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We are pleased to submit this proposal in response to the RFP for Culture and Creative Sector Consulting 
Services and the development of a Community Cultural Plan for the City of Boulder. We have added to our team 
as presented in the RFQ response so as to provide Boulder with additional local and statewide perspective and 
knowledge.  Our final team consists of: 

• Louise K. Stevens, ArtsMarket, Inc.      Team Leader, Lead Researcher 
• Tom Borrup, Creative Community Builders        Community Dialogue Leader 
• Greg Baeker, Millier Dickenson Blias    Cultural Asset and Strategy Leader 
• Maryo Ewell, (Retiring as of July 1 from her position   Creative Economy Strategy Leader 

 as Creative District Consultant to Colorado Creative Industries)            

ArtsMarket, Inc.  
ArtsMarket has served municipal, state, foundation, nonprofit and corporate clients in 46 states and developed 
Boulder’s first cultural plan, in the early 1990s.  ArtsMarket will also be bringing two additional partners to this 
project; Westaf, by meshing its Creative Vitality Index (benchmarking tool) with ArtsMarket’s Creative Universe 
Assessment (CUA), and Mindmixer, our on-line platform for civic engagement.  Primary Contact: Louise 
Stevens, lstevens@artsmarket.com, 406-582-7466.  662 Coffee Cr. Rd. Bozeman, MT 59715.   

AuthentiCity: The Cultural Development Division of Millier Dickinson Blais Inc. 
AuthentiCity has completed more than 50 cultural planning and development projects in communities of all sizes. 
AuthentiCity has developed a pioneering approach to systematically mapping/identifying the cultural and creative 
sector resources. Primary Contact: Greg Baeker, gbaeker@millierdickinsonblais.com 

Creative Community Builders 
CCB’s work is grounded in innovative community engagement strategies and brings extensive experience 
working in the cultural field in areas of public art, creative placemaking and enhancing the vibrancy of the public 
realm through culture as well as capacity building and strategic planning with cultural organizations.  Primary 
Contact: Tom Borrup, tom@communityandculture.com 

Maryo Ewell, Creative Economy and Cultural Community Consultant  
Ms. Ewell has accepted our team’s invitation to bring her expertise and Colorado creative industries knowledge to 
this project after she retires from her position with Colorado Creative Industries.  She designed Colorado’s 
legislatively-mandated Creative Districts program.  Ms. Ewell created the Neighborhood Cultures of Denver and 
Colorado’s Arts Education Equity Network.  Primary Contact: Maryo Ewell, maryo@gard-sibley.org  (Ms. Ewell’s 
resume has been attached as an addendum.) 
 
With sincere thanks to the City of Boulder for the opportunity to respond to the RFP,      
 

 
Louise K. Stevens 
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NARRATIVE ON SCOPE OF WORK 

Preface 
 

Our methodology and recommended scope of work respond to the City of Boulder’s core values, 
framework and general policies as stated in the Boulder Valley Comprehensive Plan, notably that the 
“quality of environmental, economic, social and (cultural) health is built upon the full engagement and 
involvement of our community.”    We have designed an approach that celebrates engagement and 
continues the enthusiastic level of dialogue recently experienced in the Boulder Civic Area planning 
process, in which thousands of ideas were submitted from Boulder residents and from around the world.  
Our approach responds, as well, to the long-discussed needs and hopes for a deeper dive into cultural 
facility(ies) needs, niche and concept; also taking the next step in public art, in cultural tourism, and above 
all ensuring Boulder’s place as a vibrant creative city, fueled by a creative economy.  

Our process involves artists and creators who will animate civic planning sessions.  It 
welcomes the children and youth of Boulder – as did the Civic Area Plan and the 
Transportation Plan – as stakeholders working side by side with creative entrepreneurs, 
university students, artists, nonprofits, and all residents to envision Boulder’s creative 
future.   

