TO:  

Curriculum Committee

College of the Arts

FROM: 
Graduate Curriculum Committee



Department of Art Education

RE: 
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The proposed course, “Arts Participation, Cultural Literacy, and Audience Development,” is designed to introduce graduate students 1) to multidisciplinary research approaches that can be applied to all art fields (including arts education, cultural policy and arts administration),  2) to multidimensional determinants of audience reception (aesthetics, cognitive function/style, arts/cultural literacy), and, 3), to examine multiple and current audience development strategies available to cultural institutions (i.e. marketing, programming, educational outreach, cultural collaborations). Finally, the course offers students an opportunity to design and use a research model through a service learning component. 

This new course was approved as a pilot by the Department of Art Education’s graduate and undergraduate committees in the Autumn 2007; it was taught for the first time in Winter 2008. The course is positioned in the curriculum against a well-developed curricular strand in cultural and art education policy, including a well-received research course on the creative sector “supply” of the arts. This new course offers research on audience “demand” for the arts. Both of these courses provide background in the issues and research skills for policy and administration studies.
Particularly, in addition to the program’s policy courses, the Cultural Policy and Arts Administration program is building curriculum in areas focused on organizational theory, arts/cultural administration and applied management skills, both at the undergraduate and graduate levels.  Within the last two years, an undergraduate sequence of three courses has emerged; these courses introduce undergraduates to the creative sector, the arts organization, and the artistic workforce.  The graduate level strand in administration is emerging as well; courses in organizational theory/practice, leadership and board development have been taught recently; other new courses will be piloted either this summer or next year in applied management skills (marketing, managerial economics, project funding, etc.). 


Course Description

The topic of this 5-credit hour course is Arts Participation, Cultural Literacy & Audience Development. Through an examination of current empirical and theoretical research, this course constructs a conceptual framework for students to understand audience participation and the factors determining audience perception, decision making, and reception of specific art forms. Using this framework, students will gather information about local community engagement in arts and cultural activities. Issues investigated are the social factors influencing audience participation such as demographics, economics, and social norms; the personality influences such as attitudes, beliefs, values; past experiences, including specific art form exposure, art education and cultural literacy; and multiple factors of social and cultural identification. Finally, considering multiple organizational strategies and tactics, students will collaborate with local small-to-mid-size arts organizations in designing a specific organizational audience development plan. In this way, the course encourages students to develop a specific and unique organizational perspective on the arts, to recognize innovative opportunities for reaching target audiences, and to utilize practical communication and media skills for accessing larger segments of the community. In the process, students also will investigate such topics as free speech, institutional power, and public value. Course strategies include lectures/discussions, media presentations, guest speakers, field trips, and assignments in critical reading, writing and oral communication. 
Course Objectives:  This course facilitates student understanding of: 
· The role of arts and cultural institutions in cultural formation, and how they, in turn, are influenced by their social, political, and legal context;

· The socio-demographic and socio-cultural characteristics of the audiences participating in all of the cultural industries (commercial, nonprofit and community);

· The cognitive function, style and literacy in the arts impacting audience understanding of contemporary issues in the arts, various artistic forms and aesthetic genre.

· The multiple audience development strategies currently practiced in the cultural institutions, and criteria for evaluating their appropriate application to specific organizations;

· The available techniques and tools in shaping audience perception of the arts, and, ultimately, their decision making to participate in cultural activity;

· The role of entrepreneurial leadership in engaging outside support for organizational audience development; i.e. the resources and influence of creative personnel, organizational partners, policy agents, community and audience representatives; 

· The necessary critical thinking skills for researching, reading, presenting, writing, and designing organizational plans to facilitate audience and community development; 

· The techniques and tools necessary to position arts and arts organizations within the community through mass media; i.e. press releases, website designs/brochures, art reviews, feature stories, public relations speeches, organization reports, etc.

· Technology useful in arts organization strategies and media communications. 

REQUIRED READINGS ARE ON-LINE OR ON CARMEN.  

OPTIONAL READINGS: Choose One
Kotler, P. & J. Scheff. (1997). Standing Room Only: Strategies for Marketing the Performing Arts. Boston: Harvard Business School Press.

