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Purpose

A strate%ic document that priorities the creative sector
& identifies a unified cross-sector vision and strategic

lan for arts and culture development in Minneapolis
or the next 10 years

A community wide plan that acknowledges the roles
played by different stakeholders in the creative sector

The plan was developed to inform the City’s planning
and relationship with the arts, artists, arts organizations
and the greater community over the next 20 years



Stakeholders & Audiences

THE COMMUNITY

®0 -

Arts sudiencs o an
important part of tha
creatine community
and economy. Thoy an

supporters, donors, Fans,
woluntears, consumars

ard usars of tha imagas,
oz, wikions, FrDI:LII:I! and
awants croated by artsts

are creative practiticnars.

Arte and creative
soners are the
highly skilled practitionars
wiho work aomex the
spectrum of art and design
dizciplines and industries.
Thery challonge: cur idaas
and morms and stimulats

owr errsirormmaents and les.

Without their activity of
art making, there would ba

mo creative eoosy sbam.

Monprefits with missions
to support ard produce
art ara important in the
artists, they produca
artwork, create platformns
for artists and creatira
practitionsrs, dm-'nrl-up
audiencas for spaciiic
dizciplines and drive tha
arts economy. Cithar
nerprofits that do not
primarily produce art but
inchuda art in thair work
understand, adwocata for
and support the walue of
arts-based approachas

to their programs and

SRrFiCEs.

SYSTEM PARTHERS

For-profits that ara part
of tha croative sector add
walsa ko funcional products
aor sorvicos through thair
craaticity. Craatiity s
oost differences inthe
marketplace. This added
waiksa o functional products
mwhat makes the creative
irdustrics koy playars in
creativa
For-profts that dnntdu
weork in the croating secior
wndarstand tha vakue of
attracting creative worlkers
ard incroasing the wabiity
of our city. Thansfors,

thery support artists and
arts organizations through
corporata philanthropy,
purchasing art ard
encouraging employass
ito wolurtser on boards
ard committeas. They ana
ako the primary diers of
peopk working in croative
industries.

orgeniEations creato

the support structura for
artets, arts organizations
and croatiea industrias to
flourish. These coganizations
include tha govnrnmant,
privata and commusnity
foundatiors, educational
institutiors and braries.
They croate the framawork
for tha creative eclogy

to thrive, providing artists,
nonprofits and for-profits
with tha structures to
produce theirwark. Thesa
frameworks includs arts-
friendly policies, bws,
zoning, education, ressarch,
jgrants and programming.

PHOTO CREDIT:
BRUACE SILOOX




Committees

The Creative City Road Map was developed through an 18 month planning
process guided by the insights, observations and questions of our Steering
Committee & workgroup members

Committee Framework

Steering Committee
Role: high level
Function: advise, overses
perspective: system stakeholder

Creative City
Road Map Lenses 4.-\
Data
Social and ecomanic lenses
Public interest w“rﬁgroups

Arts ecology
Ratial equity lens
City goals

Role: all level (grassroots to high)
Function: advise Lo identify details
Perspective; stakeholder

|

s51es, build comm
nity, and facilitale community decision making?

Internasonat a

The plan [apic areas were igentified by the Steening Commiitee and will be further refined aliring ifie plan pracess By ihe workgroups and

infprmation collected from the communiy Irough communily engagement and leeaback



Core planning team




Gathering Information & Engaging
Community Members

SURYEY RESPONSES
BY ZIP CODE

The numbers in tha circles indicats the mumbar
of survay resparsas fram that 7P cada.



Gathering Information & Engaging
Community Members

SURVEY RESPONDENTS BY AGE

. City-Dielw ered Online Swrveys (H=1,1T73)

Fipure 1z FMearly 40% of tha artst-delvered sursays were hiked cut by people uncdar the aga of 24 compared with only 5% of tha



SURVEY RESPONDENTS BY RACE

i

i

F pure 2
t the

B!
1

. City-Delivered Online Surveys . Artist- Delivered Surveys . All Surveys

I b e Pl ) ol - e = o ' e Pl
- e . 2 . m ] - s e n ] E=a-rE o
- [P =



Creative

Engagement
Throughout the
Planni_ng Process
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Surfacing Our ldentity: Our
Strengths & Challenges

AR NE AP TS CREATIVE

SECTOR STRENGTH S Minneopolis ran ks sixth in

Mirmeapales s Fomse o marme
kegendary musscians and labals.

