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PROJECT PLAN 

 

INTRODUCTION 
The Fayetteville Free Library (FFL) Art Spot will replace the current library art gallery as 

the FFL’s center for arts programming. While the FFL has seen a certain amount of success with 
its current gallery programming (see “Pilot Test” p. 26), the exhibition space could be used 
more effectively to engage community members. The new Art Spot will be the only place in 
Fayetteville, and one of only a few places in the greater Syracuse area, for people of all ages 
and all levels of art making ability to participate together in art study, sharing, and creation. The 
Art Spot will serve this community of amateur art enthusiasts as well as the community of local 
artists who will benefit from a space to exhibit and sell their work. The library’s other services 
and programs will be able to use the Art Spot as a place to exhibit work created in the library, 
such as pieces printed on the Fab Lab’s 3D printer. In this way, the Art Spot will work as a 
platform for interdisciplinary programming. 

Our plans for the new Art Spot include the establishment of a clearly defined space set 
apart from the existing reading room and café area, and marketing plans that will position the 
Art Spot as a unique feature of the library. The current gallery space will be transformed with 
fixtures such as pedestals, easels, signage, and new lighting to create a professional and inviting 
space for exhibitions and arts programming.  

This plan also calls for the creation of a new part-time position at FFL, Director of 
Cultural Programming (DCP), to oversee this project’s development and ongoing programming. 
The DCP will be responsible for developing and implementing artistic programming for the 
community (see “Action Plan” p. 18).  

Artistic programming will include exhibitions in the gallery space as well as participatory 
programs in the FFL Fab Lab, which will extend its services toward the creation of artwork that 
maybe exhibited in the Art Spot gallery. The FFL Art Spot will be a vibrant, clearly-branded 
gallery space with a unique identity and ancillary programming that will forward the mission of 
the FFL and provide an important service to the community.  
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RELATIONSHIP TO LIBRARY STRATEGIC PLAN 
 

The proposed Art Spot supports the FFL’s mission and vision. The library’s mission is “to 
provide free and open access to ideas and information.” The Art Spot will be free and open to 
the public, enabling the community to access the ideas that are shared and generated by the 
arts. 

According to the FFL’s website (www.fayettevillefreelibrary.org), the library’s vision is: 

• Individuals and groups in the Fayetteville community will have their information 
needs met so that they can fully participate in the life of the community. 

• Individuals will utilize library services and resources for enlightenment and 
entertainment.  

• Individuals will find free, diverse, accessible, and up-to-date materials, resources, 
and technologies. 

• Individuals and groups will be welcomed in a pleasant and safe environment for 
instructional, informational, and entertaining experiences. 

The Art Spot relates directly to several components of the library’s vision. It will create a 
new community space where users of all ages, backgrounds, and education levels will be able 
to participate in the artistic and cultural life of the community. The Art Spot will be free and 
publically accessible, and will provide a space for artists to share their work and practice. It will 
be visually and intellectually stimulating, providing users with an informational and entertaining 
experience. Materials for art creation and art education offered during programs will expose 
users to resources they may not otherwise have been able to access. 
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USER NEEDS ANALYSIS 
 

Stakeholders 
1. Key internal stakeholders 

a. Director of Cultural Programming (DCP): responsible for planning, running, and 
assessing events and programs through the Art Spot, reports to and works with 
various directors to organize events and programs, coordinates with the Fab Lab, 
and works on the website. 

b. Director of Community Relations and Local History Librarian: work in conjunction 
with the DCP in matters of event planning. 

c. Director of Web Services: works with the DCP on developing and managing the 
Art Spot web presence. 

d. Transliteracy Development Director: works with the DCP on planning programs 
and exhibitions, as well as Art Spot web development. 

e. Marketing staff: will aid the DCP and other staff members in the creation of Art 
Spot marketing materials.  

f. Library staff not directly involved in the Art Spot: will promote the Art Spot’s 
goals, key staff, available services, and upcoming events and programs. 

g. Volunteers: will promote the Art Spot’s programs and answer questions 
pertaining to the Art Spot.  