    OR

Kotler, P &N. Kotler. (1998). Museum Strategy and Marketing: Designing Missions, Building Audiences, Generating Revenue and Resources. San Francisco: Jossey-Bass. 
Student Responsibilities & Course Policies

1. Attendance: Regular and timely attendance is required.  If you can not attend class, email the instructor immediately. For every unexplained absence over two class sessions, the student’s overall course grade will drop by one-third. If you miss a class, it is your responsibility to find out the material that was covered and the outside work that was assigned. Absence from a prior class is no excuse for being unprepared for class or missing assignments. Any extended periods of absence due to medical problems will be dealt with individually at the discretion of the instructor. 

2. Class Participation: In order to meet the objectives of the course, active participation is mandatory. Quality participation includes: consistent attendance, obvious outside preparation for class, active engagement in classroom discussions and activities, preparing classroom presentations for reading assignments, working collaboratively in large and small groups, submitting individual assignments on time, and submitting online group postings. 

3. Assignments and Grading: Performance in this course will be measured using a grading scale available on Carmen.  Satisfactory completion of all assignments, that is, readings, presentations, writings, and other assessments is mandatory for getting an "A".  In the interest of fairness, assignment due dates must be the same for all students and late submissions are subject to a grade deduction at the discretion of the instructor. If your assignment is late (as determined by submission date on Carmen), please indicate the reason in the drop box “comments.” Assignments are graded against an external set of performance criteria, but students may be offered an opportunity to achieve mastery of specific learning goals by resubmitting assignments. As a result, his/her grade may improve on individual assignments.
4. Statement of Academic Misconduct:  In accordance with Faculty Rule 3335-5-487, all instances of alleged academic misconduct will be reported to the department chairperson and the Committee on Academic Misconduct (University rules on academic misconduct can be found at http://oaa.osu.edu/coam/home).  Academic misconduct is cause for failing the course and may be grounds for further sanctions.  Academic misconduct includes, but is not limited to, giving or receiving information during or about an exam and submitting plagiarized work for academic requirements. The University provides guidelines for research on the web at http://gateway.lib.ohio-state.edu/tutor.  If in doubt, about issues of plagiarism, the university provides a service to check your work at http://turnitin.com/static/home.html  (The Turnitin course ID is 1643391; the password is nam2006) If you have additional questions about plagiarism, paraphrasing, quoting, or collaboration, consult the course instructor.

5. Students with Special Needs/Disabilities: Students who need accommodations based on the impact of a disability are responsible for contacting the instructor and making their needs known in a timely manner. The instructor relies on the Office for Disability Services for assistance in verifying the need for accommodations and developing accommodation strategies. For more information, please contact the Office at 292-3307.

Assignments and Grade Distribution

UNDERGRADUATE & GRADUATE

TOTAL: 100 pts

In-Class Discussions/Postings 






10 pts

 

Reading Responses








30 pts



Audience Research Plan
  






40 pts




Demographic Overview: Columbus Ohio

Economic Profile: Creative Industries

Organizational Case Study: Community Partner 

Reception Critique: On-site Experience
Strategy Recommendations







10 pts



Group Presentation


 





10 pts

 

