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What do you get when 250 of San Diego’s most savvy and
influential arts and culture leaders converge in one place,
on one afternoon with the singular purpose of charting a
course for the city's future? You get passion, commitment
and the most innovative and forward thinking exchange of
ideas to take place around the issue of advocacy for arts

and culture in nearly 20 years.

On October 5, 2005, the City of San Diego Commission for

Arts and Culture, the primary advocate for arts and culture

for the City of San Diego, hosted MANY VOICES
— [Nz M=SSAGE:

The half-day caucus began with inspirational
messages shared by local and national thought leaders
who reminded us of our worth and the benefits our pro-
grams provide. Working in small groups of like minds, we
gave ourselves a once-over, taking stock of our assets,
identifying where additional investment and planning is
needed and envisioning how much stronger we could be

with additional resources. By the end of the day, we gained

a clearer understanding of the most pressing needs facing
the arts and culture community as well as an awareness of

our strength as a catalyst for the city’s economic recovery.

From board members to business leaders, philanthropists
to educators, artists to administrators - we all sought an-
swers to the same questions: What more could we contrib-
ute if public investment in the arts and culture were ade-
quate? What must be done to insure that public funding for
the arts and culture experiences no further erosion but
stabilizes and grows? And, who are the speakers and the
recipients of the varied messages that need to be shared to
make a more compelling case for increased public support

of the arts and culture?

With over 100 distinct strategies and tactics suggested by
the participants, the Commission had its marching orders.
Less than six weeks later, at a special meeting facilitated
by Tom Hall, consultant with Albert Hall and Associates,
the Commissioners completed the following:
e Discussed their prior review of notes from the
October 5 caucus
* Analyzedandselectedtheideaswhichrepresented
and benefited the broadest possible constituency,
were realistic and achievable and allowed for
partnerships and the sharing of resources
¢ Translated those ideas into strategies which could
drive the Commission’s work in the form of a three

to five year advocacy plan

The Commission also unanimously agreed that the pri-

mary goals of such a plan would be to



revenue, and 3) establish a mandate that would ear-mark

one cent of the 10.5% TOT for arts and culture.

Finally, with the mayoral election complete, the Com-
mission also considered the unknown but critical im-
pact that the new strong mayor form of government
(effective January 2006) and the subsequent budgetary
process for FY 2007 would have on any advocacy plans
to be implemented by the Commission and the arts and

culture community.

The Commission identified the following strategies as its

highest priorities:

COMMUNICATING

Communications are at the heart of effective advocacy.
Whether sending e-mails, meeting with elected officials, or
hosting a press conference, our task will be to inform and
persuade people of the contributions that arts and culture

make to the public good.

The Commission will build a vocal and informed local
constituency by establishing a system of communications
between the arts and culture community and the larger
public. Tactics may include:
¢ Developing a CEO Roundtable to discuss benefits of
supporting arts and culture
¢ Developing a speakers’ bureau of business leaders
and artists to promote the vision to various groups
e Publishing an annual economic and community
impact report which sends a message that the “arts
mean business” to San Diegans
* Creating and facilitating a culture of participation in

arts and culture by getting positive media exposure

LINKING
Linking public funding for arts and culture to other

issues gives a larger dimension to advocacy efforts.

The Commission will broaden'the advocacy agenda by
demonstrating how arts and culture can embrace other
issues, such as arts education, cultural tourism, urban
planning and job development and retention. Tactics
may include:

e (Creating a committee to promote San Diego as a
place friendly to the creative industry through a
branding and marketing campaign

* Hosting a summit to engage the arts and culture
community and tourism industry in developing
new approaches to marketing San Diego as a
cultural destination

e Continuing to participate in the local San
Diego Art + Sol cultural tourism campaign and
state-wide California Cultural Tourism Coalition
marketing programs

* Encouraging efforts to establish a mandate that
will return arts and culture to the curriculum of
every school district, such as participation in
the Americans for the Arts National Arts
Education Public Awareness Campaign

e  Partnering in efforts to establish a full-time arts
education advocate position

e Partnering in efforts to inventory and promote
the availability of public and private spaces for

arts and culture programming

NETWORKING
Effective networking means making full use of the
resources of those who share a commitment to advocacy

for the arts and culture.

The Commission will establish a well-networked group
of advocates, possibly selected from the bhoards of local
arts and culture organizations, that can effectively target
advocacy efforts towards the broadest community. Po-
tential areas where this advocacy group can grow
their coalitions and advocacy base include:

e Elected officials such as city, county,
port, school districts as well as
federal and state

e Business and civic organizations,
such as chambers of commerce,
businessimprovementassociations,
retail businesses and corporations,
manufacturers, service providers
and professional associations

e Planning and development bodies,
includingredevelopmentagencies, planners,
tourism, neighborhood councils, parks,recreation
and library departments

e Educational groups, such as PTA’s, local school
boards, universities and colleges, student, teacher

and alumni associations

Some of these tactics are already in the works. For
example, a cultural tourism summit sponsored by the
Commission and the San Diego Convention and Visi-
tors Bureau is scheduled for early 2006, the annual
community and economic impact report will be pub-

lished in the spring and partnerships with The San

Diego Foundation’'s Arts and Culture Working Group
and the San Diego Regional Chamber of Commerce’s
Arts, Business and Culture Committee are underway.
All to strengthen our position to realize that a “Vibrant

Culture makes a Vibrant City”.




THE CiTYy oF SAN DIEGO

Commission for Arts and Culture

Dear Friends,

When the City of San Diego Commission for Arts and Culture convened MANY ‘/@LE;S, @NE; ME;S SAGE; ;
the challenge to act, weheardfrom over 250 people representing nonprofit arts and culture organizations,

elected officials, artists, funders and other community and business leaders in the San Diego region. The caucus informed
us on how to be more effective advocates for public support of the arts and affirmed our role in ensuring that community

members and visitors have access to our diverse cultural assets.

Articulating a clear and compelling argument about the value and public benefit of arts and culture is ever more important
during this period of unprecedented change. For example, in 2006, the City will transition to a strong mayor form of govern-
ment, offering possibilities to reposition the arts and culture as a citywide priority. A new Mayor and City Council representa-
tives for Districts 2 and 8 will be in office, setting their term’s agendas. Emerging and new leadership at the helm of several
arts and culture organizations bring more energy to our advocacy efforts. Most importantly, after having experienced three
years of funding cuts, there is a renewed interest from the arts and culture community to speak with one voice and advocate

for stable public funding.

We hope this report will serve as a road map for our joint advocacy efforts. With your participation, this call to action will

ensure our success in the future.

Sincerely yours,

Iris Lynn Strauss, Chair
Advocacy Committee

Commission for Arts and Culture

MANY YOCZS, TNz Mz=SSAGE

Reflections of Keynote Speaker
Robert Lynch, President and CEO

Americans for the Arts

Our society currently faces many challenges. Among
them are: the economy, the war in Iraq, education, health
care, hurricane relief, cultural divides, changing demo-

graphics, and the redefinition of communities.

The arts ennoble us as people. They provide
bridges between cultures. They embody the ac-
cumulated wisdom, intellect, and imagination of
humankind; it's how you track our civilization on the
radar screen. In the rapidly changing (and chal-
lenging) times in which we live, the arts are salve for
the ache. Are they of value in times of war? You bet.
Both military and civilian populations have long relied
on the arts for inspiration, to hold up morale, to fight

anxiety and to express our democratic values.

The nonprofit arts are a significantindustry in the United
States — one that generates $134 billion in total eco-
nomic activity. This spending —$53.2 billion by nonprofit
arts organizations and an additional $80.8 billion in
event-related spending by their audiences — supports
4.85 million jobs and delivers more than $24 billion in total
government revenue. These statistics send a strong
signal to communities that when they support the arts,

they not only enhance the quality of community life but

alsoinvestintheir economic well-being. Arts and culture

can create economic opportunity and redevelopment.

Of course, supporting arts and culture requires exposing
young people to the value of a cultured life; 93% of Ameri-
cans agree that the arts are vital to providing a well-
rounded education for children. We know for a fact that
exposing kids to the arts makes a difference not justin their
cultural literacy—but also in their self-esteem, their aca-
demic achievement, their sense of global heritage and

their readiness for the workforce.

Research by Dr. Shirley Brice Heath of Stanford Univer-
sity demonstrated that “young people who are actively
engaged in arts learning and arts productions improve
their self esteem and confidence, assume leadership
roles and improve their overall school performance.”
What's interesting is that Dr. Heath wasn't studying the
arts—rather, studying after-school programs. Her data
revealed a remarkable indicator of effectiveness—that

turned out to be the arts.



Young people with an education rich in the arts perform
better academically. For high school students, students
who studied music scored an average of 40 points higher
on the math portion of the SAT than their non-arts peers.
Similarly, students who studied acting and play production
outscored their non-arts peers on the verbal portion of the
SAT by an average of 66 points. The academic benefits of

arts education go beyond math and reading.

Don’t take my word for it. In a recent commentary in
Education Week by Arkansas Governor Mike Huckabee
and former U.S. Secretary of Education Rod Paige, they
write, “The arts instill in students the habits of mind that
last a lifetime: critical-analysis skills, ability to deal with
ambiguity and to solve problems, perseverance, and a

drive for excellence.”

An analysis of U.S. Department of Education data by UCLA
researcher James Catterall found that students who were
highly involved in the arts performed better on a variety of
academic measures than other students. We did a study
with the U.S. Department of Justice to study the efficacy of
arts programs for youth at risk, The Youth-ARTS Project.
These programs have a measurable impact on youth at risk
in deterring delinquent behavior and truancy problems,
promoting more pro-social behavior, improving communi-
cations skills with peers and adults, and increased ability

to complete tasks from start to finish.

