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This is an intercuultural toolkit and an invitation to partnership and 
creativity. In this toolkit you will learn about ways to work with diverse and 
even unlikely partners to gain more perspectives, skills, and networks to 
create more results. 

A significant take-away from the YCI forum is new relationships formed. 
21st century Europe is facing a growing complexity of  societies and a 
standardization of  lifestyles and cultures. Meanwhile, USA is facing a 
time of  self-segregation based on class, race, and values at the root of  
the country’s pressing problems. The world’s future depends on inter-
community connection and partnerships that foster understanding between 
people who may have little in common. Last year, in collaboration with 
the Plovdiv YCI hub, we organized a seminar that explored topics on 
partnership development.

As an outcome of  the forum, I worked on identifying best practices on 
national levels to present as a structured report. This report is intended 
as a resource guide for the YCI hubs and other relevant parties, as a 
means of  informing and enriching public discourse about intercultural 
exchange, collaboration and experimentation in the arts, based on shared 
understandings of  relevant terms. 

Goals

1. Creating partnerships from a diverse set of  interests—whether it is well-
funded foundations, entrenched neighborhood organizations, nearby 
universities and colleges, invested business and community advocates, 
associated public policy staffers, or others

2. Collaboration between major and smaller, local cultural institutions
3. Establishment of  inter-sectoral partnerships, expansion of  contacts with 

international partners, and investment in partnerships: authenticity of  
relationships, authenticity of  funding, etc.

4. Introduction of  a specific cultural diversity strand to local partnerships 
in order to foster inter-cultural capacity at local and national level 
through strategic collaboration among local authorities and with arts and 
non-arts organizations

Forum Topics:

• Culture-led urban regeneration - narrative emerged in which culture 
would drive both economic and urban regeneration. The concept of  the 
post-industrial city and Culture to be seen as a key driver. 

• Cultural entrepreneur s- engagement with creative practice can build into 
livelihoods within the creative sector as well as supporting innovation in 
other sectors

• Creative places, creative quarters - people and projects that have shifted 
towards the so-called socially-engaged, civically-engaged and politically-
engaged practices. Much of  this new practice is generated from the 
bottom up.  

• Neighborhood change and gentrification – EU/ US / UK



Potential exceptions and problems

Although creative and cultural quarters have been a feature of  urban policy over the last couple of  decades, research 
points to the often negative dimensions of  their development.

• Collect and exchange best practices on cultural initiatives in third countries

• Test forms of  collaboration, including joint actions and creative cross-sectoral partnerships, with the 
involvement of  local cultural actors, local and regional authorities, relevant NGOs, national cultural institutes, 
EUNIC7 clusters and EU delegations
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About the writer:

Leni Stoeva, born Elena Stoeva (junior) is a Young 
Arts Patron, and an Arts Memphis Fellow. Ms. 
Stoeva was born in Sofia, Bulgaria and raised in 
Memphis, Tennessee. She is a visual artist and the 
creative placemaking coordinator for Soulsville USA 
neighborhood, home to legendary Stax Records. 
Ms. Stoeva has led arts programming and events in 
Soulsville for over two years. She holds a Bachelor of  
Fine Arts from Memphis College of  Art and a Master 
of  Fine Arts in digital media from University of  
Massachusetts Dartmouth.

Presenters

Shelagh Wright and Peter Jenkinson- lead conveners 
and investigators

Peter Jenkinson and Shelah Wright are independent 
creative and cultural brokers based in London, UK, 
with extensive international experience in over 40 
countries on every continent. Ongoing ventures in 
2018 include O.D.D., a study of  actions in the field 
of  global civic and socially committed cultural and 
creative practice, with a special focus on people and 
agencies that aspire to positive deviation and alongside 
the growing movement of  municipalities around the 
world;

setting up a civic center with young Syrian refugees 
in the city of Gaziantep, Turkey, and developing and 
co-facilitating curricula with young cultural innovators 
and activists in Detroit, USA and Plovdiv and Sofia. 
Over the last few years, their work includes: jointly 
creating an open, globally oriented resource geared 
to the development of civilian infrastructures and 
tools for building public buildings and community 
building; co-author of the British Council for Global 
Culture and Development Strategy; Supporting the 
Hivos Middle East Artist Appraisal Program; its 
creation Facilitating the Pan-Mediterranean Pop-Up 
Creative Center at the World Summit of Arts and 
Culture in Valletta, Malta; the joint development 
and implementation of the Cultural Leadership and 
Innovation Program for several years, the MENA 
Foundation Ford and British Council, the Middle 
East and North Africa, and Creative Hub-Making 
in Vietnam; Faculty of Hammamet Conference in 
Tunisia; Co-Presidents of the International Forum 
on Living Arts in the context of the Phnom Penh 
conflict in Cambodia to celebrate the 40th anniversary 
of genocide; co-curators of “Change for A Tenner,” a 
program for events for 
London International Theater Festival (LIFT). 
Continuing: strategic and program consultants and 
annual accompanying organizations of the “Young 
Cultural Innovators” program at the Global Seminar 
in Salzburg involving 25-35 year old cultural and 
creative activists from over 30 cities around the world; 
Associates of Compass, UK; and Ambassadors of the 
UK in the Alternativet cultural and political party in 
Denmark.

Plovdiv Hub:

Victor Yankov is the current festival director of  the 
Open Arts Foundation, a non-profit organization based 
in Plovdiv, Bulgaria. In this capacity, Mr. Yankov helps to 
organize the foundation’s largest and most well-known 
project, the Night of  Museums and Galleries, as well 
as the foundation’s other activities. Recently celebrating 
its ten year anniversary, the Night of  Museums and 
Galleries brings together local museums, art galleries, 
and other cultural institutions to support local art, 
history, music, and culture. 



Before becoming festival director, Mr. Yankov worked 
previously for the Open Arts Foundation as a project 
manager, as well as a curator. Besides the Open Arts 
Foundation, Mr. Yankov has also worked extensively in 
the radio and television industry in various capacities, 
including producer, moderator, and host, especially in 
the fields of  media, culture, and politics. Mr. Yankov 
holds a B.A. in politics and economics from the 
University of  Plovdiv.

Liliya Yovcheva is an arts and cultural researcher
from Bulgaria. She has developed academically
and professionally in the United Kingdom in the
fields of  Photography, Cinematography, Film
Directing, Media Arts, Aesthetics and Dance
Research. Her experience includes a range of
artistic practice-based projects, freelance
photography, video production at Come Alive Media
(Brighton, UK), as well as work with Green Candle
Dance Company (London, UK), The Synergy
Centre (Brighton, UK), Phoenix Brighton (UK), Attik
Dance Company (Plymouth, UK) and a group of
artists in Bulgaria - ATOM Theatre. She currently
works in Journalism and is involved with the
organization of  events, where her practice is taking
a shift towards socially-engaged projects and the
preservation of  cultural identity. Education: MRes
Arts and Cultural Research (The University of
Brighton, UK), Cinematography and Film Directing
Diploma (Brighton Film School, UK), BA Media Arts
(Plymouth University, UK)

works in Journalism and is involved with the
organization of  events, where her practice is taking
a shift towards socially-engaged projects and the
preservation of  cultural identity. Education: MRes
Arts and Cultural Research (The University of
Brighton, UK), Cinematography and Film Directing
Diploma (Brighton Film School, UK), BA Media Arts
(Plymouth University, UK)

Joana Stefanova is a cultural manager who is
dedicated to arts and humanities both theoretically
and practically. Currently Ms. Stefanova is part of
One Foundation for Culture and Arts which
organizes three festivals in the city of  Plovdiv. The
festivals have different themes including one
festival for contemporary design and visual culture,
one festival for architecture and contemporary
dance and performance. Ms. Stefanova is
responsible for partnership development and the
advertising campaigns of  the events. Ms. Stefanova
graduated with a B.A. in cultural studies with a
focus in cultural policies and management.

Raya Stefanova is a Bulgarian designer educated in the
Netherlands. Through her work, she explores a
range of  topics reflecting on current issues through
the broader context of  people, culture, science,
education, and the environment. Her pieces
demonstrate both materiality and experimentation
and are supported by thorough research. Often the
meaning prevails over the actual function.Ms.
Stefanova is currently the artistic director of  ONE
DESIGN WEEK an international festival of  
contemporary design in Plovdiv. 



About PLOVDIV 2019: 

Since November 2015 and all through 2016 the group 
organized forums like e.g. presenting a clearer picture 
of  the project European Capital of  Culture and its 
30th anniversary; Forum 2019: Focus Creative Europe 
was an open informational event attended by over 
120 participants from the cultural sector. The forum 
was jointly organized with Creative Europe Desk and 
Europe for Citizens Desk in Bulgaria. Forum 2019: 
Focus Museums was attended by museum directors 
and staff  and was an exchange platform opening paths 
to further cooperation. Two forums were dedicated 
each to a project: Kapana and Tobacco City and an 
educational course (four weekends) Introduction to 
Contemporary Art 2016 was jointly organized with the 
Open Arts Foundation. One more forum was dedicated 
to Creative Europe and Europe for Citizens, another was 
about Project Reporting and Management, one forum 
was held at the University in Sofia to connect potential 
partners to Plovdiv 2019, another focused on writing 
project applications and on applying for Japanese funds. 
The next two forums we plan for this year focus on the 
Chitalishta and on Volunteering. Next year’s forums will 
among others deal with audience development and best 
practices for the established cultural institutions as well 
as continuing open lectures and webinars for everyone to 
attend.

