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NATIONAL ARTS ADVOCACY CAMPAIGNS

FOREWORD

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 arts communities around the world.

This report provides a platform for the exchange of information and ideas about arts
advocacy by exploring a range of campaigns currently being undertaken or planned by
national arts funding agencies (who are IFACCA members). It is the first stage of a research
project that identifies campaign success factors, challenges, strengths and weaknesses with
a view to exploring the feasibility of developing, with others, a coordinated international
campaign to promote the value of the arts.

An earlier draft of the report was presented at the IFACCA CEO Leadership Seminar, which
took place in September 2009 during the 4™ World Summit on Arts and Culture in
Johannesburg, South Africa.

Updates on this research project and links to online resources can be found at a dedicated
page on the IFACCA website: http://www.ifacca.org/topic/arts-advocacy-arguments. IFACCA
is interested in expanding on the information contained in this report and welcomes case
studies or information about other international, national and regional campaigns aimed at
raising awareness of the arts. If you would like to contribute, please contact the IFACCA
secretariat at info@ifacca.org.

We thank the Australia Council for the Arts and the Salzburg Global Seminar for their
financial support for this research project, which is described in more detail in Appendix 5.

We also thank Christopher Madden for researching and writing the report, and Nina Tunceli
and Gladstone Payton of Americans for the Arts, Susan Meggitt and Mary Wright of Arts
Council England, Sunil lyengar of the National Endowment for the Arts and Louise Sicuro of
Culture pour tous for their valuable contributions.

Sarah Gardner
Executive Director
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SELECTED KEY FINDINGS ON ARTS ADVOCACY CAMPAIGNS

This report looks at advocacy campaigns that promote appreciation and engagement in the
arts. It describes a range of campaigns currently being undertaken or planned by key
national arts funding agencies, brings together online communication resources used by
these campaigns, and explores views on how to ensure a campaign® success. The
information contained in the report is drawn from desk research, responses to a survey and
selected case studies of actual campaigns. Eight case studies of campaigns from national
arts funding agencies are included in the report.

Some of the key themes evident from the opinions and case studies are summarised below.

Campaign approaches, aims, strategies and tactics

A

A
A
A

Good campaigns use a mix of national and local promotions.

A campaign should not only have realistic objectives, but should focus on issues that

are seen to be wvalid by others (such as those
A campaign should be flexible enough to respond to unexpected events.

A campaign should keep a tight focus on target audience/s and issues.

A campaign should limit the number of campaign objectives.

Communications: messages and media used

A
A

T 3>

Campaigners should be aware thatdcahlaee t erm Ot
less than desirable associations.

Messages and themes should be clear and simple. Multiple messages should be

avoided.

Medi a resources should be abl e to bighist ail or ec
encourages wide use by partners and local media coverage, which is seen as a

powerful campaign tool.

Media platforms should be easily reproducible to ensure maximum coverage.

In-kind support from advertising agencies and other media producers is indispensable

in ensuring communications are up to a quality that will encourage reproduction.

Other aspects

A

To 3o I o

Collaborations, partnerships and networksar e cr i ti cal to ,andcampai gr
partners need to have a common understanding about the fundamental elements of

the campaign.

Itisimportantt o uti |l i se partnersé existing expertis
A campaign should have a dedicated coordinator and budget.

Research is critical in designing a campaign and in monitoring and evaluating

progress.

Evaluation should be ongoing: eval uat e t he campaigndés effectiyv
implementation plan unfolds.

These are just a few of the many findings and recommendations uncovered through this
research. The full report contains a wide range of ideas that offer practical guidance for
anyone running an arts advocacy campaign, or thinking about arts advocacy more generally.

IFACCA 2



NATIONAL ARTS ADVOCACY CAMPAIGNS

OVERVIEW

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 recognise
that advocacy happens in lots of different ways, and takes place both formally
and informally, consciously and unconsciously.

Ann Bridgwood, 2003"

As Ann Bridgwood notes above, arts advocacy is a key challenge, one shared by
government agencies and arts communities around the world. This report responds to that
challenge. It aims to provide a platform of information for anyone interested in initiating or
improving a campaign to promote the arts.

This report focuses on campaigns that aim to raise awareness of the arts among the general
public or in a target audience. Specifically, the report analyses campaigns conducted or
partnered by government agencies and/or non-government organisations that:

A promote the arts generally, promote particular art forms, encourage participation in
the arts, or advocate the benefits or value of the arts, particularly campaigns that use
broadcast media and internet platforms;

A are aimed at a wide audience or at raising public awareness, rather than solely
targeting increased government spending;

A are project-based or periodic, rather than continuous (such as an audience
development program); and

A have a clear boundary such as a unique slogan, motto, media strategy or objective.

Based on desk research and responses to a survey distributed in August 2009 to the
IFACCA network, the report starts with a summary of opinions about campaign good practice
then provides a selection of good practice factors based on an analysis of the case studies.
These two main sources of information have not been integrated, and no attempt has been
made to rank them or to analyse which are the most relevant or important. The eight case
studies completed are reproduced in Appendix 1.

Concentrating on campaigns that promote the arts to a wide audience, rather than on more
focussed 6l obbyingd campaigns that target politi
communications resources used by these campaigns as well as looking at what makes

campaigns successful or unsuccessful. Further information on key communications

resources uncovered in the research and case studies is provided in Appendix 2.

The case studies in this report come from a limited number of countries. There are many

more countries running or developing similar campaigns. There are also many more

international activities undertaken by intergovernmental networks and NGOs that work to

rai se awareness of the arts and cultur e, i ncl udi
for Cultural Diversity for Dialogue and Development; World Theatre Day (International

Theatre Institute); International Dance Day (International Dance Council); and International

Music Day (International Music Council). Appendix 3 provides a selection of such

campaigns currently being run by IFACCA members.

1 Making the case for the arts, 2" World Summit on the Arts and Culture, 2003,

http://worldsummitartsculture.org/summit2003/page.asp?pageid=21
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The survey questions, reproduced in Appendix4, asked for 6écase study6 i
respondentsd opinions about campaign good pract.i

There is a wide variety of ways to run an awareness campaign. The following are examples
of campaign types found in the desk research undertaken for this project. These terms will be
used throughout this report. Many of the campaigns reviewed here are a mixture of these
campaign types.

A Lobby campaign: Uses contact and relationship-building with political
representatives to secure political support. Makes extensive use of research and
other evidence-based materials. Success relies on the strength of relationship and
weight of the evidence.

A Public awareness advertising campaign: Uses advertisements and other public
relations materials to raise general awareness of the campaign and the campaign
message. Success relies on effectiveness of advertisements and media coverage.

A Grass roots campaign: Engages supporters and activists to disseminate the
campaign message and enforce the message via calls to action. Success relies
heavily on degree of engagement from supporters and activists.

A Grass tops campaign: Uses celebrities and high-influence people to champion the
campaign by disseminating and enforcing the campaign message. Success relies
heavily on celebrity effectiveness/appeal and celebrity engagement.

A Astroturf campaign: Usescampaign-gener at ed content (such as ¢
stories) to promote media coverage relating to the campaign. Relies heavily on the
effectiveness and appeal of content to attract media coverage. Content is prone to be
viewed with suspicion because it is created by the advocate.

A Sampling the arts campaign: Uses arts events and products to engage people in
the arts with the aim of demonstrating the benefits of the arts through direct
experience. Relies heavily on the effectiveness and quality of the event program and
on the ability to draw in target audiences.

Opinions on good campaign practice

As well as asking for case study information on campaigns, the questionnaire distributed for

this project asked for respondentsd thoughts on
success or that make for a strong campaign. Four respondents completed this part of the

questionnaire, all of whom are experienced arts advocates.

A summary of respondentsd opinions ideasfor ovi ded b
good practice and essential elements for a strong campaigndand d°ractices to avoid in a
campaignd

Ideas for good practice and essential elements for a strong campaign

Campaign approaches, aims, strategies and tactics

A Ensure that the campaign mission is highly visible, and is encapsulated in a clear and
simple statement. This makes it easy to focus the organisation strategically and
ensures all public engagement activities also aim to deliver on the overall mission.
Develop a set of clearly stated objectives that the campaign needs to achieve in order
to support the overall longer term corporate vision.

Identify a clear target audience.

Clearly identify the key problem the campaign is targeting, and its associated
solution.

Tailor message points for each target audience.

o oo D>
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NATIONAL ARTS ADVOCACY CAMPAIGNS

A Have a range of strategies and an implementation plan for different strategies

depending on the campai gno6smplemeotgtiongplrs and out c

should not only plan for successes, but also incorporate strategies for possible
campaign failures and contingencies for unforeseen outcomes.

A Review and adapt the implementation plan. Staged assessments should be part of
the plan and based on clear monitoring and evaluation metrics.

A Keep in mind that the overall is more important than the sum of the parts.

Communications: messages and media used

A Itis essential that all key messages are relevant to the target audience and delivered
consistently across all channels.

A Have an overarching communications strategy. This should include: range of
objectives; channels of communication (marketing and PR); detailed activity plans;
commercially competitive budgets; and resource requirements. The plan should also
include tactical and longer-term thinking.

A Use an audience-relevant single minded communications proposition manifested in a
well-delivered brand.

A Have a 6media outreacho® plan that wutilises
(A media outreach plan is a plan for how advertisements and public relations
materials will be disseminated.)

A Be sure to make use of partnersoé websites.

A Link communications to concrete action, such as demonstrations, hands-on
workshops, discussions, behind-the-scenes tours, etc. The more people know and
appreciate arts and culture, and have contact with cultural workers, the more they will
be inclined to support and protect culture.

A Themes and messages need to be clear and si

attention. Avoid multiple messages and themes in a single campaign.
Organisational aspects and partnerships

A Collaboration, partnerships and networks are critical to the success of a campaign.

b «

my

The contributions of many mul ti pregdiat he campai

coverage.
A Internal support, from staff and from leadership groups such as the board, is crucial to

campaign succesisnd Getotnm nsg afbfuycan be achieved

such as including campaign 0 ¢eahdihaviagirdebnbhle s 6
campaign champions within the organisation who promote support for the campaign.

A Externally, commercial and media partnerships are also vital to success. These
partnerships provide distribution networks and budget-in-kind support that allow a
campaign to O6punch above its weightod.

A Provide logo and other visibility options to partners, as this will make them more
willing to pay to be a partner. However, always maintain the option of entering
partnerships without payment.

A Be open to all partnership possibilities. Build coalitions with both likely and unlikely
partners.

Management and financing

A Accurately estimating costs and income involved over the campaign period is
essential, as is developing financially supportive commercial partnerships.

A A campaign should have a dedicated coordinator and budget.

A Provide training to both grassroots and grasstops arts advocates and other campaign
partners and supporters.

IFACCA 5
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A Maintain regular communications with partners and supporters, as well as with target
audiences. Report back on campaign successes to maintain engagement from
supporters and partners.

Research, evidence and campaign development

A Research and development is an imperative investment in the success of an arts
advocacy campaign, particularly with respect to target audience identification,
behavioural insights and marketing messaging throughout the campaign cycle.

A New research can be commissioned, but also consider re-purposing or reinterpreting
existing research in support of campaign claims.

Campaign metrics, evaluation and outcomes

A Set benchmark statistics for all marketing activities, the overall campaign and
individual partners as early as possible, as this is essential to monitor effectiveness
throughout the campaign and to attract partners and sponsors.

A Evaluation should be ongoing: evaluate the
implementation plan unfolds.

A Be sure to document your successes and report back to partners and supporters to
celebrate advances and keep them engaged.

A Useful metrics include:

- Number of unique visitors to campaign website

- Number of new articles in the media

- Number of households reached with advertising (bought or donated)
- Number of people signing a petition or other type of sign-up

- Attitudes of target audience based on qualitative survey instruments
- Amount of donated media time.

Practices to avoid in a campaign

Respondents were asked their opinions on what to avoid when running a campaign. They
identified eleven factors that they thought would weaken a campaign.

Lack of measurable objectives

A target audience that is too broad

Over-complicated messages

Communicating too many messages or ideas at once

Lack of internal support and leadership

Inadequate budget

Lack of planning

Underestimating the value of commercial marketing and PR practices

Lack of evaluation

0. Lack of collaboration

1. Lack of flexibility: not being nimble enough to take advantage of opportunities and
current events that directly or indirectly impact on the campaign.