Now, it's hard to argue with these facts, but policy mak-
ers have found ways to ignore them. Too many students
in our communities and classrooms simply don’t have
access to arts education. Last year's report by the
Council of Basic Education, via surveys of 1,000 school
principals, documented what so many of us are observ-
ing. Because of No Child Left Behind laws, our schools
are teaching to the test more than ever, and cutting out

the arts. Twenty-five percent of the principals reported

decreases in instructional time for the arts; 33 percent

anticipate future decreases in instructional time.

| am a fan of San Diego for several reasons, not the least of
which is Commission for Arts and Culture director Victoria
Hamilton's service on the board of Americans for the Arts.
But | also applaud the large advocacy platform you have
established to promote your values. The various arts orga-
nizations represented in this room have a vision, to galva-
nize the San Diego community around enhanced arts and
culture and to insure the region has all the resources nec-
essary to become an internationally recognized arts and
culture center. If every American city could put together a
group of arts leaders and advocates such as in this room,
I'd be out of a job, and | would welcome that. The kind of
energy we have here is the kind of energy that can make a
difference. And | also want to thank Deputy Mayor Toni
Atkins for her comments about the need for arts advocates
to infiltrate traditionally non-arts policy-making settings.
This is what | call “embedded arts advocacy.” This advo-
cacy needs to tell the story that your community’s com-
petitive edge can be culture and the arts. Education is an

integral component to this platform.

Some existing arts educational programs in San Diego de-
serve mention and, considering the trend of decreasing
instructional time, warrant vigilant support. Within San Di-
ego Unified School District, VAPA (Visual and Performing
Arts Program) works with approximately 165 visual and
performing arts teachers in the district, not including mag-
net schools. There are also five arts magnet schoaols, in-
cluding Oak Park, Valencia Park and Zamorano elementary
schools; Creative and Performing Media Arts Middle

School; and the School of Creative and Performing Arts.

In addition to school district-run educational programs, the
San Diego Museum of Art, along with many Balboa Park

institutions, manages a community outreach program with

schools in the park. The Rosa Parks/School in the Park
program deepens and enriches the educational experience
of selected students at Rosa Parks Elementary by utilizing
the tools and resources available at the San Diego Museum
of Art. School inthe Park at SDMA promotes and reinforces
California State Standards in math, language arts, science
and social studies using the artistic resources at SDMA.
Rosa Parks students are asked to explore, discover, de-
velop, compare and create based on their experiences in
the galleries and in the studio. To complement student ad-
vances in learning, School in the Park at SDMA develops

confident student patrons of the museum.

The A.L.B.A (Alternative Learning for Behavior and At-
titude) Community School Academy for Change is an al-
ternative learning school for children who have violated
the zero tolerance policy of buying, selling or being un-
der the influence of drugs or alcohol, bringing a weapon
to school, or participating in violence. Artist/teachers
from the Museum'’s education staff visit A.L.B.A. cam-
puses weekly throughout the school semester, bringing
lesson plans, slides, art supplies, and a passion for art.
This program helps students learn how to express their
ideas and feelings in a constructive and eloquent man-
ner. Throughout the semester, students visit SDMA,
viewing selected artworks and engaging in relevant and

thoughtful discussions.

In addition to educational benefits, the arts help diverse people
of all ages express and honor their culture. Arts and culture are
central to how people celebrate their heritage. Arts are an im-
portant factor in the immigrant experience. Participatory arts in
the immigrant’s communities are more about cultural expres-
sion and celebration than cultural reverie. In immigrant com-
munities, social and family connections are the most important
motivation to attend arts and cultural events. People in immi-
grant communities prefer to socialize with friends in cultural

events, rather than to seek specific artistic genre in solitary.

San Diego offers some wonderful examples of art celebrat-
ing cultural heritage. The San Diego Latino Film Festival
was established ten years ago as a student film festival
focusing on works by Latinos and/or about the Latino expe-
rience. Since that time, The San Diego Latino Film Festival
has developed into one of the largest and most well-re-
spected Latino film festivals in the country. Over 50,000
people have attended during the past seven years and 450
films/videos from across Latin America and the United

States have been screened.

Arte en el Barrio took three years to plan. On Satur-
day, September 24, 2005 three venues hosted Arte en
el Barrio, an event that worked to link the communi-
ties through art. Three neighborhoods: Golden Hills,
Sherman Heights and Logan Heights showcased
works from local artists to allow locals to enjoy the

art and better understand the neighborhood.

Art has a role to play in healthcare. The ability to comfort,
console, and sustain is one of the most enduring qualities
of the arts. They can also give voice to our deepest fears,
our feelings of loss, and our hopes for the future. Increas-
ingly these qualities are being put to use in hospitals, hos-
pices, and other health centers. Paintings decorate the
corridor of rural and urban hospitals, musicians perform in

lobbies, and banners hang from the ceilings.

Artis a prime factor in promoting a more lucrative form of
tourism. Five percent of American adult travelers included
a cultural event during a trip in 2001. Cultural travelers are
ideal tourists— they tend to travel by air, they spend more,
shop more, and stay longer. Of the 92.7 million adult travel-
ers who included a cultural event on their trip in 2001, 32
percent (29.6 million travelers) added extra time to their trip
because of a cultural, arts, heritage, or historic activity or
event. Of those who extended their trip, 57 percent did so

by one or more nights.
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Enhancing the identity and character of communities
through public art directly supports cultural tourism and
economic development strategies. One local example
includes “Surfhenge,” which consists of four 16-20 foot
high surfboard shaped arches, weighing up to three-
quarters of aton each, believed to be the largest colored
acrylic moldings ever cast. Alluding to giant surfboards
stuck in the sand, the huge colored shapes of “Surf-
henge” pay homage to the proud surfing heritage of the
City of Imperial Beach. Ten ‘surfboard’ benches resem-
bling different surfboard styles popular through the de-
cades are sited about the plaza. Bronze plaques at each
bench commemorate many surfing pioneers that used

Imperial Beach as their testing ground.

Artists bring a unique perspective to design development.
Their participation provides an aesthetic balance to capital
improvement projects. They help create memorable spaces
for businesses, residents and tourists. Enhancing the
character of communities through public art directly sup-

ports cultural tourism and economic development.

Often | am asked, what is the big challenge facing arts or-
ganizations today? | think funding is what you would hear
most if you were to put the question to your local arts and
culture organizations. Most people are unaware of the
funding challenges that must be met to keep America’s arts
organizations in operation. | characterize support for the
nonprofit arts in the U.S. as a mosaic of funding sources—
an ever-changing mix of earned revenue, government
support, and private sector contributions. Nonprofit arts
organizations are generally able to earn only half of the
money it takes to sustain their operation. The other half
must be raised through contributions and grants. Even
small fluctuations in contributed revenue can mean deficits
for many organizations. Itis a fragile “ecosystem,” yetitis
the envy of the world because of our private philanthropy

from businesses, and great arts champions—Ieaders in

both the private and public sector who believe in the im-

portance of a vital arts presence in our communities.

What needs strengthening is an effective advocacy infra-
structure. Such an infrastructure would include, but not be
limited to: national coalition partners, state arts advocacy
captains in every state, local arts advocacy captains in
targeted Congressional districts, grassroots network na-
tionwide, peer-to-peeradvocacy(e.g.legislative caucuses)

and political contributors.

You are the Many Voices. The One Message is, “the arts
are important; they make a difference in making a better
community and a better world.” But these values are not
always understood, which is why we mustembed ourselves
in other issues and other contexts to tell our stories about
the value of arts. Telling “these stories” is what a group like
this can do to turn these stories into policies. This day is

about putting your ideas into action.

The Mayors of Los Angeles, Austin, Nashville, and
New York all claim their cities as arts capitals. Their
message is for you to leave where you're at and go
there to spend your money. And the importance of
that message from those leaders is a lesson not to be
lost. But you have that same message; you have fabu-

lous arts and culture organizations.

Everywhere | look there are exciting examples of the
uniqueness of your arts—Trolley Dances, cross-border
art projects that include input from both nations, your
Emerging Leaders program, the merging of non-profit
and for-profit arts, and the exporting of homegrown
productions such as and

to Broadway.

You've got the package, you've got the arts groups, you

have the public art. What you need to do is get to the

power table. In order to get to the power table, you need to
ask and answer certain questions: Where is it? How do we
get there? Who's on it? What are they like? What do they
care about? Who do they know? This means constantly
putting the value and cause of arts in front of decision mak-

ers and getting great decision makers as partners.

All of you are doing various things for arts and culture in
San Diego. And you are all here together with many voices,
but one message. Together we can bring the arts into the
life of one child or one community. If we do it right, we get
a better child and a better community. If we do it enough,

we get a better people and a better America.

In closing, let's remember that making the arts part of the
community is not a new pursuit. In 1780, the tide had turned
in the American Revolution, and the Founders began to
sense the freedom that was within sight. That spring, John

Adams wrote these words to his wife, Abigail:

“I must study politics and war ... that our sons may have
liberty to study mathematics and philosophy, geography,
and natural history ... in order to give their children a right

to study painting, poetry, music, and architecture.”

We here today are about making that artful society. Every-
thing you do to advance the arts is important. And you are
important for doing it. For creating art, presenting art, fight-
ing for art, creating policies that benefits the arts, for
teaching art, and for understanding the importance of arts
and culture for our society and for our society’s future.

Thank you.

MANY VOCES s TN MESSAGE

Held Wednesday, October 5, 2005
Balboa Park Club | San Diego, CA
With 250 participants

e \Weakness
e Strengths
e Vision

e Actions

SanDiegoisavery expensive City in which
to live and produce art. Public transit, the use of which
might offset the skyrocketing price of gasoline, is inade-
quate. Wages are low, relative to art vocations in other
cities; Orange County cities have similar costs of living to
San Diego County cities. Studio space is hard to come by.
Affordable live-work spaces are becoming less and less
available. Local artists are not encouraged by an art-edu-
cated citizenry. Communities in San Diego tend to be

fragmented. Some of this is a function of geography; of

11
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neighborhoods separated by canyons. Affordable rentals
are frequently converted to condominiums, which further
complicates the lives of artists. Media coverage of arts is
limited primarily to blockbuster entertainment. The major
newspaper in the region has stated the purpose of its arts
coverage is notto “boost” the arts. Artists find it difficult to
create a sense of community for themselves. Arts related
activities are abundant, but finding out about them is not
easy. There is no one, easy, outlet that covers the array of

arts and culture offerings.