Our process responds to the outspoken and passionate Boulder residents, and to the 
uniquely Colorado creative economy.  It examines needs of the Boulder creative sector 
and methods that have been successfully applied elsewhere to boost funding and to 
sustain cultural resources. 

We believe in transparency and community involvement.  Our research documents will be made available 
on the plan-specific digital platform and residents will have open access to all drafts and ideas – and we 
will invite their comment on every draft idea.     

We believe that planning for creativity and culture should bring people together and foster community.  
From an initial open house kick off to a final art-filled City Council presentation, the planning process will 
travel throughout the City to meet with and invite ideas and aspirations from people wherever they live, 
work, study, and create. 

The City of Boulder is the client for this plan, and in the end the owner of its goals 
and strategies.  But the City can’t act alone in defining the goals or in being 
responsible for all the actions the plan puts forward.  Nonprofit arts and cultural 
organizations, the private sector, the University, the County – all will need to 
agree to their roles in making this plan a reality.    

Boulder’s past two cultural plans have moved the community in a significant way 
toward realizing its vision of creative vibrancy.  It is time for this plan to be bold, to define what kind of a 
culturally and creatively exciting city Boulder will be five and ten years from now.  To do so, this planning 
process needs to articulate solid, viable solutions to nagging problems.  Our research process will bring 
examples and ideas from throughout the United States and Canada to the community and ask residents 
and stakeholders to take these and mold them into what will work in Boulder.    

We think it is the right time for Boulder to have a creative and cultural planning process that captures 
public attention and enthusiasm.  CREATEBOULDER, in our approach, will be a high visibility opportunity 
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for Boulder residents.  At the plan’s kick off and throughout the process, we will ask Boulder residents of 
all ages to create works of art – photos, videos, drawings and designs, 
music and dance, murals, theater or sculpture, whatever medium they 
want to use - to submit ideas about what Boulder’s creative future 
should include.   We envision a City-wide exhibition of 
CREATEBOULDER submissions – even performances or temporary 
public art works - with the exhibits and performances animating and 

illuminating the planning work, and giving everyone a shared sense of what Boulder residents feel is 
important.   

         

The CREATEBOULDER Scope of Work: Approaches and Recommendations            

PHASE ONE: STRATEGIC STRUCTURE 

Step 1: Re-scoping.  May. 

 

 

The re-scope tasks shown above are based on team dialogue with the City staff who will be invested and 
involved in the plan, including the Library and Arts Departmental staff as well as from other city 
departments.   We’ll meet on-site at the start.  Our consultant team will review all relevant materials, visit 
all cultural venues, meet with the Arts Commission, and collaboratively draft guiding principles and values 
for the planning process and the plan itself. These will be refined during the planning process.  Having the 
draft in place at the launch ensures that we use these values and principles in shaping every step of the 
work plan, in identifying representatives for the Steering Committee, and in examining all of our proposed 
research methods.      

Set the Stage. 
Defining Desired 

Outcomes, Setting 
Priorities.  

Draft guiding principles 
and values.

Integrate with existing 
City Plans and goals.

Seek input to ensure an 
animated and inclusive 

process.  

Confirm and refine 
team roles and 

responsibilities. Draft 
guiding principles and 

values. 

Refine research model.  
Establish web and social 

media platforms.  
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Step 2. Form the Steering Committee.  May, June.  
We envision a steering committee of between 25-30 individuals.  We find that it is beneficial to have 
entities nominate individuals for the committee, so that these individuals have a formal role in conveying 
the draft and final plan back to the groups that nominate them.  We envision at least the following having 
responsibility for nominating one or two individuals, each, to the Steering Committee.  We will contact 
each entity in advance to describe the Steering Committee responsibilities and time requirements, and 
will provide support to them through the nomination process.      

 

 

 

Step 3.  Deliver Detailed Work Plan and Timeline.  Design web content. June.  
Our work plan will detail all research steps, deliverables, and dates that deliverables are due.  We will 
confirm all consultant on-site dates, the locations/time/dates for all public dialogue throughout the 
process, and will confirm our public engagement process.  We will detail the CREATEBOULDER 
community involvement process. 