RRoo~NoohrwNE
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NATIONAL ARTS ADVOCACY CAMPAIGNS

Case studies

Eight case studies were completed for this report covering a range of campaign types. Case
studies 6 and 7 profile campaigns in the planned stage and case studies 7 and 8 are not
identified. The case studies appear in detail in Appendix 1.

CaseStudy 11 6 The Ar tog. MpAnkerdfans for the Arts, USA

A public awareness campaign about the benefits of arts education. An ongoing campaign
that uses national and local advertisements across a range of media. Engages a network of
supporters and partners to promote localised advertisements to local media.

Main campaign types: Public awareness advertising; grass roots.

Case Study 27 Arts=Jobs§ Americans for the Arts, USA

A 6ofné d campaign to secure the arts in the gover
specialised messages targeted to politicians, but also advertisements to raise awareness of

the importance of the arts in the wider public. Utilised a network of supporters to promote the

campaign in local media and with local officials. Made extensive use of research resources

on the importance of the arts.

Main campaign types: Lobby campaign; grass roots.

Case Study 31 d'he Big Read§ National Endowment for the Arts, USA

An annual program that encourages patrticipation in reading. Uses a range of media to
support and deepen participation and national advertisements to raise awareness of the
campaign and the importance of reading. A network of partners promotes the campaign in
local media.

Main campaign types: Public awareness advertising; sampling the arts.

Case Study 41 6 Kchitecture Weekd Arts Council England

An annual week of events aimed at introducing contemporary architecture to new audiences.
Supported by a strong national brand and national media campaign. Engaged local
partners/event organisers responsible for promoting their own events.

Main campaign types: Public awareness advertising; sampling the arts.

Case Study 51 6 durnées de la cultureqg Culture pour tous, Québec, Canada

A three-day annual event aimed at encouraging engagement and support of the arts and

culture among the citizens of the Canadian province of Québec. Has a strong cultural
democratisation philosophy. Based on a program o
advertising and public relations campaign.

Main campaign types: Public awareness advertising; sampling the arts; grass roots.

Case Study 61 National engagement campaign special case study, Arts Council
England

A planned national awareness campaign to encourage the broadest range of people to enjoy
artistic experiences. Details of the campaign approach have not been finalised, but a
workshop was undertaken to canvass opinions of stakeholders and the public about key
features of the campaign.

Main campaign types: Public awareness advertising; sampling the arts.

IFACCA 7
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Case Study 77 National arts brand special case study

A background analysis undertaken in the planning stages for developing a national arts

branding campaign. Target-engagedauwiehcehéehatt sva

recommended a mixed model based on a national mass-market advertising campaign
coupled with a local O0sampling the artséo
Main campaign types: Public awareness advertising; sampling the arts.

Case Study 81 Arts advocacy campaign

A campaign that sought to promote the value of a specific artform among politicians and the
public using a mixture of tactics.
Main campaign types: Lobby campaign; grass roots; grass tops; astroturf.

Key findings from the case studies

The key good practice implications uncovered in the case studies are grouped by the same
campaign elements referred to in the previous section. No attempt has been made to rank
issues by their importance, or to analyse the relevance or validity as general good practice
rules. The list is provided to stimulate thinking and debate about how to approach campaigns
aimed at raising awareness of the arts.

Case studies are identified by their number wherever possible so that those wanting to find
out more context and detail can more easily navigate to the source case study.

Campaign approaches, aims, strategies and tactics
National-local

The case studies imply that a powerful symbiosis can be achieved by a campaign that has a
national and local mix.

progr an

Case study 7 recommends that a publ bestseawdr eness

by a mix of a national and local aspects.

A A national mass-market campaign targeting negative opinions of the arts through
television, magazine and outdoor advertisements to stimulate interest in the grass
roots campaign.

A Alocal grass roots campaign targeting low arts engagement by allowing people to
experience the arts in a O0samplingé pr
national day or other program, with messages aligned with those of the national
mass-market campaign and supported by a local promotional campaign.

This national-localised symbiotic approach is adopted by a number of the case studies
reviewed here. The case studies show the importance of ensuring that there is a strong
integration between the two campaign levels: both in the messages delivered and in
organisational aspects. A number of specific recommendations are presented under the
campaign aspect to which they relate.

General principles

Campaigns should be:
A Realistic: ensure clarity of purpose and realism about what can be achieved. (6)
A Consistent: ensure that the campaign message is consistent across all layers: the
theme, vision, mission, aims and objectives. (8)

ogram
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NATIONAL ARTS ADVOCACY CAMPAIGNS

Valid: ensure that the campaignds ai ms
perceived to be valid by others (e.g.peopl e not &6in the arts
Flexible: make sure that the campaign can react quickly to developments, ensure that
contacts database is maintained and up-to-date. (2)

Engaging: link the campaign with concrete active participation, such as
demonstrations, hands-on workshops, discussions, behind-the-scenes tours, and
direct contact with art creators. This will encourage greater appreciation of and

support for the arts. (5)

Inclusive: underpin a campaign with a strong inclusive and democratic philosophy to
mobilise participating groups and reach target audiences. (5)

and ol
0) (

Maintain a tight focus

A
A

A
A

A broad target audience can lead to a lack of campaign focus. Break campaign

targets into audience subsets and adapt strategies for each. (6)

Abroadartfor m scope carries a danger of O6éhomogeni
special about individual art forms. Break the campaign into different art forms and

consider adapting tactics and strategies to each. (6)

Minimise the number of objectives, as too many can cause confusion among

stakeholders. Twelve objectives are too many. (4)

Consider focussing on one issue only, have one call to action for supporters and have

one national media event. (8)

Tactics and strategies

A

A
A
A

To 3>

Use complementary tactics and strategies: ensure that each tactic is consistent with
the strategy to which it relates. (8)

Novelty events may trivialise the subject and campaign message. (4)

Consi der 6 hii drawpgople ihte theaartstby adsociating them with other,
more familiar, interests and activities. (6)

Celebrity engagement or endorsement has both strengths and weaknesses:
celebrities may raise the profile of the campaign message, but few have universal
appeal and some may even deter some people. Also, those attracted to the arts by a
particular celebrity may not necessarily ret.:
appeal. (6)

A grass roots campaign must have a specific call to action. (8)

A national day provides a good focal point, but may not result in a sustained change
in behaviour outside of the day itself. (6)

Duration by campaign type

A
A

A week is too short for a sampling the arts campaign.(4)
Grass tops and Astroturf campaigns need more than three years to be successful. (8)

Embrace complements; anticipate competition

A
A

Engage or embrace potential complementary events, or these will end up as
competition. (4)

Anticipate attacks by opponents and sceptics. Develop tactics to defend campaign
position against attacks. (2)

IFACCA 9
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Communications: messages and media used
National-local

A Ensure that medi dcalisadd eefadaptedsby local partiees with
their own logos and other tailored aspects). This encourages use by local partners
and media outlets, and improves reach to target communities. (various case studies
including 1, 3 and 5)

A National and local marketing and PR messages need to be cohesive and consistent.
(various case studies including 1 and 7)

A A strong distribution network of local partners or activists needs to be established
before advertisements are distributed. (1)

A Provide allies and partners with simple short materials that help them spread the key
campaign messages. (1)

A Messages with a local link to the national message are more likely to get donated
media time. (1)

A For ongoing periodic events, change the communications theme regularly to keep the
campaign fresh. (5)

Messages

A Consider issues surrounding the term O0the art
unfamiliar and even threatening to some people. (6)

A Use terminology that is familiar and unthreatening. (6)

A Avoid messages that create a preaching or bullying tone. Campaign messages and
campaign identity should have a welcoming and inclusive tone. (6)

A Relentlessly stay on message and respond quickly to every critique or concern. (2)

A Considerthemantra:6 The ri ght message, from the right
audience, at the right time. & (2)

A An effective way to appeal to parents is to
6your childrené rather than the generic O0Kki ds

A Itis important that diversity is reflected in advertisements, particularly race and

gender. Campaigns need to be sensitive to how individuals and images are projected
in advertisements. (1)
A Avoid having multiple different messages. (5)

Communication tools and platforms

TV and radio spots work most effectively if kept to about 30 seconds or less. (3)
Word of mouth is a powerful promotional platform. (3)
Local promotions and coverage in local newspapers are highly effective. (3, 5)
Having a central campaign website is good, but beware of relying solely on websites
and online communications, since access is variable. Need to include advertisements
and leafleting as part of the communications strategy. (6)
Using media platforms with broad reach (e.g. mobile phones) has the potential to
strengthen campaign message through O6virald
pl atforms are passive, and nnaonwd pteoo pnleew |Inmaecdki ac
People have privacy concerns about interactive digital platforms. (6)
A Quality of advertisements is key to ensuring take up by partners and media outlets.
(1)
A The recruitment of a world-class advertising agency providing in-kind work can be a
key factor in success. (1, 5)

o o o I

P
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NATIONAL ARTS ADVOCACY CAMPAIGNS

A Television advertising is an excellent medium for promoting the arts. Its advantages
are its ability to communicate strong emotions in a short time space and very good
audience reach. Its disadvantages are: high cost, which means campaign can only be
short; long lead time; and tracking results is difficult (it is hard to prove causality
between advertisements and campaign outcomes). (7)
A Sampling the arts is a very good campaign platform, although requires substantial
resourcing. Its advantages are emotional content, simple message, mass and
targeted audience, both6t op downd and débottom upbd content
potential for long duration. Its disadvantages are long lead time due to high degree of
planning and organisation required. (7)
A For sampling the arts campaigns, beware that programs can be expensive to produce
and distribute. (5)
A Make sure that partnersd websites are proper |l

Organisational aspects and partnerships
National-local

A Coordination and communication with local partners needs to be regular and clear.
(4)

A Funding, support and media resources need to be provided within a time frame that
allows local partners to utilise them effectively. Architecture Week (case study 4) was
criticised by local partners for failing to provide resources in a timely fashion.

A Ensure that a campaign has a way for local partners to engage. A number of case
studies uakldedl adaé¢i si sements to eMbedBigr age Uus
Read (case study 3) provides a number of platforms for local partners to engage,
including provision of media and PR guides and an annual training workshop. See
also case study 1 The Arts. Ask for More.

A Itis important that a campaign is delivered consistently across local partners. (4)

Others

A Working with multiple partners can be difficult in the development stages, but it also
provides a host of resources and ideas as the campaign develops. (1)

A Itis important that key partners have a common understanding of the fundamental
el ements of the campaignbés focus, approach, \
A Ensure that partners and stakeholders know what resources they are expected to
provide. (8)
A Do notduplicateoroverr i de exi sting good work: utilise g
resources such as websites. (6)
A Engaging non-arts organisations with broad reach (e.g. supermarket chains) may
improve campaign reach, but beware of possible clashes of values. (6)
A Ensure the campaign is flexible enough to all
and driversod. (6)

Management and financing

A Funding decisions need to be timely. Ensure funding cycle provides the conditions
necessary to sustain strategic long-term local partnerships and allows partners to
plan. (4)
A Get ongoing advice from members of the public or the target audience through a
citizensd committeesmoB) ot her such mechani
A Seek to obtain a mixture of public and private funding to spread stakeholder financial
ri sk and to pr enmmodt e og rtehaet ebrr abnbdiyng pr ocess.

IFACCA 11
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A Resource appropriately: ensure resourcing and time frame are consistent with
campaign type. (8)

A Scheduling and timing is important. Delays in production for the second phase of The
Arts. Ask for More campaign (case study 1) led to a launch during a high-profile
election year in which advertising time and space was largely unavailable.

Research, evidence and campaign development

Most of the case studies used research in some way. Where appropriate, most campaigns
have used population surveys on arts participation and engagement to identify target
audiences.

However, different campaigns used research in different ways depending on the type of
campaign and the campaignds ai ms:
A The Big Read (case study 3) used research and the outcomes of a pilot phase for
planning and designing the program. The program also uses research in its
monitoring and evaluation program (described in the next section).
A The National Engagement Campaign (case study 6) used not only a population
survey of arts engagement, but also a day-long workshop that provided attitudinal
and other qualitative information to informthecampai gnds desi gn.
A Lobbying campaigns tend to rely heavily on the communication of research evidence.
The Arts=Jobs campaign (case study 2) made use of extensive, detailed and complex
evidence of artdés economic and soci al i mpact ¢
campai gnbés use of evidence was in how it repac
audiences in a way that it could be used and disseminated by others.
A The Arts. Ask for More (case study 1) campaign uses research on the impact of arts
educati on o nucaidnal attdimmem @resentedlin a way that appeals to

parents.
The Arts. Ask forMorec ampai gn (case study 1) also utilised
gatekeepersd showing that the most important fac

advertisement are:
1. Quality of the advertisement
2. Alocal connection to the national issue
3. An easily reproduced format or medium.

