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PRESIDENT'S COMMITTEE ON THE ARTS AND THE HUMANITIES
1100 Pennsylvarua Avenue, N.W. Suite 526
Washington, D.C. 20506
(202) 682-5409 | Fax (202) 682-5668

May 1, 1996

The First Lady of the United States
Office of the First Lady

The Wm House

Washington, DC 20500

Dear Mrs. Clinton:

I wanted to tell you how deeply the members of the President’s Committee on the Arts and the
Humanities and 1 appreciate the ceremony laFt Friday in the East Room, honoring arts and
humanities programs for at-risk youth. Your remarks were just perfect. It was clear to all that
you both understand, and feel, the power of creativity and ideas to change children’s lives. Your
beautiful statement, Richard Dreyfuss’ presence, the children’s tesimonials and Bill Strickland’s
compelling remarks all conveyed a strong message and made a moving event. There were many
moist eyes in the East Room after the Chicago Children’s Choir sang "America the Beautiful",
including my own.

The President’s Committee is so very grateful tq you for releasing our study, Coming Up Taller:
Arts and Humanities Programs for Children and Youth At Risk, and for giving such strong
recognition to our friends and colleagues, Jane Alexander, Sheldon Hackney and Diane Frankel.
The NEA, NEH and IMS have been supporting these programs at the community level and
deserve rﬂ.l our thanks.

‘ |
The members of the President’s Commutiee wer¢ extremely proud to be there and to see you put
a spotlight on the arts and the humanities for young people.

) |
I know that Judy Weitz and I were bursting with excitement and pride to see a year and a half’s
worth of work come to such a wonderful conclusion and be presented by you.

| .
I am so 'grarcful to you and to your wonderful staff for a glorious day.

With warmest

Ellen McCull
Executive
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Travel to U.S.
on a downturn

By Gene Sloan
HSAIpDaY Where visitors
NEW YORK — De-
spite a weakening doiar | WIlll cOme from
that is making the United
States a better travel bar- Projections of where travelers
gain, fewer Europeans are expected to come from this
aremkiv:gmebait. year, compared with '94:
Armi from Germa-
ny slumped 7% in ‘94, ac- Visitos_Change
cording to new figures re- | Canada  13.7 miliion -9%
leased Monday by the | Mexico 0.6 mition -16%
US. Travel and Tourism w 44 miion  +3%
Administration. About 3% 30 miion . +2%
fewer British travelers Gevmany 18mition +5%
ange.;‘l% fewer Italians. France 695,000 4:;3: .
“Safety and security | 'Brazil . . ¢
déarty were an issue,” ;S-‘Kam Z320%
says Greg Farmer of ! A%
USTTA. “It'l take time" 00—_22%_
for Europeans to get over Sasox US. Trevel and Tastam
their fear of US. crime. Ao e ey b L e et e

Overall, the number of
\nternational arrivals was 45.5
milllon, down 0.6% from the
previous year. And it'’s expect-
ed to slide another 4% this year
due to sharp declines in Cana-
dian and Mexican visitors

Biggest downer: Canadians,
who account for 1 of 3 interna-
tionat-visitors, continue to stay
away in droves because the
Canadian dollar is even weak-
erthanthe US. dollar. Uncer-

about Mexico's economy
is keeping its people from trav-

The losses from Europe are
offset somewhat by increases

from Asia. South Korean artiv-
als jumped 23% to 504,000 in
'94, placing the counfry among
the top 10 sources of foreign
visitors for the first time. Visits
from Japan rose 15%; from
Talwan, 16%.

On an encouraging note, Eu-
IopeBN Visits are expected to
increase by 3% this year, ac-
cording to the USTTA. Also, in-
ternational travelers spemt a
record $77.6 billion here in '94,
up nearly 5%.
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Fax 312.419.6787

Cultural Tourism - Discovering America Through Its Culture
. Definition of cultural tourism

Quality experiences/expressions of authentic culture/heritage

Economic Impact of Cultural Tourism

. Examples of findings from research studies that illustrate the
economic impact of cultural tourism:

California

New York/New Jersey Metropolitan Region
Monterey Jazz Festival, Monterey, California
Torpedo Factory Arts Center, Alexandria, VA
Smithsonian Institution, Washington DC

Note: Other examples will be added

. Cultural Industry and Travel Industry Economic Impact/Profiles

The Customer - The Cultural Tourist

. Profiles of the domestic and international cultural tourist
Based on research information including Travelometer & TravelScope (United
States Travel Data Center, research department of the Travel Industry Association
of America); Pleasure Travel Markets to North America and In-Flight Survey of
International Air Travelers (United States Travel & Tourism Administration);
heritage tourism study (Davidson-Peterson for the National Trust for Historic
Preservation).

. Focus on the customer

Consumers in the 90s and 2000 - Yankolovich
(independent, want to feel products developed with them in mind, skeptical, etc.)

New travelers want more activity, involvement, education, etc.

Cultural tourist better educated - stays longer and spends more dollars

PCAH Culiural Tourism Report Outline 6.14.95 Sandy Guettler & Bill Moskin ~ Page 1
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Purpose of trip - pleasure, business, convention/trade show or combination,
visiting friends & relatives.

Consumers - family travelers; individuals, couples & friends; business Chicago
associates.

Emphasize that a customer focus is crucial to cultural tourism success. Products
and services should be designed, enhanced, revised with the customer in mind. The
strategy is to target -- bring specific products and services to specific customers
rather than mass marketing or creating a mass appeal product.

Successful Cultural Tourism Development
. Partnerships and Collaboration

Emphasize the importance of collaboration in product development, marketing,
visitor service, research, financing and advocacy

Describe the effective ways to begin/continue collaboration (through discussion
and cooperation between Convention & Visitors Bureaus/Tourism Organizations
and Arts, Humanities and/or Historic Sites/Preservation organizations; participation
in comprehensive local or regional planning process with planning agencies, etc.)

. Cultural Tourism Assessments

Assessments create a way for communities/regions and organizations/institutions
to determine where they fit in cultural tourism or how to further strengthen and
build cultural tourism (both short and long term). Assessments focus on tourism
that is appropriate to the place.

Assessment Process:

1. Assess products - evaluation of cultural tourism resources/destinations
including accessibility, value, visitor service, setting/scenic value based on site
inspection tour. Product assessments determine if resources are (or could be with
further investment and enhancement) a Draw (product of the highest quality that can
be a primary purpose of trip); Stop While There (a site that can extend a traveler's
stay in an area) or For Local Consumption Only (should not be involved with
cultural tourism).

2. Assess cultural tourism implementation -- evaluation and recommendations
covering marketing/promotion, visitor services, research, financing, organizational
structure, advocacy.

PCAH Cultural Tourism Report Outline 6.14.95 Sandy Guettler & Bill Moskin  Page 2
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Cultural Tourism Products

Wide range of products - A mosaic of places, traditions, art forms, celebrations anthicago

experiences that portray America and its people.

Emphasize that although a number of products already exist some need to be
enhanced to increase their economic/cultural tourism potential. Other products
need to be identified and developed.

Graphic representation/chart of the cultural tourism product (thematic and
geographic) and to illustrate the breadth of cultural tourism possibilities:

Thematic Products
Presentation xhibition of
Visual arts

Painting/Drawing
Sculpture

Murals
Photography
Film/Video
Design

Crafts

Performing Arts

Theater
Dance
Music

Literary Arts

Festivals
Homes & hometowns of literary figures
Literary communities

Presentation & exhibition of the arts can be experienced in museums, galleries and
artists studios, theaters and other perforrance spaces, historic and heritage sites,
fairs and festivals.

Traditional Lifestyles

Traditional Arts
Folkways
Storytelling
Cuisine

Traditional lifestyles can be experienced in Native American Reservations,

ethnically specific neighborhoods, communal societies, commercial fishing
villages, farms, ranches, heritage and historic sites, archeological sites and
festivals.

PCAH Cultural Tourism Report Qutline 6.14.95 Sandy Guettler & Bill Moskin ~ Page 3
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Sites listed on the National Register of Historic Places Chicago
Sites designated as state or local landmarks

Sites associated with a significant individual or group

Sites associated with a significant historic event

Sites associated with important architecture

Significant archeological sites

Historic places and heritage sites can be experienced at Presidential libraries, living
history museums and villages, historic house museums, forts, barns, sites that
interpret the unique history associated with regions, communities or
neighborhoods, state and national parks.