Plovdiv Hub workshop may 15 2017

Focus topics:

Culture-led urban regeneration - narrative emerged in 
which culture would drive both economic and urban 
regeneration. The concept of  the post-
Industrial city and Culture to be seen as a key driver.

Cultural entrepreneur s- engagement with creative 
practice can build into livelihoods within the creative 
sector as well as supporting innovation in other sectors

Creative places, creative quarters - people and projects 
that have shifted towards the so-called socially-
engaged, civically-engaged and politically-
engaged practices. Much of  this new practice is 
generated from the bottom up.



SOFIA UNIVERSITY TALK 
10 th May 5.30-7.30pm

Art and culture offer platforms for social interaction and 
development; they help build civic experience by advancing collective 
work and problem-solving, experimentation in coexistence, dialogue, 
and respect for diversity. 

All these are crucial in moments of  transition and 
reform. Cultural and creative entrepreneurs and actors 
bring practices (ways of  working, learning,
sharing, connecting, making, earning) that extend our 
possibilities for new relationships and solutions.

This work is based on inviting authorship, creating space 
for agency, and imagining alternatives. Peter and Shelagh 
shared examples and evidence of  impactful work building 
on the framework of  the UK Arts and Humanities 
Research Council (AHRC) Cultural Value report and their 
ongoing project in this vital field.

Reflective individuals  - engagement with creative practice, 
builds awareness of  self  and ‘other’, tolerance and 
comfort with ambiguity.

Engaged learners - engagement with creative practice builds 
cognitive skills, problem solving and motivation

Active citizens - engagement with creative practice 
correlates with and supports civic behaviors and 
community engagement such as volunteering

Healthier and happier people - engagement with creative 
practice produces better care environments, improves 
social inclusion and mental health, including for older 
people.

Community builder s- engagement with creative practice 
regenerates communities through the provision of  spaces 
and places such as small hubs, galleries, studios, music
Venues that contribute to the vibrancy and vitality of  
communities

Peace-builders and healers - engagement with creative 
practice helps communities to deal with the sources of  
trauma and bring about reconciliation.

Questions raised from the brief:

1. What is the role of  the cultural and creative 
entrepreneur? 

2. What are the skills required to find effective solu-
tions?

3. What are the tools for successful building of  creative 
spaces that can evolve into being the core of  social 
change through socially engaged practice and the
methods of  self-expression?

4. What are roles of  the practitioners and the co-rela-
tion between artistic work and the community?

5. What shapes a community?

6. To what extent is the local affected by the global?

7. Where do we establish the connections and form 
partnerships?

8. The essence of  Collaboration – is it a necessity?

9. What makes a collaboration successful? 

The individual pieces in the bigger picture- Money as means to an 
end. Alternative sources of  funding – practical examples. 

10. How can you bring an idea into a real space through 
common effort?

- Impact and direction- 

11.What makes the effort worth it?







A Brief  Note on the Meaning of  Cultural Value 
(Source: The AHRC Cultural Value Project)

“Broadly speaking, cultural value is the worth attributed to activities 
involving not just the classical and the canon, but also the informal, popular, 
commercial, and digital as well as physical forms of  engagement. Enlarging 
the focus to include not only subsidized arts, but also the commercial, third-
sector, amateur and participatory, immediately shifts discussion away from 
the conventional focus on the publicly-funded. It  allows us to draw attention 
to the ecology that makes permeability across those notional boundaries 
so significant. Previously analyzed more popular forms of  culture with the 
seriousness previously reserved for high art, but it has been argued that the 
separation runs so deep that only recently can we see ‘the study of  popular 
and fine arts culture consumption under a single conceptual framework after 
a long period of  theoretical disengagement’ (Lizardo & Skiles, 2008, p.1). 
There is still limited academic research on commercial, third sector,amateur 
and participatory engagement. The distinction between anthropologists 
and culturalists begins to dissolve if  we acknowledge that valuations of  art 
and culture cannot detach themselves from the social context and relations 
in which they take place (Harrington, 2004; DiMaggio et al, 2004; Wolff, 
2008). Valuation is an action and an intervention, and is about attributing 
cultural value to objects and events in the context of  prevailing social norms 
and customs. The dichotomies that shape much debate are thus themselves 
constructed through such discourses in  cultural policy. Europe: (Source: 
European Agenda for Culture).

The diversity of  Europe, while enriching, brings about challenges as well. 
In the current context of  increased migration between Member States, 
increased mobility of  people across the EU, and the fact that various groups 
need to live side by side (including those from migrant and non-migrant 
backgrounds or national and ethnic minorities), the resulting tensions may 
put social cohesion and projects at risk. This is because the issues at stake 
are not only social and economic, but also, and often above all, symbolic 
and cultural. Growing diversity in Europe is a cultural reality, which should 
be taken into account and addressed at the individual and collective level. A 
strong belief  that 

cultural diversity is an asset, an added value and an opportunity that many 
countries across the world have shifted their work for culture to focus on 
the role of  public arts and cultural institutions in the promotion of  cultural 
diversity and intercultural dialogue. By becoming spaces for deepening the 
understanding of  different cultures and providing room for participative 
and creative encounters, cultural institutions may, in our opinion, play a 
pivotal role in connecting people and in building a more cohesive and open 
society. Besides, cultural institutions need to engage broader parts of  the 
population to serve their core mission of  ensuring the transfer of  cultural 
heritage across generations. Bringing about the necessary changes in the 
existing landscape will mean devising methods to gradually alter the makeup 
of  existing management and staffing, and of  the current programming 
of  cultural and heritage institutions to ensure they reflect and embrace 
the cultural identity of  those parts of  society they want to encourage to 
participate. And this may mean revising assumptions and changing ways of  
working.

Europe’s cultural relations with other countries are already strong. Member 
States already have extensive and long-standing international cultural ties 
and Europe is highly regarded around the world for its cultural traditions 
and creation. ‘As a key partner of  the United Nations (UN), the EU 
cooperates closely with UNESCO to safeguard the world’s cultural heritage. 
The EU is committed to promoting the diversity of  cultural expression as 
part of  its international cultural relations. This reflects and promotes the 
EU’s fundamental values, such as human rights, gender equality, democracy, 
freedom of  expression and the rule of  law, as well as cultural and linguistic 
diversity.  Culture, and in particular inter-cultural dialogue, can contribute 
to addressing major global challenges – such as conflict prevention 
and resolution, integrating refugees, countering violent extremism, and 
protecting cultural heritage.



FUNDING- The European Structure: Who funds creative partnerships?  

Creative partnerships in Europe are characterized by a wide range of  business 
models, depending on the size and the aim of  the organizations involved. No 
‘one-size-fits-all’, and that the challenges vary significantly between Member 
States, depending on national and local contexts. For the sake of  clarity, I will 
attempt to classify the available examples in different categories; however, 
it should be underlined that the reality is more blurred, and most initiatives 
present a mix of  features. Funding can come from different sources: public 
funding; private funding; and mixed models.

Public funding: The larger intermediary organizations are usually financed 
by public bodies – at European, national/regional or local level. Some 
leading practices also show that one organization may receive co-funding, for 
different aspects of  its work, through programs funded by different levels of  
government.
 
ECC Funding: Various intermediary organizations have been successful 
in applying for European funding. This can either be on an individual basis 
or as a network of  several intermediary organizations. The main source of  
European funding is the European Social Fund, which supports initiatives 
aimed at developing and strengthening competences. For instance, initiatives 
that have been supported through European funds are: 

• Creative Clash – European Network for Artistic Interventions (Sweden), 
funded through the Culture program 2007-2013; 
• Training Artists for Innovation
(TAFI, Netherlands), funded through the Culture program 2007-2013; 
• Creative Partnerships Lithuania, supported by the European Social Fund 
(co- financed by the Lithuanian government) to the tune of  EUR 4.6 million 
between 2011 and 2014. 

National and regional funding: Most initiatives that receive public support 
are initiated and funded by national or regional authorities. An analysis of  
the main initiatives shows that they draw their support from a variety of  
governmental departments: economy/business; health/welfare; youth/
education; environment; culture; science/research and development, etc. 