Steering 
Committee

Arts Commission 
City Manager and 

City Council

Chamber of 
Commerce

CVB

School District and 
youth groups

University

Creative 
Industries/
businesses

Boulder County 
Arts Alliance

Nonprofit cultural 
organizations

Individual artists

Festivals

Commercial 
venues/music 

venues

Other  Civic TBD
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We will hold the start-up meeting with the Steering Committee, to present the work plan and timeline and 
seek Steering Committee input.  This meeting will also be used to create the contact lists for those we will 
seek to include throughout the process via interviews, focus groups, and meetings. 

With the City staff, we will refine our joint communications strategies, roles, and responsibilities.   

We will establish the web site/register domain for the CREATEBOULDER process.  We will use 
MINDMIXER as the platform.   http://www.mindmixer.com   Mindmixer will make it possible to post links to 
reports and data from the research, drafts of the plans, and above all create an on-line forum for posing 
questions and engaging community dialogue throughout the planning process.   (If you’ve visited the 
Boulder Valley School District Mindmixer site, you know the power of this digital tool.  Over 5,700 Boulder 
parents have used it to respond to questions about school lunches and the academic calendar.  See 
example, Tools and Resources section below.)  Throughout the process, we will use the platform’s digital 
topics and activities tabs to keep the community engaged and informed.     

 Step 4.  Develop Contact Lists.  June. 
Following the start-up Steering Committee meeting, we will work with the Committee and the organizations 
they represent to ensure that we have as comprehensive a list of contacts as possible.  This will be used 
by the City and consultant team throughout the process.  We will share the database of contacts with the 
Steering Committee for their continued reference.    

PHASE TWO: RESEARCH AND ANALYSIS 

Pre-Step 1. CVI, Facilities Survey and Visitor Survey tool deliverables. June.   

CVI 
We will get a jump start on the research by engaging Westaf to complete the CVI analysis in Quarter 2.   
We have worked with CVI data sets in several communities.  Westaf will provide raw data and report form 
data for use throughout the process.  CVI results can be posted to the on-line platform early in the 
process as a lively way to launch dialogue about Boulder’s creativity index.    
 
Design Facilities Survey 
A performing arts center, some type of conference facility, the use of the park and band shell for more 
events, added museums and added museum space – all these have been put forward as 
recommendations to the City.  As we have for dozens of cities and their major arts and creative facilities, 
we will create a highly specific facility needs survey that will be disseminated to the creative community in 
and around Boulder.  This will be matched with a facility inventory database we will compile as part of the 
research process.  As with the CVI, we will draft the facility survey document during Quarter 2 so that it is 
ready for dissemination at the start of Quarter 3.  
 
Visitor Exit Survey 
We will create a short visitor exit survey that can be administered at festivals, galleries and bookstores, 
the Museum, Dairy Center and Library to gather cultural tourism information.  This can be administered 
starting in June.  Rather than print surveys, we will make all surveys QR code based for individuals to 
complete on their mobile phones.  This will inform cultural tourism strategies.  
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Step 1.  Stakeholder/Discussion/Focus groups, July and August. 
Here’s how we envision splitting the stakeholder discussions and focus groups:    

 

We anticipate conducting at least twelve focus group/round table discussions, and 40+ interviews.  We 
will work carefully with City staff to structure the groups and invite participants and provide them advance 
materials and discussion questions.  We will synthesize and post the findings.    

Step 2.  Public Input Process, September. 
Please see the video for a look at the type of creativity-inspired public input process Tom Borrup has 
perfected. We will customize a creative input process for Boulder.    

https://vimeo.com/49269267 
 

Tom leading a civic engagement dialogue.  
 

Our approach to public input is to animate each meeting with art and performance and have participants 
tap into their creative skills.  We like to include food and spirited dialogue, and especially to have all 
participants leave feeling energized as well knowing that they have contributed their vision for the future 
of their community.  