Source: Touring Historic Places, National Trust for Historic Preservation,
Heritage Tourism Program & National Tour Association

hi n hi

Residential, commercial, civic and industrial buildings
Parks & gardens
Public spaces and plazas

Architecture and Landscape Architecture can be experienced through guided and
self guided tours of significant neighborhoods, districts, buildings, gardens and
parks; performances, exhibitions and events located in venues noted for their
architecture and/or landscape architecture; and special events like historic

home tours, commercial and residential modemn architecture tours.

The recent past (within 50 years)

Sites associated with industrialization/commerce

Places and routes associated with travel & transportation
Civil rights sites

Cold War sites

Sites associated with modern technology

Space Program sites

Sites associated with political events

Sites associated with television, recording & film

Sites reflective of the recent past can be found in communities and regions
throughout the country and experienced through tours of individual sites and
neighborhoods, heritage sites and parks, museums, television, recording & film
studios, travels along heritage corridors and themed routes.

Geographic Products
inear Pr

National Heritage Corridors
Corridors/Trails

Scenic Byways
Waterfronts & Waterways

PCAH Cultural Tourism Report Outline 6.14.95 Sandy Guettler & Bill Moskin  Pagc 4
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Examples will be sited.

Regions

Multi-community or multi-county within a state
Multi-community or multi-county in two or more states

Multi-state regions
National and state parks

Chicago

Examples will be sited.

. L,

Urban

Suburban

Rural

Resort

Examples will be sited.
ighborh

Downtowns

Ethnic neighborhoods

Historic districts

Cultural Districts

Examples will be sited.

. Cultural Tourism Marketing & Promotion
Cultural tourism marketing opportunities (consumer and trade audiences).
Activities such as cooperative advertising, public relations/ media tours & individual
assistance, packaging, travel industry sales/trade shows, familiarization tours,
special events, direct marketing, technology, etc.
Advantages of cultural tourism marketing partnerships.
Examples of cultural tourism marketing programs:
"Amana for Kids" Amana, Iowa
Monet Exhibition Packages - San Francisco Cultural Tourism Program
Tennessee Overhill Region, Etowah, TN
Maryland Tourism Development Board/Baltimore Symphony Concert
Illinois & Michigan Canal Heritage Corridor

San Antonio - Cultural Activities Updates (for concierges)

Note: Additional examples will be added.

PCAH Cultural Tourism Report Outline 6.14.95 Sandy Gucttler & Bill Moskin  Page 5
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Developing realistic marketing plans (with list of key elements).
Developing marketing and promotion strategies/plans. Emphasize creating Chicago
realistic plans -- achieving short and long term success.
. Cultural Tourism Visitor Services
Serving visitors in advance and during a trip.

What international and domestic travelers need to make it easy to "Discover
America."

~ Visitor service opportunities - visitor information centers, on line services,
hospitality training, cultural tourism information for concierges/front desk and
other hospitality personnel, etc.
Examples:

Day of performance ticket booths (include locations)

Showcasing & marketing crafts at Welcome Centers (North Carolina
and South Carolina)

Access Philadelphia (signage and cross marketing of sites)

Note: Other examples will be added

. Cultural Tourism Research
Cultural tourism research is in its infancy (limited examples of cultural tourism
research are availablre). Additional cultural tourism research is essential. Need
research to understand economic impact, identify customers, monitor customer
satisfaction, build support and increase investment.

Describe ways to tie into existing research and/or to do meaningful cultural tourism
research.

Examples - cross refer to Economic Impact and Customer sections.

. Cultural Tourism Financing
Need for collaborative financing.
Financing sources:
Taxes and fees
Government grants/matching fund programs

Eamed and contributed revenue

Examples will be provided.
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. Cultural Tourism Advocacy
Chicago
Areas/issues for advocacy collaborations.
Examples:
Denver "Arts to Zoo" Campaign to secure designated funding

Note: Other examples will be added.

Cultural Tourism Resources

. Listing of key organizations

Recommendations

Note: Recommendations organized by White House Conference on Tourism topic areas
Research

Technology

Infrastructure Development

Product Development

Promotion

Facilitation/Reduction of Barriers

Education/Training

Environmental Concerns

Traveler Safety & Security

PCAH Cultural Tourism Report Outline 6.14.95 Sandy Guettler & Bill Moskin ~ Page 7
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When Richard Moe became the seventh president of the National Trust for Historic
Preservation, he brought to the position a lifelong interest in history and a career-long commitment
to public service.

A native of Duluth, Minn., Moe graduated from Williams College, Williamstown, Mass., in
1959. Soon thereafter he launched the public-service career that led to administrative positions in
city and state government and the chairmanship of the Minnesota Democratic-Farmer-Labor Party.
During this period he also received a law degree from the University of Minnesota Law School.

In 1972 he moved to Washington to be administrative assistant to Senator Walter F. Mondale.
Five years later he was named chief of staff to Vice President Mondale and became a member of the
Carter White House senior staff. He practiced law in the Washington office of the Davis Polk &
Wardwell law firm from 1981 until he assumed the presidency of the National Trust in January of
1993.

A member of the Committee for the Preservation of the White House and the board of the
Civil War Trust, Moe is also the author of The Last Full Measure: The Life and Death of the First
Minnesota Volunteers.

Chartered by Congress in 1949, the National Trust is the largest nonprofit preservation
organization in the United States. It has approximately 270,000 members nationwide, operates seven
regional offices and owns eighteen historic house museums. As president, Moe is responsible for
leading the organization in its mission to create more livable communities for all Americans while
preserving the nation’s cultural heritage. Under his direction, the National Trust has become an
outspoken and effective advocate of controlling sprawl, has launched efforts to demonstrate and
document the effectiveness of preservation as a tool for community revitalization, and has reaffirmed
its commitment to strengthening the organized preservation movement.

May 1995
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What Is It?

The National Trust for Historic Preservation, chartered by Congress in 1949, is a nonprofit
organization with more than 250,000 members. As the leader of the national preservation
movement, it is committed to saving America’s diverse historic environments and to
preserving and revitalizing the livability of communities nationwide. It has seven regional
offices, owns 18 historic house museums and works with thousands of local community
groups in all SO states.

What Does It Do?

] Provides technical advice and financial assistance to nonprofit organizations and
public agencies engaged in preservation;

Sponsors educational programs, technical workshops and an annual preservation
conference;

Advocates for protection of the country’s heritage in the courts and with legislative -
and regulatory agencies;

Sponsors programs to demonstrate how preservation can stimulate community
revitalization and economic development;

Owns and operates historic house museums;

Publishes a magazine, Historic Preservation; a legal monthly, Preservarion Law
Reporter, a quarterly journal for professionals, Historic Preservation Forwn, a
monthly newsletter, Main Street News; and books and brochures on a variety of
preservation topics.

e oo o o

What Does It Offer To National Trust Members?

National Trust members receive Historic Preservation, a members-only discount on books
from Preservation Press, free admission to most National Trust properties, and special
services, including materials for old house owners, educational tours of historic places at
home and abroad, and annual awards for the best in home restoration.

Where Do Operating Funds Come From?

Most of the National Trust's budget comes from private sources including membership dues,
corporation and foundation grants, endowment income and merchandise sales. About 22% is
a matching grant from Congress through the U.S. Deparument of the Interior.

Does the National Trust Decide Which Buildings Are Historic?
No. Designating a building or neighborhood "historic” is a function of federal, state and
local governments.

-more-

The mission or the National Trust ror Historic Preservation is to roster an appreciation or the
diverse character and meaning or our Americcn cuitural heritage und to preserve and revitci:ac
the livabiiity or our communities by {eading the nation in saving America’s historic environmen:s



Where Are the National Trust’s 18 Historic House Museums?
The National Trust owns and administers nine of its historic house museums:

Chesterwood, Stockbridge, MA
Decatur House, Washington, DC
Drayton Hall, Charleston, SC
Lyndhurst, Tarrytown, NY
Montpelier, Orange, VA

Pope-Leighey House, Mt. Vernon, VA
Shadows-on-the-Teche, New Iberia, LA
Woodrow Wilson House, Washington, DC
Woodlawn Plantation, Mt. Vemon, VA

Nine historic house museums owned by the National Trust are administered by cooperating

local nonprofit organizations:

Belle Grove, Middletown, VA
Brucemore, Cedar Rapids, IA
Casa Amesti, Monterey, CA
Cliveden, Philadelphia, PA
Cooper-Molera, Monterey, CA

Filoli, Woodside, CA

Oatlands, Leesburg, VA

Frank Lloyd Wright Home & Studio,
Oak Park, IL

Kykuit, Tarrytown, NY

The National Trust also owns the Aiken House in Charleston, SC, site of the Southern
Regional Office; and 1785 Massachusetts Avenue, N.W., site of its headquarters in
Washington, D.C. It protects more than 70 additional buildings with preservation easements.