h. Executive Board/Board of Directors: will provide budget and resources approval.  
2. Key external stakeholders 

a. Community art organizations in Onondaga County may partner with the Art Spot 
to develop complementary programming and exhibitions. 

b. Community visual artists in Onondaga County will make use of the gallery space 
by participating in its exhibitions, and will benefit from the ability to share their 
art with members of the community. 

c. Community art educators from the educational institutions in Onondaga county 
will partner with the Art Spot to exhibit student artwork and plan events and 
programs around student art. 

d. Community art students will use the space to share their own art and to engage 
with local artists and their work.  

e. Community art enthusiasts will use the space to view art, engage with other 
community members, and support local artists.  

3. Service users 
a. All current library users will be targeted for participation in the Art Spot’s 

programs and exhibitions (see “Marketing Plan”). Specific user benefits are 
discussed below. 
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Internal User Needs Assessment 
Librarians at the FFL have noticed low attendance in events around cultural 

programming such as author or artist receptions, with the exception of the public school 
student shows that pack the house with family and friends of the student artists. Other 
receptions tend to draw only the small circle of artists participating in the exhibitions 
themselves. The FFL would like the new Art Spot and related programs to engage more 
members of the artistic community. The current gallery space is not clearly marked or 
demarcated from the other elements in the reading room and café. It lacks a consistently 
applied brand name or clear mission outside that of the FFL itself, and there is minimal 
information about the gallery clearly available on the FFL website. This assessment does not 
prove that the Art Spot and associated programming is a present need for the community the 
FFL supports. 

 
External Needs Assessment 

 At this time, no formal external needs assessment has been performed by the FFL to 
evaluate its gallery program. The library must conduct a survey to collect useful data in shaping 
future events and programming. This assessment should occur between May and December 
2012 to allow sufficient time for the library to accumulate sufficient data and for the Board to 
approve the creation of a new position, the Director of Cultural Programming. 

The user needs assessment should focus on evaluating the impact of the exhibitions, 
and measuring the number of users who viewed the exhibitions or came to library expressly to 
view them. The FFL should determine to what extent its patrons are being exposed to the 
artworks on the walls and in the display cases. Secondarily, the survey should enable the library 
to discern the cultural and artistic needs and desires of the community, and to learn what sorts 
of artistic media are popular (i.e. performance art, paintings, photography, etc.), and determine 
the best days and times to host events like art-making programs and exhibition openings. If at 
all possible, this needs assessment should include a demographic survey, and determine what 
sub-communities, age-ranges and gender-groups need out of a community art space. Once 
conducted, the FFL should use this data to revise the strategic plan for the Art Spot gallery 
program, narrowing the marketing effort to a clearly-defined target audience based on the 
needs assessment. 

 
 
 



8 

Benefits and Opportunities for Users 
● All users will benefit from increased access to art and cultural programming. 
● Student users will gain important visual literacy skills through exposure to art and 

through future creative programming. 
● Users who guest-curate exhibitions will gain project management skills and insight into 

the artistic community of Central New York. 
● Artists will benefit from the venue to share and sell their art to potential buyers. 

 
Costs and Risks for Users 

● Users may find travel to the FFL to be costly or time-consuming. 
● Certain artistic projects may be seen by certain groups as controversial or indecent. 

Discretion must be exercised to balance community appeal with artistic freedom. 
● Creative works can deliver political messages, which may conflict with the values 

expressed by the FFL. Again, the library is invested in anti-censorship activities and will 
need to grapple with how to negotiate this conflict. 

● Community members will need to exercise caution when participating in programming 
or bringing small children into the Art Spot, as materials used for creation and/or 
exhibition may be hazardous. 