Strengths: The San Diego/Tijuana region is well served
by a variety of arts professionals working to create works
that come out of the cultural, sociological, physical and
political reality of the border region. Whether working in
“mainstream” arts organizations, or in “alternative” ven-
ues, San Diego artists are looking to expand a bi-national
sensibility of the arts community. At the same time, the in-
dividual pursuits of the artists and arts organizations of the
region are about practicing the arts at their highest level,
and opening the arts to the widest possible audiences.
Artists and arts organizations have worked to keep the arts
alive and growing, despite the substantial challenges to

the sector as a whole.

Vision: Establish a newspaper or a section in the UT
that showcases and advocates the arts. Strengthen ad-
vocacy in all the media. Provide regularly updated infor-
mation about the arts in tourism literature. Create a num-
ber of diverse “art districts,” that are networked to a
central artist district anchored by an art center, with af-
fordable live/work performance spaces (rent control, liv-
ing wages). Artists will be directly involved in political
advocacy, networking and delivering proposals, to elected
officials. Use art itself (visual, musical, performance) to
promote the value of art in general as well as promoting
specific art experiences. Develop more arts education in

the schools, so we produce art-aware citizens. Artists

should be working in the schools and other community
groups—taking art to the people. San Diego is already
known as an arts location/destination, especially in the
performing arts. Provide publicly open spaces that show-
case artists in action, producing interdisciplinary works
and projects. Artists should be on planning boards to in-
sure art-oriented policies. Establish an artists” union with
a web site, similar to a professional association that as-
sists artists with logistics like obtaining healthcare, and
establishing cooperative purchasing arrangements. Es-

tablish an artists’ resource library.

Actions:

e C(Create a comprehensive inventory and directory
of all existing art spaces and organizations. Create
an interactive web-based art directory that
organizes information about San Diego art events,
organizations, spaces.

e Insert art information in regular mailings (water
bills, SDG&E bills).

e Promote artist representation on various local
historical groups. Establish a policy whereby
excess historical artifacts discovered through real
estate development and redevelopment are
archived and set aside for artists to create public
art. Create partnerships between artists and
organizations to integrate community, art, and
redevelopment. Create art displays utilizing
artifacts on-site of the artifact discovery.

e Research other city's arts commissions and
councils to learn all they do and to identify a list of
“best practices.” Increase the budget ($2 million
per year for five years), staff, and scope of work for
the SD Commission for Arts and Culture. Work with
community and community agencies to establish
more comprehensive policies covering the
production, maintenance and restoration of the

arts, such as art at historical sites, permits for

creating and restoring murals, festivals, arts in
public spaces, etc.

e Establish an artists” association that supports the well-
being of the creative community. Operate an artists’
coalition of advocates to do collaborative fundraising,
grantwriting, locating donated spaces, insurance, legal
services, and other resources. Create developer
incentives (redevelopment or enterprise
zones)thatencourage thisindustry
to provide affordable live-
work spaces as either
rentals or ownership
opportunities.

e Develop a
defined art
community,
stretching
from SD City
College
down to
Barrio Logan.
This is where
an arts’ center
can be developed.
Create affordable live/
work spaces for up to 100

1 u

artists. Los Angeles’ “Brewery”
can serve as a model. Provide services to
artists such as cooperative purchasing and
healthcare.

e Establish an artist advisory council, which will
appoint to the Mayor and every council member
a rotating volunteer artist-in-residence, as an

advocate/art consultant.

Weakness: Many city residents lack a clear under-

standing of the value of arts. The networking and other

powers of boards are not effectively utilized. There is a
lack of artists on the boards of art organizations. Boards
require an enormous time commitment, and the institutions
are reluctant to require more of Board members unless itis
directly related to that organization. Advocacy is often
outside members’ perceived skill sets. Although, some San
Diego-area board members are effective art advocates,
being an advocate is not often prioritized
when asking members to join
boards. Advocacy is rarely
listed in job descriptions
for board members.
Dissemination of
information to
boards of arts

issues in gen-

eral is not

consistent in

all organiza-
tions. There is
a small pool of
prospective

board members.

Strengths: There are
leaders on arts boards with
clout, power, and political connec-

tions. Different structures are in place to
communicate and activate board members, but there is no
consistent system in place to mobilize leaders across

boards, with regards to arts advocacy.

Vision: Board members at each arts institution should
be focused on advocacy to form an effective group net-
worked to produce results to benefit arts and culture. Cre-
ate a communication system between board leaders to
cover arts advocacy issues, involving email lists, coalitions

of board presidents, conference calls, and an advisory

13
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board made up of members of other boards. Formalized
corporate support for the arts. Increase public
appreciation and support for the arts among the
general public and from the politicians. Help from
Performing Arts League (PAL) and Arts Commission to
create a coherent arts package. Increase diversity

among board membership.

Actions:

e Formally include “advocacy” in all arts and
culture board job descriptions (not just one of
many responsibilities, but a priority), and fully
explain implications before appointments.
Establish a group of board members at each
organization focused on advocacy who are
networked with board members focused on
advocacy in other organizations to address
issues as they arise.

¢ Double funding from federal, state, city, and
county sources. Create strategies to overcome
Proposition 13 funding constraints.

e Have a group of “power people” to “pile on”
the opposition to any arts initiatives.

e Create a nimble advocacy network from various
boards, ready to address issues as-needed.

e Targetadvocacy efforts towards development,
land-use, planning, school boards, corporate
boards, hotel/motel associations, and other
professional groups. This advocacy effort
should address three main issues: the social
benefits of art, arts are truly bi-partisan and
should thus be supported by all affiliations,
arts enables the branding or selling of San
Diego and increases our visibility and
attractiveness.

e Increase board diversity, increase number of
artist-participants, cull members from local

communities.

Weakness: Too few businesses support arts and cul-
ture. Many businesses in the region are small and have
minimal discretionary funds. Most businesses lack under-
standing of what cultural tourism is and how it benefits the
business community. There is no clear connection between
the Chamber’s Arts Business and Culture Committee (ABC)
and individual businesses, thus the ABC needs to be more
proactive and visible in the business community. The corpo-
rate community tends to be self-serving. Corporations are
often run by people who aren't educated to understand the
value of the arts. The time required to facilitate an effective
corporate sponsorship transaction is a limiting factor. While
large organizations give the mostin corporate funding, they
effectively silence the voices of smaller organizations. Out-
reach and marketing is often “preaching to the choir.” Cor-
porate leaders don’t advocate for the arts. Companies don't
provide opportunities for workplace funding. Few medium
or large businesses incorporate art into their environment.
Much of the corporate HQs in San Diego are located in
North County. There isn't a large corporate community in
San Diego, and they don't acknowledge arts in their philan-

thropy or giving programs.

Strengths: Some businesses do support arts and cul-
ture, such as Sempra and Qualcomm through their chari-
table giving departments. Within some businesses there is
a culture and philosophy of charitable giving, which comes
from core values held by CEOs and policies to promote
volunteerism among employees. There are boards with
good connections to business. There is on-going develop-
ment of arts sponsorship agreements and numbers of
tickets purchased. Business volunteers for the arts con-
nect the arts and business communities. Small businesses
are very generous through in-kind giving. Chamber's ABC
is already in place and provides an existing structure that

can be used to better connect the arts with business.

Vision: Majority of business leaders understands the
importance of the arts and proactively promote that value.
A formal dialogue takes place between arts and business
associations that promote various evolving beneficial rela-
tionships. Create a list of pro-arts corporate leaders to ad-
vocate value of arts in business, education, and public
space. Establish infiltration and integration of the arts into
other social spaces, including traditionally
non-artsy contexts such as real
estate and manufacturing.
Implement policies that
encourage business
participation in the
arts (e.g., tax
breaks, youth/
educational -
programs). Le- i
verage data on
employees to
facilitate indi-
vidual support
for the arts. Lead-
ership group emerg-
es that establishes a
framework for corporate
giving to the arts (e.g., Minne-
apolis, Pittsburgh). Create a “CEOs
for the arts group” that communicates the im-

portance of government/private support for the arts, such
as TOT allocations. More private developers incorporate
public artinto their projects; establish a % of outlay as goal.
Create systems to educate the business community’s un-
derstanding of the arts. Establish a method for eliciting
feedback from the business community to assess their
knowledge of the arts. Align the arts with some of the core
values of the business community, (i.e, productivity, effi-
ciency). Those who “put their money where their mouth is”

should also put their mouth where their money is.

Actions:

Create a CEO Roundtable to discuss strategies
concerning: money, benefits,indirectcontributions,
what we want, education for business, leverage
existing businesses, approaching national
corporations. Use this structure to establish a
system of two-way communication between
business and arts organizations, built on the
premise that business needs arts as
arts need business.
* Establish a task force to
adapt existing programs
tothisagenda, research
bestpracticesinother
locations,and create
new policies, as
needed.

e Strengthen and
utilize the existing
"On Board" program
at PAL. Create an
arts and business
program that transfers
expertise from business to
arts organizations. Develop
board members and volunteers.
Train arts organizations to seek and
establish business affiliations. Have a
“match-making” program for businesses and
arts organizations.

Develop a forum for presentations. Peer to peer,
CEO to CEO. Analyze and share information on
successes, benefits, methods of art support.
Establish a CEO group that speaks the value
of arts as educational component, not simply
advocating funding.

Create an arts ensemble to promote the business/

arts program to businesses. Arts used to promote
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arts. Get the ensemble invited to do presentations
where they traditionally wouldn't perform or
display (business contexts).

e Develop a speakers’ bureau of business leaders

and artists to promote this vision.

CREATIVE INDUSTRIES

Weakness: There is poor communications between
different members of the creative industries sector. There
is an explicit and measurable return on investment de-
manded. There is little arts identity with the City of San
Diego, and the general public is primarily unaware of
what arts opportunities do exist. San Diego lacks a “sig-
nature art event.” San Diego is not thought of as an archi-
tectural landmark. San Diego has no history orrecognized
“schools” of the creative industry: architecture, film,
design, known authors or composers. Creative industries
are not connected; they are fragmented. A need exists to
promote creative communities/industries. Art com-
petes with outdoor activities like sports. San Diego
lacks a bona fide city center; there are many neighbor-
hood centers. San Diego is still culturally young; it is

still inventing itself.

