign success

	Purpose, strategy and tactics 
	

	Communications: messages 

and media used
	

	Organisational aspects and partnerships
	

	Management and financing
	

	Research and development
	

	Campaign metrics, evaluation and outcomes
	

	Other
	


(d) References and resources

Please provide references to publications, websites and other resources you think are useful for developing or running advocacy campaigns. Web addresses and attachments are welcome.

	


(e) Any other thoughts

Please provide any other thoughts or ideas relating to arts advocacy campaigns.

	


Part 3: Case study questions

Please complete the following questions for at least one key advocacy campaign identified above. If you would like to submit more than one case study, an additional blank survey form is provided. 

Alternatively, if you have information resources (in English) that provide the campaign details asked for in this questionnaire, especially evaluations of the success or outcomes of a campaign, we invite you to provide these rather instead of completing the questionnaire.
All responses and information provided will be treated as confidential. No campaign will be identified in any public materials without your agency’s permission.

Case study questions are divided into eight general areas:

· General information

· Timing and evolution

· Communications

· Organisations involved

· Management and financing

· Research and development 

· Outcomes and evaluation

· General opinions on the campaign

· Any other information or thoughts on the case study

For each of these areas, we ask a number of specific questions, followed by space to allow you to provide additional information you think would be useful or would provide better context to your responses. Please treat the specific questions as a guide only. We recognise that these campaigns can be very complex, often evolve and change significantly over their course, and are not easily summarised. We invite you to add as much information as you would like in the extra spaces provided to provide context and explanation of any aspects of the campaign you think would be useful for others to know when developing their own campaigns. 

Some of the information asked for may already be available in publications or internal reports. If you are able to supply these papers with your response, please feel free to simply refer to the reports at the appropriate question, with references to the relevant section or pages if possible.

Campaign case study number 1

General information
1. Campaign name/identifier
	


2. Web address

	


3. Dates

(a) If the campaign was a ‘one-off’ project, please provide the date(s) the campaign was active (day/month/year):

	


(b) If the campaign is periodic, please provide the dates of the most recent (day/month/year) and how often the campaign is repeated (annually, every two years)

	


Note: if the campaign is carried out periodically, please answer the rest of these questions primarily for the most recent campaign. That said, we invite you to note any aspects of the campaign series that have been altered to strengthen campaigns or address weaknesses in past campaigns.

4. Did the campaign focus on any particular art form or type of arts activity (eg dance, reading)? If yes, please list.

	


5. Was the campaign underpinned by any particular ethos, philosophy or theory? (eg. social inclusion, cultural diversity). If yes, please describe.

	


6. Who did the campaign target (eg general public, young people, etc.)?

	


7. How did the campaign identify who the target audiences should be? Did these targets change at all during the campaign?

	


8. This questionnaire contains a series of specific questions on campaign details. However, if possible, please provide a brief overview of the following aspects of the campaign:

(a) Objectives of the campaign: purpose, mission, vision, goals, aims, etc.

	


(b) Implementation: strategies, tactics, etc. adopted to reach the objectives

	


9. Please provide any other general information on the campaign before answering the detailed questions below.

	


Timing and evolution

10. How was the timing of the campaign decided? Were any timing issues encountered during the campaign? How was the timing of messages decided?

	


11. Did the campaign evolve or change significantly over the time it was running? If yes, please describe the major changes and the reasons for making the changes.

	


12. Were any unexpected obstacles encountered during the campaign? If yes, please describe the obstacles and how the campaign dealt with them.

	


13. Were any unexpected assisting factors encountered during the campaign? If yes, please describe the factors and how the campaign maximised their beneficial impacts.

	


Communications

14. Did the campaign have a motto, catchphrase or message that identified it? If yes, please provide.

	


15. What was the campaign’s communications strategy? Who developed the strategy?

	


16. What types of media were used in the campaign and how were they used?

	


17. Did the campaign depend on or encourage others to carry or extend the campaign’s message, such as grassroots advocates, the media, private sector leaders, and other political leaders? If yes, describe how this was done, how successful it was, and any issues that arose.

	


18. Were customised messages developed for different target audiences? If yes, please describe the different messages and audiences, and the reason behind customisation.
	


19. Please provide any other information about the communications used for the campaign that you think would be useful, eg: strengths and weaknesses of communications used; or any aspects of the communications approach that contributed to the campaign’s success or that you would do differently. 