10%
Attendance and Participation:  As this course involves in-class discussions, media presentations, and guest speakers, regular attendance is mandatory. Timely and active participation in classroom presentations, discussions and online postings are a course requirement; these guided activities aid in understanding course concepts and in developing the final project. Participation is graded twice during the quarter; at mid-term (5%) and on the last day of classes (5%). 
30% 
Reading Responses: Students choose three (3) articles from the “advanced readings” on the syllabus relevant to issues impacting audience research or criticism on participation, reception or development strategies. Submit a two-page, double-spaced response (650 words) for each article to the Carmen drop box on assigned dates. Your response should 1) identify the underlying “issues” presented in the article, 2) discuss the “problems” or the organizational relevance as presented by the author, and 3) discuss “solutions” or management applications provided by the article. Finally, evaluate the conclusions presented in the article. Support your opinion using course content from lectures, readings, etc.    
40%   Audience Research Plan: The cumulative intent of these assessments is to aid students in integrating varied research methods and data into an audience development plan.  Overall, these assignments should suggest an effective organizational plan in meeting its mission, understanding its audience, and serving the community. The plan will include: a demographic overview of Columbus, Ohio, an economic profile of its creative industries, an organizational case study (including its purpose, its resources, its current audience development strategies and a profile of its existing core and target audience, a critique of the organization’s current arts “product,” including the augmented experience.  Each of the four (4) assignments demonstrates (in a two-page, double-spaced paper) a different audience research approach.
10% 
Strategy Recommendations: Based on the audience development research and class discussion of audience development strategies, students individually will design, develop and explain an innovative organizational tactic for engaging audiences.
 10%
Group Project Presentation The group as a “board committee” or “board consultants” will present an audience development plan to a board of trustees or their representatives for a specific small- to mid-sized Columbus arts organization. As a group, students will:
· Profile and describe the current and potential audience for the organization in the community. 
· Position the organization within the general community and the arts market. 
· Describe the organizational readiness to implement an audience development plan (its mission, its board, structure & staff, its programming decisions, its current financial status, fundraising, marketing plan, etc.) 
· Achieve consensus on appropriate audience development strategies (based on your individual projects) for this organization.
· Discuss your decision making process, the problems and solutions in integrating different aspects of your plan and the way you achieved a consensus in your decision making.  (A summary of ideas at the end can be accomplished in any number of ways, but should engage the “board” in reflection on the audience and management issues raised.)

Finally, Power Point presentations are required to aid your presentation. Presentations are assessed primarily on organization and preparation. Do not read your presentations. You should have a reasonable familiarity with your subject in order to “field’” questions. 
Topical Outline 
	DATE


	TOPICS AND ISSUES
	CLASS ACTIVITIES
	READINGS / ASSIGNMENTS 

	WEEK 1

 
	Course Introduction

What is the course subject? What topics will be covered? 

What are the objectives of the course? 

What are the course assignments and expectations? 

What materials will be used?  

How is the course organized for undergraduates, graduates?
	LECTURE/ DISCUSSION: 

Introducing the Course & Syllabus

INDIVIDUAL INTRODUCTIONS & COURSE ORGANIZATION

 
	ON THE WEB: Identify Article Sources

For example: Check Carmen “Links” or “Suggested Journals.”

INDUSTRY-RELATED NEWSLETTER:

ARTS JOURNAL: www.artsjournal.com  

CPANDA WEB RESEARCH http://www.cpanda.org/cpanda/getHTML.xq?fileName=/about/index.html
AFTA RESEARCH SOURCES: http://www.artsusa.org/information_services/research/research_sources/default.asp 

CARPE DIEM STRING QUARTET

http://www.carpediemstringquartet.com/


	WEEK 2


	What major research approaches are used to study audience participation?

What are the components in “multi-disciplinary” research?

What are the strengths & weaknesses of this approach?

What suggestions can you offer for the use of this data by organizations?
	LECTURE/ DISCUSSION

Audience Participation Research: Leisure Research and Creative Sector Models
GROUP  DISCUSSION/ READING RESPONSES  

Summarize Research Reading

Pros/Cons of Problem Definition

Application/Utility for Organizations


	BASIC RESEARCH: 
Kelly, J. & V. Freysinger. (2000). 21st Century Leisure: Current Issues. Allyn & Bacon, Boston. Chapter 1, 2

ADVANCED READING:  

Kushner, R. (2003). Understanding the Links Between Performing Artists and Audiences. The Journal of Arts Management, Law, and Society. 33, 2, pp.114-126.



	
	What are the major characteristics of theoretical (economic models) research?

What are the strengths & weaknesses of this approach?

What are assumptions of economic models?

What suggestions can you offer for the use of this data by organizations?
	LECTURE/ DISCUSSION: 

Audience Participation Research: Economic Theory

(Performing Arts)
GROUP  DISCUSSION/ READING RESPONSES  

Summarize Research Reading

Pros/Cons of Problem Definition

Application/Utility for Organizations


	BASIC RESEARCH: CHOOSE ONE
McCarthy, K. et al (2001). The Performing Arts in a New Era. Rand, Chapters 1, 2, 3, 4  
ADVANCED READING: 

Pierce, J. (2000). Programmatic Risk-Taking by American Opera Companies. Journal of Cultural Economics, 24, pp. 45-63.