Strengths: There are many visual images business can
effectively incorporate that would promote a sense of
artistic identity. There are many recognized individual in-
stitutions. San Diego is appreciated as a diverse city with
familiar imagery evoking our history, culture, natural
beauty, and military tradition. Beach and military are the
most salient elements of San Diego. Although not well-
known, the city offers multiple options of indoor and out-

door artistic experiences.

Vision: Establish an annual contest to promote a cam-
paign recognizing the creative industry’s contribution to
arts. Help situate arts organizations along trolley transpor-

tation routes and at beaches. Create a public way to

acknowledge businesses that support arts organizations,
public art, and art design. Use the Balboa Park Tower im-
age to connect to art. Get arts advocates to speak at cre-
ative industry association meetings; share contact infor-
mation, create collaborative opportunities. Institutions and
businesses cooperate with young artists, entrepreneurs,
gallery owners, tech sector. Get art onto public transporta-
tion. Advocate in schools the importance of art programs
and the careers that are facilitated by such programs. Cre-
ate a coalition of Creative Industry practitioners to advocate
the value of art in schools, in board meetings, at govern-
mental policy meetings. Embed arts advocates inlocal and
state governments and on school boards. Have a local lot-
tery that raises money for the arts. Creative industry repre-
sentatives serving on Commission, ABC at Chamber, SD
Foundation Arts Working Group, SDPAL. More public funds
and incentives for reuse of historic building in Creative In-
dustry businesses, which will be organized in geographic
or neighborhood clusters. Signature sculptures placed in
neighborhoods. Provide tickets for arts and cultural events
to local kids, as a way of educating future citizens. A single
organization name brand is the only way to gain ultimate
strength and influence on city leaders, funding sources,
and San Diego’s national reputation. Return on investment
can be shown in tourism dollars, national media on San

Diego as an arts capital.

Actions:

* Create an arts-to-business/business-to-arts
committee to develop a strategic initiative. For
example, identify the 25 largest companies in SD
and have performing and visual arts orgs take their
material into these companies (using dance, music,
sculpture, painting, theatre, etc.). The goal of this
action is audience development, corporate
exposure, funding development, stronger arts

advocacy, and voter awareness for arts funding.

Establish Business Improvement Districts (BID)
that include public art and arts organizations as
part of the strategy.

Establish a dedicated art & culture bus (artfully
decorated) that locals and visitors can hop on for a
guided tour of public art and arts and cultural
institutions around town.

Develop a branding campaign for San Diego that
emphasizes arts/culture & sciences. Create a
committee to oversee this process, similar to arts
and tourism. Have a graphic design
and advertising campaign to
promote this idea, and
engage the political
structure to
support and
facilitate
this cam-
paign.
Establish
an all
encom-
passing
branding
device —
San Diego:
Art + Sol) to
create a recog-
nition of the “arts’
importance” movement we
wish to create. [repeated and
continuous labeling with this moniker for

all ac-tions taken by arts and creative industries,
will offer focus and unification to other-wise
separate efforts].

Involve the creative industries in developing white
papers that articulate arguments for widespread

support for the arts.

* Promote diversity of different types of board
membership to facilitate “cross training” or
multiple awareness. Design workshops that
promote this project.

e Engage creative industries to provide space and
technical support by which participants create a
database/catalog of available spaces for the arts,
and art organizations. Captured in the database
will be information describing what arts
organizations can do for businesses.

Building upon Art + Sol, establish

a city-wide event bringing

organizations together,

similar to an Olympic
arts and sciences
festival. Have
an annual
fundraising
campaign
for this
event. This
could be
internation-
al in scope,
to explicitly
put San Diego
on the map as an
arts and science
center. Use every
convention in SD as an
opportunity to pro-mote this vision.
e C(Create an awards/recognition program for
Creative Industries that suc-cessfully contribute to

the pro-motion of the arts.

CULTURAL TOURISM
Weakness: Local arts groups fail to effectively com-

municate the value of arts on the San Diego economy; fail
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to connect the cost benefit of the TOT outlay, and thus arts
are not seen as an essential service. Arts groups do not
share enough strategies with each other and fail to see
opportunities with a more general or central focus. They
tend to remain within their own comfort zones and focus
on their individual needs. Various arts groups lack aware-
ness of their common ground and hence, lack a consistent
message about art. They lack vision and community orga-
nization. There is a lack of leadership in organizing and
disseminating this message. Theaters and the zoo are bet-
ter known, but museums and other performance venues
are unknown. There is a lack of a single-source clearing-

house of local arts information.

There is a great number of arts groups in
San Diego and they express a diverse range of media and
services. Unlike other parts of the country, San Diego is a
diverse, multi-cultural and bi-national border region, with
many collaborative arts groups living and working across
the larger San Diego/Tijuana region and producing cultural

products that reflect this dynamism.

SD’s cultural tourism products should be well-
known both locally and internationally. SD recognizes its
cultural tourism organizations and prizes them for their di-
versity. Cultural tourism is funded at a level commensurate
with organizational size, level, and type that is on a par with
economic funding. We should seek out cultural tourism
collaborators and encourage them to seek us out. Home-
grown talent stays here, because there is a viable market
for their talent. Elected officials buy into and support this

vision. San Diego should be a first tier cultural destination.

e The value and role of all cultural associations
should be better defined. Successful hotels should
have packages with arts groups to enhance

visibility and belief in cultural tourism. New

packages should be developed that showcase
cultural tourism and promote opportunities.

e Better promote opportunities for marketing among
organizations. Teach arts organizations about the
cultural tourism industry, so they can better
partner. CONVIS should integrate cultural tourism
into its marketing, and this effort should be
supported by adding money to develop this
integration. Create a promotional campaign
describing economic impact of arts groups.

e |dentify anew “champion,” individual or corporate.
There needs to be an “engine organization” that
takes the lead on marketing SD as a cultural
destination.

e Develop “core cultural areas” that are accessible,
well-known, and reflective of the region’s
diversity.

* Develop new cultural products to enhance our
reputation. Integrate all cultural offerings into the
tourism product.

e Originate a cultural tourism summit to get all
participating organizations on the same page
(focus on opportunities, needs, values). Cross-
promote (especially with Tijuana groups) various
types of services to take full advantage of SD’s
status as an international port of call. Don't limit
collaborations to simply artists’ groups;

partnerships should be very inclusive. Offerings

should reflect the uniqueness of the market itself.

Population is growing primarily in the north
and south of the county. Multiple communities with diver-
gent languages makes marketing difficult. Perceived pro-
hibitive cost of tickets and admissions fees. Lack of diver-
sity in arts leadership. There is a lack of sustainability in
organizational programming and a resulting loss of institu-

tional knowledge. There is no easy place to go for listings

of the diverse arts and cultural opportunities. There are
constraints on accessibility, in terms of transportation, and
disabled parking, etc. There is a fear of taking risks to reach
untested markets. Lack of funding. There is a lack of col-
laborations among arts organizations and a disparity in
perceptions between the organizations and the members
of the organizations. All organizations are expected to
serve everybody, which is unrealistic. There is confu-
sion about the definition of diversity. There is disparity
of education level between diverse communities. Confu-
sion whether arts organizations should be audience-
driven or mission-driven. There is a perceived conflict
between artistic vision and economic viability. Many
arts boards are lacking diversity which creates less di-

versity among its audience.

SanDiego’s arts and culture organizations
already attract quite diverse audiences. Various ethni-
cally-specific groups such as the Silk Road Ensemble
present content that is at once exotic and familiar. Ad-
ditionally, many groups provide educational materials to
both support and provide a richer context in which to

experience the main cultural product.

Develop a working definition of diversity. De-
termine how changing forms of diversity will affect arts
in the future. Have organized demographic research on
current and future projections and establish how best to
use the data. Build new audiences by connecting them
to relevant content. Link art groups with activist/advo-
cate. Incorporate educational components to promote
diversity of arts and audiences. Arts organizations hire
more diverse staff and board members: under 35 yrs,
senior citizens, ethnicity, socio-economic, bi-lingual
speakers, from around the county. Foster corporate
partnerships that promote diversity. Formally educate
arts boards on importance of diversity. Integrate cultural

programming into our organizations; cross pollinate

ideas from differing programs. Introduce arts profes-
sionals to diverse cultures. Cultivate business CEOs’ in-
terest in arts to promote diversity and cultivate larger
audiences. Promote arts to diverse communities by

providing affordable bussing service, and child care.

e Teach art organizations the business of audience
development and artistic content programming.

¢ Facilitate diversity among groups with a centralized
information sharing system that also serves as a
centralized advertisement of arts opportunities.

e Form group to approach a “top-down” system;
recruit peer-to-peer.

¢ Create an advisory board to help this process. Imple-
ment staff education and trainings, and have in-house

educational opportunities to raise awareness.

e Create an aggressive, coordinated multiple
group effortto go out into communities and do
arts outreach, establishing relationships with
community leaders. Bring diverse artists along
that produce art that fits given diverse

communities.

There is a lack of corporate support for the
arts. There is a dearth of corporate headquarters. In this

region, real estate prices are unreasonably high. No salary
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or operating budgets for artists. The local and state gov-
ernments are weak on the arts. There is a lack of a local
rallying point for the arts. There's a lack of cooperation
among groups for fundraising. Although many nationally
recognized performances start in San Diego, once they
leave for New York and other places, no credit remains for

their place of origin.

Strengths: San Diego has strong art products and ser-
vices. We have national recognition, especially in the per-
formance arts. There is increasing wealth in the commu-
nity. CCDC and other groups are involved in active urban

revitalization. We have an active border community.

