Hwillek

‘:Iﬁl.-r ¥l

7 L]
Crimerr
_—

T
yyi ‘111&1‘1}‘!{151?1!!{1’ ..I!: R e

A8 o

. o i

Colorado Creates

Innovation and Imagination at Work


Presenter
Presentation Notes
Welcome. Thanks for being here to hear about our new division structure and our strategies for the next four years.  Today, we’ll give you:
Some brief Background on Colorado Creative Industries
A short overview of CCI Strategic Plan
Highlight our five Program Priorities: Outcomes and Strategies
Engage with you in a discussion about how this plan can serve your community or region, and where you are in planning and programming to promote and support creative businesses and individuals.

We’ll also leave time to give you information and answer questions about our upcoming Colorado Creates grant application process.



Colorado’s Advantages

“The new Creative Industries Division was
established to capitalize on the immense potential

for our creative sector to drive economic growth
in Colorado.”


Presenter
Presentation Notes
Colorado’s  natural beauty and creative spirit have made it a place to innovate and succeed in business, and as a result it has become a magnet for creative enterprises and creative workers.

In July 2010, Colorado’s new Creative Industries Division merged the former Council on the Arts, Office of Film, Television and Media, and Art in Public Places program to capitalize on the immense potential for our creative sector to drive economic growth in Colorado. 

Part of the state Office of Economic Development, Colorado Creative Industries sees a future where Colorado is a premiere “Creative Economy” with a strong brand identity, a Top 10 reputation, and significant and sustained investment in the creative sector, and where Creative entrepreneurs and enterprises will flourish and we will “grow our own” creative workforce.



Creative Economy

e Artor design is the product
e Artor design is the distinguishing feature
 Entities providing consumers access to these products

08-09 LINEUP



Presenter
Presentation Notes
Let’s define the creative economy. Three aspects…
Creative products – where art or design IS the product, paintings, crafts, architecture, graphic design, theatre, symphony, dance
Other products, where art or design is a distinguishing feature, a key selling point – Skis (the images on the bottom of Icelantic skis are created by an artist), rustic furniture
The entities that provide consumers access to these products  - manufacturers like foundries, distributers like galleries and book stores, and performing arts presenters. 

These are commercial as well as not for profit, all are businesses, and all contribute to the economy in the same way other businesses do.  They create jobs, have investors, pay taxes. They create new wealth in the form of art sales, performance tickets, book sales, and that stimulates the local economy.
In addition, creative businesses attract out-of-town tourists who also bring new $.
We are also a strategy for community development – having a concentration of creative products and services attracts other businesses to a region, other creative workers, makes our communities better places to live and work in.
Creatives provide opportunities for convergence with other sectors. Plumbing manufacturers figured this out a long time ago. Renewable energy is a new opportunity. I’ve seen public art projects that use embedded LEDs to attract sunlight and power their lighting. The new solar panels are prime opportunities for creative expression, architecturally, artistically.
Artists and creatives are not only a source of inspiration and innovation, they are an economic development asset.


Colorado’s Creative Economy
186,251 Jobs

Employed in Creative Employed in Creative
Enterprises Occupations

Creative Workers | Creative Workers in
in Creative "| Other Industries
Enterprises 63,964

46,902 /

Other Workers
in Creative
Enterprises

75,385
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Presentation Notes
The creative sector is huge in Colorado – 186,000 jobs in 2007.
 Looking at Creative enterprise jobs alone, 122,000, comprise 4% of the state’s workforce.
In terms of number of jobs in these enterprises, the industry ranks 5th in Colorado compared to other key sectors (just behind IT and Biotech)
Total employee earnings within creative enterprises is $5 billion
Concentration of creative talent in Colorado ranks 5th in the nation (behind New York, California, Massachusetts and Vermont)
Employment in several of the creative occupations is projected to grow well above the state’s 25% projected average growth over the next several years. 
We have creative enterprises and workers in every region of the state, not true of other industries that are restricted based on natural resources (oil and gas) or access to specific types of workers (bio medical) or transportation (manufacturing).



A Strategic Plan for

Colorado Creative Industries

A Division of the Office of Economic Development
and International Trade



Presenter
Presentation Notes
Public Input
As a division of the Office of Economic Development, we have created a Strategic plan to promote, support and grow this sector to drive Colorado’s economy, grow jobs, and improve our quality of life. 