 
Estimated Demand for Service 

There are currently no major community art installations in Fayetteville, New York, and 
most of those in neighboring Syracuse do not conflict with the goals proposed herein. We feel 
that the combination of the Art Spot gallery space and the creation space in the Fab Lab will 
make it a unique center that caters to the arts more broadly than comparable institutions. It is 
reasonable to expect a moderate demand for the display space provided by the Art Spot. The 
library should circulate questionnaires and surveys to assess increased user demand for 
exhibitions and programming. 
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RELEVANT LITERATURE 
 

There are numerous ways that a public library can integrate art into its community 
offerings. Such projects could take the shape of designing, building, and maintaining gallery 
space for permanent and/or temporary installations; the facilitation of on-site content creation 
by community members; all forms of cultural programming; and the delivery of cultural and 
artistic materials through web-based platforms. Libraries can feature and provide programming 
for every manner of artistic expression, from visual art to musical and theatrical performances, 
poetry recitals, writing workshops, and readings. 

Due to this great diversity, libraries wishing to create or expand their art offerings must 
narrow their plans to a clear, achievable goal. Deborah Robertson (2005) distinguished between 
the broad goals that libraries engage in cultural programming and the narrow objectives they 
should include in order to focus the plan. It is important to note that, although she described a 
wide view of a library's cultural programming goals reflecting the library's mission, all of the 
examples she provided include a specific mention of the intended audience of said 
programming. Ronnberg (2000), reflecting on Cultural Programs for Adults in Public Libraries: A 
Survey Report put out in 1999 by the ALA Public Programs Office, noted that, while a high 
percentage of libraries surveyed provided some manner of cultural programming, very few 
tailored those programs to specific user groups. Failing to identify a target audience is a missed 
opportunity for a more focused and potentially successful plan. 

Other case studies show that art installations and programming in libraries thrive not 
only through paying close attention to audience members and stakeholders, but also through 
overt collaboration with them. In 2004, the Greensboro Public Library of North Carolina opened 
a new branch that included an art gallery and studio space (Favreau, 2007). This art space was 
made possible by the collaboration between the library and a local community art gallery with 
whom they had partnered on smaller-scale projects in the past. Favreau cited openness and 
over-communication as the modes that allowed this partnership to come together, speaking to 
the need and benefit of partnering with stakeholders and incorporating their vision of the 
community's artistic needs in a given plan. Kowalski echoed this need for partnership with one's 
user base when re-designing any library space. She described the value of outside eyes that can 
see fresh new uses for space that librarians could not (Kowalski, 2011). 
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Evans (2008) called for libraries to embrace Web 2.0 trends taking hold in museums and 
public radio stations. She focused on user-generated content, such as the “Click!” exhibition at 
the Brooklyn Museum, where patrons were encouraged to submit and evaluate the photos that 
would then be displayed. Many libraries around the country are beginning to see themselves as 
sites for content creation, in addition to being repositories of content to share with their users. 
The Fayetteville Free Library has already joined this movement with the Fab Lab, a creation 
space with a 3D printer. Kramer (2010) spoke to the need for spaces where users, particularly 
students, can make creative work in this time when many schools have eliminated art and 
visual literacy programs from primary and secondary education. She argued that such art 
centers within libraries need to walk a careful path between “creative freedom” and 
“guidance.” She states: 

Public libraries are used to promoting freedom in the form of freedom of access to 
materials of the child’s choice. Creative freedom is equally important—any project that would 
limit the child’s artistic output to a certain prescribed product is not art. No art center should 
include anything from a coloring book, or a craft that has to be followed step-by-step to match 
a certain pattern, as these do little to foster creative thinking (Kramer, 2008, p. 32). 

Art centers should not proscribe or limit the sort of creativity that might be expressed 
within them, but at the same time should offer assistance, examples, and themes around which 
users can focus their creativity. 
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RECOMMENDATIONS FOR ACTION 
 
 
 
 
 
 
Goals: 
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Outcomes: 

 
 
Outcomes Listed by Priority: 

1. Users visit the library to view art. 
2. Users participate in events and programs. 
3. Users display their art. 
4. Users sell their art. 
5. Users visit the library to create art. 
6. Users gain/build art skills. 
7. Users curate exhibitions. 
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Budget 
 
Annual Staff and Other Recurring Costs 

Item Description Quantity Unit Price Total 
Cost 

Director of 
Cultural 
Programming 
Director of 
Cultural 
Programming  
cont. 