How Can I Get Assistance or Information About Historic Preservation?
Write or call the National Trust office nearest you.

Mid-Atlantic (215) 568-8162

1 Penn Center at Suburban Station
Suite 1520, 1617 JFK Blvd.
Philadelphia, PA 19103-1815
(DE,DC,MD,NJ,PA,VA , WV Puerto
Rico,Virgin Islands)

Midwest (312) 939-5547

53 W. Jackson Blvd., Suite 1135
Chicago, IL 60604
(IL,IN,IA,MI,MN,MO,OH,WI)

Mountain/Plains (303) 623-1504
910 Sixteenth St., Suite 1100
Denver, CO 80202
(CO,KS,MT,NE,ND,OK,SD,WY)

Texas/New Mexico (817) 332-4398
500 Main St., Suite 606

Fort Worth, TX 76102

(TX,NM)

Northeast (617) 523-0885
Seven Faneuil Hall Marketplace
Sth Floor

Boston, MA 02109
(CT,ME,MA ,NH,NY,RI,VT)

Southern (803) 722-8552

456 King Street

Charleston, SC 29403
(AL,AR,FL,GA,KY , LA ,MS,NC,SC,TN)

Western (415) 956-0610
One Sutter St., Suite 707
San Francisco, CA 94104
(AK,AZ,CA HI,ID,NV,OR,UT,WA ,Guam,
Micronesia)

National Trust Washington Office
(202) 6734000

1785 Massachusetts Ave., NW
Washington, DC 20036

Jaouary 1995
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Cultural Tourism in the United States

A Position Paper for the
White House Conference on Travel and Tourism

Cultural tourism—travel directed toward experiencing the arts, heritage and
spedial character of a place—is an important component of the United States' travel
and tourism industry. America's rich heritage, rooted in our history, our creativity and
our diverse population, provides visitors to our communities a wide variety of cultural
opportunities, including museums, arts and crafts, historic sites, dance, music, theater,
festivals, historic buildings and neighborhoods, landscapes, and literature.

As the White House Conference on Travel and Tourism's "Travel and Tourism
Issue Papers" stated, "the natural and cultural environments of many of the nation's
tourism destinations are part of the travel and tourism industry's major assets." Travel
industry research confirms that tourists are increasingly better educated and more
affluent, with high expectations for travel experiences that are both enjoyable and
educational. For some tourists, cultural experiences are "value added," enhancing their
enjoyment of a place and increasing the likelihood that they will return. For a growing
number of tourists, however, tired by the homogenization of places around the world,
authentic experiences of different cultures are an important factor in their travel deci-
sions and expectations. Cultural spedalists are an important resource to the travel and
tourism industry in providing these customers with the accurate, insightful interpreta-
tion of local cultures they seek.

Cultural tourism makes a significant contribution to economic and community
development. Itinvolves and benefits local residents, cultural institutions, and the
travel and tourism industry. It is also a means of preserving our nation's cultural
heritage. Communities throughout the U.S. have developed successful programs
linking the arts, history and tourism. Cultural organizations such as museums, sym-
phony orchestras, festivals and historic preservation groups have formed partnerships
with tour operators, state travel offices, convention and visitor bureaus, hotels, and air
carriers to create initiatives that can serve as models for similar efforts across the U.S.

The 1995 White House Conference on Travel and Tourism offers an extraor-
dinary opportunity to expand the creative dialogue between the travel and tourism
industry and America's cultural institutions, broadly represented by the arts, historic
preservation and humanities communities. The Federal cultural agencies—the National
Endowment for the Arts (NEA), the National Endowment for the Humanities (NEH),
the Institute for Museum Services (IMS), and the President's Committee on the Arts
and the Humanities (PFCAH)--with the assistance of partners from these communities—
propose the following recommendations for consideration by the White House Con-
ference Committees as they address the key issues confronting the travel and tourism
industry today.



PRODUCT DEVELOPMENT: Our Cultural Capital

Product development encompasses the preservation, enhancement and pro-
motion of our nation's natural, historic and cultural resources. Cultural specialists
can help the travel and tourism industry develop new tour packages, regional circuits,
and thematic packages of attractions. However, we must first assure that the natural,
historic and cultural resources that are the basis of such products are identified, pre-
served and enhanced.

Every place in America--rural area, small town, Native American tribe, big
city--can develop cultural tourism. Each must discover and value its own heritage
and decide for itself what kind of tourism and how many tourists it wants to have,
and what it wants to share with visitors. Each must tell its own story to its visitors
through maps, tours, displays, publications, songs, paintings, dances. Each commu-
nity seeking to develop its tourism potential can build on its foundation of cultural
resources and the existing network of volunteers who contribute services to their
local cultural institutions.

+ Authenticity and quality: Historic and cultural attractions preserve our national

heritage. The interpretive materials they present must be of high quality, providing
accurate information in engaging and memorable ways. Cultural organizations
must learn more about how the travel and tourism industry works and recognize
that they are an important part of it. Travel and tourism industry professionals
should recognize visitors' desires to experience the "real America,” which can best
be done through its historic sites and monuments, its folk and traditional artists, its
architecture, landscape, museums and other cultural institutions and, above all else,
its people.

¢ Tourism Planning: Comprehensive planning for cultural tourism development is
crucial to assuring positive visitor experiences with minimal adverse impacts on
local residents and resources. Tourism planning must be locally driven and focused
on the connections between natural, historic and cultural resources and the life of
the community itself. Expertise provided by local cultural organizations and cul-
tural specialists can help the tourist industry satisfy visitor interest in "real places"
by providing accurate interpretation of a destination's history and assuring the con-
tinued vitality of community life for residents and visitors alike.

The tourism planning process should recognize and encourage the growth of small
businesses, both for-profit and not-for-profit. Services such as local guided tours,
arts and crafts cooperatives, galleries, bed and breakfasts, museum shops, and
ethnic restaurants are all important small business components that reflect and
support the local culture.



o Public/Private Partnerships: Cultural organizations; Federal, state, local, and tribal

artsand humanities agencies; other Federal, state, local and tribal government
agendies; and the travel and tourism industry should establish public/private part-
nerships to identify opportunities for cultural tourism development. These partner-
ships can implement cooperative programs and projects and ensure the preservation
of unique resources. Such collaboration can leverage the potential of existing insti-
tutions, expand the economic impact of cultural tourism, and ameliorate or even
avoid adverse effects of unplanned tourism activities.

PROMOTION: Revealing Our Character

Historic and cultural attractions make each destination unique. Promotional campaigns
must follow a thoughtful product development process to ensure that quality services,
attractions or experiences are in place before a destination is promoted.

¢ "Cultural Capital"; A national "Cultural Capital" program should be established
to designate an American community—city, town or region--each year as the
national Cultural Capital. Special exhibitions, events, and festivals, as well as
domestic and international promotional campaigns, are among the possibilities
for these communities.

« Cultural tourism. group tours and conventions: Cultural institutions are a primary

resource for group tour operators seeking to develop new regional and thematic
packages. Cultural institutions also represent a resource for destination marketing
organizations seeking to promote shoulder season and off-season travel and for
meeting and convention planners looking for locations for special functions.

+ Regional characte Promotional campaigns for U.S. regions should feature the
natural, historic and cultural resources that define and sustain their distinctive
character. Regional cultural organizations are uniquely positioned to help develop
such campaigns and involve local residents in articulating their heritage and image.

o Thematic tours: Cultural organizations can assist the tourism industry in
developing thematic tours that highlight aspects of the U.S. attractive to both
domestic and international travelers; e.g., Civil War sites, ethnic settlements,
industrial heritage sites.