Based on input from
  Statewide Listening Tour – January to February 2009
  Online Surveys – October 2009
  Creative Economy Advisory Panel of 60 industry leaders
  Media Leaders Roundtable – of 30 film and media corporations
  Community and conference presentations like this



Vision: Colorado’s Creative Economy
Strong brand identity

Thriving export market

“Top 10” reputation

Destination for creatives

Significant and sustained

investment in industry
Creative enterprises flourish here

“Grow our own’’ creative workforce


Presenter
Presentation Notes
Our Vision
Our legislative founders understood that Colorado’s investment in the arts and the creative sector is integral to our state’s educational and economic growth. They also recognized that arts, culture and creativity are central to an improved quality of life. With continued and increased public and private investment in the creative industries, the Division envisions that Colorado will become a premiere “Creative Economy” as evidenced by t
the following:
There will be a strong brand identity and a thriving export market for Colorado-designed and produced creative products and services. 
 
Colorado will have a national reputation as a “Top 10” place to experience high quality and diverse arts and cultural events, exhibits, performances and productions.
 
There will be significant and sustained investment in Colorado’s nonprofit and commercial creative enterprises from public and private sources at the local, national and international level.
 
Creative entrepreneurs and enterprises will flourish here with access to jobs, networking, and professional support.
 
Colorado will “grow its own” creative workforce and our students and workers will be sought after for their creativity and innovation skills.



Mission: Colorado Creative Industries

“To promote, support and expand the creative
industries to drive Colorado’s economy, grow
jobs and enhance our quality of life.”

Wl

Colorado
Creative
Industries


Presenter
Presentation Notes
Mission of the agency is:
“To promote, support and expand the creative industries to drive Colorado’s economy, grow jobs and enhance our quality of life.”



Program Priorities

Increase financial support for the industry
Expand professional development & networking
Promote Colorado as a premiere creative hub
Support P-20 education and workforce creativity
Stimulate increased local governments support



Presenter
Presentation Notes
To fulfill our Mission, we have identified five priority areas in which we will expend our time and our budget. Today, we will go through each priority area and share with you the outcomes we are seeking and touch on some of our strategies. You can follow along on the handout we provided, titled “Executive Summary”. After I’ve reviewed them, we will launch into a discussion on how this is “OUR Plan” meaning a plan not only for the state, but for every community. We want to hear from you how you envision we can implement this plan in your town, and how you might emulate our planning process to support and grow the creative sector at the local level.


Program Priority #I:

Increase access to direct financial support.

EXPECTED OUTCOMES

e Increased OEDIT grants, loans
and incentives

» Additional public and private
agencies create or expand
grant and loan programs

o At least one statutory
mechanism to provide financial
support

STRATEGIES
* Grants to nonprofit

organizations and government
Production incentives

Promote OEDIT financial
support.

Promote public and private
financial support vehicles.

Outreach to traditionally
marginalized communities.

Persuade traditional funders
and lenders of the value of
investment in creative
industries.

Pass legislation providing direct
financial assistance to
creatives.
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Presentation Notes
Our first priority to increase access to direct financial support for creative businesses, both for-profit and not-for-profit, and for creative entrepreneurs.
By using the strategies we have identified here, we expect to see
 Increased number and value of Office of Economic Development and International Trade (OEDIT) grants, loans and incentives that support creative industries throughout Colorado.
 Other Colorado-based public and private agencies create or expand grant and loan programs that target creative businesses as clients.
 Colorado has at least one statutory mechanism specifically targeted to provide financial support to retain and grow jobs in the creative industries.

As you can see, strategies include maintaining our current grants and film production incentives, but we will work to tap traditional financial support vehicles that are currently not aware of or involved much in funding the creative sector. 
We can do a much better job of broadcasting to the creative sector the availability of existing OEDIT financial support. For example, if you are located in an Enterprise Zone, your donors can tap into a 25% tax credit. Gunnison Arts Center just did this successfully and they expect increased donations as a result. 
We also need to do a better job making sure the creative sector knows about other types of financial support that are available through other agencies, such as rural loan funds and micro-lenders.
We will also work to understand the unique financial needs of creatives from communities of color and devise outreach targeted to them. 
And we will persuade traditional funders and lenders of the value of investment in creative industries.
While it won’t happen in the short term, we are intent on trying to pass legislation that provides direct financial assistance to creative entrepreneurs and creative industries, such as sales/income/property tax incentives and grant or loan funds. For example, Chattanooga, TN, Paducah, KY and the state of Maryland provide special tax credits, loans and grants targeted to artists who will live, create and sell within specified arts districts. We could do something similar with creativity districts in Colorado.