Act as point of contact/liaison 
between library and community 
art organizations 
Oversee the art gallery space, 
logistics; schedule and 
plan; run and assess events and 
exhibitions 

20 hours/week 
x 48 
weeks/year 

$15/hour $14,400 

Other Library 
Staff 

Provide planning assistance and 
aid during events as needed 

40 hours/year $15/hour $600 

Marketing Staff Develop and implement initial 
marketing plan and provide 
ongoing marketing support 

4 hours/week x 
48 weeks/year 

$15/hour $2,880 

Art collection 
annual budget 

Materials (all types of media for 
all ages) acquired in keeping with 
new art collection development 
policy 

 $30 
average per 
item 

$1,050 

TOTAL:    $18,910 
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One-Time Materials Cost 

Item Description Quantity Unit Price Total 
Cost 

Display cases 36”W x 14”D x 40”H two-level glass 
all-around oak display cases for the 
display of delicate, small and/or 
carefully arranged works. 

2 $600 $1,200 

Pedestals ~35” tall metal and wood pedestals 
for the display of smaller 3D works. 

5 $70 $350 

Easels 66” adjustable easels for the display 
of printed work up to 33” high. 

5 $40 $200 

Window (UV) 
film 

Glare-reducing 3M window film to 
reduce fading of printed works. 
Base level: blocks 99% of UV, lets 
through 70% of visible light. 
Estimated at $180 a window by 
Apex Window Films. Prestige brand 
also blocks infrared heat which 
reduces summer cooling costs and 
further reduces fading was 
estimated at $360 per window 
frame. 

Base: 
$180 per 
window 
 
Prestige: 
$360 per 
window 

5 base/prestige 
(minimum 
suggested to 
protect primary 
display area) 
$900/$1800 

$900–
1,800 

Microphone 

Chapter 2 Shure SM48 dynamic mic 
for public performances 

1 $50 $50 

Microphone 
stand 

Adjustable tripod-mounted boom 
microphone stand 

1 $30 $30 

PA system Small PA system such as a Roland 
CM-30 Cube Monitor to use with 
mic for public performances. 

1 $200 $200 

Staging 8’x4’x16” removable stage for 
public performances involving one 
person, the mic and PA. 
 
 

1 $370 $370 
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Additional 
track lighting 
for the works. 

3.5’ rail LED track light kits to 
spotlight the art hung on the wall. 
(This lighting will not fade 
artworks.) 

6 $50 $300 

Ceiling- 
mounted 
digital 
projector 

Mid-grade digital projector. 1 $600 $600 

Ceiling- 
mounted 
screen for 
projector 

Screen for projector to be mounted 
on the wall for easy lowering and 
storage. 

1 $200 $200 

Blinds for 
windows 

117”x72” 5 - 13 $300 $1,500–
3,900 

TOTAL:    $5,900–
12,080 

 
One-Time Marketing Costs 

Item Description Quantity Unit 
Price 

Total 
Cost 

Initial 
opening 
publicity 

See “Marketing Plan” for marketing budget detail. 
Includes staff time and advertisements. 

— — $1,000 

Indoor 
signage 

Custom wood signs at each entrance to gallery space 2 $550 $1,100 

Art Spot 
opening 
event 

Kick-off event for the Art Spot will introduce the 
community to the newly-named, redesigned space. 
Includes $225 staff time spent on e-invite design (3 
hours at $15/hour), staff organizing (5 hours at 
$15/hour), and event staffing (3 hours at $15/hour x 3 
staff members). Also includes catering ($175). 

1  $400 

TOTAL:    $2,500 

One-Time Cost Total: $8,400–14,580 
Recurring Annual Cost Total: $18,910 
  



16 

 

RESPONSIBLE PARTIES 
 

Job Title Project Role Required Experience & Skills Reports To*: 

Director of 
Cultural 
Programming 
(DCP) 

Plans, runs, and 
assesses events and 
programs for the Art 
Spot 

Demonstrated interest and 
experience in the arts and culture, 
experience planning and assessing 
community programming with a 
focus on outreach, project 
management skills, experience with 
collaboration with volunteers and 
outside organizations, ability to 
work independently and 
collaboratively as a member of a 
team, excellent verbal and written 
communication skills 

Executive 
Director 

FFL Library 
Staff 
 

Provide planning 
assistance and 
assistance during 
events as needed for 
programming. Assist 
DCP in the installation 
and removal of art 
exhibitions. 
 