Initiatives that are funded at national or regional level – in some cases on a 
co- funding basis with European funds – include:
 • Cultuur-Ondernemen (Netherlands);
 • TILLT (Sweden); 
• Creative recycling (Romania);
 • iMinds (Belgium);
 • Arts & Business Cymru (Wales); 
• Schloss Solitüde (Germany); 
• KulturKontakt (Austria)

Local funding: The local level may also be very important, especially when 
there is a strategic vision in a city or region for the development of  its 
cultural and creative sector. Agencies that work as intermediary agents for 
creative partnerships at local level are often asked to focus their work on a 
contribution to urban regeneration issues or in social innovation strategies. 
Such cases, where the intermediary organization often takes the shape of  an 
incubator or an accelerator, include: 
• Creative Space Management (UK). 

Different sources of  public co-funding within one project: As 
already mentioned, funds from different levels of  governments can also 
be aggregated to finance one specific project. Within project-based co-
financing, each government gives support for their specific goals. This 
public co-funding can combine support from several levels, whether 
European, national/regional or local. Some cases of  this combined funding 
from different levels of  public funds include:

• Nieuwe Opdrachtgevers (New Commissioners, Belgium), a project funded 
by the regional Flemish government with individual projects funded by local 
government (cities and municipal zones). 

• Arts & Disability Networking (ADN, Ireland), a partnership model 
between local and national agencies. 

Private funding: Although public funding is the most common source of  
financing, it is definitely not the only income stream. Most leading practices 
show that all organizations are to some extent successful in locating support 
from private sources. Such ‘private sources’ may be private



foundations or private buyers of  services. Support from private funds for 
philanthropic aims A number of  creative partnerships initiatives are funded 
by private organizations and programs pursing philanthropic goals, such 
as foundations, charities or company funds dedicated to corporate social 
responsibility (CRS). In general, the support given is project-based.

Private intermediaries and agents: In spite of  the success of  initiatives 
in several Member States, not all EU countries have dedicated support 
schemes for creative partnerships – and even when these are in place, they 
are often project-based rather than structured for the long term. In such 
cases, the intermediary organizations that manage creative partnerships 
depend on the market and the willingness of  private partners to provide 
support. Not only do the fees of  the artists/creatives have to be financed by 
the commercial partners, but so too do the overheads. A major stumbling 
block in this case is that often commercial partners may not show the 
same readiness to pay commissions as they would do for other types of  
consultants, for instance in the training field. Partners may be prepared 
to pay a fee for the artists and creatives, but may not always be ready to 
cover the overhead costs. An example of  an organization depending on the 
private market is Arteconomy (Belgium). Despite the positive evaluation 
and success of  the initiative, supporting the initiative and its functioning 
on the basis of  private fees is a significant challenge for the survival of  the 
initiative. 

Mixed models: As mentioned before, most successful practices pursue 
mixed business models, which means that they combine the models 
described in the previous sections.

• Creative hubs and clusters: in the global cultural industries, co-creation 
is the way forward. Creative hubs and clusters are being set up in 
different regions including:

 The Asia-Europe Foundation37 -co-funded by the EU and supports Asia/
Europe. In the Southern Mediterranean, the EU is supporting a project 
to develop clusters in the cultural and creative industries (2013-17) with 
UNIDO (United Nations Industrial Development Organization).

In 2016, the EU launched an action under the Creative Europe program 
to develop a European Network of  Creative Hubs, which includes all 
countries participating in the ‘Creative Europe’ program (including Serbia, 
Moldova, Turkey, Georgia and Ukraine). From 2016, an EU pilot project is 
supporting networking between young creative and cultural entrepreneurs 
from the EU and third countries. 

European Organizations to know:

BRITISH COUNCIL

The British Council is the United Kingdom’s international organization 
for cultural relations and educational opportunities. They work with over 
100 countries across the world in the fields of  arts and culture, English 
language, education and civil society. Each year they reach over 20 million 
people face-to-face and more than 500 million people online, via broadcasts 
and publications. Founded in 1934,  the British Council is a UK charity 
governed by Royal Charter and a UK public body.

EUROPEAN CAPITAL OF CULTURE

The European Capital of  Culture is a city designated by the European 
Union for a period of  one calendar year during which it organizes a 
series of  cultural events with a strong European dimension. Preparing a 
European Capital of  Culture can be an opportunity for the city to generate 
considerable cultural, social and economic benefits and it can help foster 
urban regeneration, change the city’s image and raise its visibility and 
profile on an international scale. The Commission of  the European Union 
manages the title and each year the Council of  Ministers of  the European 
Union formally designates European Capitals of  Culture: more than 40 
cities have been designated so far. An international panel of  cultural experts 
is in charge of  assessing the proposals of  cities for the title according to 
criteria specified by the European Union. A 2004 study conducted for the 
European Commission, known as the “Palmer report”, demonstrated



that the choice of  European Capital of  Culture served as a catalyst for the 
cultural development and the transformation of  the city.[1] Consequently, 
the beneficial socio-economic development and impact for the chosen city 
are now also considered in determining the chosen cities. “The circulation 
of  works of  art and cultural productions between countries spreads 
new ideas, establishes direct and indirect ties, and fosters innovation. 
Strengthened cultural cooperation with the EU’s partners can help open the 
‘European cultural space’ to new cultural players and audiences.”

Cultural heritage is an important manifestation of  cultural diversity 
that needs to be protected.  Rehabilitating and promoting cultural 
heritage attracts tourism and boosts economic growth. Cooperation on 
cultural heritage plays an important role in international relations and in 
development policies as outlined in the Commission Communication: 
‘Towards an integrated approach to cultural heritage for Europe. Given 
the growing global demand for expertise, and the fact that many Member 
States are willing to share their knowledge, there are opportunities for 
joint action with partner countries to develop sustainable strategies for 
heritage protection through training, skills development and knowledge 
transfer. Many of  the EU’s strategic partners have strong cultural diplomacy 
strategies and the EU has strong cultural cooperation with several partners. 
The Euro-American Cultural Foundation was established in 2013 to provide 
more structured funding to EU cultural programs and strengthen cultural 
bonds between the USA and EU (including the Delegation and Member 
States). In South Africa, the EU is supporting young artists, audio-visual 
producers, musicians and sports people. Bilateral relations with China have 
included the people-to-people dimension since 2012.

• Support cultural city twinning: the Commission promotes the role of  
cities as hubs of  innovation and best practice by twinning towns and 
cultural sites that share similar social, economic and environmental 
problems to explore potential opportunities for development. The 
Commission plans to launch regional programs with Latin America 
(particularly with the Community of  Latin American and Caribbean 
States, CELAC), promoting social cohesion through culture and the arts 
in large cities.

• Share Capitals of  Culture: the Commission will share with partner 
countries experiences regarding European Capitals of  Culture, 
which enhance cultural heritage and thereby support local and 
regional development.

•  Urban strategies in historic towns: funded under the European 
Neighborhood Instrument (ENI), the EU supports municipalities in 
developing urban strategies for the rehabilitation of  historic towns.

Inter-cultural exchanges of  students, researchers and alumni -
The EU’s mobility and inter-university cooperation programs are 
invaluable instruments for establishing lasting academic and cultural 
ties, which simultaneously promote the EU in partner countries. A 2014 
survey carried out by the Executive Agency Education, Audiovisual 
and Culture (EACEA) showed that 54 % of  students and staff  who 
benefited from Erasmus Mundus mobility rated the experience 
as having the biggest influence on their intercultural skills and 
competences.

International research cooperation uses the universal language of  
science to maintain open channels of  communication and enable 
researchers to exchange ideas regardless of  their cultural, national or 
religious backgrounds. Horizon 2020, the world’s largest multilateral 
research and innovation program, funds research and innovation on 
cultural relations, science diplomacy and cultural heritage. Horizon 2020 
also helps partner countries to maximize the contribution of  education 
to growth, social stability and development.

  



Across the United States, these growing movements to achieve equity are 
focused on advancing policies that can secure these types of  results. Such 
efforts bring together artists, leaders of  cultural organizations, culture 
bearers, municipal planners, grassroots leaders, community developers, 
government officials, residents, neighborhoods, and philanthropy to 
shape policy that builds and sustains resilient, inclusive, and prosperous 
communities. (Source: Blueprint for Equitable Development- PolicyLink) 
that can secure these types of  results. Such efforts bring together artists, 
leaders of  cultural organizations, culture bearers, municipal planners, 
grassroots leaders, community developers, government officials, residents, 
neighborhoods, and philanthropy to shape policy that builds and sustains 
resilient, inclusive, and prosperous communities. (Source: Blueprint for 
Equitable Development- PolicyLink)

Terms to know:

Equity
 Equity is increased by any government contributions to the project that 
are provided without expectation of  reimbursement from the project’s 
future income. Land provided for free or at below- market value and facade 
improvement grants are common examples of  local government equity. 
Government programs that add equity to the financial package are very 
desirable because they reduce the funds that private investors must provide 
to secure conventional loans. When the government provides equity, 
conventional lenders may offer larger loans because the loan-to-value ratio 
is reduced. 