-



RESEARCH: A Lens on the Landscape

+ Data Collection and Dissemination

Domestic tourism: Communities, their cultural institutions, and the tourism
industry need public information on a national basis that identifies domestic
travelers' interest in cultural activities and tracks their actual visitation to
cultural sites and institutions. The tourism industry and relevant Federal
agencies should better publicize existing travel and tourism data and make

it easier to obtain, preferably via the information superhighway.

International visitors: The U.S. Travel and Tourism Administration research
on international visitors (especially the inflight surveys and the Pleasure Travel
Market series) provides important information. There should, however, be

free public access to additional detailed information about international traveler
interest in national parks; heritage sites and areas; historic buildings, neighbor-
hoods and districts; and the arts. There s also a need for reliable information
on travelers' interest in rural and multicultural tourism experiences, including
the appeal of regional and thematic tours.

Cultural institutions: Individual cultural institutions and their national service
organizations should collect meaningful data about their visitors (projected
visitation, actual visitation, and economic and cultural impacts) and make it
available to the travel industry. Cultural institutions involved in regional or
thematic promotion should improve the quality of their regional data.

Cultural institutions should share the results of their research with their local
convention and visitors bureaus (CVBs). The CVBs and other destination
marketing organizations should use their surveys to obtain information that
will assist their local cultural institutions in promoting themselves as tourist
attractions.

+ Economic impact studijes: The travel industry's studies of the economic impact

of tourism should include interest in culture as an identifiable factor and the in-
dustry, working in partnership with cultural organizations and agencdies, should
develop a survey model that can be readily and economically applied at the
local level.



TECHNOLOGY: Connecting with Culture

+ Electronic clearinghouse of data and information on Federal tourism-related
resources: Such a clearinghouse should also include information on Federal
support for cultural activities and on Federal support for access to the infor-
mation superhighway (e.g., programs of the Commerce Department's National
Telecommunications and Information Administration).

+ Electronic clearinghouses of cultural/historical attractions: As additional tourism

information sources (such as the U.S. Travel and Tourism Information Network or
the travel-oriented components of the commercial information systems) come on
line, they should include cultural attractions. The design of interfaces, hyperlinks,
and other communications devices should make it easier for both individual tourists
and tour operators to organize thematic, rural, and regional trips. Access to up-to-
date scheduling information can greatly enhance the ability of tourists to tap into
exhibitions and performances. Performing arts organizations in particular should
use electronic clearinghouses to get information to tour operators as quickly as
possible and overcome the problem of coordinating event schedules with tour
operators. State and local arts and humanities agencies should work closely with
destination marketing organizations in developing timely and accurate calen-
dars of events.

+ Quality information system: Tourist information systems should be well designed
and user-friendly. In addition, technological developments such as wayfinding sys-
tems and low frequency radio stations should be used both to facilitate visitor travel
(from airport arrival to city/resort/rural area to departure) and to provide conven-
ient access to interpretation of places or events. Computerized maps should use
consistent symbols for cultural attractions.
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INFRASTRUCTURE: Access to Excellence

Cultural resources are part of the travel and tourism industry’s infrastructure.
Assuring their physical preservation is crudal to the continued vitality of the travel
and tourism industry. This requires careful delineation and coordination of the roles
and responsibilities of the various levels of government as well as the private sector.

o The visitor experience: The travel and tourism industry and cultural organizations
must work together to ensure that the visitor experiences available in the U.S. are
memorable, visually attractive, and rewarding. Quality design of environmentally
sensitive signage, entryways, streetscapes and public facilities combined with good
interpretation can illuminate the landscape for the visitor, provide coherence to the
visitor's experience, and ensure that the tourism infrastructure is itself a part of a
high-quality tourism experience. Travelers want to learn from their experiences and
cultural organizations fulfill that need by providing interesting, accurate, interpreta-
tion of destinations—rural areas, small towns, Native American reservations, historic
sites, cities, or regions--for visitors.

+ Cultural impact of infrastructure design standards: The cultural impact of infra-

structure improvements must be considered in the planning and development of
infrastructure design standards. For example:

— In rural areas, the landscape/natural environment contributes to the traditions
and cultural values of the people who settled there. Transportation facilities in
rural areas should be designed in a way that does not threaten the very attri-
butes that make rural areas attractive places to live in or visit.

— Where possible, infrastructure development should use art, architecture and site
design to reflect or be compatible with local culture and landscape. Transpor-
tation plans should be sensitive to the value of historic buildings and neighbor-
hoods and to the need to preserve local communities. Transportation facilities
should include services for travelers and be integrated with surrounding
buildings that serve both tourist and resident needs.

- Tourism infrastructure planning and development must address broader cul-
tural and geographic regions, not just one specific tourist destination such as
a park or resort. Heritage area partnerships and regional tour routes such as
scenic and historic highways and themed corridors are excellent mechanisms
for such planning and development.

o Parks, historic sites and visitoss: We must make our parks and historic sites as

accessible as possible to both foreign and domestic visitors while minimizing ad-
verse impacts on these natural, historic and cultural resources. The parks, historic
preservation, and cultural communities should work with the travel and tourism
industry to assure the preservation and appropriate promotion of these resources.

+ Maps and signage: Maps and highway signage should use consistent symbols
nationwide to identify cultural attractions (e.g., brown signs for parks).



EDUCATION/TRAINING: Cultural Conversations
+ Education/training programs for tourism professionals: Education/training

programs for tourism professionals should include the significance and value
of natural, historic and cultural resources as well as an awareness of community
development techniques such as land use planning, historic preservation, and
community cultural planning.

- Tourism educators should involve cultural specialists in their training programs.
For example, museum or historic property docents interpret their sites and/or
their city or region to visitors daily and may provide valuable insights to those
involved in developing, promoting, and interpreting (for example, step-on
guides) the destination community or other nearby tourist attractions.

+ Education/training programs for cultural organization staff: Tourism industry

issues and concerns should be part of the education and training of cultural
organization staff members. In addition to tourism planning and development
issues, this should include visitor service issues. Wherever possible, cultural
organizations should work with local tourism industry officials to assure that
needed information about the destination community reaches front-line staff
such as hotel clerks, bus drivers and tour guides who meet the traveling public
every day.

— Cultural organizations should use tourism industry professionals in their
education/training programs. These professionals develop and promote
other area attractions and are informed about visitor interests, needed
visitor services and planned promotional campaigns that could involve
cultural organizations. :

o Education of travelers and citizens: Just as the tourism industry has worked to

educate travelers about their responsibilities to the natural environment (e.g.,
ASTA's responsible tourist campaign), the industry should join with cultural
organizations in celebrating the diversity and uniqueness of place, educating
travelers about the culture of their destinations, and helping residents appreci-
ate the value of their own culture and their cultural institutions.

o Education/training programs for community and rural development staff:

Cultural issues and concerns, as well as those of the tourism industry, should
be part of the education and training of community and rural development

professionals.



ENVIRONMENTAL CONCERNS: Cultural Conservation

We strongly endorse the White House Conference on Travel and Tourism's
"Travel and Tourism Issue Papers" statement that the responsibilities of the travel
and tourism industry, the states and communities and the Federal government
"include making certain that tourism development and activities are carried out
in such a way as to sustain or improve the natural, social, and cultural foundations
of a destination.”

+ Broad interpretation of "environment": Discussion of the environmental impli-

cations of tourism should include impacts not just on natural resources, but also
on historic and cultural resources such as the built environment and local ways
of life that attract visitors to a destination.

o Access with minimum impact: The travel and tourism industry should work

with local communities to find ways to ensure visitor access to natural, historic
and cultural resources in ways that will avoid damaging or destroying those
resources. New technologies (e.g., lightweight viewing platforms in fragile land-
scapes and specialized vehicles) and creative management practices (e.g., con-
servation easements, design guidelines) should be used wherever possible to
minimize impact.

o Cultural Stewardship: Poorly planned tourism development can endanger not
only a destination's environment but also the very culture of the people who live

there. Local cultural organizations should work with the travel and tourism
industry to improve visitor awareness of the need to preserve natural, historic
and cultural resources by minimizing the impacts of visitation.

FACILITATION: AccessAbility

Accessibility: Cultural organizations should ensure that their activities and facili-
ties are accessible for travelers with disabilities. As the United States is among the
most accessible nations for persons with disabilities, the travel and tourism indus-
try should recognize that the 49 million persons with disabilities in the U.S. repre-
sent a major market. The U.S. should promote itself as a destination that strives

to be accessible for persons with disabilities. American advances in the "universal
design" of products, programs, graphics, buildings and public spaces can enhance
this competitive edge, if tapped by all sectors of the travel and tourism industry.

o International visitor facilitation: Cultural organizations should seek to make their

own facilities more accessible for international visitors through appropriate signage,
language availability, and information about other tourist attractions in the area.