The national arts brand campaign (case study 7) presents a framework for designing a public
awareness raising campaign based on ten key questions:

1. Cost

2. Message approach: strategic or tactical?

3. Message content: rational or emotional?

4. Message complexity: simple or complex?

5. Reach: mass or targeted?

6. Residual reach: durable or ethereal?

7. Lead time: short or long?

8. Content generation: top down or bottom up?

9. Duration: long term or short term?

10. Tracking of results: decide on metrics that are reliable and meaningful

The terms used in these questions are described through examples in the case study. Each

qguestion can be answer gahddbjgctiveshaad tlrem applieditog n 6 s ai m
various approaches to determine the approach that fits best.
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Campaign metrics, evaluation and outcomes

A number of the case studies explicitly note the difficulty in attributing causation between a
campaign and outcomes observed in population surveys.

The Architecture Week evaluation (case study 4) reinforces the importance of having clear
outcomes that can be measured and assessed against agreed objectives. Although not all
campaigns in the case studies had explicit, formalised evaluation criteria, most did have
evaluative information, whether generated under a campaign implementation plan or not.

The Big Read (case study 3) is a good example of the application of a range of evaluative
techniques:
A A population survey of arts participation was used to determine target audiences and
to monitor progress in the target through repeated surveys.
A An online survey of people who participated in the program was undertaken. The
survey included qualitative questions such as attitudes to the campaign, satisfaction
with the program, and impact of the campaign on behaviour.
A A survey of organising partners was undertake
i mpact on organisations6é outreach and capaci:t

The research and evaluation program has been used to hone and improve the campaign and
to develop improved campaign materials for local partners. For The Big Read (and for the
confidential campaign in case study 8), evaluation was undertaken by an independent
consultant.

The case studies provide a range of evaluative metrics for evaluating campaigns. Metrics
include:

quality and amount of donated media;

unigue website visitors;

households reached (measured by population survey);
advertisementsod ranking against other campaig
mainstream media coverage: both number and value of media items;

awareness, appreciation and opinion of target audiences based on public awareness
polls;

participation rates by demographics (especially target audience) based on survey of
attendance and participation;

participant and stakeholder attitudes to the program;

number of events (for a sampling the arts program);

number of artists involved (for a sampling the arts program); and

level of government and business funding to the arts.

ToTo o To  To Do Do Do Do I Ix

The national arts branding case study (case study 7) presents a framework for grouping
evaluation metrics by:
A i mpact measures of the
A activity measures of t
A capacity measures of t

campaigndés mission anoct
he camdnpai gnds goal s anc
he campaigndés tactics.
Along with an analysis of media coverage, measures of public engagement and a

satisfaction survey of participating organisations, Journées de la culture (case study 5)

counts among its measures of success the prevalence of other initiatives that adopt the

campai gnds phil osophy and approach.
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APPENDIX 1: CASE STUDIES

The Arts. Ask for More: Case Study 1

Agency: Americans for the Arts, USA
Web address: http://www.americansforthearts.org/public awareness

Summary

The Arts. Ask for More is a national arts education public awareness campaign run by

Americans for the Arts, The Ad Council, the NAMM Foundation, a number of other national

campaign partners, and more than 350 state and local arts organisations. Established in

2002, itisamult-me di a campaign based on OPublic Service
advertisements. The campaign is ongoing and is focused on all art forms.

The campaign uses TV, radio, print, and web advertisements created in partnership with two

national partners and an advertising agency (which provides its services for free). State and

local organisations help promote the advertisements to local media outlets, and are able to

6l ocalisebd the advert i s eadopeiththarlofoand/omorgansaian f or TV
name.

Targeting parents of school-age children, the campaign aims to increase parental

involvement in championing arts education both in and out of school. The campaign informs

parents about the benefits of arts education, and empowers them with tools and resources to

help them get more art in their childrenbs | ives
involved in promoting arts education in their communities.

Parents were chosen as targets following research undertaken by Americans for the Arts in

2001, which showed that the vast majority of parents believed the arts were important in their
childrenés education, yet t hsuyedtoaddocatingforadzsonsi der
in education i that this was better done by others.

The campaign is designed to represent all races, ethnicities, and genders. There has also
been a component of the campaign designed to reach out to the Spanish-speaking
population, with Spanish-language advertisements and web resources.

General opinions on the campaign

The campaign is considered to have been a success. The advertisements have been well-
received and broadcast widely, and research shows improvements in attitudes to arts

education in the cacmpaignds target audie
According to Americans for the Arts, the campaig
quality national advertisements that national and local media networks embraced and wanted
to air repeatedly. The factor t ltaedsesovasther i but ed n

recruitment of a world-class advertising agency willing to donate their time and efforts.
However, the campaign had difficulty staying on its timeline and production schedule. Delays

in production for the ¢ amguechduimdashigs-mdiile eledtiophase | e
year in which advertising time and space was largely unavailable.
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Some key lessons of the campaign are:

A Itis important that diversity is reflected in advertisements, particularly race and
gender. Campaigns need to be sensitive to how individuals and images are projected
in advertisements.

A Working with multiple partners can be difficult in the development stages, but it also
provides a host of resources and ideas for promoting the campaign later.

A An excellent distribution network needs to be established before distributing

advertisements.

A An effective way to appeal to parents (the main target audience), is to use specific
phrases such as o6your kidso6 or o6your childrer
6children. 0

A Ensuring that a campaign has a way for local partners to engage (such as in allowing
the tailoring of media) is a successful way to gain media coverage and to connect
with target communities.

Detailed description of campaign
Timing and evolution

The campaign began in 2002 and is ongoing. A grant from a charitable foundation helped
establish the campaign. Additional support from the NAMM Foundation in 2006 allowed the
development of a second phase of the campaign. Both funding and new partners have had
an effect on the timing of the campaign and the release of new advertising materials and
messages.

The second phase to the campaign was initiated after the securing of a new sponsor and a
new advertising agency to lead the creative aspects of the campaign. Building on the first

phase, the second phase associated arts educatio
reflected in the 6tagbé | ine: OFeed your Kkids the
the campaign title, as feedback suggested that the public strongly associates art with just the

vi sual arts. The O6artsbé relates better to al/l of

The campaign encountered a number of unexpected obstacles. The major obstacle was that
most research on the benefits of arts education is correlative (e.g. evidence shows that arts
education is associated with, but may not necessarily cause, higher grades), whereas the
public is most motivated and engaged by causative evidence. Other obstacles included:
requests from media companies for customised print advertisements, which is difficult and
expensive; and the use of humour in advertisements, which can be risky, as not everyone
will appreciate the humour and sometimes the message is not conveyed as a result.

The campaign received unexpected support and assistance. A number of established and

high-profile companies expressed interest in becoming involved in the campaign. An

example is the collaboration with The Walt Disney Company, which offered to create TV ads

for free based on their Little Einsteins program. This offered additional exposure for the

campaign to an important sector of the target audience, parents of younger children. In

addition, Google offered search engine optimisat
service announcements,especi al |y f or searches using the word:¢
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Organisations involved/partnerships

The campaign involves four main organisations:

1. Americans for the Arts: Primary campaign sponsor.
Americans for t he Ar t sprofit grganisation foaf Sdkama@ngthee adi ng r
arts in America. Dedicated to representing and serving local communities and
creating opportunities for every American to participate in and appreciate all forms of
the arts. http://www.artsusa.org

2. The Advertising Council (Ad Council): National partner, secures volunteer talent
from ad agencies, helps secure donated media through distribution network, provides
logistical and campaign support and advice to facilitate PSA campaigns.
The Ad Council, a non-profit organisation, is the leading producer of public service
communications programs in the United States. http://www.adcouncil.org

3. NAMM Foundation: National partner, contributes finances to facilitate second phase
of the campaign, and helps shape campaign messaging.
NAMM Foundation, a non-profit organisation, promotes active participation in music
by supporting scientific research, philanthropic giving, and public service programs.
http://www.nammfoundation.org

4. Leo Burnett Worldwide: An advertising agency that provides, for free, creative
aspects of the public service announcements and facilitates production of the actual
advertisements. http://www.leoburnett.com

The campaign also has hundreds of local, state, and national official campaign partners
across four levels of partnership: premiere (TV, radio, print, web); intermediate (radio, print,
web); basic (print, web); and general (newsletters, web). These are listed at
http://www.americansforthearts.org/public_awareness/partners/entire_list.asp

Americans for the Arts found that working with multiple partners can be difficult in the
development stages, but that it proved beneficial for later stages in the campaign by
providing a greater and more diverse pool of resources and ideas.

Campaign management and financing

The campaign is managed internally at American for the Arts by two individuals. The Ad
Council provides a Campaign Manager for day-to-day operations and budget management.
The campaign has a project plan and timeline, but this is often difficult to adhere to. Key
elements of the plan include deadlines for creative review committees, advertisement
production timelines, marketing and distribution.

The first phase of the campaign was based on a $1 million grant from the Doris Duke
Charitable Foundation and $1 million match from Americans for the Arts endowment. The
second phase resulted from an additional $1 million provided by the NAMM Foundation in
2006.

Other sources of income for the campaign also included partnership fees from state and local
partners who paid to use the ads with their logo and/or name attached. The major
expenditures are production and distribution of advertisements, and Ad Council labour costs.

Communications

The motto for the c anTheddasgarn Kids get, the nsote
it shows. Art. Ask for More. The motto for the second phase was: Feed your
kids the arts. The Arts. Ask for More.
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The campaign uses national and local advertisements for TV, radio, outdoor (billboards and
bus shelters), print (magazine and newspaper), and websites.

State and local arts organisations (more than 350 in number) help promote the
advertisements locally and can o6l ocaliseb6b the ad
including their logo and/or organisation name. This gives the campaign strong support from

local organisations, as they are able to promote their own organisation as part of the

campaign, and provides a local connection with which both local media and the audience can

identify.

The campaign is highly dependent on donated media (nationally and locally) obtained
through the Ad Council partnership. The campaign also relies significantly on the state and
local arts organisations partners, and on direct partnerships with broadcast media companies
(BRAVO Network, CBS), which have been significant in gaining exposure for the campaign.

The current campaign communications strategy was developed collaboratively by the four

main partners. The advertising agency developed the idea to equate the arts with a healthy

diet, and creataed hyurmotesug obld product sd combinir
and well-known food products.

The campaign has customised messages for Spanish-speakers. Spanish-language
advertisements have been produced, and parts of the website are also provided in Spanish,
including resources for parents.

The campaign found that an effective way to appeal to parents (the main target audience),

was to use specific phrases such as 6éyour kidsbé
or oOchil dr e ntilising state mand éochldartstoiganisations as partners, has proven

very successful in securing donated media (free media time).

Main media used

Website

http://www.americansforthearts.org/public_awareness

The website is a source of news and resources for both the target audience and for
partnering organisations. The site contains the advertisements and arts education facts
(including research reports, education standards and links to arts education websites).

It provides resources for the target audience to get involved in advocating for arts in
education including sample letters, activities to do with children, testimonials, and good
practice case studies. The site is also partly interactive: it provides a facility for parents to
submit their own stories and testimonials.

A number of pages and resources are in Spanish.
Television

http://www.americansforthearts.org/public awareness/the ads/001.asp
Television advertisements can be viewed on line at the website.

Using characters from Disney's oO6Litt]l
the arts are beneficial as they encourage both children and parents to participate
in the arts together. The characters6é adventures
self-expression while emphasising teamwork, friendship, and exploration.
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Informative and entertaining tongue-in-cheek commercials: by creating
spoofs of O6healthy arts food product s
composer Johannes Brahms, and 6Van
van Gogh, parents are encouraged to make sure their kids are getting their
daily serving of the arts.

o O
o —

Radio

Also feature spoofs of healthy food products combined with prominent artists in history.

Radi o advertisements feature spoofs of o&édhealthy
6Tchai kovsky's Nut Crackers. o
http://www.americansforthearts.org/public_awareness/the ads/002.asp

Web
Banners and animation for websites, various sizes and styles, plus html code for copying to
websites. View on line

““510

10 5\\';‘;3\;\\0“ o

—

AmericansForThedrts org

Print
A wide range of campaign print advertisements are available for downloading. The
advertisements are high-resolution Adobe Acrobat compatible PDF files. They are both

6national 6 and o6l ocalisabl eb6, in colour and bl ac
Spanish
View on line

Billboard
The website also has a downloadable billboard advertisement: Are your
kids getting their fair share? Art. Ask for more
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Research and development

In 2001, Americans for the Arts commissioned a public opinion survey of 1,008 adults to
assess public attitudes to arts education.? The research showed that 95 percent of parents
believed the arts are important in preparing children for the future.