Maryo

Creative 
industries and 
entrepreneurs,
educators, arts 
leaders, district 

planners. 

Tom

Neighobrhood 
and civic 
groups, 

university, 
youth, 

immigrant 
groups. 

Louise
Businesses 

and funders, 
partner 

agencies, 
tourism, 

economic 
development, 

venues. 

Greg

Arts and cultural 
organizations, 
artists, elected 

officials and 
staff.    
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We will hold meetings in venues and neighborhoods throughout the 
City, on the University campus, and at creative enterprises..  

Our community process will also include the CREATEBOULDER 
creative/art submissions, as described above.  We anticipate an 
exhibition of these works at the Boulder Public Library and elsewhere 
in the community, and with the possibility of performances and video 
screenings at sites around the City.   

We believe in the power of surveys, and in the opportunity of on-line survey questions.  For open-
ended/quantitative research, we propose using the Mindmixer site to prompt community input and 
dialogue.  We will post questions this way throughout the input process.   
 
In addition, we propose a telephone survey to test public opinion concerning key topics that are likely to 
be important elements of the plan, such as facilities, funds and public support for culture and creativity, 
and ensuring access to the arts for all – all ages, ethnic and immigrant groups, neighborhoods and 
locations.  Telephone surveys remain unparalleled as tools yielding statistically sound results, and this is 
essential to gain whenever the plan involves big questions for the community as a whole.   

The final sample size for any telephone survey depends on the structure of the questions and the level of 
confidence required.  For a community the size of Boulder, the base level of surveys needed is 383.  
However, we anticipate that we will complete more than this so as to assure statistically valid responses 
for all questions.  (For budgetary purposes, we have assumed 500 completed surveys +/-.)  We will use a 
telephone sample that includes cell phones and land lines.  The survey will be administered in English 
and Spanish.   
 

Population 

Margin of Error Confidence Interval 

10% 5% 1% 90% 95% 99% 

100,000 96 383 8,763 270 383 660 

 

Steps 3 - 6.  Asset inventory and mapping, SWOT analysis, cultural facilities study.     July - 
October. 
 
Who leads what: 
Greg: Asset Analysis and mapping,  
Tom and Maryo: SWOT analysis, gap analysis 
Louise: Cultural Facilities analysis, cultural tourism analysis; telephone survey, policy/comparison 
analysis. 
Westaf: CVI and creative economy 

Team, TBD:  
Benchmarking and case studies, comparisons.  The appropriate team member will be assigned based on 
the model.   
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Additional Research Possibility: 
Financial condition and needs projection: nonprofit cultural sector. This mitigates some of the often 
emotional discussion of funding and support for the sector.  See example, tools and resources.      

Step 7.  Process findings, interpret results. 
Our team’s broad perspective and knowledge will be put to use as we all weigh in on the research and 
the implications for the plan.   
 
All of the research deliverables for PHASE TWO will be posted on-line.   

PHASE THREE: DRAFTING THE PLAN 

Step 1.  Collective Visioning.  October – November. 
This is when the Steering Committee kicks into high gear.  We will facilitate two planning forums with the 
Steering Committee to refine key concepts, set the vision, and identify top City priorities. 

Step 2., 3.  Deliver Plan Framework.  November. 
In consultation with the full team, Louise will draft the plan framework in response to the Steering 
Committee work.   She will work on-site with City staff to detail the plan.   With City staff, she will identify 
goals and strategies for City implementation and those that require partners.  

Step 4.  Review Sessions.  December.   
After the plan has been detailed with City staff, Louise will review the plan with the Steering Committee, 
Arts Commission, City Manager, City Council, and other commissions and departments whose input will 
shape the final plan. 