SAFETY AND SECURITY: Safe and Sound Design

Safety and security are, of course, primary concerns for both our citizens
and our visitors.

¢ Good design: In developing model programs and useful practices to assure
traveler safety and security, creative design may be able to improve security
without the addition of physical barriers that are ugly, intrusive or distancing
and that may have a negative impact on the visitors experiences.

THE FRAMEWORK: Partnerships in Tourism

Federal cultural agencies and the nation's cultural organizations have an
important role in the travel and tourism industry's research, planning, development
and promotion activities. The Federal cultural agencies seek to participate fully in
addressing the future structure of the Federal government's role in tourism develop-
ment and to ensure the representation of cultural tourism within it.

CONCLUSION

The natural, historic and cultural resources of the United States are major
assets to our nation's travel and tourism industry. As domestic and international
visitor interest in experiencing the "real America" grows, the survival and prospering
of cultural institutions becomes more and more important to the travel and tourism
industry.

The Federal cultural agencies are involved in cultural tourism for two reasons:
to encourage cultural institutions to provide visitors with accurate interpretation of the
communities they visit and facilitate visitor exposure to authentic cultural experiences
and to stimulate the earned revenues of cultural institutions.

The White House Conference on Travel and Tourism represents an extraordi-
nary opportunity for the travel and tourism industry and the cultural industry to fos-
ter communication. The Federal cultural agencies have prepared this position paper
on cultural tourism in the United States to further this dialogue and encourage future
collaboration and partnership.
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ORGANIZATIONAL AND REVENUE ASSESSMENTS/PLANNING

City of Irvine, Department of Parks and Community Services
Community Foundation of Santa Clara County

Arts Council of Santa Clara County

Children's Discovery Museum

Opera San Jose

San Jose Civic Light Opera

San Jose Cleveland Ballet

San Jose Museum of Art

San Jose Repertory Theatre

San Jose Symphony

TheatreWorks

Triton Museum of Art

Villa Montalvo Center for the Arts
Incline Village Chamber of Commerce

Lake Tahoe Community Trust
Incline Village General Improvement District
Museum Management Consultants, Inc.

San Franciscc Camerawork
Northemn California Golden Arches Association
Parks Foundation of Monterey County
Sacramento City Unified School District
Sacramento History Museum Association
Sacramento Regional Foundation

Crocker Art Museum

Sacramento Ballet Association

Sacramento Opera Association

Sacramento _S[%mphony Association

Sacramento Theatre Company
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Sacramento Zoological Society
Texas Commission for the Arts

COMMUNITY/AGENCY CULTURAL PLANNING

Arts Benicia
Arts Foundation of San Bernardino County
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The Wolf Organization, Inc.
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Portland Metropolitan Arts Commission
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The Wolf Organization, Inc.
Cultural Arts Council of Houston
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Amana Colonies Convention and Visitors Bureau
City of Sarasota/Sarasota County Arts Council
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California Confederation of the Arts

California Department of Aging
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Metro Nashville Arts Commission
National Trust for Historic Preservation
National Assembly of Local Arts Agencies
National Assembly of State Arts Agencies
Pinellas County Arts Council

Texas Arts Council
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Abilene Cultural Affairs Council

Alachua County Office of Tourism Development
Broward Cultural Affairs Council

California Confederation of the Arts
California Office of Tourism

Colorado Tourism Board

Denver Commission on Cultural Affairs
International City Management Association
Louisiana Tourism Promotion Association
Metro Nashville Arts Commission

National Assembly of Local Arts Agencies
National Assembly of State Arts Agencies
National Conference of State Legislatures *
Tennessee Arts Commission

Texas Arts Council

Wyoming Council on the Arts
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Sandy M. Guettler Fax 312.419.6787

Tourism Marketing and Development Specialist

Tourism Assessments, Action Plans and Technical Assistance (destnation, site,
and service evaluations; issue, policy research and program analyses;
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Cultural and Heritage Tourism Planning and Development

Tourism Marketing Plan Development and Implementation
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Visitor Service/Information Center Assessments, Training, Planning and
Development

Workshops and Facilitation of Planning Sessions

Background

Nine years consulting practice

Former Vice President-Tourism, Chicago Convention & Tourism Bureau and
Director, Illinois Office of Tourism (named State Travel Director of the year by
the National Council of State Travel Directors and the Travel Industry
Association)

Past Travel Industry Association of America board member and membership
committee member, Great Lakes Travel Directors Association chairman and
International Association of Convention & Visitors Bureaus tourism committee
member.

Board member, Illinois Arts Alliance (chairman of marketing and public
relations committee) and Landmarks Preservadon Council of Illinois

Past president of The Three Arts Club of Chicago (a community cultural center
and artsts residence listed on the National Register of Historic Places). Past
board member, Chicago Theater Foundation.

Member Chicago Chapter - American Planning Association, and Resorts and
Tourism Division, American Planning Association (co-chair of Resort and
Tourism Division, 1993 national conference planning committee)

Member Travel Industry Associatdon, National Assembly of Local Arts Agencies,
Association of Travel Marketing Executives and National Trust for Historic
Preservation

BS Degree, University of Wisconsin, Madison

Visihility The Travel Industrv Resource



Chicago
Broward County, Florida/Cultural Affairs Division

DuPage County Convention & Visitors Bureau (Illinois)
Illinois Bureau of Tourism

Missouri Arts Council

Bill Moskin

California Office of Tourism/California Arts Council

Cultural Arts Commission of Houston

St. Louis Regional Arts Commission

National Trust for Historic Preservation

Heritage Tourism Program

Tennessee (Tennessee Back Roads Region, Reelfoot Lake, The Natchez Trace, Tennessee
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Texas (Galveston and El Paso)

Wisconsin (Madison, Milwaukee and Racine - Frank Lloyd Wright Sites)
Flood Response Program
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Grafton, Dlinois

Hannibal, Missouri

Mark Twain Regional Council of Governments/Great River Road, Missouri
Amana Colonies Convention & Visitors Bureau

Sarasota, Florida/Sarasota County Arts Council

Santa Barbara, California

Services Marketing Group

Travel Industry Association
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American Hotel & Motel Association
American Society of Association Executives
American Planning Association
California Governor's Conference on Tourism
Indiana Governor's Conference on Tourism
Missouri Governor's Conference on Tourism
National Assembly of Local Arts Agencies
National Conference of State Legislators
National Trust for Historic Preservation
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Travel Industry Association of America

United States Conference of Mayors

Wisconsin Governor's Conference on Tourism

Setting the Stage: A guide to Arts and Tourism Partnerships in the Californias (co-authored
with Bill Moskin)

Forthcoming Publication: Discover America: How to Develop and Implement A Tourism
Marketing Plan (co-authored with Vic Heller for the Travel Industry Association)
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AGENDA
New Philanthropy Working Group
Tuesday, June 27th
Ann Sheffer, Acting Chair
Nancy Hanks Center
Room 507

Expanding local level support for the arts and the humanities: report on recent
discussions and update of NEA’s Community Foundations Initiative Report: Ellen
McCulloch-Lovell.

Data on trends in private giving: Ellen McCulloch-Lovell.

Proposal for awards to organizations that serve at-risk youth: David Henry
Hwang.

Training in marketing and finance for cultural administrators: Robert Menschel.

Ways to develop leadership in private sector to stimulate new giving: Members.