Program Priority #2:

Create and expand professional development and

networking opportunities.

EXPECTED OUTCOMES

o Creatives will develop their
own networks across sectors.

o Public & private agencies will
expand training and
professional development
opportunities for creatives.

o Creatives will report better
access to information and
opportunities.

o Creatives will speak in a
unified voice regarding public
policies required to grow the
sector.

STRATEGIES
* Encourage local agencies to

enlist more creative businesses

Partner with SBDCs and
community colleges for
training

Work with sector on policy
priorities to grow creative jobs

Support programs targeted to
communities of color

|dentify communication
pathways

|dentify & empower leadership
to carry the message

Create policy partnerships
with other growing segments
of economy
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In soliciting input for our plan, creatives told us loudly and clearly that they would appreciate our help in expanding and creating new opportunities for professional development and networking. 

We are particularly interested in helping Creatives develop their own formal networks and associations that cross disciplines. For example, there is an online service called “Meet Up” through which like-minded individuals can find each other. In metro Denver, 850 people have now signed on to the “Creative Connections” Meet Up. The South Metro Chamber of Commerce has also launched the “South Metro Creatives” and they are co-promoting their creative businesses to the other chamber members to try to get them to “buy local creative”.

We will also work with other public and private agencies to expand the number and types of training and professional development opportunities for creatives. A good example is the Denver Small Business Development Center which worked with the Denver Office of Cultural Affairs to create a business training program targeted at creatives. We gave a scholarship to one of their students and asked him to blog about his experience. You can read his blog on our website at www.coloarts.org. We are encouraging SBDCs in other parts of the state to create similar classes targeted at creatives.

If you haven’t already, please subscribe to our e-news and friend us on Facebook. We are using social media to provide access to information and opportunities for professional growth. 

An important outcome of this work will be that the creative sector will speak in a unified voice regarding public policies required to grow the sector. That will be important when it comes time to pass legislation that supports the sector. By speaking with one voice, the alternative and renewable energy sector were able to work together to pass 56 pieces of legislation during the Ritter administration. That is a great model for the creative sector to follow.


Program Priority #3:

Promote Colorado as a premier creative hub.

EXPECTED OUTCOMES

e Increased revenue and jobs in
existing creative companies
and organizations.

* Increased investment in
Colorado - creative jobs and
creative production.

* Colorado becomes known
nationally and globally as a
top-rated creative place to
work and play.

STRATEGIES

 |dentify and cultivate programs
celebrating our creative
accomplishments and cultural
heritage

* Promote Colorado as a
creative place to visit and
invest

e Develop awareness of
Colorado’s creativity and
creative products.

* Encourage tourism agencies to
highlight local creative assets

* Increase media coverage about
Colorado as a top-rated
creative place to work and

play.



Presenter
Presentation Notes
We are very excited about our third priority – to promote Colorado as a premier creative hub. The goal is to brand Colorado as top-rated creative place to work and play, resulting in increased revenue and jobs and increased investment in creative production. 

Our first project is a partnership with Boulder Digital Works, a division of CU Boulder, to create a “web channel” through which we will showcase our top creatives. It isn’t named yet, but let’s call it “Colorado Creatives”. Creatives will be able to upload their “creative”, whether it is an image, a video, a new product, a TV show, a book, etc. Viewers can vote, and top-voted creative work will rise to the top. We will also feature well-known Colorado creatives, like Keegan Gerhard of the Food Network, or Donna Dewey, academy-award winning film director. Our goal is to have it be the site that others say “did you see that video on Colorado Creatives?” and Tweet about it and forward it to their Facebook friends. Watch for a release in January, and in the meantime, if you know about a “must see” Colorado Creative, please share it with us.
 



Program Priority #4:

Increase access to arts and creativity skills in preschool
through college education and workforce development

EXPECTED OUTCOMES

e Colorado students access rich
and balanced education.

* Colorado graduates are
prepared to fill Colorado
creative occupations.

e Colorado students are
engaged in education, leading
to student success.

e State policies ensure there are
arts education.