	WEEK 3


	Define “supply” and “demand” in relation to audience participation?

How does audience “need” differ in the visual and performing arts?

What are the determinants of those differing “needs?”

What organizational strategies might increase audience demand for the arts?
	LECTURE/ DISCUSSION

Audience Participation Research: Economic Theory
(Visual Arts)

GROUP  DISCUSSION/ READING RESPONSES  

Summarize Research Reading

Pros/Cons of Problem Definition

Application/Utility for Organizations


	BASIC RESEARCH: 

McCarthy, K. et al. (2005). A Portrait of the Visual Arts: Meeting the Challenges of a New Era. Rand, Chapters 1, 2, 3 
ADVANCED READING: 

Alexander, V. (2000). Pictures at an Exhibition: Conflicting Pressures in Museums and the Display of Art. The Politics of Culture. pp. 178-207.



	
	What are the major characteristics of empirical research?

What are the strengths & weaknesses of this approach?

What remaining questions do these studies leave unanswered?

What suggestions can you offer for the use of this data by organizations?
	LECTURE/ DISCUSSION: 

Audience Participation: Empirical Research
GROUP  DISCUSSION/ READING RESPONSES  

Summarize Research Reading

Pros/Cons of Problem Definition

Application/Utility for Organizations


	BASIC RESEARCH: Selections
NEA. 2002 Survey of Public Participation in the Arts (2004). Chapters 1, 2, 3, 4, 5, 

ADVANCED READING: 
Balfe, J. (2003). Public Participation in the Arts and Culture. The Arts in a New Millennium. pp. 51-63.
DUE: DEMOGRAPHIC OVERVIEW: COLUMBUS OHIO



	WEEK4


	What are the characteristics of audiences participating in the arts?

What are obvious differences in the visual and the performing arts participation?

How does the research itself emphasize these differences?

What organizational traditions contribute to these participation trends?
	LECTURE/ DISCUSSION: 

Audience Participation: Empirical Research 

GROUP DISCUSSION/PROJECT: Profiling a Columbus arts organization for an organizational audience development plan. 

ARTS ORGANIZATION SPEAKER(S) 
	BASIC RESEARCH: Selections
NEA. 2002 Survey of Public Participation in the Arts (2004). Chapters 6.,7, 8, Appendix A, B  D (Survey)
ADVANCED READING: 

DiMaggio, P. (2004). “Arts participation as cultural capital in the United States, 1982-2002: Signs of decline?” Poetics 32(2004), pp. 169-194. 

DUE:  READING RESPONSE #1

Article on Audience Participation

	
	What social and cultural factors determine audience participation in arts and cultural activities?

What are the strengths & limitations of arguments for the influence of educational & income level?

What other factors impact perception & reception of the arts?

How can organizations off-set these factors in audience decision making?
	LECTURE/ DISCUSSION: 

Audience Reception: Social/Cultural  Influences 
GROUP  DISCUSSION/ READING RESPONSES  

Summarize Research Reading

Pros/Cons of Problem Definition

Application/Utility for Organizations

 
	BASIC RESEARCH: 

Belfiore, E. & O. Bennett. (2007). Determinants of Impact: Towards a Better Understanding of Encounters with the Arts. Cultural Trends, 16, 3, pp. 225-233.

ADVANCED READING: CHOOSE ONE 

Sussmann, L. (1998). Dance Audiences: Answered & Unanswered Questions,” Dance Research Journal, 30/1, pp. 54-63. [Dance]
Pitts, S. (2005). What Makes an Audience? Investigating the Roles and Experiences of Listeners at a Chamber Music Festival. Music & Letters, 86, 2, pp. 257-269. [Music]

	WEEK 5


	What personal and experiential factors determine audience participation in arts and cultural activities?

What distinguishes cognitive processes & style in the arts?

How do these factors impact perception & reception of various art forms?