PHASE FOUR: ADOPT THE PLAN: January - March 

Our team will work collaboratively to complete any edits and required changes to the plan.  Louise will 
return throughout the first quarter of 2015 to ensure that the plan is fully endorsed by the Boulder Arts 
Commission, City Manager, and City Council, making presentations and facilitating discussion.  She will 
work with the staff to create a special event and announcements to launch the plan.   
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TOOLS AND RESOURCES 
 

1.  Mindmixer Digital Dialogue sample from BVSD. 

 

 

 

2.  CVI, from other CVI reports. 
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CVI Data Sets  

• Creative Vitality index values based on aggregated data inputs 
• Income and index values of non-profit arts organizations 
• Income and index values of non-profit arts-active organizations 
• The number and type of non-profit arts and arts-active organizations 
• Per capita and total photography store sales 
• Index value for photography store sales 
• Per capita and total music store sales 
• Index value for music store sales 
• Per capita and total book and record store sales 
• Index value for book and record store sales 
• Per capita and total art dealer revenues 
• Index value for art dealer revenues 
• Per capita and total independent artist revenues 
• Index value for independent artist revenues 
• Per capita and total performing arts participation revenues 
• Index value for performing arts participation revenues 
• The number of creative jobs and indexes for each of the 36 creative occupations measured by 

the CVI 
• Creative jobs by occupation 
• Location quotients for all creative occupations including national and regional comparisons 

 

 

3. Facilities Analysis: Example from an ArtsMarket facility needs study. 
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All Arts Forms Studio & Office Space            •     • 
American Federation of Musicians • •  •   •      • •  •  
Asbury Repertory Theatre • • • •         •   •  
Asbury Park Tech. Academy of Dance • • • •         •   •  
Arcadian Chorale   •          •   •  
Acrodanse Theatre • • • •         •   •  
Aeria Entertainment LLC  •  •   •      •    • 
Arts Coalition of Asbury Park (ArtsCap) • • • •     • •  • •   •  
Black Box (The) • • • •       •  •  • •  
Children’s Theatre • •           •   •  
Dunbar Repertory Theatre • • • •         •   •  

Page | 11 
 



 

 

4.  Facility Analysis: User Days Projection Sample, from an ArtsMarket study assessing total likely 
use days for a new facility. 

 

 

5.  Sample telephone survey outcome/information gained and statistical validity, from an ArtsMarket 
telephone survey. 
 

QUESTION: What are your largest barriers to attending other arts and cultural events in 
Charlotte?  

 FIRST CHOICE (Close ended options) First Choice 
Percent of Total 

First Ratings 
  

1. Price 313 15.7% 
  

2. Children at home 257 12.9% 

3. Distance/Traffic 247 12.4% 
  

4. No interest 226 11.3% 
  

5. Don’t know what there is to do 123 6.2% 
  

6. Parking 90 4.5% 
  

7. Already do enough 75 3.8% 

8. Lack of options 75 3.8% 
  

9. Location 73 3.7% 
  

10. Poor quality 19 1.0% 
  

11. Box office hassles 3 0.2% 
  

12. Too hard to get tickets 3 0.2% 
  

13. No discounts 2 0.1% 
  

14. Other (See below) 494 24.8% 
  

 Total 2,000 100.0%   
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 Sample: Asset Inventory – Map illustrating database, from the Detroit Cultural Vitality Study done by 
Millier Dickenson Blais.   

 
 

6. Financial trend analysis (if used): sample from an ArtsMarket study.   
 

 Projected straight line growth of operating budgets: 21 Major Institutions  

  

  Unlikely   Less Unlikely   Most Likely Based on Actual 

2012  $   88,308,614.00  2%    $     88,308,614.00  4%    $       88,308,614.00  6% 

2013  $   90,074,786.00   $       1,766,172.00     $     91,840,958.00   $        3,532,344.00     $       93,607,130.00   $        5,298,516.00  

2014  $   91,729,290.00   $       1,801,496.00     $     95,514,596.00   $        3,673,638.00     $       99,223,557.00   $        5,953,413.00  