Tax Credits 
A tax credit is an amount of  money that a taxpayer is able to subtract 
from the amount of  tax owed to the government. Because developments 
often require several years before turning a profit triggering tax payments, 
tax credits are often sold early on to investors. Investors buy credits at a 
discount to the investors and can apply the full amount of  the credit to their 
tax bill. Each state creates tax credit programs specific to its redevelopment 
objectives. The following are popular federal tax credit programs:

The USA- The lay of  the land:

The U.S. arts system has no single benefactor, no overarching arbiter or 
agency, no Ministry of  Culture. Instead, a variety of  government subsidies 
compose roughly 7 percent of  the nation’s total investment in not-for-profit 
arts groups. The NEA is the largest single funder of  the arts across America, 
but the majority of  direct public funding still flows from a combination of  
other federal, state, regional, and local agencies.
• Federal grants
• City general funds
• Tax increment financing
• City bond funds
• Hospitality tax funds
• Local parking tax funds
• Sewer and storm-water revenue bonds
• New Markets Tax Credits
• Land sales proceeds
• State and federal highway transportation funds

EMBASSIES in the USA
What influence do embassies and national cultural institutes have in countries 
around the world, both financially and culturally? How can better relationships 
be fostered for international arts projects?

In the 1980s and 1990s, U.S. cities began to recognize the importance of  
incorporating the cultural sector into government programs, and began 
establishing municipal departments of  cultural affairs. Also in recent years, 
several innovation-focused state and local arts and culture agencies have begun 
insisting on the need for equity in undertaking cross-agency partnerships that 
incorporate arts, culture, and community development. In Los Angeles, for 
example, the County Arts Commission partnered with the Department of  
Health Services in the development of  M the Martin Luther King, Jr Health 
Campus in South Central LA that included three permanent artworks that 
explore the relationship between healing, wellness, and community: an exterior 
sculptural tribute to the legacy of  Dr. King, a series of  collages that document 
the community history of  the healing home, and the Azul Healing Garden. All 
are rooted in the cultural legacies of  the African American community.



•  The New Markets Tax Credit Program was authorized to attract 
capital investment and direct it to low-income and underserved 
communities. To qualify, a community must have a poverty rate of  20 
percent or higher, or its median income must be lower than 80 percent 
of  the statewide or metropolitan area median. The federal government 
administers the federal tax credits by allocating them through the 
Community Development Financial Institutions (CDFI) Fund. With 
this money, the administering entities are required to offer financing 
with nontraditional or more flexible terms than conventional financing, 
and the projects they select are, for the most part, those that are unable 
to qualify for conventional financing, or that could not qualify for 
enough financing to cover all of  the project costs. In the case studies, 
3CDC became a CDFI and then sold those credits to investors, thereby 
funding a portion of  the desirable projects within the Over-the-Rhine 
neighborhood.

• The Low-Income Housing Tax Credit (LIHTC) Program 
encourages private investment in affordable rental housing for low-
income communities. Successful investors will receive a credit equal to 
either 30 percent or 70 per- cent of  the eligible project costs of  low-
income rental housing, depending on the type of  credit offered. To be 
eligible under the LIHTC Program, developers are required to satisfy 
either the 40/60 test, where at least 40 percent of  the units are set aside 
for renters earning no more than 60 percent of  the area median income, 
or the 20/50 test, where at least 20 percent of  units are set aside for 
renters earning 50 percent or less of  the area median income. Investors 
receive the tax credits, and developers receive the invested dollars.

• Federal historic rehabilitation tax credits encourage the preservation 
of  historic buildings by offering credit against federal taxes owed for 
renovation or rehabilitation. To qualify: 

• The property must be used for a business or other income-producing 
purpose.

• A “substantial” amount must be spent on rehabilitating the historic 
building. 

• The building must be certified as historic by the National Park Service. 
• Rehabilitation work has to meet the secretary of  the interior’s Standards 

for Rehabilitation, as determined by the National Park Service. 
Beneficiaries receive a 20 percent credit of  the qualified rehabilitation 
expenditures for the costs incurred during the rehabilitation of  a 
certified historic structure for commercial, agricultural, industrial, 
or residential rental purposes. A 10 percent tax credit of  qualified 
rehabilitation expenditures is given for the costs incurred during the 
rehabilitation of  an older, nonresidential structure built before 1936 that 
is not yet listed as a certified historic structure. 

Federal housing and historic preservation resources can support cultural 
anchor institutions to provide affordable residential units and performing 
arts space, anchoring the critical role of  arts and culture in lower-income 
communities and communities of  color. These resources can be prioritized 
through the annual development of  local consolidated plans and states’ 
qualified allocation plans, which provide priority scoring or set asides 
for these equitable arts and cultural uses. The federal New Markets Tax 
Credit and Historic Tax Credit programs are examples of  public-private 
approaches that can or explicitly do target arts and culture through 
investments  in museums, cultural centers, theaters, historic buildings and 
neighborhoods, and other arts and culture-related physical and business 
assets.
 



A Public/Private Partnership Culture 

Public/private partnerships are the most effective means to intervene in an 
uncertain or weak market. Partnerships share the financial risks between 
public and private entities. In addition to sharing financial risks, the public 
sector must often expedite approvals and streamline coordination among 
departments to move along. Such partnerships require 
a clear understanding of  the market conditions in 
the development area and a realistic assessment of  
the costs of  infrastructure and amenities. The use of  
public funds in private development is nearly always 
controversial. Yet, as the case studies that follow and 
hundreds of  other examples show, the communities 
that invest in those strategic projects receive returns 
in recurring tax revenues, jobs, and the revitalization 
of  often- distressed areas. The improvements within 
those areas are seldom achieved overnight. When 
focused and appropriate investments are targeted over 
years, entire communities are changed and become 
desirable places to live, do business, and invest in. 
The most important positive impact public/ private 
partnerships can have is catalyzing more development. In a healthy market, 
the development’s return supports the associated costs; that is not the case 
in uncertain markets. But for public/private partnerships that use creative 
financing to underwrite the “gap” between market- driven development and 
higher-risk projects, the development would not move forward.  There is 
some risk, but that risk is spread widely with a well-crafted partnership with 
the private sector and, most of  all, a community vision.

The breadth of  the local partnerships supported not only a piece of  public 
art but also the integration of  art with housing, the inclusion of  new green 
space, youth art education, and a variety of  multi-generational gathering 
opportunities. Confluence of  Time and Place successfully brought together 
a community and its built environment in an outstanding display of  
community development incorporating the arts.

Creative Placemaking in the USA

Creative placemaking is a term that has caught fire and sparked the interest 
of  a range of  sectors, everything from public safety to public health. The 
widespread adoption of  creative placemaking as a local strategy for building 
community and igniting the local economy was in response to federal and 

foundation funding opportunities, and 
driven by local innovators that rejected one-
size-fits-all solutions of  the past that were 
not responsive to the specific needs of  their 
place.

Engaging the Federal Government Locally

As you embark on a local creative 
placemaking project, how do you leverage 
federal government resources, to build 
capacity and support locally for arts 
interventions? An even more burning 
question might be: What can the federal 
government do to help advance your local 

creative placemaking work? 

Here are some ways to get started: 

Recognize that the federal government has more to offer than dollars. 

Financial resources are certainly necessary to carry out community projects, 
but money is not the only ingredient for a successful creative placemaking 
intervention. The federal government can also provide technical assistance 
and information on background research, case studies, and toolkits for 
success.



HARNESSING THE POWER OF PARTNERSHIPS 

Allies and Partners Groups, organizations, or businesses may exist that 
would aid you in reaching your goal by providing funds, expertise or 
other resources toward your communications The prospect of  developing 
partnerships with area businesses and local organizations may seem 
overwhelming if  you haven’t had much experience in working with the 
private sector. However, there are some practical steps you can follow that 
will focus your energies and resources where they will be most effective. 

Determine Your Needs- Before you ask for help, it’s important to identify 
what you need most. Make a “Wish List” and include areas like equipment 
(computers, vehicles, or supplies); services; educational activities and 
materials; and specific products that can be donated. This list will help set 
your priorities and guide who you need to contact. 

Identify Potential Partners- There may be hundreds of  organizations 
to approach in your community—where do you start? Let your fingers do 
the walking and start with the Yellow Pages. By using your Wish List to 
identify categories of  need, you can narrow the types of  organizations that 
can help you. Don’t limit yourself  at this stage and try to be imaginative. 
For instance, a local pizza parlor may not have an obvious link, but if  it 
is a popular hang-out for high school students, the restaurant might host 
a pizza party and allow you to hand out information on ORVs. Other 
sources for potential partners are your Chamber of  Commerce directory, 
general corporate directories, and personal contacts, including your board 
of  directors or existing coalitions. For national contacts as well as local, 
there are several national directories that are available at your local library. 
The Corporate Giving Directory, which is updated annually, is an excellent 
choice. Don’t forget to monitor the local media. Who sponsored that 
nonprofit ball and where was it held? What company bought the T-shirts 
for the annual 10K Run to support environmental research? Also, if  you 
have a good relationship with other nonprofits or agencies, they may share 
their giving list. 