How can organizations develop audience competence in these areas?
	LECTURE/ DISCUSSION: 

Audience Reception: The Cognitive Infrastructure 
GROUP  DISCUSSION/ READING RESPONSES  

Summarize Research Reading

Pros/Cons of Problem Definition

Application/Utility for Organizations
ATTEND: COMMUNITY PARTNER EVENT

	BASIC RESEARCH:
Belfiore, E. & O. Bennett. (2007). Determinants of Impact: Towards a Better Understanding of Encounters with the Arts. Cultural Trends, 16, 3, pp. 233-244.

ADVANCED READING: CHOOSE ONE

Kesner, L. (2006). “The Role Of Cognitive Competence in The Art Museum Experience,” Museum Management & Curatorship. 21/1, pp. 4-19. [Museums]

Sugiera, M. (2002). Theatricality and Cognitive Science: The Audience’s Perception and Reception. SubStance #98/99, 31, 2/3, pp.225-235.
DUE: ECONOMIC PROFILE: CREATIVE INDUSTRIES

	
	What is cultural and arts “literacy”?

What is the role of “cultural” literacy in understanding the arts?

What is the role of the community in issues of “literacy?”

What cultural institutions “educate” or contribute to audience reception of the arts?
	LECTURE/ DISCUSSION: 

Audience Reception: Arts/Cultural Literacy 
GROUP  DISCUSSION/ READING RESPONSES  

Summarize Research Reading

Pros/Cons of Problem Definition

Application/Utility for Organizations


	BASIC RESEARCH: 

Belfiore, E. & O. Bennett. (2007). Determinants of Impact: Towards a Better Understanding of Encounters with the Arts. Cultural Trends, 16, 3, pp. 244-263.

OPTIONAL: NEA. (2007) To Read, Not to Read [Summary]

ADVANCED READING: 

Smith, R., ed. (1991). Cultural Literacy & Arts Education. Urbana: University of Illinois Press. Introduction
PLUS…CHOOSE ONE:

     Levinson, On Music, p. p.17

     Gillespie, On Theatre, p. 31

     Clark, On Literature, p.49

     Richardson, On Visual Arts, p. 57.

     Sparshott, On Dance, p. 73. 

	WEEK 6


	What is the role of critical discourse on audience perception & reception?

What is the difference between “aesthetic” and/or “critical” response?

How does audience reception determine arts participation?

How can organizations increase positive reception of its work?
	LECTURE/ DISCUSSION: 

Audience Reception: Art Experience & Contextual Interactions 

GROUP  DISCUSSION/ READING RESPONSES  

Summarize Research Reading

Pros/Cons of Problem Definition

Application/Utility for Organizations


	BASIC RESEARCH: 

Brown, A. (2007). Assessing The Intrinsic Impacts Of A Live Performance. Fairfield, CT: Major University Presenters. 
ADVANCED READING: CHOOSE ONE

Carr, D. (2003) The Situation that Educates. The Promise of Cultural Institutions. pp. 69-92.

Prendergast, M. (2004). Playing Attention: Contemporary Aesthetics and Performing Arts Audience Education. Journal of Aesthetic Education, 38, 3, pp.36-51

Tota, A. (1998). Context As Resource For Constructing Artistic Value: Cases Of Non-Recognition. Social Science Information. 37, 1, pp. 45-78.
DUE: ORGANIZATION CASE STUDY 

	
	What determines the decision of audience members to participate?

What are the different “stages” or “levels” of decision making about participation?

What are the organizational responses relevant to these stages/levels?

How can organizations align their audience development goals to this information? 
	LECTURE/ DISCUSSION: 

Audience Reception: Models of Decision Making 
GROUP  DISCUSSION/ READING RESPONSES  

Summarize Research Reading

Pros/Cons of Problem Definition

Application/Utility for Organizations


	BASIC RESEARCH: 

McCarthy, K. & K. Jinnet. (2001) A New Framework for Building Participation in the Arts, Rand, Chapter 1, 2, 3
ADVANCED READING: CHOOSE ONE

Wiggins, J. (2004). “Motivation, Ability, & Opportunity to Participate” pp. 1-22. 
Stokmans, M. (2005). MAO-Model of Audience Development: Some theoretical elaborations and practical consequences, pp. 1-11.