Vision: Foundations working together to raise money
and cover operating costs. Identify sources of wealth in
the region. Create a bandwagon to get people excited
about arts collaborations. Create more participatory op-
portunities: advisory boards, audiences. Prevalent public
advertising promotes the benefits of being involved in the
arts community. Coalitions of groups work with the Board
of Education and schools to increase art education. More
media coverage of the arts. Raising awareness through
“messaging” within our own communities. Establish pri-
vate/public partnerships where corporations match pub-
lic/city funding. Have an integrated media strategy that
continuously brands cultural products as “from San Di-
ego,” especially after they go on to larger more tradi-
tional venues such as New York. An example would be to
insure people attending Dirty Rotten Scoundrels on
Broadway are keenly aware the production emerged from

the San Diego theatrical community.

Actions:
e Create a benchmark of funding from various
sources: corporate, foundation, individual, gov-
ernment. Determine and rank various government

commitments to arts funding, e.g., TOT.

» Establish a coalition of foundations to facilitate
cooperation and cover operating costs and
logistics: educate, share information, build
alliances/partnerships similar to LA Arts Funders
(TSDF, JCF, SD Grantmakers).

e Contact bank trust departments to form a legacy/
bequest database, shared between funders.
Chamber's ABC Committee—realistic, responsive
guidelines.

e Create two-way dialogues between arts groups
and funders in safe environment. Create public/
private partnerships for tracking and educating
big donors.

¢ |dentify sources of wealth in region and develop
new donors. Are there perhaps a large number of
potential smaller donors, do they have significant
wealth, what are their passions, can they build up
as committed donors over time?

* Create and facilitate a culture of participation in
arts and culture. Generate awareness by: forming
a bandwagon, getting positive media exposure,
working with lobbyists, collective advertising,
peer-to-peer advocacy, establish awards and
ceremonies to recognize art and cultural events
and achievements which are themselves heavily
promoted as part of a PR/branding campaign to
promote SD as art culture.

e Establish a local United Way-inspired united arts
funding payroll contribution strategy.

* Create strategy for infiltrating or networking with
elected officials, precinct captains, planning
boards; provide them information on value of arts
to their respective missions, comparative
information on other cities’ involvement in arts and

the benefits of such involvement.

Weakness: CA budget has been cut for both arts and

education. In general, K-12 teachers have no training in arts
education. Local print and broadcast media are not sup-
portive of anything other than mainstream art (movies,
concerts). It is difficult for audiences to get to events; art
locations are spread out in pedestrian unfriendly areas.
Many schools do not have relationships with art organiza-
tions. Schools are focused on testing. There are examples
of free art programs that have been turned down
by schools. Demographically, current
college students tend to get left out

of arts and culture education.

Strengths: The often
accurate cliché “peo-
ple are bored” may be
used as an opportu-
nity to add engaging
cultural experience
to their lives. Fifth
graders in Balboa
Park participate in
many arts and culture
experiences. Families
with children are an un-
tapped art audience. The Rosa
Parks’ program, in which artists are
taken seriously as valuable and necessary
educators, is a well-developed arts educational
model. Ninety-three percent of people agree that arts are
important to the educational process. Because of overall
deficiency in K-12 funding, art funding may be easier to
justify, given “education” programs receive more public,

political, and financial support.

Vision: Audiences and artists are equivalent in terms of
art awareness. Create good citizens that become the arts
audiences of tomorrow. Have dialogues between citizens

and artists that educate people about the details and chal-

lenges of artistic work to engage more people. Get new
superintendent to buy into value of arts. Establish a “TV
Free Day” on which the community is encouraged to go out
and experience art and culture. Improve communication
between VAPA and individual schools. Arts are accepted
inthe schools as central to their mission, not simply “okay.”
Hire “arts specialist” to be available to teachers. Increase
the variety of new and inspiring work. In-
vite artists to communicate in
non-traditional settings and
reach out to a broader
audience, such as

Padre fans—

cross pollinate.
Promote mes-
sage that cre-
ativity and
imagination
are innate hu-
man capaci-
ties and need
to be nurtured
and facilitated.

Establish means for

arts advocacy on local

and statewide levels. Make

art accessible and demonstrate
that it's not just for intellectuals.

Actions:

* Create a data base of arts education funders.

e Create arts-oriented charter schools with high test
scores. Perform assessments of how arts affect
testscoresto formulate how arts can be connected
to the larger curriculum. At same time, do not
neglect “arts-for-arts’ sake” and how they improve
children’s life skills. Establish a curriculum
connection,suchthatartseducationis “embedded”

in the design.
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Create an advocacy group to promote fair access
to schools with arts programs, such that we triple
the number of schools that participate in at least
seven arts programs.

Every student in district will have mandated
participation in some type of arts program.
Establish a continuum that connects K-12
educationinto college level education as a model
of life-long learning. Create a media promotional
effort, utilizing calendars and billboards. Use
libraries to hold family art events.

Create a “volunteer arts education coordinator.”
Raise more money for local arts in education
efforts from a variety of sources such as parents.
Hold forum, invite PTA representatives to attend
and learn about arts education programs
(potential models: PAC, YA, etc.).

Establish community arts competitions to foster
awareness.

Design and run website for all arts and culture
groups with attention to families and children;
include schools.

Design and deliver demonstrations and
workshops for adults to engage them in the
value of arts education.

Establish a working group to craft a succinct
advocacy memo. Create and disseminate a talking
points memorandum that delineates the value of
arts education. Deliver this memo to all schools and
a wide sector of the business community.

Perform study of how audiences get to the art
venues they patronize. Educate those in the
transportation industry of the effect arts has on
their business, and create arts packages that
include transportation components.

Commission for Arts and Culture create an arts
educationadvocacystaffpositiontocommunicate

and facilitate arts education partnerships.

PLACES AND SPACES

Weakness: Downtown/East Village had vibrant arts
spaces until redevelopment. Artists are the pioneers
who establish a vibrant cultural space, which is then
followed by a gentrification process that prices artists
out of the neighborhood. Art spaces replaced by high-
rise condos. No rent control districts to protect artist
spaces (As with New York). Art spaces are perceived by
investors as expendable. There is a disconnection and
lack of communication between arts groups affected by
these conditions. San Diego is primarily a suburban en-
vironment, which is not conducive to maintaining art
spaces. There is too much red tape; permits, insurance,
and ordinances make it nearly impossible for new and
upstart arts groups to occupy and develop art spaces.
Zoning prevents NTC from being live/work space; only

performance or gallery space is allowed.

Strengths: Adams Avenue/ Park Blvd performances
art building. Sherman Heights open space. CCDC is es-
tablishing art-friendly building code incentives. NTC is a
long-term model for creating arts spaces, but it's the

only viable example.

Vision: Art spaces are purchased and allowed to exist
as art spaces. Artists organize to insure spaces are avail-
able at affordable rates. Rethink our understanding of art
space and broaden it beyond merely physical to include
alternatives such as trolley dances, found spaces, and
festival spaces. Better use of existing space (theater and
cultural); groups share spaces with cooperative finances.
Create zones where work, living spaces are available for
low-income artists. San Diego Union Tribune advocates for
establishing art spaces. Artists should be involved in policy-
making and in the planning process. Artists should be
makers and implementers of policy. Establish a physical
arts center as an informational clearinghouse, meeting

place, studio space, and coffee house. Red tape of creating

living/work spaces is eliminated or drastically reduced.
Artists partner with creative industries, scientists, the culi-
nary community, and entrepreneurs to make living/work

spaces more viable.

Actions:

e Study whether current rental rates are realistic to
support arts organizations. Create an inventory of
all possible existing art space. Consider non-
traditional spaces as art opportunities: trolley
corridor, library, churches, schools.

e Conduct an "art space tour” for political and
business leaders to educate them about the lack
of existing venues and the need to develop more.
Utilize under-utilized spaces for art, (Balboa
Park as site for arts festival). Reclaim some
private space as public art space in settings
such as shopping malls. Make city-owned
facilities available to more organizations at
affordable leases. Have Commission
facilitate the development of an arts
space data base. Create a partnership
with the Chamber of Commerce to
identify businesses that are willing to
participate in creating more art
spaces.

e Develop an arts and cultural center
downtown for various arts groups to
meet, with clearinghouse/billboard
functions. Create more festivals to
increase the amount of performance and
display spaces. Establish City grant or
other programs to redevelop buildings and
integrate with art spaces and public art. Create a
cultural town hall in each neighborhood, all of
which should unify their efforts for general politics.
Create tax incentives for the reuse of historic

buildings for arts and creative industries.

Work with businesses, especially science firms, to
establish mixed cultural space containing art.

City reduces or eliminates permitting and other
red tape that complicates the use of public space
for arts. Create an “arts and culture” clause in
real estate asset management policy regarding
the use of city spaces for the arts. Amend zoning
ordinancesto enable the emergence of artspaces
in residential areas.

Facilitate short term leases for rehearsal spaces in
private developments. Utilize “ground levels” in
private development for artists to live/work,
capitalizing on the fact that artists are willing to
adapt to unusual spaces. Partner with Hotel/Motel

Association to create affordable venues for public

art work and performance.
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notes from the
commission for
arts and culture's
follow-up
meeting

On November 17, 2005 the Commissioners extended their
monthly meeting to conduct a facilitated analysis of pre-se-
lected Action Steps that originally emerged from the Many
Voices roundtable sessions. The pre-selection process was
conducted by emailing the Commissioners an exhaustive list
of over 100 original Action Steps, representing input from all
nine roundtable groups. They then each prioritized that total
number into a “top ten” list that reflected what they per-
ceived meets the Commissions’ organizational capacity and
mission. Any Action Steps that received more than one Com-
missionervote wastranscribed onto flip charts and displayed
at the November meeting. With the help of Thomas Hall,
principal Albert-Hall & Associates LLC, the Commissioners
prepared to further refine the remaining Actions Steps
through group analysis and discussion. Before the analysis,
Commission Chair Vivian Reznik set the tone for the work

with the following preface:

The Commission received a 360-degree perspective on
the present state of arts and culture in San Diego as well
as a vision for the future. Today, thanks to the Commis-
sioners for their input, we can start to frame our role over
the next three years as a Commission under a strong
Mayor form of government. Clearly our work will be fo-
cused on resource development through advocacy and
strategic alliances and collaboration. | would like to
propose that we consider, as a strategic funding goal, we
work to regain our one cent of the 10.5% of TOT revenue.