	


Organisations involved/partnerships
20. Please provide the names of organisations involved in the project and indicate their role. For example: initiating organisations; key partners; financing organisations (including in kind support); other key organisations and stakeholders and their role

	Organisation name
	Role

	
	


21. Please provide any other information on the organisations associated with the campaign that you think would be useful, such as strengths and weaknesses of the partnership model adopted, or any aspects of the approach that you consider critical to the campaign’s success or that you would do differently. 
	


Campaign management and financing
22. Describe how the campaign was managed, eg.: by a staff member; an interagency committee; an internal management committee; a contracted partner in the private sector.

	


23. Was a project plan and timeline developed for the campaign? If so, what were the key elements of the plan?

	


24. How was the campaign financed? Please describe the type of organisations (central government, regional government, private sponsors, etc.) that provided financial support for the campaign and any other key aspects of financing.

	


25. What was the overall budget for the campaign? Please provide as much budgetary information as possible. What were the major sources of income and expenditure? Were any particular problems met in keeping income or expenditure to budget?

	


26. Please provide any other information on management and financing aspects of the campaign that you think would be useful, such as strengths and weaknesses of the partnership model adopted, or any aspects of the approach that you consider critical to the campaign’s success or that you would do differently. 
	


Research and development

27. Was any research used to develop the campaign, or in campaign delivery? If yes, please provide a description and/or references (web links and attachments welcome).

	


28. Was there any research undertaken during campaign, or that resulted from the campaign? If yes, please provide a description and/or references (web links and attachments welcome). Please note that questions about campaign evaluation are asked in the next section.

	


29. Were any other campaigns used as models, prototypes or templates? If yes, please provide a description and/or references (web links and attachments welcome).

	


30. Were any resources such as good practice guides, toolkits or key principles used to guide the campaign’s development? If yes, please provide a description and/or references (web links and attachments welcome).

	


31. Were campaign-related resources such as good practice guides developed during or as a result of the campaign? If yes, please provide a description and/or references (web links and attachments welcome).

	


32. Please provide any other information on the research aspects of the campaign not covered in the above questions that you think would be useful.

	


Outcomes and evaluation

33. Did the campaign have a clear set of metrics or indicators for success? If yes, please describe.

	


34. Was an evaluation of the campaign undertaken? If yes, please provide a description and/or supply the evaluation (web links and attachments welcome).

	


35. What were the key outcomes or results or the campaign?

	


36. Which of the objectives and aims of the campaign were met, and how?

	


37. Which of the objectives and aims of the campaign were not met, and why not?

	


38. Were there any unexpected outcomes from the campaign? Please describe.

	


39. Please provide any other information about the campaign’s outcomes and evaluation, especially strengths or weaknesses in the evaluation. 
	


General opinions on the campaign

We would like your opinions on a range of aspects about the campaign. Please answer the questions below as best you can. We welcome additional thoughts or ideas at the end of the questions. Please use this opportunity to provide any additional information on any aspects of the campaign associated with this case study (question 3 in part one of this questionnaire asks for your ideas on campaigns more generally.

40. Overall, how would you rate the success of the campaign?

	Place an ‘x’ to indicate your answer

	
	
	A success

	
	
	Partly successful, partly a failure

	
	
	A failure


Explain your response 

	


41. Describe the things you think the campaign did well.

	


42. Describe the things you think the campaign did not do well.

	


43. What do you think contributed most to the campaign’s successes?

	


44. What do you think most hindered the campaign’s success, or contributed most to the campaign’s failures.

	


45. What are the main lessons learned from the campaign (ie, if you ran the campaign again, what would you do differently?)

	


Any other information or thoughts

46. Is there anything you would like to add to your responses about any aspects of the campaign? Please provide below.

	


TEMPLATE FOR ADDITIONAL CASE STUDIES


If you are completing more than one case study, please use the template below.

Campaign case study number: xx
� Available at � HYPERLINK "http://worldsummitartsculture.org/summit2003/page.asp?pageid=21" ��http://worldsummitartsculture.org/summit2003/page.asp?pageid=21� 


� For more on intrinsic and instrumental arguments, see IFACCA, 2003, Interim Report: Arts advocacy arguments, available at � HYPERLINK "http://www.ifacca.org/topic/arts-advocacy-arguments/" ��www.ifacca.org/topic/arts-advocacy-arguments/�    
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