	WEEK 7


	Describe the details of the Organization, it purpose, vision, and mission.

What characterizes organizational goals for audience development?

How do an organization’s current resources (Internal & External) and strategies impact audience development?

What factors should be considered in making recommendations for audience development?


	LECTURE/ DISCUSSION:

Audience Development: Market Segments & Target Audiences  

GROUP  DISCUSSION/ READING RESPONSES  

Summarize Research Reading

Pros/Cons of Problem Definition

Application/Utility for Organizations


	BASIC RESEARCH: CHOOSE ONE
McCarthy, K. & K. Jinnet. (2001) A New Framework for Building Participation in the Arts, Rand,  Chapter 4, Appendix B: “Participation-Building Activities,” 
Kotler, P. & Scheff, J. (1997). Standing Room Only. Boston: Harvard Business School Press. Chapter 5

OR
Kotler, P &N. Kotler. (1998). Museum Strategy and Marketing Chapter 5

ADVANCED READING: CHOOSE ONE
Swanson, S. & J. Davis. (2006). “Arts Patronage: A Social Identity Perspective.” Journal of Marketing Theory & Practice, 14, 2, pp. 125-138.

Olsen, C. (2002). “Theatre Audience Surveys: Towards a Semiotic Approach,” New Theatre Quarterly, 18/3, pp.261-275.
DUE:  READING RESPONSE # 2 

Article on Audience Reception

	
	What common organizational practices can be used to build audiences?

What “message” is the most effective for this organization? 

What marketing tactics (to inform, persuade, educate) are suited to its target audience?

What channels or media mix are the most effective? 


	LECTURE/ DISCUSSION: 

Audience Development: Organizational Branding, Marketing & Public Relations 

GROUP  DISCUSSION/ READING RESPONSES  

Summarize Research Reading

Pros/Cons of Problem Definition

Application/Utility for Organizations


	BASIC RESEARCH: CHOOSE ONE
McCarthy, K. & K. Jinnet. (2001) A New Framework for Building Participation in the Arts, Rand, Chapter 5, 6. Appendix A “Organizational Characteristics” Appendix C: Site Visits/Interviews
Kotler, P. & Scheff, J. (1997). Standing Room Only. Boston: Harvard Business School Press. Chapter 6.

OR

Kotler, P &N. Kotler. (1998). Museum Strategy and Marketing, Chapter 6

ADVANCED READING: CHOOSE ONE
McClellan, A. et al. (1999). Resisting Invisibility: Arts Organizations and the Pursuit of Persistent Presence. Nonprofit Management & Leadership, 10, 2, pp. 169-183.

D’Astous, A. et al. (2007). An Experimental Investigation of the Use of Brand Extension and Co-branding Strategies in the Arts. Journal of Services Marketing 21, 4, pp.231-240

	WEEK 8


	What is a “canon-focused” organization?

How do they typically define their core & target audience?

What artistic programming is typical in these organizations?

What tactics might improve audience development in such organizations?


	LECTURE/ DISCUSSION: 

Audience Development: Artistic Programming & Positioning
GROUP  DISCUSSION/ READING RESPONSES  

Summarize Research Reading

Pros/Cons of Problem Definition

Application/Utility for Organizations

AFTA: Web Based Survey Research http://www.artsusa.org/information_services/research/services/web_based_surveys/default.asp 
	BASIC RESEARCH: CHOOSE ONE

PARC. (2003). Community Report 2002: Cincinnati Findings, Methodology
Kotler, P. & Scheff, J. (1997). Standing Room Only. Boston: Harvard Business School Press. Chapter 8

OR
Kotler, P &N. Kotler. (1998). Museum Strategy and Marketing, Chapter 7

ADVANCED READING: CHOOSE ONE
Sicca, L. (2001). Chamber Music and Organization Theory: Some Typical Organizational Phenomena Seen Under the Microscope. Studies in Cultures, Organizations, and Society. 6, pp. 145-168
Weber, W. (2001). From Miscellany To Homogeneity In Concert Programming. Poetics, 29, pp. 125-134.