STRATEGIES

* Support educator professional
development

* Help creative businesses
connect with education

e Track Colorado graduates who
pursue creative careers or
occupations.

e Support schools that use the
arts for student success and
workforce readiness.

* Help school evaluate arts
impact

* Expand knowledge base of
legislators, education leaders
and other stakeholders about
the role of arts learning



Presenter
Presentation Notes
We will continue to work to increase access to arts and creativity skills, both in school and as a strategy for workforce development.

It is essential that Colorado students have access to a rich and balanced education, and we will work closely with Colorado Department of Education to ensure that schools offer arts to every student and that teachers are trained to integrate the arts into teaching other disciplines.
Now that we know the sector is so large here, we will work to make sure that Colorado secondary and post-secondary graduates are prepared to fill Colorado creative occupations or be creative entrepreneurs.
We need to create state policies ensure there are arts education requirements for high school graduation and college admission. We are one of only six states that does not require arts education as a pre-requisite to graduate. Even if we can’t pass a statewide requirement, we will work with the Department of Education to get more local districts to pass such a requirement.
We will continue to help cultural groups, higher education, occupational programs and creative businesses connect with schools to provide learning opportunities.
And we will identify and support schools that use the arts and interdisciplinary learning as a strategy for student success and post-secondary workforce readiness.
If we want to make sure that schools do not cut the arts, we will need your help to expand the knowledge base and awareness of legislators, education leaders and other stakeholders about the role of arts learning and creativity in creative careers and postsecondary workforce readiness.



Program Priority #5:
Stimulate increased support for the sector by local
governments and coalitions.

EXPECTED OUTCOMES

Communities understand
impact of their creative
Industries.

Communities include creative
programs in their vision and
plan.

Local agencies develop and
promote unique creative
brands.

Colorado towns are
recognized for creative
attributes.

Colorado has a statute
specifically targeted to towns
and cities investing in creative
programs and businesses.

STRATEGIES

Presentations to local
government officials and
community leaders impact of
the creative

Develop resources for
communities that want to use
arts and creative assets as a
strategy for economic and
community development

Compile infformation on
Colorado’s creative
communities

Encourage convention and
visitors to acquaint front line
people with local creative
assets.



Presenter
Presentation Notes
This last priority is probably the most important, because we know the state does not have the capacity or the resources to grow this sector from a central mandate. It will take the commitment of local governments and coalitions to ensure support happens locally.

The outcome must be that Colorado communities understand the local and regional importance and impact of their creative Industries. Evidence that they have elevated the creative sector to an economic development strategy is when communities include creative and artistic programs in their community vision and plan.
In addition, when local governments and tourism agencies develop and promote their unique creative brands, such as Loveland’s “Where Art and Science Meet” or Monte Vista’s “Art and Agriculture” plan.
As I mentioned in the first slide, we believe that Colorado needs a statutory mechanism specifically targeted to provide incentives to towns and cities to invest in creative programs and businesses. I can envision a state incentive that kicks in when a local incentive is enacted.

I’d like to share with you one community that is headed in this direction. The Fort Collins Office of Economic Development conducted an economic cluster study and found that their arts, culture and “home grown” small businesses were a large employment sector. This includes their micro-breweries and hand-made products. As a result they developed a “Uniquely Fort Collins” economic development cluster and are investing in it’s growth. The Downtown Business District invested in Beet Street, a new type of arts council that provides programming downtown, is helping launch a creative business incubator, and works with downtown businesses to promote Fort Collins as a vibrant place to work, play and live. Fort Collins has an extensive Cultural Master Plan, and the City invests in cultural infrastructure, including performance and rehearsal space and a 1% for art program. They are a model for what other cities might do, and we want to share their story, and others, across the state. 


This is OUR Creative Sector

Take inventory

|dentify champions

Convene industry leaders
Develop policy & programming
ideas

Devise new sources of financial

support
Rally the advocates
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Presentation Notes
As I said, this is OUR plan. It directs the work of our agency in your community, and it can serve as an example of how you might promote and support the creative industry locally. Let’s talk about you now. How do you see this plan playing out locally? Where are you at in your planning and what needs to happen to move it forward. We’ve captured some of the steps we followed. We are probably at the stage where we need to “Devise new sources of financial support” and we need to “rally the advocates” – that’s you! Let’s explore these together in reference to your community or region.

What thoughts do you have in response to our plan? What do you need to do next, and how can we help?