Examples inchede Princa, Beb Dhelan,

the Jaybaw b=z, the Heplacemart=,
Sonul Aempdbum, Babos n Toyland,
Hieekear D, hes=a,. Brother Ali,

Rty rmeesay ors and marry meors.

Tha Mirmnescta Frimgs Festival is tha
brgest monjuried festival of s kind
in the Unsed Stabes ™

Srt-A-Whid, ™ the nation's largese
annual open studic

= locatod in tha I gl
Mirmeapolis Sres District, whia
recanthy wotod Best Surt Distrc
tha nation ™S

Im 2015, Liwability com namaed
Mirmoapole tha =

Imp=ortant music city,. cutsido of
Plashreilla

The book publishing irrdustry

in Minnoapohs boast= a
concantration of amploymeant that
= cight times tha raticral svaraga.
Mirmsapclis i a hotspot for tha
sdvartising, publshing and theatar
industrigs -

Minnespols ranks socord only to
Plaw Yok Ty im lvee thootcr paer
|::|:-'l'.=."‘"

The Mirmaaspols Park sy sfom s
rankod B1 by thea Truss for Public
Lﬂl‘ﬂ:l.:_

the lotest (2015) CVT score
inesrabein s

Weoshington, DC.
LosAngeles

S5an Francisco
Mew York City
Boston
Minneapolis”

Hepresentation
cormmesnities of

significant i locking in

Minneopolis’ creative

sector, with white workers
representing, on overage,
Q0% of the workforce in
Every Creal e ocouprlion
megswred in the Minneapolis

Creative Index Repart 2170

— M IRNHES POLIS CREATIVE
N EX REEPDRT, 2015
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Plan Vision, Goals & Objectives

Our Route to a
Creative City

FOUR VISIONS & GOALS

N




What we heard 1

VISION: AMPLIFY
THE LOCAL

'ABOUT ARTS AND CULTURE GOAL: DIVERSE
CREATIVE ASSETS
ARE DEVELOPED,

CELEBRATED AND
PROMOTED

Hiow Well Get There:

Socil Meoworking  Fersonal Print Madia Cinlina Madia » Acknowledge and support tha diversa

Cannectien creativa assats of Minneapalis.
{Word of Maouth)

: = Focus on local arts: Promote locally,
. Respondents of Color . White Respondents n.lt'b:ll'ﬂ""' and intﬂrrurjl:-na"',' the
creatiity that arses from the racial,

. . . , : , o cultural and geographic richness of
persarally - to gat infarmetion on arts and cultural offerings than traditional media, ke prirt and radio. Whits respordants aach nn-ighl:rnﬂ'md.

Figura &: Respondants of color raly mors heavily on persoral connactions— from wand- o mouth to knowing artists

ara more likely to use print and enling meedia than persoral conrsctions to kearn about arts and cultural offerings

Sowrce: Cretive 'f-.%:( Road J'l'ﬂln sV




Goal #1: priority objective, City role

* City Role:

Priority Objective

Convene partners to
create a marketing

the racial, cultural and geographic richness of platform that leverages
each neighbarhood the unique creative &
cultural assets already
present in the city.

Focus on local arts: Fromote locally, nationally
and internationally the creativity that arises from

13



What we heard

"Arts and culture and .. lfelong learning s thought to contribute to formation and
strengthening of community ties, the transformation of physical spaces in ways

that speak to the aspirations and ident ties of peaple who Ive n communties and
the development of clusters of economic activiy.

= LOCAL INITIATWES SUPPORT CORPORATION, "WUSELME, LIBRARIES AND
COMPREHEMSIVE INITI TWES: A FIRST LODK AT EMERGING EXPERIENCE"

2

VISION: ARTS
AND CULTURE
CONNECT
PEOPLE ACROSS
DIFFERENCES

GOAL: ART IS
ACTIVELY USED TO
BUILD ANMND FOSTER
ACCESS AND

CONNECTIONS

How We'l Cat There-

= Build comnections and partnarships among
artizts, crganizations and tha gossrmmant
=0 that the arts can thriea.