DUE: AUDIENCE RECEPTION CRITIQUE 

	
	What is a “creative-focused” organization?

How do they typically define their core & target audience?

What kind of arts/cultural “education” is typical in these organizations?

What tactic might expand audience development in such organizations?


	LECTURE/ DISCUSSION: 

Audience Development: Arts Education & “Outreach” 
GROUP  DISCUSSION/ READING RESPONSES  

Summarize Research Reading

Pros/Cons of Problem Definition

Application/Utility for Organizations


	BASIC RESEARCH: CHOOSE ONE
AEP. (1999). Learning Partnerships: Improving Learning in Schools with Arts Partners in the Community [Impact, Factors, Key Questions]

Kotler, P. & Scheff, J. (1997). Standing Room Only. Boston: Harvard Business School Press. Chapter 19 

OR

Kotler, P &N. Kotler. (1998). Museum Strategy and Marketing, Conclusion, p. 348.

ADVANCED READING: CHOOSE ONE

Seffrin, G. (2005). The Out of the Box Festival of Early Childhood: Fashioning the Boutique Festival for Children. 

Bailey, C. & D. Desai. (2005). Visual Art and Education: Engaged Visions of History and Community. Multicultural Perspectives 7, 1, pp. 39-43.

Olson, K. (2005). Music for Community Education and Emancipatory Learning. New Directions for Adult and Continuing Education, 107, pp 55-64.

Houston, S. (2005). Participation in Community Dance: A Road to Empowerment and Transformation? NTQ 21, 2 pp. 166-177.


	WEEK 9


	What is a “community-focused” organization?

How do they typically define their core & target audience?

What services are typical in these organizations?

What tactics might expand audience development through such collaborations?  


	LECTURE/ DISCUSSION: 

Audience Development: Community Collaborations  

GROUP  DISCUSSION/ READING RESPONSES  

Summarize Research Reading

Pros/Cons of Problem Definition

Application/Utility for Organizations


	BASIC RESEARCH: CHOOSE ONE

Ostrower, F. (2003). Cultural Collaborations: Building Partnerships for Arts Participation. [Partnerships: Sections 2, 3, 4.]

Kotler, P. & Scheff, J. (1997). Standing Room Only. Boston: Harvard Business School Press. Chapter 7 CARMEN

OR

Kotler, P &N. Kotler. (1998). Museum Strategy and Marketing, Chapter 11.
ADVANCED READING: CHOOSE ONE
Newman, T., et al. (2003). Do Community-based Arts Projects Result in Social Gains? Community Development Journal 38, 4, pp. 310-322.

Vestrum I. & Borch, O. (2006). Community Entrepreneurship within the Cultural Sector. Nordic Conference on Small Business Research, Stockholm, Sweden.
DUE:  READING RESPONSE #3

Article on Audience Development

	
	How does the organization fit into the leisure market and meet the local “value” needs of the community?

What method(s) would you use to gain data on this organization to develop an audience development plan? 

What is the role of the organizational purpose & mission in setting target audience development goals?

Using your knowledge of discipline-specific research, what specific questions or information would you research on this audience?

What are the attitudes, beliefs, & values of the target audience? 

What innovative strategies can you recommend to this organization for audience development?
	COURSE EVALUATIONS 

GROUP PROJECT WORKSHOP: Designing/Writing the audience development plan for organizational boards

	DUE: 
GROUP PROJECT: Audience Development Plan including:

Demographic Overview: Columbus Ohio

Economic Profile: Creative Industries

Organizational Case Study: Partners 

Reception Critique: On-site Experience
INDIVIDUAL PROJECT: Suggested Strategies in:

Branding & Marketing

Artistic Programming & Positioning
Arts Education & Outreach

Cultural Collaborations



	WEEK 10 


	
	INDIVIDUAL & GROUP PRESENTATIONS

	

	
	
	INDIVIDUAL & GROUP PRESENTATIONS [If needed!]

	DUE: ALL GROUP PRESENTATIONS & STRATEGY PAPERS POSTED ON CARMEN 
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