Parents viewed the arts as contributing positive attributes to their children, and 91 percent
thought that the arts are an important part of a well-rounded education. However, 71 percent
of parents felt ¢s cuiteddoradvocate for mdre anseducdtiant t e r

Ot her campaigns informed the campaignds devel opn

experience of national partner The Ad Council, which has a number of long-running
campaigns. However, Americans for the Arts created a new model that the Ad Council now
recommends to all of their campaign partners. This model includes building a network of
grassroots outreach partners to help promote local media coverage. The Ad Council provides
to partners a toolkit for best practices for leveraging the power of the media at the local level.
A number of publicly available guides are available at
http://www.adcouncil.org/default.aspx?id=452 .

Americans for the Arts provides training sessions each year for state and local partners on
how to best use the advertisements at the local level and how to reach out to the media.

Research has been used to understand the role parents have in making sure their children
are getting enough art, both in and out of school. Americans for the Arts has published a
range of guides to help parents get involved, both in advocating for arts education and in
encouraging their children to engage in the arts. For example:

A Ten simple ways parents can get more art

http://www.americansforthearts.org/public_awareness/get _involved/001.asp
A 10 Formas Sencillas
http://www.americansforthearts.org/public_awareness/spanish/participe/001.asp
The AdCouncihas undertaken r esear ch the pebpte widordecide a
which public service announcements receive donated media time and at which hours. The
top factors gatekeepers consider are:
1. Quality of the announcements
2. Isthere a local connection to the national issue?
3. Ease of securing the ads in the formats that they need.

Outcomes and evaluation

The success of the campaign is measured by:
A the quality and amount of donated media;
A unique visitors to the PSA website; and
A households reached (measured by Nielsen based on age, gender, etc.).

The campaignds advertisements consistently
campaigns for seven straight years.

Public opinion awareness polls have also been undertaken as part of the campaign
evaluation. The polls show:
A a heightened awareness among the public of arts education and its benefits; and
A areduction in the proportion of adults who believe that there are other people or
organisations better suited to taking action (than they are).

2 National Arts Education Public Awareness Campaign Survey, Americans for the Arts , 2001
http:// www.americansforthearts.org/NAPD/modules/resourceManager/publicSearch.aspx?1D=11610
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A press release for the 2005 poll is at
http://www.americansforthearts.org/news/press/2005/2005 06 13b.asp

Americans for the Arts has pointed out that it is impossible to make a causal link between the
campaign and the increase in arts education opportunities measured in the research.
However, it is likely that the campaign was at least partially a causal factor.
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Arts=Jobs: Case Study 2

Agency: Americans for the Arts
Web address: http://www.americansforthearts.org/information services/recovery/default.asp

Summary

A campaign to secure the arts as p ailfollowihg t he gov
threats to the artsd inclusion | aunched by some
The campaign was undertaken 6on the rund in resp

political process. It targeted politicians and the general public using extensive research
findings to outline the importance of the arts. Resources were provided to allow others, such
as grass roots advocates, to argue the case to their local representative and in local media.
As well as direct communications with political representatives, the campaign ran
advertisements in daily newspapers and distributed resources by email to grass roots arts
advocates for posting on blogs and for use in local media. Messages were tailored to
particular localities or offices to increase impact.

General opinions on the campaign

The campaign was considered a success, as support for the arts was included in the US
government 6s stimulus |l egislation. It is also se
the arts generally i i.e. beyond the arguments surrounding the stimulus bill.

Things that the campaigners consider the campaign did well include:
A Changing public opinion
A Collecting reliable research quickly
A Placing a compelling advertising campaign in key newspapers with surgical timing.

A major perceived strength of the campaign was its ability to react quickly to developments.
The campaign was able to react to late breaking news within minutes. Having an up-to-date
database on grassroots, congressional, and media contacts was critical in allowing the
campaign team to act so quickly.

Factors that contributed most to the campaignods
A Relentlessly staying on message and responding to every Congressional critique or
concern.
A Arming congressi omad aliddy pdints so theyi coull adocateeon
a peer-to-peer level within Congress and the White House.

The factors that most hindered the campaignds su
conservative political shows criticising the idea of saving jobs in the non-profit arts sector.

A number of important lessons are evident from the campaign. For this type of campaign i

one that targets a political outcome i it is important to be aware of how fast political

decisions are made and how important it is to take timely action. An Americans for the Arts
advocacy motto is O6the right message, from the r
right time. 0

In a similar vein, the campaigners learned the value of persevering up to the deadline: the

c amp ai geesshll ostaome was not evident until the final hour of Congressional
negotiations.
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Detailed description of campaign

This was a one-off campaign run from December 2008 to February 2009. The campaign was

initiated after attacks in the Senate and on political and late night talk shows on the inclusion

of arts in the governmentdés proposed economic st
had already passed the National Endowment for the Arts (NEA) funding in their version of the

stimulus bill. Since the two different pieces of legislation had to be reconciled before

President Obama could sign it into | aw, negoti at
differing priorities hung in the balance.

The campaign targeted Members of Congress and the general public (who are the
constituents of the Members), public media, private and governmental influential
stakeholders.

The campaign centred around imploring Members of Congress to support non-profit arts

organisations in this time of economic crisis throught he Obama Admi ni strati ono
which had included funds for the NEA to save jobs. This necessarily led to applying public

pressure to remind congressman of the importance of the arts to jobs in their districts. The

audience was the member of congress, their constituency and those that influence their

decisions (media, stakeholders, etc.).

The ethos underpinning the campaign was that the creative sector is a quantifiable aspect of
the national economy supported by concise and believable data. Convincing and reliable
research was critical to the campaign. Without it the campaign could not have worked.
Research was presented on two fronts:
1. Specific case examples of the recession impact on non-profit arts organisations
across the country
2. Economic impact and jobs supported by the non-profit arts industry.

To maintain funding for the non-profit arts sector to save jobs through passage of the

American Recovery and Reinvestment Act (ARRA) of 2009. The legislation that would

provide much needed relief to the sector was under siege from Members of Congress who

were opposed philosophically to providing money to the NEA for the stated job-saving

pur poses. I nclusion in ARRA highlighted the Oban
t he f i el doacietpioAsnericansofar the Ants veanted to make sure that this position

would have a lasting resonance by a) keeping the funds in the bill while they were attacked

and under threat of being negotiated out, and b) reaffirming and maintaining the arts rightful

place in the national dialogue.

The strategy consisted of a multi-tiered approach that would:
educate and inform decision makers through direct communication and media;
A provide allies at every level with the appropriate research specifically tailored to make
the case in a specific congressional district; and
A implore and motivate grassroots with the relevant research that provided the
backdrop for the argument.

I n effect, the campaign identified and educated
influencers and the advocacy targetdés constituenc

Timing and evolution
Americans for the Arts began working proactively on an economic stimulus bill with the
Obama Transition Team after the President was elected but before he was sworn into office.

They also worked with Congressional Leadership to ensure funding for the arts would be in
the economic stimulus bill.
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However, enormous energy went into quickly reacting to media and congressional attacks on
the arts component in the bill and attempts to derail funding. Timing was reliant on the
actions of Congress which waxed and waned over the period of several days.

What had started as an effort to inform the most important internal decision makers (i.e.
important arts supporters in Congress) steadily emerged into an effort to educate and apply
pressure to the opposition on a national level. The reason was that there was only so much
internal supporters could do; there also needed to be external pressure brought to bear by
constituents and grassroots arts advocates and the greater general public.

A loss of confidence among the original authors of the legislation that led to some policy
areas, including the arts, to come under question as part of the stimulus package. To ensure
passage of the legislation, some entertained eliminating arts funding to ease concerns about
the overall bill. Even though the Senate bill already did not contain the NEA funding, an
amendment to prohibit any recovery funds being used on arts-related activities (along with
casinos, swimming pools, etc.) passed on the Senate floor with an overwhelming majority.
This meant that there was work to be done in not only maintaining the status quo in one
version of the bill, but also active advocacy in fending off new challenges to not only the NEA
funding, but to the entire Senate bill. This highlighted the urgent need to target senators.

Communications
The campaign motto was Arts=Jobs.

The strategy was multi-tiered:
A Use direct lobbying efforts and e-communications to inform important congressional
aliesofup-to-d at e research reinforcing the sectords
A Run ads in the major congressional dailies (a focal news source for members of
congress and their staff) affirming the importance of the funds with a simple but
powerful message conveying the core issue Arts=Jobs that also has national
coverage; and
A Highly customised e-communications strategy to the 140,000 or so grassroots arts
advocates that involves arming them with critical research data and effective
articulation tools to impress upon their elected officials the importance of the issue.

Grassroots advocates pushed the dialogue to elected officials as constituents; media picked
up the conversation through the blogosphere and print articles; private sector decision
makers and high profile grass tops.

Constituents were told of the specific impact of funding in their localities
as wel |l as the sectords overall i 2 A ssages
those facts to specific offices in Congress where the message would be 3 | st

most relevant.

FUNDING
RESPONSE & REAR#ESS

The most important advice is to be aware of how fast political decisions
are made and how important it is to take timely action. Americans for the Arts motto is the
6the right message, from the right conéstituents,
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Main media used
THE ARTS = JOBS

Print advertisements:; emai | 6bl ast $o7° ";“"j.i_nt ernet b

articles. Web banners for use on Otdleer.s0 website
4.3% it

. . . . $29.6 billlon . ...

Organisations involved/partnerships $166.2 bIlliOR oo

Keep sopport for arts jobs
. . . . in the economic recovery b,

Americans for the Arts was the campaign leader. A Coalition of national A, Aneiasiemadns

arts service organisations, the Cultural Advocacy Group, provided “ =~'~'-:;::

additional lobbying and grassroots activation. A number of groups 8 | g

provided some financing for the paid advertisements: Performing Arts | o R i

Alliance, National Assembly of State Arts Agencies, Chamber Music America, and the
National Association of Latino Arts and Culture.

Campaign management and financing

The campaign was managed by the Federal Affairs team of Americans for the Arts under the
supervision of the Chief Counsel of Government and Public Affairs.

The campaign plan was developed 6on the- érun in
planned budget because the stimulus bill was a one-time opportunistic piece of legislation.

Although no new staff members were hired, almost all of the federal affairs staff was

focussed on the campaign for about 60 days. Approximately $50,000 was spent on paid

advertising and other costs.

Research and development

Reliable and widely accepted research was the lynchpin for the campaign. Research was
provided on two fronts:
1. Specific case examples of the recession impact on non-profit arts organisations
across the country
2. Economic impact and jobs supported by the non-profit arts industry.

Research critical to constructing the themes and messages of the campaign included two
maj or Americans for the Artsé research reports:
A Arts and Economic Prosperity Ill Study, the most comprehensive study of the non-
profit arts and culture industry conducted in the USA. It documents the economic
impact of the non-profit arts and culture industry in 156 communities and regions (116
cities and counties, 35 multi-county regions, and five states), and represents all 50
states and the District of Columbia.
http://www.artsusa.org/information_services/research/services/economic_impact/defa
ult.asp
A Creative Industries: Business & Employment in the Arts, shows state-by-state and
congressional district information on the robust nature of arts businesses in each
locale provided by Dun and Bradstreet.
http://www.artsusa.org/information_services/research/services/creative _industries/def

ault.asp

Research and information resources were presented on:
Economic Recovery & the Arts

The State of the Arts in America

Economic Impact of the Arts

Corporate and Foundation Giving to the Arts
Advocacy for Public Support of the Arts

Civic Engagement and the Arts

Too Joo J>o T I I
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A Earned Income and the Arts
A Arts Education and the American Workforce

A full list of resources is at
http://www.americansforthearts.org/information services/recovery/default.asp

During the campaign, campaign staff retrieved news clips from across the country of how
non-profit arts groups were being negatively affected by the economic recession. They then
put together an informal nationwide report of dozens of anecdotal cases (about 2-3
sentences per organisation) that was broadly distributed to media reporters, Congressional
and White House leaders.