Thus, the intention of this special meeting was to make
distinct those Action Steps which, first and foremost, co-
herently related to the primary goal of regaining the one
cent funding of TOT revenue and, second, represented
outcomes in which the Commission can assume an active
role, either currently or in the foreseeable future. The re-
sults of this first meeting are designed to evolve into a
powerful and focused agenda of arts advocacy for the
City of San Diego over the next three years, accounting
for the new strong-mayor form of government, enacted in
January, 2006.

The Commissioners’ analysis was explicitly informed by
the following criteria:

1 Does the Action Step support the Commission’s
advocacy goals?

2 Does the Action Step represent the broadest
possible constituency?

3 Isthe Action Step realistically achievable?

4  CantheActionStepbeimplementedinareasonable
and appropriate time frame?

5 Does the Action Step present the possibility of
cooperation and partnerships with other groups or
agencies?

6 Doesthe Action Step need to be narrowed for the

purposes of pragmatism?

Following are the Action Steps the Commission considered
best met these six criteria. Also included are six additional
Action Steps the Commission considered essential to arts
and culture in San Diego, but that need extensive collabo-

rations and partnerships to achieve.

BOARD LEADERSHIP
e Formally include “advocacy” in all arts and culture
board job descriptions. Establish a well-networked
group of Board members at each arts organization

focused on advocacy with other non-art organizations.

e Target advocacy efforts towards development,
land-use, planning, school boards, corporate
boards, hotel/motel associations, and other
professional groups with three main issues: social
benefits of art, bi-partisan nature of arts, arts as

powerful branding tool for San Diego.

BUSINESS-CORPORATIONS

e Develop CEO Roundtable to discuss strategies of:
money, benefits, indirect contributions, business
education, leveraging, approaching national
corporations, and to establish a system of two-
way communication between business and arts
and culture organizations.

e Develop a speakers’ bureau of business leaders

and artists to promote this vision.

CREATIVE INDUSTRIES
e Develop a branding campaign for San Diego that
emphasizes arts and culture and sciences. Create
a committee to oversee this process, similar to arts
and tourism. Have a graphic design and advertising
campaign to promote this idea, and engage the
political structure to support and facilitate this
campaign. Establish an all encompassing branding
device (e.g., San Diego ART + SOL) to create a
recognition of the “arts importance” movement
we wish to create. Repeated and continuous
labeling with this moniker for all actions taken by
arts and culture organizations and Creative
Industries, will offer focus and unification to

otherwise separate efforts.

FUNDING-PHILANTHROPY
* Create and facilitate a culture of participation:
forming a bandwagon, getting positive media
exposure, working with lobbyists, collective

advertising, peer-to-peer advocacy, establish

awards and ceremonies to recognize art and
cultural events and achievements which are
themselves heavily promoted as part of a PR/
Branding campaign to promote San Diego.

e Create strategy for infiltrating or networking with
elected officials, precinct captains, planning
boards; provide them information on value of arts
to their respective missions, comparative
information on other cities’ involvement in arts and

the benefits of such involvement.

The Actions emerging from the Board Leadership,
Business-Corporations, Creative Industries, and Funding-
Philanthropy roundtables were classified as meeting all
the criteria and were consolidated under “Advocacy and
Outreach.” These Actions were agreed to fit the role and
mission of the Commission and, if implemented, to
potentially entail Chair Vivian Reznik's stated outcomes.
Additionally, after extensive discussion, the Commission
agreed to re-define Board Leadership as Board &
Community Leadership. The Commission further identified
the Action Step of creating a committee to oversee the
development of a branding campaign as central to all the
Actions contained under advocacy and outreach.

DIVERSE AUDIENCES
e Create an aggressive, coordinated multiple
group effort to go out into communities and do
arts outreach, establishing relationships with
community leaders. Bring diverse artists along
that produce art that fits given diverse

communities.

Developing diverse audiences was agreed to be crucial to
the health of arts and culture in San Diego, and was
perceived ostensibly as the responsibility of the arts and
culture organizations, encouraged through the diversity
component in the OSP application process. Nevertheless,
Commissioners acknowledged audience diversity
required board diversity and such diversity was an
outgrowth of strong executive leadership. Furthermore,
because the Action Step itself identifies “establishing
relationships with community leaders,” this step is
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clearly linked to criteria of advocacy and broad constitu-
ency. Thus, although this Action Step designed to build
diverse audiences was determined to be primarily the re-
sponsibility of arts and culture organizations, it nonethe-
less belongs under the advocacy and outreach rubric and
entails indirect Commission participation. Commission
staff was tasked with researching strategies neces-
sary for achieving this Action.

CULTURAL TOURISM

e Better promote opportunities for marketing among
the cultural tourism organizations. Teach arts
organizations about the tourism industry, so they
can better partner in the effort. CONVIS should
integrate culture into its marketing, and this effort
should be supported by adding money to develop
this integration. Create a promotional campaign
describing economic impact of arts groups.

e Originate a very inclusive regional cultural tourism
summit to get various types of organizations on the
same page, taking advantage of San Diego’s status

as an international destination.

LIFE-LONG LEARNING

e Every student in district will have mandated
participation in some type of arts program.
Establisha continuumthatconnectsK-12education
into college level education as a model of life-long
learning. Create a media promotional effort,
utilizing calendars and hillboards. Use libraries to
hold family art events.

e Commission for Arts and Culture create an arts
education advocacy staff position to communicate

and facilitate arts education partnerships.

Three of four Actions emerging from the Cultural Tourism
& Life-Long Learning roundtables were determined to be
necessary and crucial, yet falling outside the scope of
what is realistic and appropriate for the Commission to
perform on its own. They were thus classified as Actions
worthy of direct Commission participation through part-

nerships with affiliated organizations. Commission staff
was tasked with conducting a feasibility study. The fourth
Action Step to originate a regional Cultural Tourism
summit is already underway. A Cultural Tourism Summit is
scheduled for 2006.

ARTISTS AND ANIMATEURS
e Create a comprehensive inventory and directory
of all existing art spaces, and create an
interactive web-based art directory that

organizes information.

PLACES AND SPACES
e (Conduct an “art space tour” for political and
business leaders to educate them about the lack of
existing venues and the need to develop more.
Utilize under-utilized spaces for art, (Balboa Park as
site for arts festival). Reclaim some private space as
public art space in settings such as shopping malls.
Make city-owned facilities avail-able to more
organizations ataffordable leases. Have commission
facilitate the development of an arts space data
base. Create a partnership with the Chamber of
Commerce to identify businesses that are willing to

participate in creating more art spaces.

The two Actions emerging from the Artists and Animateurs
& Places and Spaces roundtables were determined to be
necessary and crucial, yet to fall outside the scope of
what is realistic and appropriate for the Commission to
perform. They were thus classified as Actions worthy of
fully outsourcing to an organization with expertise and
experience creating inventories and creating web-based
content. Commission staff was tasked with conducting a
feasibility study.

roster of
participants

Wick Alexander
Public Address
3327 Nile Street
San Diego, CA 92104

Claire Anderson
Commissioner

City of San Diego Commission
for Arts and Culture

6285 Caminito Plata

San Diego, CA 92120

Dorothy Annette
Commissioner

City of San Diego Commission
forArts and Culture

PO Box 16388

San Diego, CA 92176

Toni Atkins

San Diego Councilmember
202 C Street, MS #10A

San Diego, CA 92101

Dennis Paul Batt
Executive Director
Museum Artists Foundation
1520 Magnolia Avenue
Carlsbad, CA 92008