Prioritize Your Contacts- When you have a list of  possible contacts, begin 
making your partnership circle. This circle will help you further identify 
your most important contacts so you can prioritize your efforts. You’ve 
chosen possible partners by category—now look for personal contacts. 
Think of  dropping a pebble in the water and watching the ripples spread 
out. By putting organizations where you already have contacts in the center, 
you will anchor your effort as you move further and further out. Start with 
organizations that have helped in the past—they will be the very center of  
your circle. Then talk to employees, your board of  directors, or coalition 
members. Who do they know? You may discover that someone on staff  
went to school with the president of  a local bank. Put organizations where 
you have close personal contacts on the next “wave” of  your circle. After 
examining personal contacts, look for those organizations that would make 
“perfect partners,” i.e., organizations that have supported environmental 
issues in the past. Keep going until you get to the very outer layer, which 
would be organizations where you have no contacts at all and no apparent 
links. Now you have prioritized your outreach list! The final step before 
preparing your proposals is finding the correct contact. You may have 
this information if  you’ve used an up-to-date directory or have a personal 
contact, but if  you’re not sure, make a phone call. Ask to whom you would 
send a partnership proposal; be sure to get the person’s name, title, full 
address, and phone number. And finally, don’t overlook the importance of  
using the Internet to research target organizations.

 Make Your Proposal Strategic- Companies have a giving strategy, so 
your proposal should be strategic too. A fundraiser for a major national 
nonprofit once said, “There is no corporate philanthropy—they all give 
for a reason.” Most organizations give strategically, meaning they give 
in an area(s) where they have an interest, want to influence someone or 
something, or stand to gain something— employees, customers, and the 
community influence those decisions as well. We all know that there can be 
tough competition for nonprofit support, and that decisions are sometimes 
made on small details. Look at your partnership circle and carefully look for 
connections. Has a city council person recently dealt with an environmental 
issue? Look for logical allies and mutual goals and put that information in 
your proposal. Make the proposal “mutually beneficial.”



Just as you have asked for something, be prepared to 
offer something in return. Try to at least reward the 
organization with positive community exposure and 
recognition for its efforts. Use your best judgment 
on the proposal. If  you know someone, a letter may 
suffice. If  you’re sending a proposal to a large company, 
you may want to send a letter, an information kit, and 
a recent newspaper article on what your organization 
is doing in the community. Always demonstrate the 
importance of  the issue, the importance of  the program 
in the community, specifically how the organization can 
help strengthen your efforts and how the organization 
will benefit from its participation.

 Face-to-Face Follow-up- About a week after sending 
your proposal, call the contact to verify that he/she 
received the information. At this point, introduce 
yourself  (if  you don’t know the contact already) and 
offer to answer questions or send more information. 
Ask when would be a good time to call back to schedule 
an appointment; mark the date and call promptly at 
that time. The best way to “sell” the proposal is face-
to-face where you can talk about the campaign, its 
goals, and its accomplishments. It’s important to be 
realistic. Smaller businesses may not have extra funds 
to support community programs, but may be able 
to provide in-kind support. They may be willing to 
include information on ORVs in their mailings to the 
community, fliers to circulate to their employees, in their 
stores, etc. If  you’ve done your homework, you will be 
able to request help that the company will gladly agree 
to provide. 

Make Your Community Partners Part of  Your 
Team- Don’t ask for something and then never contact 
the organization again! Keep a database of  all donors 
(even listing those who said they might give in the 
future) and recognize them periodically with a personal 
note or newsletter. Keep them informed on what’s 
happening with ORVs and other environmental issues 
in the community and continually offer opportunities 
for participation, including volunteering. Also, offer 
a chance for feedback so you can establish a two-
way dialogue with your partners. A town meeting, an 
online seminar, or a presentation, are all ways to share 
information with your partners. Make them team 
members and they will continue to support you for years 
to come! 

BUDGETING

 It is important to have enough resources to create 
a critical mass of  projects to create momentum and 
variety and more opportunities to reach multiple 
audiences. If  you have fewer resources, we recommend 
concentrating artist projects in a smaller geography over 
a shorter time and even considering it a pilot or trial 
run – leaving room to build on momentum and success. 
A pilot can be an effective strategy to show “proof  of  
concept” and demonstrate demand from the business 
community, which can lead to additional investment. 
With more resources you can sustain the project longer, 
address more issues, and be more expansive with the 
number of  artists involved, target geography and time 
line. These sample budgets provide some guidelines 
for small and large projects and include all of  the costs 
of  implementation. We start with $1000 as the basic 
amount to support a small artist project; depending 
on your location and goals, a different amount might 
make sense. It is important that this support be modest, 
so that you can create a low-risk environment for 
businesses and artists to try new ways of  working, and 
create a project that a business could imagine funding 
on their own. At the same time, be realistic about how 
much an artist can accomplish. If  you do a larger project 
with many artists, consider creating a deeper impact by 
working with your local arts organizations to train and 
support the development of  local artists to work with 
businesses/cross-sector. 

For examples of  this and a training curriculum, see 
Springboard for the Arts toolkit “Irrigate: a Toolkit for 
Mobilizing Local Artists to Solve Challenges in Your 
Community.” 



BEST PRACTICES: (source: Springboard for the Arts)

These overarching best practices have proven to be critical to success: 

• Define artist broadly. Creative people, whether they create as their livelihood or as part of  their life, are those 
who make things, as well as imagine them. We say artists are people who consider themselves to be so, from 
someone who sings in church choir or knits for family to someone whose work is collected by museums and 
commissioned to do large projects. 

• Work with local artists. Artists are everywhere – business owners, employees, residents – and are in every 
building and every block. These are people who know the place, love the place, and will use their creativity to tap 
into a district’s potential and opportunities. An invitation and a charge to artists to use their creative skills to help 
their own district and community produces powerful and authentic results. 

• Work from existing assets. Work with and from what exists in a place – businesses, owners, people, cultures and 
sites. Each is a resource and has strengths to bring to the issue. By boosting and connecting what exists, you 
increase social capital and relationships that can continue long past a project time-frame.

• Collaborate across sectors. Work with diverse and even unlikely partners – more perspectives, skills and 
networks create more results. Other partners can bring their constituents to your district. Work with arts 
organizations that have their own connections to local artists. 

• Give people a common cause. Help people see how their small action can combine with others and together add 
up to something bigger in support of  where they live. Make t-shirts and posters to make the cause visible and to 
give people a sense of  shared identity and investment. 

Provide simple mechanisms. Make it easy for people to work together, with simple and low-risk on-ramps. Have as 
few rules and restrictions as possible, making them clearly understood. 

The whole is more than the parts. Seeding a place with many small projects involving multiple artists provides more 
opportunities to engage businesses, bring new customers, attract media coverage, and develop more relationships 
than one single large project. 

Build lasting relationships. Collaborating together in new ways creates relationships, capacity and work habits that 
last beyond a project and lead to other actions. 

Pay artists! Artists are entrepreneurs and people making a living like the rest of  us – value their contributions and 
pay them for their work.



DO HAVE A BUSINESS PLAN

It sounds simple, but having a business plan before starting a cultural 
building project is an incredibly effective way to make sure things go 
smoothly. A business plan not only outlines the steps of  the project but also 
puts in writing why the project is being pursued. Considering how long it 
takes to complete a cultural building project, it’s very easy for those involved 
to forget the initial motivations behind one. For example, a performing arts 
center may have originally been planned to provide performance space for 
local area arts groups. Yet, after the challenges of  paying for maintenance 
of  the facility became more apparent, the performing arts center now 
primarily rents space to out-of-town touring acts and conventions. If  
nothing else, develop a concept plan. A concept plan is a “big picture” 
guide that must respond to market changes rather than precisely dictate 
development.

Different worlds, different habits, other languages… In creative 
partnerships at least two different sectors or fields, one of  which is culture, 
are involved. Often greatly divergent institutional cultures and working 
methods must be brought together in a solid ‘modus vivendi’ during the 
collaboration. Needless to say, this requires mutual efforts. Bridging two 
different sectors with their own habits and unwritten laws is never easy. 
Business players, but also schools, often haven’t different timetables – and 
timescales – and these are not always compatible with project-oriented 
work. Not to mention differences in vocabulary (professional, technical, 
etc.), or sometimes even mother tongues, which adds to complications. 
Therefore, finding a common language, literally as well as metaphorically, is 
indispensable. Personal contact and dialogue, regular meetings, in-depth and 
open communication, and clear agreements between the partners can help 
those involved to approach each other and overcome differences. For other, 
more practical problems, such as different timescales, appropriate solutions 
can be found, as the following good practices will testify.