Colorado Creates:

e March 10,2011: Online Application Deadline
e Funding Period: July |,2011—june 30,2012

City of Aurora - Cultural Services Division


Presenter
Presentation Notes
The purpose of Colorado Creates, CCI’s largest grant program, is to provide critical financial support that helps nonprofit cultural organizations and communities produce and present arts and cultural activities, bringing jobs to their communities and enhancing the quality of life. 
Through Colorado Creates, CCI partners with individuals, arts organizations, community groups, municipal, county and state agencies to help achieve our mission and goals. Colorado Creates awards are awarded annually on a competitive basis. 
For Fiscal Year 2011, 141 grants were awarded totaling $1 million, reaching 34 counties across the state.
 



Koshare Indian Museum, Inc.

CC Awards:

» Leverage other funds and provide seal of excellence
e Support arts/cultural programs and arts education
e Grants in as many communities as possible

e Streamlined and standardized grant application

* Access to general operating support


Presenter
Presentation Notes
Colorado Creates can stimulate creativity and support arts and cultural activities statewide by providing: 
Access to grants that leverage other funds and provide a seal of excellence
Support for existing arts and cultural events and venues and arts education activities 
Support in as many communities as possible 
A more streamlined and standardized grant application
Access to general operating support



What you need to know:

» Support activity consistent with CCl| mission/goals

 Commitment to serve diversity of arts/culture
statewide

* Funds operating & project support
e CO Common Grant narrative (customized)
e “Flat” award amounts based on income

 Artists apply through fiscal agent


Presenter
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Support activity consistent with CCI mission/goals
Commitment to serve diversity of arts/culture statewide
Funds operating & project support
CO Common Grant narrative (customized)
“Flat” award amounts based on income
Artists apply through fiscal agent


Review criteria:

* Artistic excellence/merit (40%)
*  Community involvement/benefit (30%)
* Implementation capacity (30%)

Theatreworks


Presenter
Presentation Notes
Artistic excellence and merit of proposed activities (40%)
Community involvement and benefit of your project or your organization (30%)
Implementation capacity such as effective planning, management, and budgeting of the organization and the project (30%)


Key Changes:

e Deadline is 4:00 p.m. on a business day
e ALL support materials submitted electronically

e Two added questions address artistic excellence and
explain financial statements

e First year that applicants must “sit out” one year

Crestone Performances, Inc.
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Work day/hour deadline.
ALL support materials/work samples submitted through the Culture Grants Online (CGO) system; no hard copies of materials will be accepted.
Two additional Narrative questions—will help them better show artistic excellence and explain financials
First year that applicants must “sit out” one year if they have received funding through Grants to Artists and Organizations or Colorado Creates for three consecutive years. Please check your eligibility with CCI staff before you start your application.



Grant Request Chart:

Based on cash operating income for most
recently completed FY as of 3-10-1 |

If your operating income was... then you will request...

$1 Million or more $10,000
$500,000 — $999,999 $8,500
$250,000 — $499,999 $7,500
$100,000 — $249,999 $6,500

$10,000 — 99,999 $4,000


Presenter
Presentation Notes
based on the size of the applicant’s cash operating income for the organization’s most recently completed fiscal year (as of March 10, 2011). 
For applicants whose primary mission is not directly related to arts or cultural heritage--such as social service agencies, municipalities, colleges or universities--the grant will be based on the applicant’s cash income that pertains directly to arts and cultural heritage activities. These entities should consult with staff prior to determining the appropriate grant request level.  
Organizations with smaller projects or budgets should contact CCI staff for other support options.



Eligibility:
* Nonprofit, tax-exempt CO organizations
with 3 years of public programs

* Units of government except schools/districts

* Tax-exempt or government entity acting as
fiscal agent for an artist

e Sectarian organizations are ineligible
e One application only

* Colleges/universities: One application per
department
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Nonprofit, tax-exempt CO organizations with 3 years of public programs
Units of government except schools/districts
Tax-exempt or government entity acting as fiscal agent for an artist
 Sectarian organizations are ineligible
 One application only
 Colleges/universities: One application per department



We Don’t Fund:

» Construction

* Major equipment

* Debt reduction

e Out of state activity

» Social events unrelated to a cultural event
 Scholarships for academic programs