Karen Begin
Development Director
North Coast Repertory Theatre

987 Lomas Santa Fe Drive, Suite D

Solana Beach, CA 92075

Toby Bethea
Major & Planned Giving Officer

San Diego'Natural History Museum

PO Box 121390
San Diego, CA 92112

Robin Brailsford
Artist

Public Address
PO Box 426
Dulzura, CA 91917

Nigel Brookes

Arts Mgmt. Associate
Commission for Arts

and Culture

1010 Second Avenue, Suite 555
San Diego, CA 92101

Cheryl Brown

President & CEO

ArtsBusXpress

9974 Scripps Ranch Blvd., Suite #31
San Diego, CA 92131

Kate Buska

Public Relations Manager

SD Convention & Visitors Bureau
2215 India Street

San Diego, CA 92101

Sonya Caruso
Corporate Giving Officer
SD Museum of Art

PO Box 122107

San Diego, CA 92112

Derrick Cartwright
Executive Director

San Diego Museum of Art
PO Box 122107

San Diego, CA 92112

Stephanie Casenza
Executive Director

SD Performing Arts League
110 West C Street, Suite 1414
San Diego, CA 92101

Christina Chacon

Arts Consultant

ATL Arts Management Services
2146 Mergho Impasse

San Diego, CA 92110

Randy Cohen

Vice President

Research & Information

Americans for the Arts

1000 Vermont Avenue NW, 6th Floor
Washington, DC 20005

Jihmye Collins

Artist

African-American Writers'& Artists, Inc..SD
1827 Midvale Drive

San Diego, CA 92105

Roger Cornell

Chair, Arts and Culture Working Group
San Diego Foundation

7253 Monte Vista

La Jolla, CA 92037

Courtney Coyle
Commissioner

City of San Diego Commission
for Arts and Culture

1609 Soledad Avenue

La Jolla, CA 92037

Hugh M. Davies

Director

Museum of Contemporary Art San Diego
700 Prospect Street

La Jolla, CA 92037

Martha Dennis

Member

SD Foundation Arts & Culture Working Group
1921 Hypatia Way

La Jolla, CA 92037

Grover Diemert

Executive Director
Bayside Community Center
2202 Comstock Street

San Diego, CA 92111

Tom DiZinno
President/CEO
DiZinno Thompson
2215 India Street
San Diego, CA 92101

Jon Dunchack

Program Manager

City of San Diego — Special Projects
1010 Second Avenue

San Diego, CA 92101

Jeff Dunigan

Commissioner

Commission for Arts and Culture
7777 Fay Avenue, Suite 300

La Jolla, CA 92037

Anita Edman

Public Art Liaison

City of Solana Beach
632 So. Highway 101
Solana Beach, CA 92075

Peter Ellsworth

Legler Benbough
Foundation

2550 Fifth Avenue, Suite 132
San Diego, CA 92103

Kim Emerson
Artist/Educator

Kim Emerson Mosaics, LLC
3634 Alexia Place

San Diego, CA 92116

Jo Anne Emery
Managing Director
City Ballet of San Diego
PO Box 99072

San Diego, CA 92169

Vicki Estrada

President

Estrada Land Planning

755 Broadway Circle, Suite 300
San Diego, CA 92101

Pete Evaristo

Artist

4535 34th Street, Suite B
San Diego, CA 92116



Anne Farrell

Director of External Affairs
Museum of Contemporary Art SD
700 Prospect Street

La Jolla, CA 92037

Timothy Field

Executive Director

San Diego Art Institute
1439 El Prado

San Diego, CA 92101-1617

Gaidi Finnie

Assistant Director

Museum of Photographic Arts
1649 El Prado

San Diego, CA 92101

Keith Fisher

Director of Administration
San Diego Opera

1200 Third Avenue, Suite 1800
San Diego, CA 92101

Shirley Fishman
Associate Artistic Director
La Jolla Playhouse

PO Box 12039

La Jolla, CA 92039

Michael Flaster

President

Traveling Mind Productions, Inc.
1150 Silverado Street

La Jolla, CA 92037

Derek Floyd

Artistic Administrator
San Diego Symphony
1245 Seventh Avenue
San Diego, CA 92101

James Forbes

Director of Institutional Development
La Jolla Playhouse

PO Box 12039

La Jolla, CA 92039

Julie Fry

Director, Arts and Culture
San Diego Foundation

1420 Kettner Blvd., Suite 500
San Diego, CA 92101

Donna Frye

San Diego Councilmember
202 C Street, MS #10A

San Diego, CA 92101

Cindy Furlong

Board Member
House of Hospitality
3451 Vermont Street
San Diego, CA 92103

Ferdinand Gasang
Development Manager

La Jolla Music Society

7946 lvanhoe Avenue, Suite 309
La Jolla, CA 92037

Joyce Gattas

Commissioner

City of San Diego Commission
for Arts and Culture

SDSU, 5500 Campanile Drive
San Diego, CA 92182

Amber George
Artist/Painter

1691 Peppertree Place
Fallbrook, CA

Eric George

Fringe Festival

4381 Oregon Street #8
San Diego, CA 92104

Jim Gilliam

Arts Administrator
City of Encinitas

505 S, Vulcan Avenue
Encinitas, CA 92024

Marianne Gregson
Program Development
NTC/Foundation

PO Box 6550

San Diego, CA

Susan Guthrie-Lowrance
Regional Director

Helms Briscoe

13427 Highlands Ranch Rd.
Poway, CA 92064

Michael Hager

Executive Director

SD Natural History Museum
1788 El Prado

San Diego, CA 92101

Thomas Hall

San Diego Foundation

Arts and Culture Working Group
1420 Kettner Blvd., Suite 500
San Diego, CA 92101

Victoria L. Hamilton

Executive Director

Commission for Arts and Culture
1010 Second Avenue #555

San Diego, CA 92101

Chuck Hansen

Vice President, Community Relations
Viejas Enterprises

7777 Alvarado Road, Suite 115

La Mesa, CA 91941

Hilliard Harper

Executive Director

Young Audiences of San Diego
4007 Camino del rio South, Ste.212
San Diego, CA 92108

Bill Harris

Marketing & Public Relations Director

619 Graphic Design
4709 Panorama Drive
San Diego, CA 92116

Judith Harris

Committee Member

San Diego Foundation Arts &
Culture Working Group

6996 Via Valverde

La Jolla, CA 92037

Kathryn Hattox

Board Member

The Old Globe Theatres
845 San Antonio Place
San Diego, CA 92106

Dave Henson

Marketing Director

The Old Globe Theatres
PO Box 122171

San Diego, CA 92112-2171

Lawrence Herzog

Professor of Urban Design
Graduate Program in City Planning,
San Diego State University

SDSU, MC4505

San Diego, CA 92182

Angela Hill
President/Creative Director
Incitrio

1775 Hancock Street, Suite 180
SanDiego, CA 92110

Gayle Hom
Executive Director

New Americans Immigration Museum

101 West Broadway, 12th Floor
San Diego, CA 92101

Dan Holmes

Education Chair, Bd. Of Directors

So. California Youth Ballet Foundation
12250 World Trade Drive

San Diego, CA 92127

Allison Horsley
Literary Manager
La Jolla Playhouse
PO Box 12039

La Jolla, CA 92039

Brennan Hubbell
Media Arts Center
921 25th Street

San Diego, CA 92102

Dea Hurston
Committee Member

Advocacy Advisory Steering Committee

3635 7th Avenue 15F
San Diego, CA 92103

Jean Isaacs

Artistic Director

San Diego Dance Theatre
12246 Brickellia Street
San Diego, CA 92129

Lynne Jennings

San Diego Puppetry/PCSD
281 E. Millan

Chula Vista, CA 91910

Faith Jensen-Ismay
Artistic Director

Mojalet Dance Collective
12252 Buckskin Trall
Poway, CA 92064

Lisa Kalal

Director, Corporate Development
San Diego Opera

1200 Third Avenue, Suite 1800
San Diego, CA 92101

Charles Kaminski

Secretary

Partners for Livable Places, SD
PO Box 2729

La Jolla, CA 92038

Nina Karavasiles

Public Address

28802 Chihuahua Valley Road
Warner Springs, CA 92086

Katherine Kennedy

Board Member

The Old Globe Theatres

4350 Executive Drive, Suite 150
San Diego, CA 92121

David Kinney
Executive Director
House of Hospitality
1549 El Prado Suite 8
San Diego, CA 92101

Dan Kirsch
Executive Director
Diversionary Theatre
4545 Park Blvd. #101
San Diego, CA 92116

Jeffrey Kirsch

Executive Director

Reuben H. Fleet Science Center
1875 El Prado

San Diego, CA 92101

Theresa Kosen

Executive Director

San Diego Museum Council
PO Box 3836

San Diego, CA 92163

Marti Kranzberg

Partners for Livable Places, SD
1625 Hotel Circle So., Suite C106
San Diego, CA 92108

Joey Landwehr

Membership & Comm. Dev. Dir.
SD Performing Arts League
110 West C Street, Suite 1414
San Diego, CA 92101

David Lang

Executive Director

Balboa Park Cultural Partnership
1549 El Prado, Suite One

San Diego, CA 92101

Richard Lief

St. Pauls Cathedral
2728 6th Avenue

San Diego, CA 92103

Bethany Lockhart

San Diego Junior Theatre
4155 Georgia Street #302
San Diego, CA 92103

Summer Lopez
Vice President
AJA Project

5253 El Cajon Blvd.
San Diego, CA

Robert Lynch

President & CEO
Americans for the Arts
1000 Vermont Avenue NW
6th Floor

Washington, DC 20005

Maxine Mahon
House of Hospitality
1549 El Prado, Suite 8
San Diego, CA 92101

Aida Mancillas
Artist/Commissioner
3560 Albatross Street
San Diego, CA 92103

Annamarie Maricle
Assoc. Director of Develop.
The 0ld Globe Theatres
1363 0ld Globe Way

San Diego, CA 92101

Irene Marquez
Founder

Los Bilingual Writers
3760 Florida Street #212
San Diego, CA 92104

Kathryn Martin

Vice President

Arts Consulting Group, Inc.
12504 Cypress Woods Court
San Diego, CA 92131

Sue McDevitt

Project Manager

City of San Diego Community &
Economic Dev. Department
600 B Street, 4th Floor

San Diego, CA 92101

Mike McDowell

Executive VP/CEQ

S.D. Lodging Industry Assoc.
PO Box 85098

San Diego, CA 92186-5098

Rod Melendrez
Representative

Veterans Mus. & Memorial-Ctr.
2115 Park Blvd.

San Diego, CA 92101

Wynne Melg
Representative

Veterans Museum & Memorial Center

2115 Park Blvd.
San Diego, CA 92101

Eric Meyer

Vice President

Director of Development
San Diego Symphony
1245 Seventh Avenue
San Diego, CA 92101

Ken Miracle

San Diego Arts Institute
1439 El Prado

San Diego, CA 92101

Nancy Mitchell

VP Qperations & Marketing

Human Communications Institute
2842 West Canyon Avenue, Ste 1215
San Diego, CA 92123

Oscar Monge

Voz Alta

3144 Hawthorn, Street
San Diego, CA 92104

Gavon Morris
Creative Arts Coord.
Children’s Museum
211 Maple Street
San Diego, CA 92101

Anne Mudge
Visual Artist
Public Address
PO Box 333
Cardiff, CA 92007



Carl Nelson

Author

1385 Don Carlos Court
Chula Vista, CA 91910

Barry Newman

Attorney at Law

San Diego County Taxpayers Association
3308 Avenida Sierra

Escondido, CA 92029
BNewmanLaw@aol.com

Naomi Bianca Nusshaum
Principal

Naomi Nussbaum Art & Design
251 Barbara Avenue

Solana Beach, CA 92075

Jennifer Oliver

Education Director

Young Audiences of San Diego
4007 Camino del rio South, Ste.212
San Diego, CA 92108

Ellen Oppenheim
Deputy City Manager
City of San Diego

202 C Street, 9th Floor
San Diego, CA 92101

Debra Owen

Board Member

SD Performing Arts League
518 Sixth Avenue

San Diego, CA 92101

Tom Parrish

General Manager

San Diego Repertory Theatre
79 Horton Plaza

San Diego, CA 92101

Victor Payan

Writer/Producer/

Event Coordinator

Everything’s Aloud/Hot Monkey Love Café
2460 F Street, Suite B

San Diego, CA 92102

Bennett Peji

Principal, Brand Director/Commissioner
Bennett Peji Design

2045 Kettner Boulevard, Suite 101

San Diego, CA 92101

Victor Perez

Board Member

Horton Plaza Theatres, Foundation
PO Box 86641

San Diego, CA 92138-6641

Petar Perisic
Principal Architect
Perisic Design Studio
345 Sixth Avenue
San Diego, CA 92101