DON’T BUILD FOR THE WRONG REASONS

We’ve all now heard the famous mantra “If  you build it, they will come” 
applied to cultural building projects. For cultural leaders, this mantra elicits 
visions of  swarming crowds at a new cultural facility. For city leaders, there 
are visions of  bustling city sidewalks, new restaurants and businesses, all 
adding to a city’s economic development. As attractive as all of  this may 
sound, unfortunately, there’s very little evidence that building a cultural 
facility will result in a heightened level of  economic activity for the long-
term. More likely what will happen is a short-term increase in audiences 
who come to experience the new building. It’s possible that more cultural 
amenities may spur investment in other types of  complementary business 
as well. However, in order for this to happen, a cultural building project 
should be a smaller part of  a larger economic development plan with many 
pieces that must fall into place beforehand. Partnerships that equitably 
fill development gaps recognize both realistic development costs and 
appropriate returns on investment to both private and public partners. In 
the simplest partnership, the private investor’s return on investment is either 
net income or a satisfactory sales price. The public’s return on investment 
may include jobs, tax revenue, and increased private sector investment. 
Although both project costs and returns can be predicted during concept 
development, the uncertainty associated with those predictions in untested, 
pioneering projects adds risk.

A LOOK AT THE STATISTICS:

Cultural exchanges can also bring economic benefits. Global trade in 
creative products has more than doubled between 2004 and 2013, whilst 
culture is a central element in the new economy driven by creativity, 
innovation and access to knowledge. Cultural and creative industries 
represent around 3 % of  the global GDP and 30 million jobs. In the EU 
alone, these industries account for over 7 million jobs. In the USA 6,138 full 
time equivalent jobs sustained by the NGO arts & culture sector and 2.5 
million people attend arts &culture events. 



Who runs creative partnerships? (Source: Policy Handbook on 
Promotion of  Creative Partnerships)

 There may be a very wide range of  management models for creative 
partnerships, depending on the size of  the initiative, the specific aims of  the 
partnership, its institutional and juridical form, and its financial model (non-
governmental organizations depend mostly on external funding support 
and usually do not generate profits; commercial organizations mainly rely 
on income from the sales of  cultural products and services).
Setting up a partnership first of  all requires the intervention of  a key driver 
who can initiate it – in most cases, the presence of  an organization that 
can act as mediator between the artists/creative players and the receiving 
body – and the delivery of  appropriate training to ensure that the objectives 
and needs are taken into account, as partnerships may work only if  built 
on trust and mutual acquaintance. In general, a successful management of  
creative partnerships in the cultural sector requires a spirit of  innovation 
and entrepreneurship, a supportive climate, and appropriate understanding 
of  the needs and requirements of  the specific sector of  intervention. The 
first step – taking the initiative to set up the partnership – may be the most 
difficult. For a partnership to work, all partners need to find benefits and a 
common ground of  ideas. But often the initial spark must come from the 
creative and cultural side.

In other cases of  publicly funded partnerships schemes, the role of  
mediator and coordinator of  partnerships may be directly taken by the local 
government. This is the case of  the program Culture Agents for Creative 
Schools (Germany). The program aims to awaken curiosity for the arts 
among children and teenagers, convey knowledge about the arts and culture, 
and enable natural participation in cultural matters. From 2011 to 2015, 
46 culture agents are working in 136 schools in five German federal states. 
Each culture agent is working with three schools in a network. The program 
is coordinated by five federal states (Baden-Württemberg, Berlin, Hamburg, 
North Rhine-West- phalia and Thuringia). The partnership between the 
school and the cultural institution is initiated by the culture agent. He/she 
connects the schools and cultural institutions and builds up partnerships 
and networks.

The advancement since 2010 of  the federal Healthy Food Financing 
Initiative (HFFI) incentivizes and supports new or expanded food retail 
in underserved communities. Established in 2011, HFFI has distributed 
health facilities, and active recreation infrastructure for more than $500 
million in grants and tax credits and leveraged more than $1 billion in 
private investment to build and upgrade full-scale grocery stores, co-
operatives, farmers’ markets, mobile markets, food hubs, and other retail 
outlets. Increasing healthy food retail  is proven to bring triple bottom 
line benefits to communities: a revitalized economy, job creation, and 
better health. It can also contribute to a fourth bottom line—maintaining, 
preserving, and restoring cultural traditions. Equity advocates can  use the 
initiative to support culturally relevant food system investments in diverse 
communities. Expanding the program and embedding strategies that 
focus on culture while improving food access would strengthen cherished 
traditional practices and promote access to a greater diversity of  healthy, 
delicious foods. 
Similarly, arts and culture can play critical roles in health and healing. The 
design and installation of  public art that reflects the cultural context of  
the people it serves can deliver powerful health amenities in the form 
of  parks, communities that have been underserved. Sculptures of  civil 
rights icons in local parks, healing walks within health-care campuses, and 
walking and biking trails that commemorate relevant cultural contexts 
(e.g., the route of  the Underground Railroad, Native trading routes, or 
places of  farmworker organizing campaigns) can strengthen health within 
healing cultural contexts. The incorporation and adaptation of  traditional 
music, storytelling, and other cultural practices into new rites of  passage 
for young people is another way in which arts can be a vehicle for healing, 
restoration, and support. (Source: Creating Change through out Arts, 
Culture, and Equitable Development). 



For example, in the USA right now, Partnerships are needed between 
the National Endowment for the Arts and other federal agencies such 
as Housing and Urban Development, Health and Human Services, 
Transportation, and Education; between state arts and culture councils 
and their housing, community development, transportation, and economic 
development agencies; and between city arts  and culture agencies and 
their public utilities, departments of  planning, youth development, parks, 
and workforce agencies. All of  these partnerships can yield resources 
and creativity that pave the way for the next generation of  a public works 
movement that delivers new infrastructure, jobs, and arts and culture to 
long-neglected communities. The partnerships and policies described in this 
report can transform a nation by creating change. ( Source: Creating Change 
through Arts & Culture & Equitable development)

Organize programming or partner with a local entity to host regular events. 
The neighborhood and artisan spaces will thrive when the community 
comes together with the artisan to market the space and the businesses 
to foot traffic. Building owners may need to require core business hours 
for micro-retail spaces to be open or select one day a week for a market 
or open house. Marketing and promotion both on and offline for these 
businesses will be key to their tenure. Success in equitable neighborhood 
redevelopment depends on a special formula of  ingredients that includes 
residents, the city, and the private sector. Artisan businesses can be one 
key piece to create great places to live with wonderful places to gather and 
vibrant local economies.
For example:
• Transportation, housing, and redevelopment agencies can commission 
design services and public art that enhance cultural identity in public 
infrastructure and spaces.

• Investments in open space and recreation can support artists in 
collaborating with residents, planners, and environmental stewards to create 
cultural plazas, parks, historical trails, or memorials.

• Investments in community health and food equity can incorporate culture 
bearers in the creation of  farmers’ markets, community farms, community

clinics, and other programs that foster well-being, healing, and trauma 
recovery.

• Tourism and economic development resources can be targeted to create 
cultural districts and support robust arts and culture as hubs of  local vitality 
and magnets for visitors.

• Create strategic partnerships among artists, activists, businesses, and 
policymakers to discuss and activate arts and culture roles in strengthening 
communities.

Example: Metro Arts Nashville
Metro Arts initiated a long-range partnership with the Juvenile Court to 
determine how arts and artists can be integrated into diversion programs, 
restorative justice, and employment for juvenile offenders. Metro Arts is 
working with the court, the Nashville Career Advancement Center, and 
the Oasis Center (a community youth-empowerment organization) on a 
multi-year pilot on arts “referrals,” group artist residencies as alternative 
sentencing, and an arts employment apprenticeship model for older youth.



Evaluation- What to evaluate 

When evaluating creative partnerships, it is important to first distinguish 
between two sorts of  evaluation. On the one hand, there is the evaluation 
of  the process, of  the creative partnership in itself: 

Has it worked well? 
Did everything occur according to schedule? 
Did all partners involved play their role and take responsibility? 
On the other hand, there is the evaluation – or perhaps more accurately, 
assessment or measurement – of  the output and the outcome of  the 
partnership. Outputs relate to ‘what we do’ (What concrete ‘products’ or 
‘accomplishments’ did the partnership lead to?), whereas outcomes refer 
to ‘what difference there is’ (What is the impact in the short, middle or 
long term?). The outcomes comprise the benefits and/or effects generated 
by the creative partnership on different levels (personal, organizational, 
sectoral, societal, etc.) and within different domains (personal development 
or wellbeing, professional development, social cohesion, economic or 
financial stability/growth, innovation, etc.), as mentioned earlier. Open 
Method of  Coordination (OMC) Working Group on Promotion of  
Creative Partnerships.

Why evaluate? Evaluation is one of  the basics of  good project/process 
management and there- fore indispensable to a creative partnership. For 
this reason, it is a priority in order to ensure that the benefits and impact of  
creative partnerships are identified and promoted. 

Who evaluates, and how? Different methods may be used to evaluate 
initiatives in this field. In most cases the partnership is evaluated on 
different levels (participants, partners, stake- holders, etc.) and by using a 
combination of  qualitative and quantitative methods, depending on the 
objective of  the evaluation (such as process, output, outcome, etc. 