Knowledge of the FFL community 
and services, knowledge of the 
missions of both the FFL and the FFL 
Art Spot, organizing and 
interpersonal skills, ability to 
problem solve 

Director of 
Cultural 
Programming 

FFL Marketing 
Staff 

Develop and 
implement initial 
marketing plan and 
provide ongoing 
marketing support 
 

Knowledge of the FFL community 
and services, knowledge of the 
missions of the FFL and the FFL Art 
Spot, experience marketing other 
FFL services and programs 

Executive 
Director 

*For work related to FFL Art Spot 
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This graphic demonstrates the interaction between responsible parties and internal 
stakeholders: 

 
 

•Plans, runs, and assesses FFL Art Spot and related 
programs 
•Requires: 
•Demonstrated interest in the arts and culture 
•Experience planning and assessing community 
programming, collaborating with volunteers and 
outside organizations 
•Ability to work independently, as a project manager, 
and colloboratively in a team 
•Verbal and written communication skills 
•M.S. in Library and Information Science 

Director of 
Cultural 

Programming 

•Provides planning logistical assistance and assistance 
during Art Spot programs as needed 
 

•Requires: 
•Knowledge of FFL community and services 
•Working knowledge of FFL mission and Art Spot 
mission 
•Organizational skills 
•Interpersonal skills 
•Problem solving skills 

 

Library 
Assistants 

•Develops and implements intial marketing plan and 
provides ongoing marketing support for FFL Art Spot 
 

•Requires: 
•Knowledge of FFL community and services 
•Working knowledge of FFL mission and Art Spot 
mission 
•Previous experience in marketing FFL services and 
programs 

Marketing 
Staff 
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ACTION PLAN AND TIMELINE 
 

The action plan includes three related components. The Art Spot plan is more than a 
mere re-branding of the existing gallery space at the Fayetteville Free Library. It involves several 
improvements to the physical space of the existing gallery, laying the groundwork for ongoing 
Art Spot programming, and incorporating the FFL Fab Lab into the plans for art programming.  

 
Component One: Art Spot Gallery Space 

As it exists, the primary gallery area serves as a corridor from the Teen Space in the 
library into the expansive reading room area and café. By dramatically changing the lighting 
conditions in the corridor, and the reading room beyond, we seek to set the space apart as a 
clearly delineated gallery. As it currently exists, the corridor is flooded with natural light from 
windows on the wall opposite paintings and other wall-mounted works. By applying 3M glare-
reducing film to these windows, the overall light level of the space will be reduced to 70% of 
current levels. This film will also block 99% of UV light and 80% of infrared light, which serves 
the important purpose of reducing light damage to artworks in the gallery space. 

In addition to the light-reducing film, track lighting will be installed with the capacity to 
highlight individual works hung on the display wall, placed in display cases, and presented on 
easels. The overhead lighting in the corridor would be reduced so that the light of the space 
highlights the artwork exhibited there and encourages users to pause and regard the works, 
rather than treat the corridor as a mere hallway. Clear signage will be installed, with one sign at 
either end of this corridor, to further demarcate the space as a separate area with the distinct 
purpose of exhibiting and viewing artistic works. 

 
Component Two: Art Spot Gallery Programming 

While the Art Spot gallery is being redesigned, the FFL will conduct a search for a 
dedicated staff member to run the gallery and related programs. This staff member will fill a 
new position, the Director of Cultural Programming (DCP). The DCP will be responsible for 
coordinating all the exhibitions that take place in the Art Spot gallery, sometimes curating 
them, and will oversee events such as the opening reception and related art programming. In 
this project plan, the details of the opening reception are outlined, and suggestions provided 
for how the DCP could develop future programming and exhibitions for the space. 