Comparison of 1994 Estimates to 1993 Estimates ($ in billions)

Original Revised % Change Change Adjusted
1993 1993 1994 Current § for Inflation

Sources of Contributions
Individuals $102.55 $101.16 $105.09 3.89% 0.77%
Bequests $8.54 $8.54 $8.77 270% -0.39%
Foundations $9.21 $9.53 $9.91 400% 0.87%
Corporations $5.92 $6.05 $6.11 1.00% -2.04%

$126.22 $125.27 $129.88 3.68% 0.56%

Original Revised % Change Change Adjusted

1993 1993 1994 Current § for Inflation

Uses of Contributions
Religion $57.15 $56.29 $58.87 4.58% 1.44%
Education $15.07 $15.40 $16.71 8.51% 5.25%
Health . $10.83 $10.83 $11.53 6.46%  3.26%
Human Services $12.47 $12.47 $11.71 -6.05% -8.87%
Arts, Culture, and Humanities $9.57 $9.57 $9.68 1.22% -1.82%
Public/Society Benefit $5.44 $5.44 $6.05 11.25% 791%
Evironment/Wildlife $3.19 $3.19 $3.53 1095% 1.61%
International Affairs $1.86 $1.86 $2.21 1882% 15.25%
Unclassified $10.65 $10.24 $9.59

$126.22 $125.27 $129.88 3.68% 0.56%

Note: Totals and percentage changes incorporate computer rounding.

Source: AAFRC Trust for Philanthropy
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Highlights of the Foundation Center’s
Foundation Giving, 1995 Edition

1993 GIVING AND GROWTH

The nation’s 37,571 grantmaking foundations gave out $11.1
billion in grants in 1993, up 8.9 percent or $900 million. In
real value, growth was 5.8 percent, less than in 1992, yet well
ahead of individual and direct corporate giving. Moreover,
the growth rate in 1993 was the second highest since 1988.

Giving was boosted in part by a surge in bequests and
gifts from donors to their foundations, by theimpact of more
than 1,800 recently formed foundations, and by the Annen-
berg Foundation’s conversion of one-fourth of its assets into
exceptionally large one-time gifts. Modest gains in founda-
tion asset values at year-end 1992 also raised grantmaking
levels. In 1993, asset growth continued at a moderate rate.
Foundations ended the year with assets of $189.2 billion, a
4 percent rise in real value. This was the smallest rise in
assets since 1990.

Giving increases were most pronounced among the larg-
est independent foundations and among community foun-
dations. On average, the top funders raised their giving
more than 11 percent; for community funds, the combined
increase was almost 13 percent. In contrast, corporate foun-
dation giving rose only 1 percent, less than inflation. For
corporate philanthropy, this marked a fourth year of zero
growth. Of equal concern, business foundations continued
to pay out more than they received in gifts from their com-
panies. Nevertheless, gifts inincreased by 21 percentin 1993,
reducing the shortfall to $248 million. Moreover, company
foundation assets rose for a second consecutive year, reflect-
ing higher corporate profits.

FUTURE OUTLOOK

Estimates for 1994: Based on estimates provided by nearly
1400 large and mid-size foundations, giving in 1994 is ex-
pected to rise only modestly. For independent and founda-
tions, the rate of increase is likely to reach 5 to 7 percent,
while among community funds, the increase should surpass
10 percent. For corporate donors, however, the rate will
continue to fall under 4 percent. Despite overall gains pro-
jected, a few of the very largest foundations—those suffering
asset losses in 1993— will increase their giving more mod-
estly or may reduce funding. By contrast, funders who re-
ceived large new gifts in 1993 or whose investments yielded
sizable gains are expected to realize stronger increases in
giving.

Long-term: Prospects for real growth in funding in 1995 and
beyond have been strengthened by growth in the economy
and corporate profits. After several years of uneven per-
formance, the stock market has surged on renewed confi-
dence that the economic recovery will be sustained. Still,
while economic conditions have brightened, sweeping
changes in Congress have brought new uncertainty over
future tax policy. Nevertheless, within the foundation com-
munity, positive indicators of long-term growth include a
record rise in gifts and bequests to established funds and the
sustained growth of new foundations. Overall, gifts soared
to $7.6 billion in 1993, up 26 percent. Moreover, the number
of gifts of $5 million or above also rose by one-fourth. Many
of these large gifts were made to foundations formed over
the last decade. On the down side, the formation of new

1993 FOUNDATION GRANTS BY FOUNDATION TYPE

SUMMARY STATISTICS®
1993 1992
All Foundations
No. of Foundations: 37,57 35,765
Total Grants: $ 11,113 $ 10,209
Total Assets: $189,213 $176,825
Gifts Received: $ 7,757 $ 6,180
Independent
No. of Foundations: 33,224 31,604
Total Grants: $ 8,669 $ 7,844
Total Assets: $162,074 $151,277
Gifts Received: $ 5,029 $ 3,978
Corporate
No. of Foundations: 1,956 1,897
Total Grants: $ 1,585 $ 1,565
Total Assets: $ 6,885 $ 6,598
Gifts Received: $ 1,419 $ 1,172
Community
No. of Foundations: 374 353
Total Grants: S 718 $ 638
Total Assets: $ 9,691 $ 8,726
Gifts Received: $ 857 $ 769

Source: Foundation Giving, 5th Edition {1995).
*Dollar figures in millions.

Total Grants: $11.1 billion
($ in millions) Operating
$141.0 (1.3%) Community

$718.0(6.5%)

Corporate
1,584.9 (14.3%}

Independent
$8,669.5 (78.0%)

Source: Foundation Giving, Sth Edition (1995).









Reproduced by permission of the Foundation Center

Executive Summary

Funding Trends in the 1990s:
How Have the Arts Fared?

FOUNDATIONS SPEND MORE IN THE 1990s, BUT GROWTH
RATE SLOWS; ARTS SPENDING LAGS SLIGHTLY BEHIND
ALL SPENDING

In 1992, U.S. private and community foundations
gave out $10.2 billion in grants to all fields. Overall,
giving stayed well ahead of inflation, rising 14 percent
inreal value since 1989, but this increasedid not match
the much faster growth rate of the 1980s.

Arts spending also outpaced inflation, but at a
lower rate than giving to all fields. In 1992, founda-
tions gave an estimated $1.36 billion to the arts, a gain
of nearly 12 percent in constant dollars over three
years. As in all foundation fields, arts funding grew
more slowly than in the 1980s.

GROWTH OF FOUNDATION ARTS SPENDING CONTRASTS
WITH DECLINE IN GOVERNMENT FUNDING

Although its growth rate slowed, foundation arts
funding far outpaced government spending. Between
1989 and 1992, the National Endowment for the Arts’s
budget dropped by more than 9 percent in real value,
while state arts funding plummeted by 18 percent af-
ter inflation.

SHARE OF FUNDS TO THE ARTS DROPS SLIGHTLY

From a ten-year perspective, arts giving as a share of
all giving remained fairly constant. Nevertheless,
comparing data from foundation samples for 1989
and 1992, the share of arts giving inched downwards
from 13.6 percent to 13.3 percent. The drop in the share
of number of grants was more pronounced, from 15.5
percent to 14.5 percent.

SHARE OF ARTS FUNDING SLIPS FOR ALL FUNDER TYPES

Examining patterns by funder type, arts funding as a
percentage of all funding declined more noticeably
among corporate and community foundations than
among independents. For example, among corporate
foundations (one-fourth of funders in the sample), the

From Arts Funding Revisited: An
Update on Foundation Trends in the
1990s, to be published in July 1995
by The Foundation Center, New
York, in cooperation with
Grantmakers in the Arts.

arts funding share fell from nearly 15 percent to 14
percent. Among community foundations (nearly one
in ten funders in the sample), the share dropped from
18 to 15 percent. Yet, among independent and family
foundations (roughly two out of three funders in the
sample), the 13 percent share was only slightly less
than 1989 levels.

Even though the arts claimed a slightly smaller share
of all funding among independent and community
foundations, these funder groups nevertheless gave
more money to the arts, amid increases in their overall
grants budgets. This was not the case, however, in the
corporate funders’ world. Overall, corporate founda-
tion giving was flat in the arts, as in all fields. For
several major donors, giving was reduced.

FOUR OUT OF FIVE FOUNDATIONS MADE GRANTS IN
THE ARTS: SHARE UNCHANGED

The relative stability of funding in the arts, even ac-
counting for a small decrease in 1992, may also be
interpreted through the share of funders who sup-
ported the arts. Regardless of changes in the sample,
the arts continued to maintain a high level of involve-
ment among funders. In 1992, out of 980 funders in the
sample, 802 (82 percent) supported arts and culture.
Patterns were similar throughout the 1980s.