FUNDING

 Consider a variety of  funding sources, including your existing resources. 
If  you have a marketing budget – use some of  it to engage a local artist 
to work with a few businesses around an intersection to bring buzz to 
the businesses instead of  on print or other advertising – earned media 
travels further and has a longer shelf  life than paid media. Depending 
on your goals and target area, the project may fit into non-traditional 
funding sources including arts, community engagement, community 
development, and economic development. Depending on the challenge 
you are addressing, there may also be support available from government 
or business programs. Arts institutions, cultural organizations, housing or 
transit authorities, redevelopment programs, marketing and tourism, and 
social entrepreneurship investment groups may all be possible partners or 
supporters. Your partners may also have access to or be eligible for other 
sources. 
Tap into exiting sources:

• Marketing
• Branding 
• Events 
• Public safety 
• Wayfinding 
• Streetscape improvement 
• Beautification 
• Maintenance Nontraditional sources: 
• Arts
• Public engagement 
• Public art 
• Community development 
• Economic development 
• Youth engagement 
• Transit improvements



Templates
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:A APPENDIX

Project collaborator survey sample
This survey is designed in an interview format - for a person to directly ask the business collaborator – which gives you an opportunity 
to learn more nuanced and useful information and to build rapport. Set up an excel file for entering responses so that you can tabulate 
and compare them more easily.

<PROJECT NAME> COLLABORATOR SURVEY

Instructions for survey administrator:

 • Surveys to be conducted verbally in-person or by phone. 

 • You will write the notes into the survey spreadsheet. 

 • Prepare by reviewing project summary.

 • There are two versions of similar questions; use the set that make sense of the collaborator (business or organization)
 

Goals for this survey are to learn:

 • Are collaborators satisfied with their experience? 

 • <Other information related to program goals>

 • Has collaborator perception of art and artists changed?

_______________________________________________________________________________________________________________________

Introduction after finding right person to speak with:

Hello, I’m _______, working for <Business association> and the <Program name>.  Recently, artist(s) <names> worked with you on a 
project <title>.  Do you have 5 minutes to take a survey that will help us improve the program? 

If this is not a good time, when could I call you back?  (If they sound like they’d be more likely to answer if someone showed up in 
person, find out when they’re most likely to be available and say you will try to send someone over but you will confirm it with them – 
giving you time to see if you <or other project coordinator> can stop by.)

Great.  I’ll start the survey questions now.

_______________________________________________________________________________________________________________________

Survey questions:
1. Collaborator (whomever you are talking to): name, position, business/organization

2. How was this project valuable to your <business/organization>? 

 Check all that apply. 

 If a business: 
  • Exposure to new customers/clients?  Y/N

   o If yes - Approximately how many? _____

  • Sales revenue increased? 

   o If yes - By how much? (compare equivalent night/timeframe/season, percent, actual amount, etc.) ______

  • Community buzz/attention (news articles, online, word-of-mouth, etc.)

  • Other? (specify) ______

 If a non-profit organization:
  • Exposure to new participants/clients? Y/N

   o If yes - Approximately how many? _____

  • If org/group sells anything, sales revenue increased? Y/N

   o If yes - By how much? (compare equivalent timeframe/season, percent or actual amount)? _______

  • Community buzz/attention (news articles, online, word-of-mouth, etc.)? Y/N
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Partnership agreement template
Particularly if you are able to fund partners or collaborators, create an agreement with them. This template is for guidance only and may 
not cover your local laws.

<LEAD ASSOCIATION> PARTNERSHIP AGREEMENT

<Lead association> and <Partner organization> (“Partner”) make this Partnership Agreement for purposes of implementing 
<name and basic description of program>.

Specific activities between <date> to <date> by the Partner shall be to:

      • Assist in design of program and evaluation.

      • Participate in artist selection process.

      • Provide outreach and publicity to artists and district.

      • Be resource, advisor and supporter to artist project collaborations. 

      • Provide program feedback.

      • <Other appropriate/desired activities>

<Lead association> will provide:

      • Leadership and overall coordination of program.

      • Program outreach, publicity and feedback materials.

      • Financial support for artist projects.

      • Lead evaluation.

      • <Other appropriate/desired activites>

<Lead association> agrees to pay Partner a fee of $<amount> for the work specified above.  <Lead association> agrees that it will pay 
Partner $<half> at the time of execution of this agreement. Upon completion of Partner’s work described herein, by <date>, <Lead 
organization> agrees to pay Partner the remaining fee.

Either party may terminate this agreement with 2 weeks’ written notice.  If the agreement is terminated, <Lead association> will prorate 
the Partner fee for the amount of work already provided.

The Partner is not an employee of <Lead association> and will not represent themselves as such. 

The Partner agrees to indemnify, save, and hold <lead organization> their employees and representatives harmless from any and all 
claims or causes of action, including attorneys’ fees, arising from the performance of this Agreement.

This Agreement contains the entire agreement between the parties. No modification of this Agreement shall be valid unless in writing 
and signed by both parties. Any waiver or modification of one part shall not effect the other portions of this agreement.

The laws of the State of <yours> shall govern this contract; any litigation shall be brought in the courts of that state. 

Signed:

<Partner organization>:      <Lead organization>:

_________________________________________           _________________________________________         
<Signature>       <Signature>             
  

_________________________________________     __________      _________________________________________     __________     
<Name, Title>           <Date>  <Name, Title>           <Date> 

APPENDIX :A

A



Templates & Worksheets

The following checklist identifies actions that municipal leaders can take to establish a development environment 
according to these key ingredients. As you check off  more items from the list, you are closer to positioning your 
community to achieve transformational projects as part of  a healthy, vibrant community. 

A clear understanding of  community competitive advantages 

YES   NO  Do you know how you fit into the global economy? 
YES   NO Do you know how you fit into the regional economy? 
YES   NO        Do the local government and the businesses and institutions driving the   local economy have good   
YES   NO        relations? 

What are your big assets?

 ¤ Surplus labor 
 ¤ Skilled workforce, such as high-tech employees
 ¤ Favorable cost of  living 
 ¤ Access to good transportation 
 ¤ Medical and educational research institutions 
 ¤ Tourist, historic, and entertainment destinations 

Strong leadership 

YES      NO  Are local businesses and institutions active in community economic    development organizations? 
YES      NO     Can potential investors identify who is in charge of  making transformation a reality? 
YES      NO     Have the civic groups, businesses, and affected neighborhoods endorsed transformation?
YES      NO     Are you clear on what kind of  community you really want to be?
YES      NO   Is the geographic area clearly defined?
YES      NO     Is there passion for change? 
YES      NO   Is a process in place for continuing the vision through political and economic change? 
YES      NO     Do vehicles exist to encourage and fund startups and entrepreneurs? 
YES      NO  Is venture capital money available? 
YES      NO     Is there a network of  entrepreneurs to lend encouragement and support? 
YES      NO  Do you have a business and resident community that supports innovation that matches new    
                        technology and markets?
YES      NO  If  the risks are equalized to market risk, are there local developers who have the capacity, vision, and  
  temperament to join with the public sector? 

A public/private partnership culture 

YES   NO      Are all potential partners, public and private, committed to transparency and a reasonable public   
           process? 
YES   NO      Are all partners committed to high ethical standards? 
YES   NO      Are public benefits and goals shared, such as affordable housing and common amenities? 
YES   NO      Is there sufficient time and patience to execute a complicated financial and approval process?
YES   NO      Is the desired project sufficiently important and catalytic that it is worthwhile for all parties to see it   
           through to completion? 
YES   NO      Can benefits be easily explained to everyone concerned, including the media and neighborhood?
YES   NO      Do the projected long-term financial benefits outweigh the near-term costs of  financial incentives? 



Knowledge of  public financing tools

YES   NO       Do you have sufficient financial expertise to get the most out of  the available resources?
YES   NO       If  not, do you have the budget to hire necessary skilled consultants or advisers? 
YES   NO       Is your policy for determining financial incentives transparent and consistent?
YES   NO       Do you know the difference in cost between standard design and the project requirements?
 YES   NO      Have you identified entities willing to provide grants to support enhanced design? 
YES   NO       Do you have a public art inclusion policy? 
YES   NO       Do you have programs to maintain enhanced landscaping in public areas? 

Organizational and staff  capacity

 YES   NO        Have you and your proposed partner(s) completed projects in this market?
YES    NO        In previous projects, did the proposed partner build what was promised? 
YES    NO        Do you have employees or consultants who are qualified to review the partner’s financial proposal 

 and references?
YES    NO        Do you have written ethical reporting requirements?

A commitment to design excellence 

YES   NO       Do you have guidelines that clearly explain public design aspirations? 
YES   NO       In cost between standard design and the project requirements?
YES   NO       Have you identified entities willing to provide grants to support enhanced design? 
YES   NO       Do you have a public art inclusion policy? 
YES   NO       Do you have programs to maintain enhanced landscaping in public areas?



your team will use in making presentations. And they easily become the basis for radio and print PSAs, the genesis 
for posters, and may suggest topics for fact sheets, drop-in articles, and even letters to the
editor or newspaper editorials.