Pamela Perkins

Founder/CEQ

Human Communications Institute, LLC
2842 W Canyon Ave, Ste 1215

San Diego, CA 92123

Scott Peters

San Diego Councilmember
202 C Street, MS #10A

San Diego, CA 92101

Lynne Pratt
Consultant

4055 Eagle Street #103
San Diego, CA 92103

Jenni Prisk

Reviewer

San Diego Theatre Scene
5619 Glenstone Way

San Diego, CA 92121

Rob Quigley

Principal

Rob Wellington Quigley, FAIA
434 West Cedar Street

San Diego, CA 92101

Rebecca Rader

Director, Foundations & Govern.
San Diego Opera

1200 Third Avenue 18th Floor
San Diego, CA 92101

Carole Ravago

V.P. Development

Centro Cultural de la Raza
PO Box 120191

San Diego, CA 92112-0191

Janet Redding

V.P. for Insitutional Advancement
SD Natural History Museum

PO Box 121390

San Diego, CA 92101

Nick Reid

Director, School of Theatre
San Diego State University
5500 Campanile Drive

San Diego, CA 92182

Nicolas Reveles

Director of Education
SanDiego Opera

1200 3rd Avenue,18th Floor
San Diego, CA 92101

Dr. Vivian Reznik

Chair

Commission for Arts and Culture
1010 Second Avenue, Suite 555
San Diego, CA 92101

Anthony Ridenhour

SD Model Railroad Museum
1649 El Prado

San Diego, CA 92101

Walter Ritter
Managing Director
Write Out Loud

2126 Dwight Street
San Diego, CA'92104

Nancy Rodriguez

Centro Cultural de la Raza
2125 Park Boulevard

San Diego, CA 92101-4792

Lance Rogers

Marketing Director

Jean Isaacs San Diego Dance Theater
12246 Brickellia Street

San Diego, CA 92129

Colette Carson Royston
Past-Chair

San Diego Foundation

7514 Girard Avenue, PMB1243

Peggy Ryan

Marketing Assistant
The Old Globe Theatres
1363 0ld Globe Way
San Diego, CA 92101

Darlene Salmon
Assistant Director
ArtPower! UCSD

9500 Gilman Drive

La Jolla, CA 92093-0078

Mari Lyn Salvador
Executive Director
SD Museum of Man
1350 El Prado

San Diego, CA 92101

Deborah Salzer
Executive Director
Playwrights Project
450 B Street, Suite 1020
San Diego, CA 92101

Patricia Sandback
San Diego State Dance
5500 Campanile Drive
San Diego, CA 92182

Jerry Sanders

Mayor, City of San Diego
City Administration Building
11th Floor, 202 C Street

San Diego, CA 92101

Lisa Saneda

Program Director

A.R.TS.

2188 San Diego Avenue, Suite B
San Diego, CA 92110

Sandra Sarmiento
Writer/Curator/Arts Administrator
Mental Menudo SD

2460 F Street, Suite B

San Diego, CA 92102

Victoria Saunders
Arts Consultant

6878 Navajo Rd. #58
San Diego, CA 92119

Libby Schiff

Deputy Director of Institutional Dev.
San Diego Natural History Museum
PO Box 121390

San Diego, CA 92112

Lynn Schuette

Deputy Director
Children’s Museum

6539 Mulberry Street

San Diego, CA 92114-1506

Todd Schultz

Director of Develop.
The Old Globe Theatres
1363 0ld Globe Way
San Diego, CA 92101

Marion Scire
Executive Director
Classics for Kids

P. 0. Box 181389
Coronado, CA 92178

Gabe Selak

Develop. Coordinator

Coronado Historical Association
1100 Orange Avenue

Coronado, CA 92118

Megan Shockro
Development Officer
SD Museum of Art
PO Box 122107

San Diego, CA 92112

Rob Sidner

Assistant Director

Mingei International Museum
1439 El Prado

SanDiego, CA 92101

Stanley Siegel

Chairman

NAA Park & Library Project
3979 Caminito Davila

San Diego, CA 92122

Tracy Silberman

Executive Director

Gaslamp Quarter Historical Found.
410 Island Avenue

San Diego, CA 92101

Abel Silvas

Artist

2144 Balboa Avenue #5
San Diego, CA 92109

Melissa Smedley
Member

Public Address

3151 Palm Street
San Diego, CA 92104

Dalouge Smith
Executive Director

SD Youth Symphony
1650 El Prado, Suite 207
San Diego, CA 92101

Louis Spisto

Executive Director

The Old Globe Theatres
P.0. Box 122171

San Diego, CA 92112-2171

Dana Springs

Public Art Program Administrator
Commission for Arts and Culture
1010 Second Avenue #555

San Diego, CA 92101-4998

Leah Stapleton

President

Stapleton Financial

4660 La Jolla Village Drive, Suite #500
San Diego, CA 92122

Richard Stravinsky
Sledgehammer Theatre
11487 Belshire Lane
San Diego, CA 92126

Iris Strauss

Commissioner

Commission for Arts and Culture
PO Box 1561

Rancho'Santa Fe, CA 92067

Craddock Stropes

Director, External Affairs

La Jolla Music Society

7946 lvanhoe Avenue, Suite 309
La Jolla, CA 92037

Seema Sueko

Artistic Director

Mo’olelo Performing Arts Company
PO Box 710564

San Diego, CA 92171-0564

Mary Sullivan

San Diego Civic Youth Ballet
2125 Park Boulevard

San Diego, CA 92101

Michael Summers

Director of Facilities Operations
SD Symphony Orchestra Assn.
1245 Seventh Avenue

San Diego, CA 92101

Kanika Suon

President

Cambodian Dancers of San Diego
PO Box 151230

San Diego, CA 92175-1230

Anna Tatar

Director

City of San Diego Library Depart.
707 Broadway

San Diego, CA 92101

Amy Thomas
Marketing Manager
ArtPower! UCSD

9500 Gilman Drive

La Jolla, CA 92093-0078

Mario Torero
Artist — Chicano Park
4212 Florida Street
San Diego, CA 92104

Louise Torio

Chair

Sherman Heights Neighborhood
Cultural Council

657.20th Street

San Diego; CA 92102

Rosemary Tyrrell
Executive Director
Icarus'Puppet Company
4445 35th Street

San Diego, CA 92116

Jim Vann

President/Board of Directors
Gaslamp Quarter Historical Found.
410 Island Avenue

San Diego, CA 92101

Sue Varga

Interactive Marketing Coordinator
SD Convention & Visitors Bureau
2215 India Street

San Diego, CA 92101

Paul Vauchelet

Board Member

Synergy/Museum Artists Foundation
4450 Alabama Street

San Diego, CA 92116

Dan Vecchitto

Deputy Executive Director
Rueben H. Fleet Science Ctr
P.0. Box 33303

San Diego, CA 92103



Javier Velasco
Director

San Diego Ballet
5304 B Metro Street
San Diego, CA 92110

Emily Vermillion

Director

Athenaeum Music & Art Library
1008 Wall Street

La Jolla, CA 92037

Kay Wagner
Executive Director
Children’s Museum
211 Maple Street
San Diego, CA 92103

Mary Walshok
ucsb

9500 Gilman Drive
La Jolla, CA 92093

Elizabeth Washburn
Artist

3123 Collier Avenue
San Diego, CA 92116

Jack Webb

Director

Border Voices Poetry Project
7618 Stevenson Way

San Diego, CA 92120

Patricia Weil

Board Member

The Old Globe Theatres
13262 Caminito Mar Villa
Del Mar, CA 92014

Daniel Weinberg

Director, Major Gifts/Phil. Planning
City of San Diego - Special Projects
1010 Second Avenue, Fifth Floor
San Diego, CA 92101

Stephanie Wheeler

Graphic Designer

AlGA.

1775 Hancock Street, Suite 180
San Diego, CA 92122

Sheryl White

Board Member

The Old Globe Theatres
473 Ocean Avenue

Del Mar, CA 92014

Ben Wiehe

Assistant Director Development
Rueben H. Fleet Science.Center
PO Box 33303

San Diego, CA 92163

Terry Williams

Executive Director
Malashock Dance

3103 Falcon Street, Suite J
San Diego, CA 92103

Megan Wolf

Director, Members Services
SD Performing Arts League
110 West C Street, Suite 1414
San Diego, CA 92101

Janet Wood

Manager - Small Bus./Neigh. Rev.
City of San Diego

600 B Street, Suite 400

San Diego, CA 92101

Karen Wood
Managing Director
SD Repertory Theatre
79 Horton Plaza

San Diego, CA 92116

Theresa Wulf

Community Relations Director
SD Junior Theatre

1650 El Prado, Suite 208

San Diego, CA 92101

Richard Ybarra
Designer/Instructor

The Art Institute of California - SD
5861'Vale Way

Job York

Special Events Coordinator
NTC Foundation

PO Box 6550

San Diego, CA 92166-0550

Maria Younker

Director Customer Services/Relations

Regional Airport Authority
PO Box 82776
San Diego, CA 92138-2776

Dana Zimbric

Artistic Director & Conductor
Classics for Kids

PO Box 181389

San Diego, CA 92166-0550

Alan Ziter

President/CEQ

NTC Foundation

PO Box 6550

San Diego, CA 92166-0550



\
1

'!.f'Jh

- p"l -
o 0 ’I-ll
esign 1
DT L




CITY OF SAN DIEGO.
COMAMISSION FOR
ARTS AND CULTURE

é{??

VIBRANT CULTURE
VIBRANT CITY

National Arts
and Humanities
Month

City of San Diego Commission for Arts and Culture
1010 Second Avenug, Suite 555, MS 652

San Diego, CA 92101-4998
Telephone: (619) 533-3050

NATIONAL
ENDOWMENT
Arts Council FOR THE ARTS

ol

AMERICANS
ke ARTS

THE CITY OF SAN DIEGO