= ko tha artx, culture and design and work
with artists to angaga divorse communitics
mora deaply in local deciion- making.

= Dwsalop public spaces that increasa the
sanze of belonging and connection inall
Minnoapols communitios.

= Elwata tha powar of tha arts to connact
people acroes axparisnoes of race, caltura,
incoms, ags, disability and more through
dooper understanding and relatioreships.




Goal #2: priority objective, City role

ok gk City Role:
an'l)r'ﬁhjr:im "
Seek opportunities to
Build connections and |:||]'Lr,|e,f'_-',|',n||:|-5|'_r.l1|]',|g partner & leverage creative
ortsts, organizations and qovernment 5o engagement to build

relationships across
differences & increase
inclusion in public
processes & community
development.

that the arts con thrive.
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What we heard

KEY RESOURCES ARTISTS AND CREATIVE
PRACTITIONERS NEED TO PROPEL THEIR
CREATIVE CAREERS FORWARD

bbree

FJFIEI'ICI-E' A‘FFIJ-FEIEIIJ-'E' AFm'dabie NE‘L‘W{IFI:IHE 'CIII Wurkl

Resources Wark Space Housing Opportunities  Studio 5|:~a|:e
Such as Low- or Co- op

Interest Loans

I Respondents of Color Whits Respondents

Figure 7: With some notable differances, all artits, dosignars and creative practitioners desia similsr rescurces to sdvanca
theirwork. Cruativa practitioners of color aro more Bkely than their whits peers to desire finsncial resources, affordsbla fving
spaces and affordabla work spaces.

Saurce: Crentive City Food Map survey

40

3

VISION: CREATIVE
WORKERS HAVE THE
RESOURCES AND
OPPORTUNITIES THEY
NEED TO THRIVE

GOAL: LOCAL
ARTISTS AND
CREATIVE
PRACTITIONERS
THRIVE WITH
ACCESS5 TO
RESOURCES AND
OPPORTUNITIES

Hewe Well Get There:

= Ermuro that artists and crostive practitionors
hawa accows to affordabia Being and work.
spaces in Minneapals.
- ﬂmiﬁmm:ﬁppu'ﬁ:g-ﬁ:uﬂ
L i f ; i




Goal #3: priority objective, City role

Prioity Objective

Commit resources to sipporting artists and
reatife practitioners through rogrammng,
raiing mnd creative skl building.

Prioity Objecive £2

Ensure that artits have occess to offordable dving
and wirking spoces in Minneapatis

» City Role:

Ex#olore artist access to
affordable through Comp
planning process

Pilot new programming that
builds technical and business
skills for artists and creative
workers of color

Convene key stakeholders
(foundations, community orgs,
creative workers, City staff) to
discuss needed systemic
changes

17



What we heard

"Creative plocemaking animates public and private spaces,
reiuvenates structures and streetscapes, improves Jocal business
vigbility and public safety, and brings diverse peaple together

to celebrate, inspire and be inspired.™

- AHM MARKLSEN ANDANME GAIWA NECODEMUS, CREATVE PLACEMAKING

R A o

“Clture - like other forms of community buiding - strengthens
relationships amang neighborhood members o3 well as their

determination to be imvolved in community life.”

4

VISION: ARTS AND
CULTURE ARE PART
CF COMMUNITY
DEVELOPMENT

GOAL: ART AND
CREATIVITY
STRENGTHEN
ECONOMIC
AND SOCIAL
DEVELOPMENT

How We'l Gat There:

= Bettor Jlign City gowarnmant definitions,
resources, partnerships and initiatives o
fostor creative phoomaking and arts-bosed
cormenunity davelopmaent.

*  Fostar connections amang local public
haalth, H'FEIJI.',HEH oquity and ecomamic
'-'i!.al'rl"l with crastiva phl:n-rmkirﬂ.

« Engapa diverss artistic commumities and
organizations in envisioning inchsive

community developmant.




Goal #4: priority objective, City role

oty Objcive

Engage diverse atisic communites and
rganZations i Envisioning nclisve communty
development.

* City Role:

Convene, partner & align
with key stakeholders to
support comprehensive
approaches to creative place
making
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