Outcomes and evaluation

The objectives of the campaign were achieved when final legislation was signed into law that
included $50 million funding to save jobs in the non-profit arts, as well as maintaining arts

eligibility of funding for all other stimulus funds (education, transportation, community

development block grants, etc). Reconciliation of the two different bills ultimately resulted in

the Obama Administration keeping the Housebs
special note, was the public reaction of many grassroots arts advocates who were outraged

at their senatordés vote to preclude-pofilei mul us
senators in arts-rich states had to publicly and contritely explain their vote in the face of

mounting criticism.

However, the most important outcome was to validate the integral connection between the

role of non-profit jobs in the arts and the overall economic policy agenda for the entire
country.
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The Big Read: Case Study 3

Agency: The National Endowment for the Arts, USA, http://www.arts.gov
Web address: http://www.neabigread.org

Summary

TheBigReadi s a 6ésample the artsd campaiga. Events al
organisations, which develop their own localised promotional materials out of national

templates, and develop reading resources based on national resources. Local activities are
supported by a national advertisi ngnnauscemedi gn usi
program. The program aims to encourage literary reading, with a particular focus on younger

people and reluctant readers. National partners provide grants and extensive program and

promations support to local program organisers. Substantial in kind support is received from

a high-profile advertising agency and an internationally renowned animation company.

General opinions on the campaign

The program has been a success. Declining reading rates have been halted and reversed,
and the program has grown and has attracted prestigious partnerships.

Good practice issues evident from The Big Read include:

A TV and radio spots work most effectively if kept to about 30 seconds or less.

A Word of mouth is a powerful promotional platform.

A Local promotions and coverage in local newspapers were the most effective media

used.

A The campaign is a good illustration of the power of research and evaluation to
improve campaign design and effectiveness. It was strengthened established on
substantial research information and a pilot program. Its active monitoring and
evaluation culture has lead to a wider diversity of participants and has been used to
make improvements to program materials.

Detailed description of campaign

The Big Read gives communities the opportunity to come together to read, discuss, and
celebrate selected books from American and world literature.

Under the program, the NEA provides grants and other forms of support to community

groups (6granteesd) across the ceventsbasedont o i mpl en
selected books. Books are selected by a Readers Circled a distinguished group of writers,

scholars, librarians, critics, artists, and publishing professionalsd who recommend the next

The Big Read books for American communities to share.

The program is not based on any explicit philosophy or ethos, but underlying the campaign is
an implicit concept of the benefits of reading fiction. For example, that literary reading brings
pleasure and enlightenment and has a transformative power.

Some of the overall aims of the campaign are:
A To restore reading to the centre of American culture.
A To encourage reading for pleasure and enlightenment.
A To revitalize the role of literature in American culture and bring the transformative
power of literature into the lives of its citizens.
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The Big Read was established in 2007 to halt a decline in literary reading among Americans.
The program targets all groups of people, with a special emphasis on young people and
reluctant readers. The targets have been adjusted over time (see timing and evolution
below).

Campaignh management and financing

Communities apply to be involved in the program. If successful, they receive a grant of
$2,500 to $20,000, plus access to extensive support, including:

A Educational and promotional materials: Reader's Guides; Teacher's Guides; Audio
Guides; publicity materials.

A Training at an annual orientation. Topics include: working with community partners;
developing a public relations strategy; book discussions; working with publishers;
involving schools.

A Access to comprehensive The Big Read website, which includes a virtual organiser's
guide; downloadable public relations templates and design elements; a forum for
exchanging ideas with other participants.

Each community's The Big Read Example of alocal The Big Read program
includes a kick-off event to launch the | In Missouri, the West Plains Council on the Arts
program,; activities was awarded a grant of $7,000 to host a The Big
devoted specifically to its The Big Read on The Adventures of Tom Sawyer between
Read selection (e.g., panel September and October 2008. The Council planned
discussions, lectures, public a fun and creative community-wide celebration. A
readings); events using the book as a | whitewashed fence was installed on the courthouse
point of departure (e.g., film lawn to be signed by anyone who finished reading
screenings, theatrical readings, the book. The local radio station, KWPM-AM, aired
exhibits); and book discussions in students from West Plains Middle School reading
diverse locations aimed at a wide letters written about Mark Twain in their 6™ grade
range of audiences. language arts cass. Younger readers could literally
discover and explore cave-life, thanks to an
By 2008, over 21,000 local partners inflatable cave provided by the Missouri Department
had been involved in The Big Read. of Conservation. And local educators benefited from
Over 2 million Americans had teacher training hosted by Dr. Cindy Lovell,
attended The Big Read events Education Coordinator for the Mark Twain Boyhood
nationwide and 5.6 million Reader 6 s | Home Museum in Hannibal, Missouri.
Guides had been distributed (National
Endowment for the Arts FY 2008 More examples can be found in National
Performance & Accountability Report, | Endowment for the Arts FY 2008 Performance &
p. 30). Accountability Report,
http://arts.endow.gov/about/Budget/FY2008PAR.pdf

Timing and evolution

A pilot program was undertaken in 2006. The Big Read was launched as a national program
in 2007. From the 2006 pilot program of 10 grantees, The Big Read has expanded to include
over 800 grants to organisations across all 50 states, the District of Columbia, Puerto Rico,
and the US Virgin Islands. The program also expanded in scope to include poetry and an
international program.

It is an annual program based around a funding cycle. The program has expanded from a 6
month cycle to a 10 month cycle.

The programds objectives have changed slightly o

A The Big Read was established to halt a decline in literary reading among all age
groups, but particularly the youngest age groups.
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A Early data from the program showed the difficulty of attracting Americans who do not
frequently read for pleasure. Consequently, the program focused more attention on
promoting reading habits among lapsed or reluctant readers.

Communications

The programds hQeatohd a natien oleatetso i s

The website also carries the byline: The Big Read...inspiring people across the
country to pick up a good book. Listen to radio programs, watch video profiles,
and read brief essays about classic authors.

Advertisements f eat urldovedhastbaolk prédally éogece s
t hi s abnodeekode this book. 6

The Big Read team at the NEA and its partners found that TV and radio spots worked most
effectively if kept to about 30 seconds or less. Longer versions had been produced, but these
were cut down in length. Shorter advertisements ensured that more of the PSAs could be
played by more stations.

Word of mouth proved to be an important factor in bringing people in to The Big Read

events. Other important factors were |ibrarieso
coverage and advertisements. Some of the evaluation data suggest that these forms of

promotion may have been more powerful even than promotion efforts through other media.

Main media used

Website: http://www.neabigread.org The website home page highlights selected resources

and events. It is the central information point about The Big Read events and books. Events

are searchable by community. Books that have bee
the years are listed on the website along with descriptive materials and resources, including

reader guides, teacher guides, and online video resources (including interviews with

authors).

The website also has a blog, http://www.arts.gov/bigreadblog, written and moderated by a
public affairs specialist at the NEA and the N E A director of Literature, National Reading
Initiatives, and program director of The Big Read. Comments are allowed.

Television: The NEA produced public service announcements (PSASs) television spots for 10
books. Participating communities can access these PSAs from The Big Read website. Local
public and commercial television stations air the PSAs in support of The Big Read activities
in their community.

Radio: The Arts Endowment produced 30-second radio PSAs for 16 books. Local
commercial and public radio stations are integral partners in the promotion of The Big Read
activities in participating communities. PSAs designed for radio continue to greatly expand
the programbés reach.

Another radio vehicle forexpandingaccess is | ocal grantees6 partne
to air the Audio Guides featuring The Big Read books. These guides are produced by the

NEA. The shows are intended for broadcast and featured one book per month. The radio

station donated its services.
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Films: The NEA has also produced educational films about six living The Big Read authors.

The primary use for the films is educational. They are available free-of-charge to teachers,

students, and librarians participating in the program. These films serve as excellent

resources for participating communities that may not be able to afford hosting the author at

an event. The films are a crucial el ement in exp
and schools, making The Big Read accessible to citizens in hospitals, nursing homes, and

prisons.

Localmedia: Al ong with resources for running the pr of
guides and an online organiserés guide with tips
are provided to local grantees to develop local promotion campaign. Support includes:
A provision of radio and television public service announcements:
A promotional materials (e.g. banners and posters);
A public relations templates and design elements and publicity materials; and
A training at an annual orientation workshop, where grantees learn about working with
community partners, developing a public relations strategy, working with publishers,
and involving schools, as well as about the titles themselves.

Local events encouraged by the program include:
A launch event, ideally attended by the mayor and other local luminaries;
A major events devoted specifically to the book (panel discussions, author reading, and
the like);
A associated events using the book as a point of departure (film screenings, theatrical
readings, and so forth); and
A book discussions in diverse locations and aimed at a wide range of audiences.

Local promotions - examples The GrestGatay T Spot
Below is a selection of online media materials developed as part
of local The Big Read programs.

The Great Gatsby Public Service Announcement
http://readgatsby.blogspot.com/2007/04/great-gatsby-public-
service.html

The Grapes of Wrath, The Big Read
http://www.youtube.com/watch?v=-fjiz2XsjtM

Fahrenheit 451
http://www.youtube.com/watch?v=B17YVavoB1l|
http://www.youtube.com/watch?v=84DISMXQJgY

The Big Read YouTube Contest Entry
http://www.youtube.com/watch?v=yrDnIS8mPw4

The Big Read - Hayward, California 2009
http://www.youtube.com/watch?v=bBJ7yaUdTDo

Social networking

A number of local organisers use social networking sites.
Examples below

MySpace: http://www.myspace.com/thebigread
Facebook: http://www.facebook.com/pages/The-Big-Read-Wichita/36779318277
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Organisations involved/partnerships

The Big Read is presented by the NEA in partnership with the Institute of Museum and
Library Services and in cooperation with Arts Midwest. Grantee community organisations
deliver the events and programs.

A National Endowment for the Arts: main initiating organisation

A Institute of Museum and Library Services: federal partner and funder

A Arts Midwest: partner and program administrator

A Grantee communities: local delivery of events

Other organisations involved:
A W. K Kellogg Foundation: assisted participating communities with funds to match
NEA grants.

A The Boeing Company: contributed additional funds to take The Big Read to military

families.

A Paul G. Allen Family Foundation: pledged $200,000 to support grants to Pacific
Northwest communities and the creation of The Big Read educational materials for
those communities.

The Ford Motor Company: donated a car (hybrid), clad in The Big Read's logo, to be
used by NEA staff for travel to The Big Read events nationwide.

Poetry Foundation: made possible educational materials for Literary Landmarks.
Additional funding comes from the Ruffin A. Cooper, Jr., Endowment and through a
bequest made in memory of Dorothy Lois Beverly.

American Library Association and the Association of American Publishers:
6encouragement anfdeBg®ead.r6 buti ons t o

o oo Do

Research and development

The Big Read has been developed and redeveloped based on a range of research
information.

1. National research studies
A Reading at Risk: A Survey of Literary Reading in America, 2004
A study showing declines in literary reading rates over the 20 years to 2002. The
decline was across most groups, but was more pronounced among young people.
A To Read or Not To Read: A Question of National Consequence, 2007
A follow-up report to the 2004 study, this analysis of national data from multiple
sources indicated that not only were Americans reading less, they were also reading
less well, and that these declines in reading have civic, social, and economic
implications.
A Reading on the Rise: A New Chapter in American Literacy, 2009
Documents an increase in literary reading rates between 2002 and 2008. This new
growth reverses two decades of downward trends cited in the previous studies. The
report is based on early results from the 2008 Survey of Public Participation in the
Arts.
All reports can be found at http://www.nea.gov/pub/pubLit.php

2. Pilot phase: a pilot program was undertaken in 2006 with ten grantees and four books in
order to test and develop the full program which was launched in 2007.

3. Participant survey: a nationwide survey of people who took part in The Big Read was
undertaken. The survey questionnaire was web-based and was available in English and
Spanish.
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4. Evaluation: an evaluation of the program by consultant firm Rockman et al was completed
in December 2008. It involved participant and grantee surveys and case studies including
site visits to participating communities, focus groups, and extensive interviews. Results have
not yet been published.

These research resources have been used to develop and improve on the program and to
produce training and information resources for grantee organisations. The NEA conveyed
O0best piodhe Big Readsgrantees at national orientation sessions. The reporting of
preliminary data from the evaluation allowed grantees in later stages of The Big Read to
recruit a more diverse population of participants than in the initial stage of the program.

The formal evaluation and its accompanying narrative of 36 case studies will be used to
produce fact-sheets, slides, and other materials to help The Big Read organisers and
programmers.

Outcomes and evaluation

The program was established to address a nationwide decline in reading rates. However, no
specific targets have been found from published sources.