Select Communication Channels
Choose Activities and Materials
Establish Partnerships
Implement the Plan
Evaluate and Make Mid-Course Corrections

Establish Partnerships
Groups, organizations, or businesses may exist that would aid you in reaching your goal by providing funds, 
expertise, support, or other resources. Please list allies or partners who support or work with your audiences or 
share in your goals.
________________________________________________________________________________________
________________________________________________________________________________________
________________________________________________________________________________________
________________________________________________________________________________________
________________________________________________________________________________________
________________________________________________________________________________________
________________________________________________________________________________________
________________________________________________________________________________________
________________________________________________________________________________________
________________________________________________________________________________________
________________________________________________________________________________________

Questions to consider when choosing cross sector partnerships: (Source: LISC)
Cross-sector Partnerships, Engaging Local Decision Makers, and Impacting Policy

1. In what capacity have the project partners worked together in the past? 

Please describe the power dynamics within this partnership.

2. What are the top three impacts you are hoping to address with your project?

3. How are you engaging with local decision makers and, if  applicable, the policy making process? Where are you 
getting stuck or experiencing roadblocks?



 Who’s already involved or related to this? 
• Who’s affected by it? 
• Who must, should, and could be involved?
For instance: 
• Affinity groups (activity club, history society, etc.) 
• Arts organizations and institutions 
• Chambers of  Commerce 
• City and county government (including departments and initiatives) 
• Community development corporations (housing, economic) 
• Corporate giving 
• Cultural organizations 
• Educational institutions (including extension services) 
• Issue-based organizations (health, environment, art, equity, etc.)
• Local or regional employers 
• Local planning departments 
• Neighborhood/geographically-focused organizations (neighborhood association, watershed or park organizations) 
• Other surrounding business and commercial associations 
• Real Estate Developers 
• Social service/support organizations (homeless services, food shelf, etc.)

Important qualities to look for in partners and collaborators: 
• Complementary or overlapping mission and programs 
• Expertise and connections in other areas besides yours 
• Capacity to participate (with or without direct compensation) 
• Chemistry – can you work together to achieve successful implementation? 
 
Define roles As your discussions progress, make sure you clarify roles as each partner joins. Key partners/leadership 
team:                                         
• Staff  with decision-making capacity from each key partner and lead program implementation staff  
• Make major strategic and program structure decisions 
• Fundraising and financial management

Develop Messages
Your messages are closely tied to your goal and objectives. They deliver important information about the issue and 
compel the targeted audience to think, feel, or act. They can:
• Show the importance, urgency, or magnitude of  the issue
• Show the relevance of  the issue
• Put a “face” on the issue
• Be tied to specific audience values, beliefs, or interests of  the audience
• Reflect an understanding of  what would motivate the audience to think, feel, or act
• Be culturally relevant and sensitive
• Be Memorable

The messages you develop by using the worksheet provided in this section can be used in many ways. First, they are 
a set of  statements that you and your team agree upon as conveying the key information for your initiative. They 
will not include all the detail and supporting ideas and data that you may use in printed materials or other forms of  
communication. The messages you develop in the worksheets can become the underlying themes for your materials 
and activities. You may develop slogans based on them. You may develop sets of  talking points that members of  



Who else is affected if  you succeed in your goal? (secondary audience)
_______________________________________________________________________________________
_______________________________________________________________________________________
_______________________________________________________________________________________
_______________________________________________________________________________________
Are there others who can influence primary and secondary audiences? (tertiary audiences) (You may wish to design 
a communication initiative to reach some of  these audiences as well. Or you may see a role for these folks as “allies 
and partners”.)
________________________________________________________________________________________
________________________________________________________________________________________
________________________________________________________________________________________
________________________________________________________________________________________
Audience:
_____________________________________________________________________
Describe what you know about this audience’s knowledge, attitudes and behaviors as they relate to your issue:
________________________________________________________________________________________
________________________________________________________________________________________
________________________________________________________________________________________
________________________________________________________________________________________
________________________________________________________________________________________
________________________________________________________________________________________
What are the barriers to this audience fully supporting or participating in reaching your goal? What are the benefits 
if  they do?
________________________________________________________________________________________
________________________________________________________________________________________
________________________________________________________________________________________
________________________________________________________________________________________
________________________________________________________________________________________
What are the characteristics of  this audience? How do they spend their time? What is their gender, ethnicity 
and income level? How have they been educated? What are the language considerations? What or who are they 
influenced by? What makes new information credible for them? What or who could motivate change or action?
__________________________________________________________________________________________
__________________________________________________________________________________________
__________________________________________________________________________________________
__________________________________________________________________________________________
_______________________________________________________________________________________ __
__________________________________________________________________________________________
_________________________________________________________________________________________
_______________________________________________________________________________________ __
_________________________________________________________________________________________



Determine Goals: To initiate a successful and effective communications effort, start with an assessment of  your 
current organizational goals. 
Examine what your organization stands for—its mission, values and beliefs. Look closely at who your organization 
is serving. This process will help narrow and sharpen the focus for your communication initiative(s).(source: Kellog 
Strategic Planning workbook)

What issue is most important to your organization right now?
________________________________________________________________________________________
________________________________________________________________________________________
________________________________________________________________________________________
________________________________________________________________________________________
Who is most affected by the issue stated above?
________________________________________________________________________________________
________________________________________________________________________________________
________________________________________________________________________________________
________________________________________________________________________________________
Who makes decisions about the issue?
________________________________________________________________________________________
________________________________________________________________________________________
________________________________________________________________________________________
________________________________________________________________________________________
What is the overall goal you want to achieve? (i.e., What change would you be able to observe?) (Be specific.)
________________________________________________________________________________________
________________________________________________________________________________________
________________________________________________________________________________________
________________________________________________________________________________________
What tangible outcomes would you like to achieve through a communications effort? i.e., How will you know you 
are achieving your goals? (Be specific. What would you see, hear, or have in-hand that would let you know you are 
making progress toward the goal?)
________________________________________________________________________________________
________________________________________________________________________________________
________________________________________________________________________________________
________________________________________________________________________________________

Identify and Profile Audience: Once you’ve identified your key issues, it’s time to identify and profile specific 
audiences to target with a communications initiative. The reason for taking the time to look this closely at 
your audiences is that this kind of  background information is essential in choosing the most effective ways to 
communicate with the audience. Whose knowledge, attitudes and behavior must be changed in order to meet your 
goal? (These groups now become your primary audiences.)
_______________________________________________________________________________________
_______________________________________________________________________________________
_______________________________________________________________________________________
_______________________________________________________________________________________
_______________________________________________________________________________________
_______________________________________________________________________________________
_______________________________________________________________________________________



Survey from the Plovdiv forum

How would you describe yourself ? 

Artist / creative / maker / producer / curator / other?

How would you describe what you do? (Up to 30 words)

What issues are important to you right now?

getting inspiration                                                               / other
sustaining your practice                                                      / longer-term thinking and planning
growing new partnerships                                                  / gaining a new skill(s) 
being more networked                                                        / diversifying your audiences 
taking more risks                                                                 /  getting larger audiences 
greater European or international links                               /  engendering greater innovation
gettingfunding for projects                                                 /  getting funding to run your organization  

What do you really need right now?

Equipment          / space        / people      / audiences           / ideas      / a mentor           / partners       / other
 (please don’t say money, that’s just a means to an end! What do you want it for?)

What’s your biggest ambition or dream for the future of  your work? (Up to 20 words)

How do you find inspiration and learning?

Online           / professional networks         / informal networks        / friends          / other?

Are you involved with Plovdiv ECoC?            YES / NO           If  yes, then how?

What assets do you have? 

Space            / equipment          / audiences or followers           / technical skills         / other?

What’s your biggest fear for the immediate future?



Survey findings
Mostly women born in Plovdiv Bulgaria age group between 25-35

More than half  of  the attendees felt optimistic about the future. About half  
the group had feelings of  happiness and love.

Cultural projects in Plovdiv- 
Toolkit for Arts Based organizations Brussels- performing arts impact 
IETM: Europe, Asia, Australia, Canada, USA tools for individual 
performing artists- reluctance from artists to do evaluation  because art 
matters when it’s not fitting into a category. 

People putting cultural institutions in their will, after death 
Social sharing model structures that use individual artists sharing one on 
one resources 
Social marketing 
Social innovation
Target audience in Plovdiv 
Architectural specifics 
Need for hubs to be innovated by different creative people sharing ideas 
and space 
Kapana district creative community needs an intersection for creative and 
commercial hubs and a center for artistic activism

71% of surveyors 
have between 3-7 
years of 
experience in the arts 
& culture sector

80% are between 
the ages of 26-35



71 % recieve funding from 
grants or the private sector

73% work out of an office 

71 % have a team between 
1-10 people



Growing new partnerships and 
networking are top priority 

Most people find inspiration and 
learning online 

Space and technical skills 
are the top assets most 
organizations have
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