19 

 
Component Three: Fab Lab Design Space 

The FFL is in the process of developing a maker space with a 3D printer in a facility 
dubbed the Fab Lab. After the initial implementation of the Art Spot plan detailed here, we 
strongly suggest materials, software, and hardware needed for users to engage in creative work 
should be incorporated into the Fab Lab. The DCP should work with the Transliteracy 
Development Director to make this happen. With the Fab Lab offering the opportunity for 
library users to generate creative and artistic work in the library and the Art Spot gallery serving 
as a venue for library users to share their art, the FFL will offer a unique blend of services that 
cater to the artistic needs of their community. 

 

Action Plan 
The action plan for this project consists of five distinct phases: 

Phase 1: Research  
This phase will be performed by the IST 613 team of students. The students will consult 

FFL staff, specifically Brenda Shea, Director of Community Relations.  

Phase 2: Plan  
The planning phase will be led by the IST 613 team of students with additional input 

from Brenda Shea on behalf of FFL. 

Phase 3: Prepare  
This is the first of three phases of project implementation, and the IST 613 team will no 

longer be involved in the project from this point on. This phase will include an FFL Executive 
Director-led search for a new library employee, the Director of Cultural Programming. Once 
hired, the DCP will: 

• lead preparations by overseeing the ordering and installation of appropriate 
components to transform the existing gallery space into the FFL Art Spot, 

• begin preparing for the opening exhibition and event, 
• and enlist volunteers from the community, 
• as well as begin to form new and solidify already existing relationships with local 

arts organizations. 
 

Depending on the length of the search for qualified candidates, ordering supplies for the 
Art Spot may be done by FFL staff prior to the DCP’s appointment.  The DCP will brainstorm 
with other FFL staff and directors regarding the programming schedule. The DCP will work with 
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the website administrator as well as the Director of Web Services to add FFL Art Spot pages and 
appropriate navigation to the FFL website. FFL staff will assess current arts materials (paints, 
etc. to have on-hand for programming) and create a collection development policy for new arts 
materials. This will support the goals and programs associated with the Art Spot.  

Phase 4: Launch  
This phase includes the opening exhibition and opening event that will introduce the 

community to the new Art Spot. During this phase, the DCP should continue to develop 
relationships with volunteers, artists, curators, and local arts organizations in order to establish 
a schedule for annual programming. The exhibition schedule should consist of at least six visual 
art exhibitions per year. One of these exhibitions should be set aside to display creative work 
made by community members in the FFL. 

This is the time for the DCP to begin meeting with FFL staff involved in transliteracy 
development, digital initiatives, and local history to discuss collaborative interdisciplinary 
exhibitions and programming. For example, an exhibition of work created using the 3D printer 
in the Fab Lab could involve programming in the Fab Lab and a web-based gallery where 
creators share images of their finished projects and the digital design files. Staff will begin 
assembling a collection of arts materials as outlined in the collection development policy. 

Phase 5: Grow  
The growth of the Art Spot and its associated programming will extend indefinitely into 

the future. The DCP will continue to work with FFL staff to implement the exhibition schedule 
and appropriate community programming. Possible growth opportunities include: a robust 
website with a focus on community cultural engagement in the digital realm; hosting an artist- 
or curator-in-residence; the presentation of creative works other than visual art such as poetry 
and fiction readings by community members or community music-making. The DCP should 
work with the Transliteracy Development Director to equip the Fab Lab for art creation and art 
creation programming. 

Timeline 
 
Phase 1: Research 

Task Responsible Party/Parties Action Time 

Search for relevant literature 613 Team February–April 2012 
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Phase 2: Plan 

Task Responsible 
Parties 

Action Time 

Create goals and objectives for gallery space and 
programming 

613 Team with FFL 
input 

February–April 
2012 

Develop project plan including plans for assessment 
and marketing 

613 Team with FFL 
input 

February–April 
2012 

Conduct User Needs Assessment FFL Staff May–December 
2012 

Update Project, Marketing and Assessment plans with 
data of User Needs Assessment 

FFL Staff December 2012–
March 2013 

Present user needs assessment to Board and gain 
approval for the creation of a new position, Director of 
Cultural Programming  