Data shows that the decline in reading rates was halted, and was reversed, between 2002

and 2008. The original objective of the program, whether attributable to the program or not,

has therefore been achieved. The NEAoshowtes that
causal relationship between The Big Read program and the positive findings of Reading on

the Rise, it is a plausible hypothesis that the public spotlight on declining reading rates i as

well as the countless new literary and reading programs and the parents, teachers, and

librarians nationwide who responded to the problemi mayhavep | ayed a deci sive f

The NEA also notes, however, that oéalthough the
is concerned, it is noteworthy that reading in the genres of poetry and drama continued to

flag. Similarly, the rates for book-reading of any type (including non-fiction) declined, albeit to
asmallerext ent than in previous year so.

A number of findings from the beobdEAM6§sAppabpat a
Request for FY 2010.3
A Among participants surveyed, over 90 percent said they would like to take part in
more literary events; 20 percent reported reading more books than before
participating in The Big Read.
A About 30 percent of participants said the program affected what books they chose to
read, how they located books, and their willingness to talk to others about literature.
A Around three-quarters of grantees cited increases in their institutional ability to attract
audiences, and a comparable percentage said they now are more capable of
attracting diverse audiences in particular.
A Among grantees, 90 percent reported greater awareness of regional or local
organisations with whom they might collaborate in the future.

® National Endowment for the Arts Appropriations Request for Fiscal Year 2010 Submitted to the Congress, May
2009 http://arts.endow.gov/about/Budget/NEA-FY10-Appropriations-Request.pdf
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Architecture Week: Case Study 4

Agency: Arts Council England, http://www.artscouncil.org.uk
Web address: http://www.architectureweek.org.uk

Summary

Architecture Week, held annually from 1997 to 2007 around regions of the United Kingdom
(UK), aimed to introduce contemporary architecture to new audiences through a fun and
informative program of events. The last Architecture Week (in 2007) involved over 1,000
events around regions of the UK. The program was suspended after the 2007 events
pending the most recent and detailed evaluation. It has not been undertaken since.

The program was subject to a number of evaluations. Major evaluations were undertaken
and published in 2002 and 2008. This case study relies heavily on the 2008 evaluation
report, supplemented by the 2002 report.

The program grew substantially over its 10 years. While this might be interpreted as a key
success indicator in itself, the 2008 evaluation suggests that Architecture Week may have
been a 6évictim of its own successd, in the sense
proliferation of objectives, and therefore a | ac

Key findings of the 2008 evaluation were that:

key partners had different perspectives on the fundamental elements of the
campaignés focus (the |ink between art and ar

A variety in regional delivery produced variable quality in the promotion and content

A while most people thought the program fulfilled its key objective of engaging the
general public with architecture, some stakeholders believed the week developed into
an introspective exchange between architects

A uncertainty over funding and support year to year did not provide the conditions
necessary to sustain strategic long-term local partnerships

A akey weakness of the Week was its failure to offer clear outcomes that could be
measured and assessed against agreed objectives.

Things the campaign did well:
A Created a central brand, umbrella, or focal point for raising public awareness.
A Used high profile figures effectively.

Things the campaign did not do well include:

Marketing and publicity were not well coordinated. Marketing and PR needed to be

decentralised to the regions.

Regional coordination and communication between partners was considered poor.

Lack of certainty over funding and last minute funding decisions.

A week was considered too short.

Too many objectives, which caused confusion among stakeholders.

Did not engage or embrace potential complementary events, so these events ended

up as competition.

Uneven delivery of program across regions.

ONoveltyd events Otrivialised architecturebd.
Too 6inward | ookingd, did wndatedpeofessiorze peopl e
Timing of the week did not fit well within the school timetable.

To o o I T Do Do Do Do
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Detailed description of campaign

Campaign management and financing

Held annually from 1997 to 2007, Architecture Week was based on the perception that while
architecture is highly visible, it is, accordingt o t he campai gndés publicity I
that may have appe aArchitectureeNeeki(ire2007) invdived ovealsO00
events and cost approximately £600,000. Events occurred across the nine arts funding
regions of England, as well as in Scotland, Wales and Northern Ireland.

Most events were organised locally and involved a variety of activities, from public debates,
bookshop talks, competitions, events that encourage contact and exchange with architects,
such as open architectpractic es and 6architect in the house/ wor

Architecture Week aimed to introduce contemporary architecture to new audiences -
especially those who would otherwise be excluded from the debate about architecture 1

6 t h r opragrm wehich is involving, infor mi ng and f uno. I't al so
national recognition of good design.

By 2007 the program had expanded to target 12 stated objectives:

oahkwnE

N

10.

11.

12.

. Celebrating and showcasing the best of new architecture in the region

Showing the impact and relevance of architecture to everyday life

Exploring a theme in current architecture relevant to the region

Drawing attention to a significant building or buildings in the region

Making local architects and architectural practices more accessible to the public
Using the power of the media and high profile figures to bring architecture and its
potential benefits to the public

Connecting people with their surroundings and helping them to develop a sense of
place

Engaging children and young people in learning activities exploring all aspects of the
built environment

Inspiring people of all ages to think creatively about the spaces around them

Giving people of all backgrounds an understanding of their potential role in improving
their environment through architecture

Providing a forum for collaboration between architects and between architects and
other practitioners

Encouraging more opportunities for consultation around new built environment
developments.

The 2008 evaluation finds that there was a proliferation in the aims and objectives of
Architecture Weekover time O0to the extent that whi

ar e

they struggle to implement them. 6

Timing and evolution

From 1997 to 2007 Architecture Week grew from a being a national program organised
centrally with nearly 200 events and costing £64,000, to a national program, organised on a
regional basis with over 1,000 events and costing approximately £600,000.

From 1997 to 1999, it took place over one week in November. From 2000 to 2007 it was one
week in June.

Arts Council England went through a restructure that resulted in a greater emphasis on
regional management. After this restructure, the management and coordination of
Architecture Week also became more regionalised.
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Communications

Q Architecture
The motto for the 2007 week was How green is our space? Week 2007

Architecture Week 15-24 June 2007

Evaluations found that Architecture Week had a strong brand image. How Greed1 is ?"hsga%e?

An unpublished 2006 e Wrahitactarée Weskn f o un 60t he

branding is strong and this habBowkverdasirvey si gni fi c a
undertaken for the 2008 evaluation found that, although the majority of stakeholders

considered the brand strong, 6a sizeabl e number

with the brand. & Neverthel es shrandinhwas importasitifod e r ed t h
achieving the aims of Architecture Week.

Not surprisingly, then, branded merchandise was considered highly valuable by
stakeholders, and stakeholders highlighted disappointment about a delay by the national
office in the distribution of branded merchandise.

Media output tended to be organised centrally by national coordinators, rather than by
regional partners.

The 2008 evaluation finds an inconsistency in approach to media and public relations
activities across regions,andthat r egi onal me di a iceonotestromg) Ehiswas O p
was identified as a key aspect of the campaign to improve upon.

Main media used

The 2002 Architecture Week utilised four types of publicity/marketing:
A Press and media campaigns
A National events guide and banners, posters, leaflets
A Central website

A lndividual organisersod publicity campaigns
The 2002 evaluation found that marketing for the
successful yet, withagoodmedi a pr of i |l eéb. It also found that:

A Events that relied solely on national publicity and marketing were likely to fail to
attract large or diverse audiences

A Media coverage often focussed on specific local events or competitions

A Regionally, media coverage was patchy and TV coverage was minimal.

The 2008 evaluation c¢oncl Ardhdestura Weakhas@expaendeda publ i c
throughout the life of the program, but the extent to which it has either benefited the Arts

Council or succeeded in reaching a non-specialist public throughout the country is open to
question. 6

Value of press coverage for the 2006 week is estimated to have been £1.3million.

The 2007 week was covered in more than 200 national and regional press pieces (excluding
trade). In 1998 there were less than 50.

http://www.architectureweek.org.uk

An online archive of Architecture Weeks 1997 to 2006 is at

http://www.architectureweek.co.uk/archive.asp

There has been a central website since at least the 1998 event. In 2006 the site received

75,502 unique hits. A number of users remarked that the site was difficult to navigate and
unappealing. The O&édopen accessOdO aspect of the web
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contributors able to upload material, was welcomed, but was also thought to have lead to a
loss of quality control.

Interactive regional websites, allowing for feedback on buildings, events, etc., were found in
the evaluation to have contributed to Architecture Week widening participation and reaching
new audiences, although these were accessible only to certain types of audience.

Arts Council England produced online videos for Architecture Week 2007. The videos were
added to MySpace videos on 24 August (after the event). Total plays for the videos as at
August 2009 were: 487 for part a; and 300 for part b. No comments or reviews had been
provided.

Architecture Week 2007 (part A) Architecture Week 2007 (part B)
24 2ug 2007 ol 183 24 Aug 2007 ol 232

Part a:

http://vids.myspace.com/index.cfm?fuseaction=vids.individual&videoid=16586765

Part b: http://myspacetv.com/index.cfm?fuseaction=vids.individual&videoid=16586869

A number of Architecture Weekr el at ed vi deos were produced besic
videos. A selection can be viewed at Google video search.

Organisations involved/partnerships

Arts Council England set up the week with the Royal Institute of British Architects (RIBA),

see below. The Arts Ccapominating érganigers &ndevéntsss i ncl ude d
providing marketing/publicity budgets and joint-funds, and undertaking some events. Its main

goal was to reach and sustain new audiences.

RIBA managed some key programs, coordinating media. Its goal was to communicate
architecture better to a non-specialist public.

The Commission for Architecture and the Built Environment (CABE) shared with the Arts
Council the funding of selected events, helped generate media interest and develop
awareness among design and architecture practitioners. Its main goal was to reach new
audiences with the debate about spaces and places.

The Architecture Centre Network (from 2004 to 2007) coordinated the participation of
architecture centres.

Regional partners managed, promoted and delivered events.

The 2008 evaluation finds a need for improved cooperation between those coordinating

Architecture Week and regional and local stakeholders. The evaluation also found a low level

of awareness of Arts Counci l E nding Architeétise k ey r ol e
Week.
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Arts Council England consistently provided the majority of Architecture Week funding, while
RIBA, its members and the architecture centres have organised or provided a significant
amount of Architecture Week activities through in-kind support. The 2007 Architecture Week
cost the arts council nearly £700,000. More budget information for a number of years is
available from Architecture Week options appraisal phase one - review and evaluation (see
resources at end of this case study).

Outcomes and evaluation

Shortly after Architecture Week 2007 the decision was made to suspend Architecture Week
for 2008 and undertake a review and evaluation of its effectiveness and relevance to the
wider strategic aims of the Arts Council.® The evaluation involved desk research, interviews
with key partners and an online survey of people who had been involved in the program,
including subscribers.

Although the most recent evaluation uncovered an active evaluation culture within the

program, withanumber of nati onal and regional evaluati or
robust data and material (that is consistent and comparable nationally and across the

regions) upon which to make detailed assessments of the impact of Architecture Week i

particularly in relation to assessing impacts on target audiences, assessing funding and

i nvest ment, and assessing how the resources used

Key findings of the 2008 evaluation were:

A There were differ enc e sonthalinks betweemarrasdd per spect i
architecture which led to divergent views about the aims and approaches of
Architecture Week.

A There was significant regional variety in the way Architecture Week was delivered
which produced variable quality in the promotion and content of the program.

A There was disagreement about how well Architecture Week fulfilled its key objective.
The public, architects and event organisers tended to think the week had succeeded
in engaging the general public, but some regional stakeholders believed the week
became an introspective exchange between architects.

A Architecture Week did not significantly contribute to the development and
maintenance of robust strategic long-term partnerships: uncertainty over funding and
support year to year did not provide the conditions necessary to sustain local
partnerships or provide local partners with a strategic orientation.

Metrics and indicators of success
The 2002 evaluation used audience response cards, questionnaires to organisers,
observation of events, interviews with stakeholders, and event case studies. Some of the
metrics reported are:

A media coverage: value and number of items;

A audiences: attendances (total and average), unique website hits, audience diversity

(e.g. age, professionally involved); and
A opinions of stakeholders, organisers and the public.

The 2008 evaluation uses desk research, interviews with stakeholders, and an online survey
of participants. It notes the difficulty in measuring the less tangible objectives of the program

* Architecture Week options appraisal phase one - review and evaluation, 2008,

Centre for Urban Development & Environmental Management, School of the Built Environment, Leeds
Metropolitan University, in association with Policy Research Institute and RKL Consulting.
http://www.artscouncil.org.uk/news/arts-council-england-to-develop-new-policy-on-the-relationship-of-art-
architecture-and-the-built-environment/
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suchaso6 p er c e p ArchdectsréWeekkiand i ts 6brandd. The evaluatdi
gualitative metrics (opinions of stakeholders and participants).