* Scholarly research

e Fundraisers unrelated to mission

» Art teachers in schools
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Construction
Major equipment
Debt reduction
Out of state activity
Social events unrelated to a cultural event
Scholarships for academic programs
Scholarly research
Fundraisers unrelated to mission
Art teachers in schools



Timeline:

* Online deadline March 10,201 |
e Open panel meetings late May
* Funding decisions mid-June

* Projects may begin July 1,201 |
* Reports due July 31,2012

Creede Repertory Theatre
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Online deadline March 10, 2011
Open panel meetings late May
Funding decisions: mid-June
Projects may begin July 1, 2011
Reports due July 31, 2012



Application Narrative:

* Address at least one CCl objective or
program priority

e Be mindful of review criteria

* See User’s Guide online

City of Delta - Council Tree Pow Wow
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The CCI is using a customized version of the Colorado Common Grant Application form. The narrative questions are the same as on the Common Grant Application (with the exception of supplemental questions 11 and 12
We strongly recommend that applicants review the Colorado Common Grant Application User’s Guide for advice on preparing a more effective grant application:



Financials:

 All applicants provide 3-year financials

* Project support applicants also provide
project budget — must balance

* In-kind shown separately

City of Longmont - Museum
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All applicants provide 3-year financials—based on 1) real numbers of YOUR last completed fiscal year, 2) best projection of results of current fiscal year, and 3) Realistic budget for next fiscal year.  DO NOT LEAVE ANY OF THE COLUMNS BLANK.
Project support applicants also provide project budget – must balance: INCOME (Including CCI grant) MATCHES EXPENSES.
In-kind shown separately: YOU MUST COMPLETE THE INKIND SECTION FOR BOTH ORGANIZATIONAL AND PROJECT BUDGETS.


Support Materials:

All uploaded with online application

e Video/audio clips

* PDFs of artist images, literary works

* Brochures of services
(arts councils, service
organizations)

e Artist bios
e |10 item limit

Central City Opera House Association
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Only support materials submitted electronically through the CGO system will be accepted.
Provide up to 10 items of support materials.  An “item” may be an audio file, video file, a single web link, a PDF, a Word document, an Excel spreadsheet or any of the other formats identified below. 
Web links must be embedded in a Word document and each link counts as one of your 10 items.
Your submissions must be in formats that the CGO system can read.  These formats are identified in the guidelines.
When you are choosing items, think about the review criteria, so that you provide evidence of artistic excellence/merit, community benefit, and implementation capacity in your support materials.
Support materials illustrate and expand upon what you have told us in your narrative. In fact, you must reference each support item in the narrative so the panel can understand why you have included it.  
Representative support materials: In addition to discipline-specific work samples described below, include such items as artists’ and administrators’ bios, board of directors list, strategic plan, press clippings, survey forms and findings, letters of support.
Quality is more important than quantity. The lengthier the items you submit, the less likely that the reviewers will notice and remember key points.
If education is an important part of your proposal, provide samples of both instructor and student work, as well as sample curricula or lesson plans.
All applicants must submit at least one item that demonstrates the quality of the artwork proposed, and created within the past two years.  



Appropriate Samples for your discipline:

~» Performing arts need moving images/audio samples
- * Visual arts need current, high quality images

e Literary arts need excerpts

 Film/media needs reels/broadcasts

e Service organizations need breadth of programs

[ '
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VSA arts Colorado
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Evidence of artistic excellence/merit, Community involvement, community benefit, Implementation capacity (management)
For applicants in specific disciplines:
Performing arts applications must provide at least one audio or video sample of up to 5 minutes of actual performance. Still images may be included to complement these samples but are not a substitute for illustrating the quality of live performance.
Visual arts or crafts applications must provide a PDF of up to 20 images of artists’ work. (NOTE: Although you cannot upload a Power Point presentation, you can save your presentation as an Adobe PDF)
Literary applications must provide a sample cover, table of contents, and short excerpts from up to 3 print or online publications.
Film and media applications must provide audio (radio broadcasts) or video/media samples of work up to 5 minutes in length.
Service organizations must provide up to 5 examples of the services that they provide. These can be in multiple formats and could include agendas of workshops, instruction videos, bios of instructors, membership roster, or feedback from participants.




For Help:

* Jeanette Albert - Technology

e Sheila Sears - Arts education

* Maryo Ewell —Arts organizations

e Ronna Lee Sharpe - Cultural heritage

See CCI website for contact information
www.coloarts.org
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