MEDIAN ARTS GRANT CATCHES UP WITH MEDIAN IN ALL
FIELDS, BUT FALLS BEHIND INFLATION

Another way to compare arts giving with all giving is
by defining the “typical” or most representative arts
grant—the median. Between 1989 and 1992, the me-
dian size of arts grants increased from $24,000 to
$25,000, reaching a level equal to all grants. Though it
grew more rapidly than all grants, the median arts
grant failed to keep pace with inflation. In real terms,
the purchasing power of the median arts grant fell by
nearly 8 percent, compared with a nearly 12 percent
drop in the value of the median grant overall.



ii—Arts Funding Revisited

Examining Trends Specific to the
Arts Field

MORE GRANTS, BUT GROWTH IN NUMBER OF
RECIPIENTS SLOWS

In 1992, funders in the sample gave out more than
9,500 arts grants to 4,037 recipients. Between 1989 and
1992, the number of grants continued to rise rapidly
along with the sample size, but the number of arts
recipients, which had jumped by nearly half in the
1980s, increased by only a few hundred. These data
suggest that either the formation of new arts groups
slowed down or that funders were less likely to ex-
pand support to new grantees.

SHARE OF DOLLARS TO TOP 50 RECIPIENTS UNCHANGED

Not only did the recipient sample grow more slowly,
but the trend toward more equitable distribution of
funding across the sample, noted throughout the
1980s, failed to progress. In 1992, the top 50 recipients,
representing 1 percent of arts grantees, secured 31 per-
cent ($227.3 million) of the total funds awarded by
sampled foundations, a share identical to that claimed
by the top 50 recipients in 1989.

MILLION DOLLAR GIFTS NEARLY DOUBLE, ABSORBING ONE
IN THREE ARTS DOLLARS

The number of million dollar plus gifts grew ata much
faster pace than the number of all grants, adding to the
imbalance in funding between large and small recipi-
ents. In 1992, nearly one in three arts dollars were con-
tained in grants of $1 million or more, compared with
just one in five dollars in 1989. In fact, these million
dollar plus gifts—including many for capital pro-
jects—accounted for more than half of the increase in
arts funding reported by the funder sample. The num-
ber of institutions receiving these gifts nearly tripled,
but still remained small—fewer than 100 out of more
than 4,000 recipients.

MID-SIZE GRANTS HOLD ON TO SHARE OF NUMBER OF
GRANTS, BUT LOSE PROPORTION OF TOTAL ARTS GIVING

Increasingly greater shares of all giving are consumed
in large grants. For example, grants of $250,000 and
above now account for nearly 54 percent of all fund-
ing, compared with nearly 48 percent in 1989. In con-
trast, middle size grants ($25,000 to $250,000) have
dropped from 43 to 38 percent of total arts dollars,
even though they continue to account for nearly half
of all grants. Finally, small grants ($10,000 to $25,000)
inched downwards both as a share of number of
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grants (46 percent) and as a proportion of total arts
dollars (8 percent).

TOP 25 ARTS FUNDERS PROVIDE TWO-FIFTHS OF GRANT
DOLLARS; LILAWALLACE-READER’S DIGEST FUND
SPURS GROWTH

Despite sharp growth in the size of the funder sample,
the top 25 held on to their 40 percent share of arts
funding dollars. Between 1989 and 1992, spending by
the top 25 jumped from $206 million to $301 million, a
29 percent increase after inflation. Yet more than half
of the total dollar increase was provided by a single
funder, the Lila Wallace-Reader’s Digest Fund. In the
early 1990s, the Fund became the largest private arts
donor in the country. In 1992, the fund was responsi-
ble for 7.7 percent of all arts funding in the sample.

NEARLY TWO-THIRDS OF SPENDING COMES FROM FIVE
STATES; TOP STATES UNCHANGED SINCE 1989

The top five states by arts dollars awarded stayed the
same: New York, Pennsylvania, California, Texas, and
Illinois. Within the top ranked group, however, Penn-
sylvania and Texas advanced, while California and Il-
linois dropped in placement. In 1992, these five states
accounted for 65 percent of all funding, up from 63
percent in 1989. More than half of all arts funders in
the sample were located in these states.

Although the share of funds held by the top five
states increased, the share held by the top ten states
declined slightly. Also, Florida advanced into the top
ten in 1992, displacing Indiana.

HOW FOUNDATIONS ALLOCATED THEIR
ARTS GRANTS

PERFORMING ARTS LEADS IN GROWTH OF FUNDING;
MUSEUM SHARE REMAINS STEADY

Support for the performing arts—including music,
dance, theater, and performing arts centers—surged
to 38 percent of all arts funding in 1992, up from less
than 34 percent in 1989. Yet despite higher spending
levels, the share of number of performing arts grants
was unchanged at 43 percent. Thus, a jump in the
number of unusually large gifts, including several
from the Lila Wallace-Reader’s Digest Fund, appears
responsible for the higher share of funding. Of the
nine grants of $5 million or more made in 1992 by all
arts funders, six were in the performing arts.

Museums held on to the 31 percent share of funding
they had captured in 1989. Their share of number of
arts grants was also unchanged at one-fifth.



IN PERFORMING ARTS, FUNDING FOR MUSIC AND
ORCHESTRAS AND PERFORMING ARTS SCHOOLS
GROWS FASTEST

Music and orchestras captured 37 percent of perform-
ing arts funding, up from less than 33 percent in 1989.
Funding of performing arts schools also increased. By
contrast, theater and opera and musical theater gar-
nered smaller shares of performing arts support when
compared with 1989. The share of support for per-
forming arts centers and dance was almost un-
changed.

SCIENCE AND NATURAL HISTORY MUSEUMS CLAIM LARGER
SHARE OF MUSEUM SUPPORT

Although art museums are major beneficiaries of
foundation support, their share of overall museum
funding continued to decline, dropping from nearly
one-half to two-fifths of dollars. In contrast, support
for science and technology museumns and natural his-
tory museums jumped up. A few exceptionally large
grants, including one of the year’s two largest culture
grants, helped to explain this trend.

FUNDERS ALLOCATE LESS FOR MEDIA AND
COMMUNICATIONS

Between 1989 and 1992, funding for media and com-
munications plunged from nearly 12 percent of arts
funding to 8 percent. The share of media funding de-
clined for all foundation types. Yet, although the per-
centage of arts dollars for media fell sharply, the share
of number of grants stayed close to one in ten. This
suggests that while funders continued to make media
grants, the mean size of these grants declined relative
to grants in other arts and culture fields.

MORE DOLLARS FOR HISTORIC PRESERVATION AND
VISUAL ARTS

Comparing other trends by discipline, funding of
historical activities increased, as did funding for the
visual arts; support for multidisciplinary arts pro-
grams and centers held steady among independent
foundations, but weakened among corporate and
community foundations; and support for the
humanities—provided almost exclusively by inde-
pendent foundations—held steady by share of dol-
lars, but slipped by share of grants.

CONSISTENT FUNDERS RAISE SPENDING FOR ARTS
EDUCATION, FULFILLING PREDICTIONS FROM 1992
FUNDER SURVEY

The Center’s 1992 survey of arts funders predicted
strong growth in the arts education field, which
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broadly defined includes multidisciplinary and single
discipline programs and professional training. To ac-
curately monitor changes in funding since 1989, the
grants of a matched set of funders were compared.
Results of this analysis supported the funders’ predic-
tion. Among consistent funders, both the number sup-
porting arts education and the amount of total
spending increased significantly.

SUPPORT FOR ETHNIC ARTS GROWS IN 1990s

One of the more striking changes in funding patterns
between 1989 and 1992 was a jump in funding of
ethnic arts programs, including programs that foster
multidisciplinary artistic expression within specific
ethnic groups; ethnic and folk arts museums; ethnic
arts groups that embrace a single arts field; and grants
to non-ethnic organizations for programs that pro-
mote cultural awareness. Looking at broad trends, the
share of funding for ethnic arts more than doubled,
increasing from less than 4 percent in 1989 to more
than 8 percent in 1992. Actual dollars accounted for
in the sample tripled (from $18.6 million to nearly
$60 million), while the number of grants roughly dou-
bled. The jump in funding share would have been
smaller without the added dollars provided by the
Lila Wallace-Reader’s Digest Fund, which focuses its
grantmaking on broadening audiences for the arts.

FUNDERS MAKE MORE GRANTS FOR PROGRAM AND
OPERATING SUPPORT

Consistent with trends in the 1980s, the share of sup-
port for arts programming continued to rise, while the
share for capital projects continued to decline. In con-
trast, unrestricted support, which had fallen in the late
1980s, returned to 1986 levels. Specifically, operating
support climbed from 13 percent to more than 16 per-
cent of dollars, and from one in six and a half to one in
five grants.