The phase two report of the 2008 &rhitdcurat i on not e
Week was its failure to offer clear outcomes that could be measured and assessed against
agreed objectives. 6

Was the campaign a success?

The 2002 evaluation found Architecture Week to be a success, and that it had a strong

national focus or brand. However, it recommended a number of improvements, including
expanding the week to a month, arguing that o6t he
al so makes it hard to sustain new audiences. 6 Th
improve the planning process for regional partners.

The 2008 evalwuation notes that success might be
its 10 years. However, the evaluation also suggests that Architecture Week may have been a

victim of its own success Ot o okidale,beertothemt t hat t h
detriment of clarity around the aims and objectives of the program. 6 Thi s i s reinforc
programbés Ooproliferationd of objectives to 12 by

evaluation called for Architecture Week to return to its original core objectives.

Respondents to the 2008 evaluation tendedtofeel t hat t he canBaad(tgmds obj e
lesser degree) objective 5 were met.> However, most of the other objectives were

considered to have not been met well, and most respondents were not convinced that

Architecture Week had been effective.

Things the campaign did well:

A National framework acted as a focal point (a
for activity related t o dsenseofconenmunityufore 8, O6cr e at
architectur al ent husi asts and professional s t

A Used the power of high profile figures effectively to bring architecture and its potential
benefits to the public (which was campaign objective number 6).

Things the campaign did not do well included:

A Poor marketing and publicity: 6émany visitors
6publ i ciotrydiannadt icoon of | i stings has not been w
The evaluation recommended making better use of specialist regional
PR/communications organisations to maximise publicity.

Regional coordination and communication between partners were considered poor.

Lack of certainty regarding funds and last minute funding decisions.

A week was considered too short although, as the Phase Two report notes, the

balancing actisi n det er mi ning optimal campaign | engt|

that a relatively short period restricts the number of events that an individual can

attend, the advantage of the concentrated focus that a week necessarily entails is a

very important one. This has particular relevance for the degree of publicity that

Architecture Weeki s abl e to attract 6.

A Too many objectives, multiplicittiermih 6agenda:
factors that weakened Architecture Week over time was confusion over its multiple

aims and objectives.

A Did not engage or embrace potential complementary events, so these events ended
up as competition.

To I I

Objective 5 relates to improving public access; objective 6 to using the power of media and high profile figures
to raise public awareness.
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A Uneven delivery of program acrossregions,6a | ack of coherence acro
from year to year 6.

A 6Noveltyd events oOtrivialised architectured.

A Too 6inward | ooking6, did nelatedmofessiange peopl e ¢

A Timing of the week did not fit well within the school timetable.

The phase two report from the 2008 evaluation sets out the principles for the future of the
program. If it were to be continued, the report notes that it would need to be:

clear about its aims and objectives, and the relationship between the arts and

architect ure. 6Clear objectives would allow part:.
clear rationale that all parties understand and adhere to, understanding what the

program is for and what it is seeking to achieve6 ( Phase t wo report)
clear about who leads it, and clear on funding, both national and regional

arrangements. National coordination was found necessary for effective overall

direction;

strategic in orientation;

planned over a longer period of time;

about quality rather than quantity of events or activity;

clear about curatorial roles and responsibilities;

about place and place-making and creating a sense of local pride;

more accessible to a wider range of people; and

able to develop champions or advocates for the program.

To

Too Joo T I T T Do

Some of these recommendations might be seen to inform principles for any type of similar
campaign.

Sources of information

Arts Council England to develop new policy on the relationship of art, architecture and the

built environment

2 September 2008

In 2007, Arts Council England commissioned research to give an independent, objective and

fresh appraisal of t he val ueArchitectuteMeekAr t s Counci l
http://www.artscouncil.org.uk/news/arts-council-england-to-develop-new-policy-on-the-
relationship-of-art-architecture-and-the-built-environment/

Architecture Week options appraisal phase one - review and evaluation, 2008,

Centre for Urban Development & Environmental Management, School of the Built
Environment, Leeds Metropolitan University, in association with Policy Research Institute
and RKL Consulting.

Architecture Week Options Appraisal Phase Two Report: Architecture Week i Options,
2008, Centre for Urban Development & Environmental Management, School of the Built
Environment, Leeds Metropolitan University in association with Policy Research Institute and
RKL Consulting
http://www.artscouncil.org.uk/news/arts-council-england-to-develop-new-policy-on-the-
relationship-of-art-architecture-and-the-built-environment/

Architecture Week 2002: Summary of Evaluation, 2002, Hadley,
http://www.takingpartinthearts.com/content.php?content=1006
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Journees de la culture: Case Study 5

Agency: Culture pour tous, Québec, Canada, http://www.culturepourtous.ca.®
Web address: http://www.journeesdelaculture.qc.ca.

Summary

A three-day event that begins on the last Friday of September every year, the Journées de la
culture (days of culture, or culture days) campaign is based on a program of cultural events
supported by an advertising and public relations campaign. The campaign has been run
annually in the Canadian province of Québec for 13 years.

The program of events covers a wide range of arts and cultural forms, including heritage,
history, performing arts, visual arts, reading, architecture and design. The aim of the events
is to give the people of Québec, and families in particular, an opportunity to discover and
appreciate the arts and culture free of charge. The program relies on the voluntary
participation of more than 8,000 artists and cultural organisations. In 2009, some 300,000
people took part in the activities held across 333 municipalities.

The province-wide advertising campaign is designed and managed by an advertising
agency. The campaign includes TV and radio advertisements that are broadcast free of
charge, and is supported by an interactive website. Local promotions are also carried out,
with regional programs inserted into local newspapers, and other print-based promotional
materials supplied by the central coordinating organisation to the local participating
organisations.

There is a strong democratisation or O6outreacho
program is designed to be 6éakin to the idea of t
cultural professional workforce iedstbhetaden | i sed Ot o

professionals who create, produce and program, and citizens who aspire to be other than

passive consumers of ¢ uJournées de lacculture, elected offigialsct s . & Du
artists and citizens form a coalition to affirm the importance of culture in society. The program

aims to facilitate each person to become a dynamic player in the creation and protection of

the cultural life of the community, and to anchor culture and cultural organisations more

solidly in communities across Québec.

The theme for the program changes each year. The most recent campaign, from 25 to 27
September 2009, was t th reflact the wid€ ehbice af activities orf thee t 6
cultural program.

® About Culture pour tous

Culture pour tous is an independent non-profit organisation whose mission is to contribute to the democratization

of culture in Québec province, Canada. Culture pour tous arose from the firm conviction that the arts and culture

are at the heart of Qu®becds social and economic devel opmer

In 2007, the Secrétariat des Journées de la culture changed its legal name to Culture pour tous in order to better
reflect its objectives and the activities it has carried out over the past decade. The organisation positioned itself for
ten years as a major player in cultural mediation and democratization, at the heart of a network of artists,
craftspeople and cultural workers engaged in efforts of this type throughout Québec.

The goals and actions of Culture pour tous serve to facilitate, for as many people as possible, access to and
appropriation of the arts and culture. The organisation instigates and carries out initiatives that encourage access
to and participation in creative and cultural activities. Among the cultural projects produced by Culture pour tous
are Journées de la culture, the Cultural Logbook (a learning tool for schools), Intercultural Encounters (an
initiative to enhance the profile of professional artists from immigrant communities), the conferences known as La
Rencontre and community art projects such as The Convertibles and Art at work.
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Journées de la culture is the flagship event of Culture pour tous, an independent non-profit
organisation whose mission is to contribute to the democratisation of culture in Québec
province, Canada. More detail on Culture pour tous and its programs are provided at the end
of this case study.

In summary, Journées de la culture:

A Invites people from Québec to discover the cultural life of their community and
participate in arts and culture activities, but also to discover the hidden side of cultural
life, and to engage more actively in the creative process.

A Offers free cultural activities.

A Aims to increase the profile of Journées de la culture and its partners across the
province of Québec.

Through

An extensive program of cultural events.

Public and press relations, and the use of a spokesperson.

National Press conference with the presence of the Minister of Culture.
Promotional materials like posters/banners/print ads/radio and TV
spots/balloons/buttons/print programs.

Interactive website.

Promotions of participating cultural organisations.

To o I I I Do

General opinions on the campaign

The campaign is considered to have been a success. The campaign has prompted a number

of 6éoffshootd initiatives that adopt a similar p
have promoted attitudinal change more generally. There is a possibility that the days of

culture could become a national campaign.

The use of a different theme for the campaign ea
success. The advertising campaigns developed by the advertising agency are very

successful and well received by the public. The use of humour in advertisements was seen

to have contributed strongly to the success of the 2009 campaign (Culture Buffet).

Evaluations indicate that the majority of participating organisations are satisfied with the

communications campaign.

The underlying philosophy of the cultural program is also seen to have aided the media

campaign. The programdébs aim to be about soci al r
simply encouraging cultural participation, is seen to have helped gain support from journalists

and the media.

On the negative side, the media campaign relies on the availability of unsold advertising
space on television, radio and the internet. Organisers therefore do not know how much
media coverage will be available to the campaign until the month before the cultural program
begins. There is no guarantee that adequate air time will be available, and little time to
explore alternatives if there is not. Another difficulty experienced by the campaign is that the
very detailed printed programs are expensive to produce.

One of the main lessons organisers have learned from the campaign is the importance of

0l ocalisedd promotions. Organisers have indicate
stronger local promotions, particularly from working more closely with the regional

spokespersons and focussing on more regional media relations activities.
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Detailed description of campaign
The target audience for the campaign is the general public and particularly families.

The campaign is a multidisciplinary event including activities in the fields of heritage, history,
performing arts, visual arts, reading, architecture, design etc.

The campaign is based on the i dealounéestedai ngi ng cu
culture is composed of thousands of interactions taking place on a human scale. The

program is not like a festival, neither in spirit nor in the type of activities that take place. In

sociological terms, Journées de la culture is, according to the survey response supplied by

Culture pour tous, 6more akin to the idea of the
dictated by need and urgency that mobilise the best energies and minds in order to attain a

shared objectived.

Journées de la culture is supported by ongoing awareness and mobilisation activities
targeting professional cultural circles and municipal and other governments. The movement
has become in part a concerted attempt to change the dynamics that exist between
professionals who create, produce and program, and citizens who aspire to be other than
passive consumers of culture. During Journées de la culture, elected officials, artists and
their fellow citizens form a coalition to affirm the importance of culture in society. This is real,
concrete action, in which each person becomes a dynamic player in the creation and
protection of the cultural life of his or her community.

From the beginning, Journées de la culture was expected to be a success to the extent that it
promoted such cultural engagement and democratisation. Organisers wanted the campaign
and events to spark and nourish reflection on how to anchor culture and cultural
organisations more solidly in communities across Québec.

Timing and evolution
The idea of hol dgimgdfrdr within thercdtural @myreudity and was
formalised by the Québec National Assembly in 1997. The campaign has been held annually

for 13 years, and runs across three days starting from the last Friday every September.

The theme of the media campaign changes every year. Information on past campaigns is
archived at http://www.culturepourtous.ca/journeesdelaculture/archives.htm

Organisations involved/partnerships

The main organisations involved and their roles are:

Culture pour tous: initiating organisation.

Québec government (two ministries): financing.

Hydro-Québec: major sponsor for the 13 years.

TD Bank: major sponsor for the last 5 years.

Bos advertising agency (http://www.bos.ca): creates the advertising campaign.
Carat agency: helps in obtaining free air time.

Radio and TV stations, and internet: broadcast advertisements for free.

Participating cultural organisations (2,552 in 2009): initiate and present activities free
of charge.

Too J>0 J>0 T T T To Do

The activities presented during Journées de la culture are the responsibility of each
O6participatingdé cultural organisation, but mater
promotions (posters, balloons, internet etc). Some organisations choose not to undertake
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local promotions, relying instead on the national promotional campaign. However, this has
been found to result in lower public participation in activities.

Campaign management and financing

The advertising campaign is managed by Bos, a private advertising agency that creates
advertisements every year. The press relations are done by an external agency. Links with
the radio and TV channels and internet advertisers are undertaken by an external agency.
The general campaign strategy is managed by the staff of Culture pour tous.