2015  $   93,563,875.00   $       1,834,585.00     $     99,335,180.00   $        3,820,583.00     $     105,176,970.00   $        6,310,618.00  

2016  $   95,435,153.00   $       1,871,277.00     $   103,308,588.00   $        3,973,407.00     $     111,487,588.00   $        6,689,255.00  

2017  $   97,343,856.00   $       1,908,703.00     $   107,440,931.00   $        4,132,343.00     $     118,176,843.00   $        7,090,610.00  

2018  $   99,290,733.00   $       1,946,877.00     $   111,738,568.00   $        4,297,637.00     $     125,267,454.00   $        7,516,047.00  

2019  $ 101,276,547.00   $       1,985,814.00     $   116,208,111.00   $        4,469,542.00     $     132,783,501.00   $        7,967,010.00  
 

 

7. Sample visitor survey question from an ArtsMarket cultural tourism study.   
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PROPOSED TIMELINE 
 
 

We anticipate meeting the proposed timeline as stated in the RFP, and as illustrated in our work plan 
above.  Doing so requires the following: 
 
1) Moving some of the research up. 

2) Setting all public and Steering Committee meeting dates at the start of the process, and doing the 
same to schedule all on-site planning, facilitation, focus group and other meetings.   

3) Monitor our work together using a timeline/accomplishments calendar for each month. 
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DETAILED BUDGET 

 

All consulting budgets are based on time required for the various tasks.  The consultant team 
bill as follows: 

Louise, $200 hour/$2,000 for ten hour day or equivalent. 
Greg, Tom, and Maryo: $160 hour/$1,600 for ten hour day or equivalent.      
Travel is billed at IRS allowed 2014-15 rates for mileage, accommodations and food.  

ArtsMarket does not bill for team management or team internal communications time. 

  

Phase and Task Hours/Days Total 

Re-scoping, on-site with 
staff  

10 hours, Louise $2,000 

Follow up re-scoping work 
with team. 

3 hours per/team $2,040 

Work with City to establish 
Steering Committee, 
contact lists, set up digital 
platform 

6 hours, Louise $1,200 

CVI Westaf, reduced fee $2,300 

Mindmixer platform: 
includes all postings, 
updates throughout the 
process 

Mindmixer, reduced fee $3,000 

Facilities analysis, includes 
on site day attached to re-
scoping on-site, above. 

40 hours, Louise $8,000 

Telephone survey, 500 5-
minute surveys, plus 
telephone sample pull and 
analysis.  

Surveying and pulled list of 
land and cell numbers: 
$6,500 

Analysis, 10 hours, Louise 

$8,500 

Focus group, round table 
and public engagement 
meetings, individual 

4.5 days per team member $30,600 
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interviews, on-site and 
prep, follow-up.  

Asset inventory, SWOT 
analysis, Benchmarking, 
Comparisons, Sample 
policies from elsewhere. 

36 hours/team members TBD $6,480 

Financial analysis, needs.  10 hours Louise $2,000 

Research deliverables with 
overarching analysis and 
implications. 

12 hours Louise 
4 hours each team member 

$4,220 

Vision setting, planning 
forums with Steering 
Committee. 

16 hours each team member $10,880 

Draft the plan framework. 12 hours Louise  
6 hours each team member 

$5,280 

Work with staff to detail the 
plan. 

20 hours Louise $4,000 

Meetings with 
stakeholders, refine plan. 

30 hours/team members TBD  $5,400 

Write final documents. 8 hours Louise $1,600 

Final presentation, City 
Council, Steering 
Committee, Commission, 
Community. 

8 hours each $5,440 

One hour per month 
consult with City Staff, 
phone and follow up/email. 

10 hours Louise  $2,000 

TOTAL CONSULTING FEES 
WITH ALL ELEMENTS AND 
TEAM, May-March. 

 $104,940.00 

ESTIMATED TRAVEL AND 
OUT OF POCKET. 