The rise in operating funding nevertheless fell short
of expectations raised by the 1992 funder survey. Six
out of ten foundation respondents had cited unre-
stricted operating support as the most critical need of
arts groups and more than half had mentioned unre-
stricted support among the priorities “likely to receive
most of their funding” in the next year. In fact, when
asked about priorities, surveyed funders had rated
unrestricted support above program support.






























PRESIDENT'S COMMITTEE
ON THE ARTS AND THE HUMANITIES
1100 Pennsvivania Avenue. N.W.. Suite 526
Washington. DC 20506

Tel.: 202-682-5409  Fax: 202-682-5668

June 8, 1995

MEMORANDUM

TO: DAVE WARREN
FROM: ELLEN McCULLOCH-LOVELL

RE: APRIL 25th MEETING WITH ALAN JABBOUR, DIRECTOR OF THE
FOLKLIFE CENTER AT THE LIBRARY OF CONGRESS, RICHARD
KURIN, DIRECTOR OF THE FOLKLIFE PROGRAM AT THE
SMITHSONIAN INSTITUTE, SUZI JONES, PROGRAM OFFICER IN
THE MUSEUMS PROGRAM AT THE NEH AND DAN SHEEHY,
DIRECTOR OF THE FOLK & TRADITIONAL ARTS AT THE NEA

I thought it would be useful to briefly summarize our fruitful discussion and extract
the ideas that were suggested. What follows is a very quick review of the main
points.

Dave Warren introduced the themes as concerning:

mAmerica’s heritage of the future

mCulture "where it is lived,” in the community

mHow communities use traditions to solve problems, i.e: folk medicine,
knowledge of the environment

Ellen Lovell posed the question of whether PCAH has a role in conserving culture
and if so, what it might be.

Dan Sheehy said NEA’s ideas reinforce the theme of deepening community,
embodying the balance between the product-oriented perspectives and a "whole cloth
cultural approach.” PCAH definitely has a role, especially to bring the agencies
together.

Alan Jabbour said that PCAH can be broker for a collective initiative that brings the
arts and the humanities together, that could take a new approach, and help leverage
new money. Alan described the heritage areas movement and the competing bills in



Congress to link heritage with tourism and long-range regional planning. The
legislation designated the Park Service as the coordinator. The National Coalition
for Heritage Areas is working on the outside.

Suzi Jones said the PCAH can bring the arts and the humanities together, gain
attention for folklife, and help people understand the synthesis of cultures which
make what we think of as America. NEH’s approach is more scholarly; it also funds
preservation, such as dictionaries of Indian language. Suz recalled the WPA state
guides and suggested a project of guides to state heritage or culture.

Richard Kurin talked about how mass culture has eclipsed traditional culture.
Business looks at "community” as a market. He asked, do we compete as marketeers
and as an interest group? Rich described some of the Smithsonian’s entrepreneurial
activities, in light of government funding drying up an corporate philanthropists’
dislike of controversy. Some programs are Folkways Records, developing new
technology products for classrooms, a national crafts catalog, and the Voices of
California and Voices of Virginia pilots. Rich outlined five directions where he saw
potential:

1. cultural tourism;

2. marketing of products and people, to educate and entertain;

3. local planning to include folklife;

4. using folk system of knowledge (medicine, environment, social
system);

5. involvement in civic process--looking at regional and occupational
identities, not exclusively race and ethnicity.

He also pointed out that folk ways and objects are part of the economy and could help
poor communities and countries. People need loans, and organizational and
marketing expertise.

We discussed whether PCAH could use its links to other federal agencies to rejoin
folklife with some of their initiatives, such as irrigation, agriculture and NIH’s
Alternative Medicine Program.

The group also discussed a "larger conversation” about folklife and what kind of
conference or forum would be fruitful.

Other ideas were:

mA PCAH task force to identify private sector partnerships for specific
projects; -

mExplore involvement with the Cultural Olympiad’s southern culture
program, co-produced with the Smithsonian;



®#Would Clinton and Gore be willing to talk about their southern
cultural experiences in an internet conversation?

mCreate a "cultural bank" that could make loans;
sLink folk knowledge to the scientific and scholarly communities;

mEncourage folk material on the internet; provide technical assistance
to "content holders” on how to negotiate partnerships.

The main questions we were left with are:
®What is our focus?

msHow do we organize?
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PRESIDENT'S COMMITTEE
ON THE ARTS AND THE HUMANITIES
1100 Pennsylvania Avenue, N.W., Suite 526
Washington, DC 20506

Tel.: 202-682-5409  Fax: 202-682-5668

June 19, 1995

MEMORANDUM
TO: MEMBERS OF THE PRESIDENT’'S COMMITTEE
FROM: Malcolm Richardson

SUBJECT:  Update on International Working Group

Although the working group on International Cultural Relations will not be meeting this
month, Ellen and I have been pursuing a number of ideas with Dr. Brademas and other
Committee members. At the January meeting this working group requested the staff to
look into the commemoration of the 50th anniversary of the Fulbright program in 1996,
and we began discussions with USIA and the Fulbright Alumni Association about their
plans for events next Spring. The Fulbright Association has already completed its plans
for grassroots observances of this anniversary, but the Association expressed a desire to
consult with us during the planning of its 50th anniversary conference, scheduled for
mid-summer next year in Washington.

Ellen and I have also had preliminary discussions with the Pew Charitable Trust and
other funders about the need for better coordination among funding sources and a
concerted effort to identify new funding sources. Program officers at Pew and other
foundations which support international projects in the arts and humanities suggest that,
as a first step, the President’s Committee might convene an exploratory meeting with
Pew to discuss these problems.

We have also discussed the possibility of focusing our efforts on one country or region
of high interest to the White House and the State Department. In this instance, the idea
is to highlight the value of international cultural exchanges generally by launching a
new, high-profile project in a nation or region where the United States would wish to
increase contacts. (India and Mexico, for example, have been mentioned as leading
prospects where additional cultural programs are needed.) Mike Schneider, of
Undersecretary Tim Wirth's office, has been very helpful with this exploration.



International Update/2

Finally, Dr. Brademas, Ellen and I met with Jim Billington at length to discuss some
long-term projects that the Committee and the Library of Congress might work on
together. While it is too early to decide which of these interesting ideas might be best
suited for the Committee to advance, we hope to have conference calls with the
members of this working group when both Anne Cox Chambers and Tim Wirth are back
in the country later this summer. We will then shape a set of recommendations for the
October meeting of the Committee.
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Arts and Humanities Programs Reaching
At-Risk Children and Youth: Guidelines
for the Program Survey

One goal of the At-Risk Youth and Arts and Humanities Programs
Project is to identify and survey arts and humanities programs
making a difference in the lives of children and youth who are
growing up 1in detrimental family and community circumstances.

Programs included in the survey will meet the following minimum
guidelines.

1. Programs should be experienced programs. They should have been
in operation for a minimum of three years, including this year

(/93,’94,’95), and preferably longer. They should expect to be in
operation in future years.

2. The program should be for children and youth, ages 0-24, or any
subset of these ages. Young adults ages 18-24 have been included

because of the importance of the transition to the workforce to
future well-being.

3. The primary constituency for programs profiled should be
children and youth who 1live in adverse family and community
circumstances.

4. The focus should be on programs that are community-based.
Programs taking place in schools as part of the school day and
school curriculum will not be included in this database in order to
avoid duplication with other school-focused initiatives. However,
community-based programs located in schools during after-school
hours may be included as may community schools.

S. To have an impact on child and youth development programs should
be sustained over time. One-day, one-week, or programs that last
less than the summer (e.g. six-eight weeks) will not be included.

6. A priority will be given to those programs that offer more

intensive programming. Sporadic or one-shot experiences will not
be included.

7. The database will focus on programs in which children and youth
are active participants in the arts or humanities experience, not

solely consumers. Developmentally appropriate and quality
programming is important.

8. The programs should represent models with the potential to reach
other children and youth. Programs whose existence is 'the result

of circumstances so particular as to make replication unlikely will
not be included.

9. The arts and humanities programs should have as an expressed
goal, reflected in program, child and youth development promotion,
and/or the prevention of detrimental outcomes in children’s lives.
Programs of pre-professional training only will not be included.