The registration deadline for activities is 15 May each year. Requests for participation are
assessed by whether the activities meet the criteria (free access, interaction with cultural
workers or artists, etc.).

The first briefing sessions with Bos for the creation of the campaign take place around March
every year, and the production of messages usually occurs in June or July. Broadcasts begin
in early September for a month. Solicitation of broadcasters takes place in early August;
before that, stations cannot confirm the air time that will be available.

The Provincial Government finances 35 percent of the budget. The rest is financed by major
sponsors, thesaleofadverti sing space in printed programs,
kindbo.

The overall budget for the most recent campaign was CAD1.2m:
A Income: CAD500,000 in financial contributions and about CAD700,000 in in-kind
services based on the value of media coverage and agency costs.
A Expenditure: CAD500,000 for production of messages, website, promotional material,
production of programs, media relations.

Communications

i scultui@al t ure Buf

The motto for the 2009 camp a
i)y . In he catchphrase

aign w
volonté6 (cul ture at w 2008 t
Journées de la culture is an event supported by a campaign that mixes two key ingredients:

(i) the promotion of a philosophy oalaocuti onwl tf wrre
program of events. In recent years, the communications campaign has managed to combine

the two, inviting people to participate in activities during Journées de la culture while at the

same time transmitting the spirit and mission of the event.

Communications strategy: for the past 13 years, advertising agency Bos has developed the
theme of each annual publicity campaign. The communication strategy is developed by the
team of Culture pour tous.

As part of the communications strategy, Culture pour tous tries to develop the most

appropriate communications tools to reach local residents. Eight regional program guides are

produced. Participating organisations are provided with promotional materials, although

Culture pour tous recognisesthatt he campai gn woul d benefit from g
promotional activities, such as closer relations with regional spokespeople and more

regionally focussed media relations.

Other types of promotions include:
A The use of a key spokesperson each year.
A Anational Press conference with the presence
the CEOs of the main sponsors.
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Main media used

Website: Interactive website with all of the activities associated with the campaign.
http://www.journeesdelaculture.gc.ca

Television: One television spot of 30 seconds only in French in 2009.
Advertisement is based on the ca
http://www.journeesdelaculture.gc.ca/campagne-publicitaire/

Radio: Two radio spots of 30 seconds, one in French, one in English;
http://www.journeesdelaculture.gc.ca/campagne-publicitaire/

Print:

Program guide (800,000) divided into eight regional programs
inserted into newspapers across Québec

A free distribution of 30,000 programs in the city of Montréal
Print ads in seven daily newspapers

Street banners

Posters (14,000), balloons (50,000) and streamers (3,500) used by participating
cultural organisations, buttons

To o oo Ix

Advertisements and promotional media for previous campaigns are all archived at
http://www.culturepourtous.ca/journeesdelaculture/archives.htm

Outcomes and evaluation

There are no formalised metrics or benchmarks against which the success of the campaign
is measured. However, some evaluative measures are used to monitor the campai g n 6 s
impact:
A The number of people who participate in the activities (more than 300,000 in 2009).
A The number of interviews, radio or television stories that talk about Journées de la
culture (nearly 1,000 in 2009).
A After the event, participating arts organisations are asked to complete an evaluation
questionnaire. In 2009, the majority (67 percent) said they were satisfied with the
communications campaign.

Other indicators of campaign success include:

A The communications model used for Journées de la culture inspired several other
events to build similar communications plans.

A Plans are under way to run a similar campaign nationally.

A Journées de la culture have had many offshoots. They have provided participants
with a useful pretext for developing new and innovative forms of interaction with other
players in the business, education and health care communities. Many initiatives
have followed in their wake, drawing on their momentum. Sometimes this occurs in
an obvious manner, but at other times it happens more subtly or even unnoticeably. A
new attitude is becoming widespread, and is even having repercussions on grant
programs.
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National Engagement Campaign Planning Workshop: Special Case
Study 6

Organisation: Arts Council England http://www.artscouncil.org.uk
Website: Not created yet

Arts Council England is developing a national campaign to encourage the broadest range of

people across England to enjoy artistic experiences. The campaign has not yet begun.

However , in May 2009, the Arts Council rel eased a
coll aborative workshopdéd that it commissioned to
The workshop provides a range of opinions from members of the public, arts organisations

and Arts Council staff about key aspects of a national awareness campaign. This case study

summarises the campaign and reproduces the findings of the workshop with relevance to the

current project.

The national engagement campaign

Arts Council England is developing a national campaign to encourage the broadest range of
people across England to enjoy artistic experiences.

The campaign aims to:
A kick-start an increase in engagement in the arts in England;
A change the way a significant section of the nation thinks and feels about the arts; and
A leave a legacy of long-term increase in arts engagement and participation.

Although the campaign has not yet been designed, it is likely to take a form similar to that in
other case studies of a co-ordinated program of high profile and high quality arts activities,
carried out by partner organisations under a campaign brand.

Main aspects of the communications are likely to be:
A abrand with which arts organisations can sell themselves and their existing arts
activities;
A a TV/radio/multi-media initiative to create a 'big bang' of awareness and inspiration;
and
A an arts hub web portal which will direct people to arts activities and opportunities.

The campaign will also consider how other Arts Council initiatives can be used to contribute
to the campaign, including:

local government support programs

regional campaigning activity designed to complement the national campaign

new initiatives with and by regularly funded organisations

2012 Cultural Olympiad activities

other audience focused programs such as Take it away, Own Art and a Night Less
Ordinary.

o o o o I>

A key el ement of the project is the creation of
arts organisations can position themselves. It is intended that the brand willactas a 0t
guided6 to the arts for people who have |little or
empowering and giving them confidence to seek out arts opportunities.

—_

The campaign will have a central website that acts as an interactive online 'arts hub', offering
people information to encourage people to 6go o

The website will be accompanied by a multi-media public relations drive, major broadcast
partnerships and a coordinated program of high profile, high quality arts activities and events.
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The campaign will involve collaboration with the commercial and voluntary arts sectors, local
authorities, audience development agencies, as well as the organisations who receive

regular funding from the Arts Council. Partnerships are seen to be a way to improve the
campaigndés reach and strengthen its budget.

The campaign is at the heart of the Arts Council mission to achieve great art for everyone,
and forms a fundament al parlil. of the Council 0s pl

Targets

The general public, but more specifically two target groups identified through consumer
segmentation research:

Through its research and analysis the Arts Council found that two groups are well-served by
Arts Council programs and support: the nine percent of the population who are highly
engaged with the arts, who tend to be from higher socio-economic groups; and those at the
opposite end of the socio-economic spectrum, to whom a range of Arts Council programs are
targeted.

The Arts Council identified a need to reach the 70 percent of the population between these
two groups. It identified two target segments within this group that are open to increased
engagement, and that are large enough for an increase in arts engagement to represent a
substantial number of people:

1. O06Dinner and a showbo

Those Dinnertadida showd s e gameecaontfortable with what they have acquired in
life. Having progressed to a relatively high position in their work place and approaching
retirement, they have accumulated sufficient wealth to enjoy the fruits of their labour.

With a relaxed approach to money management, they are young at heart and like to enjoy
life 1 eating well, travelling, and occasionally splashing out on large purchases.
They make up 20 percent of adults in England. Their arts engagement profile is:

A arts do not play a key role in the everyday life of this group;

A attending arts events is an infrequent, special occasion;

A tend to stick to o6tried and tested6d art s: att
concerts, theatre and musicals, with low levels of interest in other types of arts
events; and

A not Iikely to consider themselves Ocreatived,

in arts activities.
More detail at http://www.artscouncil.org.uk/about-us/research/arts-based-segmentation-
research/13-segments/dinner-and-show/

2. 6Family and community focused?®d
Typically in their 30s and 40s, with a strong sense of community and family. Having built a
comfortable nest with their moderate financial means, the d~amily and community focusedd
segment6s priorities |lie with their children, <co
on to their cultural roots. Food plays a cementing role in their lives, often as an expression of
their culture and heritage. They make up 11 percent of adults in England. Their arts
engagement profile is:
arts not a central part of their lives, but engage through occasional visits to family-
friendly arts events;
A carnivals are by far the most popular, but they also attend musicals, pantomime and
plays, craft exhibitions, street arts and culturally-specific festivals;
A attendance tends to be infrequent i once or twice a year;
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A the most likely segment to cite spending time with friends and family, accompanying
children and supporting local community as reasons for attending arts events; and

A unlikely to take part in creative activities themselves, although some engage in textile
crafts and computer art or animation.

More detail at http://www.artscouncil.org.uk/about-us/research/arts-based-segmentation-
research/13-segments/family-and-community-focused/

Motto + National engagement campaign - May
2009

[ =
The Arts Council ds ove-tlstratedicc ng motto for gts 200
directions is Great art for everyone. &% Grestart for everyone

The online video associated with the new direction displays the phrase
Hello Art, but the Arts Council is not adopting this as part of the brand.
It is currently working with an agency to develop an appropriate brand for the campaign.

Research

Segmentation research has been undertaken to inform the campaign planning and key

segments within the English population have been identified for targeting in the campaign. In

the preparatory stages of campaign planning in early 2009, two of the identified segments

were selected as the core target audieramily of t he
and community focused©d.

These segments form a suitable target audience for the campaign for several reasons:
A On average, people in these segments currently have low levels of arts engagement,
with room for growth.
A The two segments together include around 12.8 million adults, providing a large
enough market for potential broadcast or media partners.
A The attitudinal data shows that a good proportion of the people in these segments
would be interested in engaging more often with the arts.

Research

A Arts audiences: i nsi ght-based segnentdlianwfrEnglish En gl anc
adults comprising 13 distinct groups based on data from Taking Part and TGI (Target
Group Index) surveys. The segmentation provides new insight into how and why
different kinds of people engage with the arts in England. It can also be used as a
source of insight and ideas for building new audiences for the arts.
(http://www.artscouncil.org.uk/about-us/research/arts-based-segmentation-
research/13-segments/).

A Taking part ongoing survey of leisure, culture and sport.
http://www.culture.gov.uk/reference _library/research and_statistics/4828.aspx

Workshop report

A workshop held 13 May 2009 brought together members of the public and arts
professionals to discuss and generate ideas for the national engagement campaign. The
workshop was facilitated by an independent research agency, Community Research, on
behalf of Arts Council England. The workshop comprised two audiences:
A Arts O0stakeholdersé, including regional Arts
audience development specialists, representatives of other arts organisations.
A Members of the public representing the intended target audience for the campaign.
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NATIONAL ARTS ADVOCACY CAMPAIGNS

The campaign has two main aspects: a national publicity, branding and awareness
campaign; and programs of activities to encourage participation or engagement in the target
audience. This case study summarises workshop ideas with relevance to the former, the
public awareness campaign.

Campaignés overall scope and ambiti on
Participants were supportive of anambi t i ou s, broad, o6all encompassi:r
campaign.

However, concerns were expressed about a broad campaign focus:
A A very broad target audience for the campaign could lead to a lack of focus. In trying
to appeal to the masses, the campaign could, in fact, appeal to no-one.
A A broad scope of all the arts carries a dang:e
what is special about individual art forms. (stakeholders).
A 6The artso6 is a c on diaeandthreateming. (duldic)vague, unf ami

How to address these concerns:
A Ensure clarity of purpose and realism about what can be achieved.
A Break campaign down into audience subsets and particular art forms.

Branding

Participants supported the idea of a campaign having an over-arching brand identity. Such a

brand would provide a central reference point fo
participants were keen for the Arts Council to think big and appeal to a mass market

audience. 0

Participants suggested that the brand should not:

A Usetheter m 6artséo. (suggested by members of the
A Make people feel that the arts are 6good for
tone.

The brand should:
A Be simple, easily identified, fun and catchy.
A Use more familiar and |tehses a.ghteseddai(@ment, ng t er ms
leisure and learning).
A Brand identity should be developed in a tone and style that is welcoming and
inclusive for everyone, avoiding any sense of worthiness.

Dos and donodt s
The workshop arrived anobdtas ®mufmbrert nd damnpaiagm. do

Opinions expressed by members of the public include:

1. Having a central campaign website is good, but beware of relying solely on websites
and online communications, since access is variable. Need to include leafleting, free
newspapers and broader advertising campaigns.

2. Thereisaneedto6 rber anchée arts. The word dartsd shoul
campaign. Many associated the arts with negative experiences, or considered the
arts to be high-brow, intellectual and expensive.

3. In keeping with much of the audience research from around the world, lack of
information and time were seen as the main practical barriers to engaging with the
arts.
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