To be refined based on final 
work plan 

$15,000 

TOTAL   $119,940 
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ADDENDUM 

Resume 

MARYO GARD EWELL 
maryo@gard-sibley.org     970-641-3570 (office phone/fax) 

 
Maryo Ewell provides a wide array of services to the non-profit world  - and especially to the 
community arts world.  She is a Creative Districts consultant to Colorado Creative Industries, charged 
with designing the legislatively-mandated Creative Districts program, certifying Districts, and designing a 
comprehensive technical assistance program for them.  She has worked with the Arts Extension Service 
of Amherst, MA, designing and managing their 2006 winter and summer arts management institutes, and 
with the Idaho Commission on the Arts to evaluate their community arts, folk arts, and grant programs.  
She offers workshops and keynote speeches on many topics.  Ewell was Associate Director at the 
Colorado Council on the Arts from 1982-2003, and her areas of emphasis included community arts 
development, folk arts program development/supervising the state’s 5 folklorists, designing/managing a 
technical assistance program, arts education, and oversight of all programs in Western Colorado as well 
as participating on agency management teams.   

Her specialty is community development and the arts - the linking of the arts to the furthering of 
broader community ends. For the CCA, for instance, she designed the Neighborhood Cultures of Denver, 
in which artists were paired with community organizations in low-income areas of Denver; the Arts 
Education Equity Network, teaming arts education advocates with community development advocates; 
and a regionalized folk arts program.  

She serves nonprofits – she has been president of the Gunnison Arts Center and board member of, the 
Community Foundation of the Gunnison Valley, and is president of the Robert Gard/Wisconsin Idea 
Foundation.  She has been a board member of the National Assembly of Local Arts Agencies (now 
Americans for the Arts). She is designing a nonprofit technical assistance program for the local 
community foundation, and is managing a collaboration between the Gunnison Arts Center and the Upper 
Gunnison River Conservancy District. 

She has published The Arts in the Small Community 2006, co-authored with Dr. Michael Warlum, and a 
monograph for Americans for the Arts, “Cultural Torchbearers of the Community: Local Arts Agencies 
Then And Now.” She has written numerous published articles. 

She currently teaches grant writing at Western State Colorado University in Gunnison, and online for the 
Arts Extension Service at the University of Massachusetts, and is co-teaching the required community 
arts course in the MA Arts Administration program at Goucher College.  

She has served on grant panels for many states, the Rockefeller Foundation, the National Endowment 
for the Arts, and History Colorado.  

Honors include the 2012 Arts Education Advocacy award from Think 360 Arts; the 2004 “Arts Advocate 
of the Year” award from her local Gunnison Council on the Arts, the 2003 “Arts Are The Heart” award for 
service to the arts in Colorado; an Honorary Doctor of Humane Letters degree from Goucher College in 
2001; the 1995 Selina Roberts Ottum Award for community arts development from Americans for the 
Arts, and a research award from Rockefeller University.  
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Education: 

BA Cum Laude with Honors, Bryn Mawr College, Social Psychology, 1970 
MA, Yale University, Organizational Behavior, 1972 
MA, University of Colorado-Denver, Urban & Regional Planning, 1992     
      
 

Page | 18 
 


	ArtsMarket, Inc.
	AuthentiCity: The Cultural Development Division of Millier Dickinson Blais Inc.
	Creative Community Builders
	Narrative on Scope of Work
	Preface
	Step 2. Form the Steering Committee.  May, June.
	PHASE TWO: RESEARCH AND ANALYSIS
	Pre-Step 1. CVI, Facilities Survey and Visitor Survey tool deliverables. June.
	CVI We will get a jump start on the research by engaging Westaf to complete the CVI analysis in Quarter 2.   We have worked with CVI data sets in several communities.  Westaf will provide raw data and report form data for use throughout the process.  ...
	Team, TBD:  Benchmarking and case studies, comparisons.  The appropriate team member will be assigned based on the model.