Executive Director 
with FFL Staff 

January 2013 

 
 
Phase 3: Prepare Art Spot 

Task Responsible Parties Action Time (in 
2013) 

Order and install new gallery 
components such as window coverings, 
lighting, and furniture 

FFL staff and/or Director of 
Cultural Programming 

March–August 

Search for and hire Director of Cultural 
Programming 

FFL staff February–April 
(Note: DCP start 
date should be 
May 1, 2013) 

Design and plan Art Spot opening 
exhibition 

Director of Cultural Programming 
with input from Executive 
Director 

May–June  

Prepare opening event logistics 
(schedule, invitees, catering) 

Director of Cultural Programming 
with approval from Executive 
Director 

July–August  

Identify and enlist volunteers for 
opening exhibition and ongoing 
programs 

Director of Cultural Programming August  
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Establish communication with local arts 
organizations and museums and local 
art teachers to identify potential 
partners 

Director of Cultural Programming Beginning May; 
ongoing 

Plan programming schedule for 2013-
2014 season (September 2013–August 
2014) 

Director of Cultural Programming 
with other FFL staff, including 
Executive Director, Director of 
Community Relations, and 
Transliteracy Development 
Director 

May–September  

Add Art Spot landing page to the FFL 
website and add Art Spot tab to 
navigation. Include schedule of 
upcoming events and information 
about the Art Spot and the opening 
exhibition and event. 

Web Administrator with 
assistance of Director of Cultural 
Programming and Director of 
Web Services 

August  

Create collection development policy 
for arts materials to support the goals 
and programs associated with the Art 
Spot 

FFL Staff with input from Director 
of Cultural Programming 

May  

 
 
 
Phase 4: Launch Art Spot 

Task Responsible Parties Action Time (in 
2013) 

Invite special guests to opening event Executive Director with 
help from Director of 
Cultural Programming 

August  

Install opening exhibition Director of Cultural 
Programming with 
volunteers and FFL Library 
Staff 

September 3–5,  

Market opening to the community FFL Marketing Staff with 
input from Director of 
Cultural Programming 
 

Beginning August; 
ongoing 
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Hold opening event Director of Cultural 
Programming with 
volunteers and FFL Library 
Staff 

September 6 

Plan each year’s season schedule of 
exhibitions and programs (each season runs 
September–August); Get schedule approved 
by FFL Executive Director 

Director of Cultural 
Programming 

Each May for 
Executive Director 
approval in July 

In keeping with new collection development 
policy, acquire arts materials to support the 
goals and programs associated with the Art 
Spot 

FFL Staff with input from 
Director of Cultural 
Programming 

Beginning in June; 
Ongoing 

 
 
Phase 5: Grow 

Task Responsible Parties Action 
Time 

Expand Art Spot web presence. Develop a robust website, in 
conjunction with Transliteracy Development Director. This 
website will be a place for further community engagement 
where community members can post their work, discuss art 
on exhibition in the FFL Art Spot. 

Director of Cultural 
Programming with 
Director of Web 
Services  

ongoing 

Use the Art Spot to present creative works other than visual 
art, such as poetry or fiction readings by community 
members, and continue to host community music making. 

Director of Cultural 
Programming with 
Director of Web 
Services  

ongoing 

Identify a member of the community (any age) to serve as an 
artist-in-residence. Enlist this individual to assist the Director 
of Cultural Programming in developing an exhibition for the 
FFL Art Spot and ancillary programming to engage the 
community in ways that follow the goals of the Art Spot. 

Director of Cultural 
Programming with 
Director of Web 
Services  

ongoing 

Identify a member of the community, any age, to serve as a 
curator-in-residence. This member will use existing objects in 
the FFL archives or on the FFL shelves, or bring in new works 
from a local artist to curate an exhibition on a theme of his 
choice or on a theme chosen by the Director of Cultural 
Programming. 

Director of Cultural 
Programming with 
Director of Web 
Services  

ongoing 
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Continually market programming Marketing staff with 
help from Director of 
Cultural 
Programming 

ongoing 

In keeping with new collection development policy, acquire 
arts materials to support the goals and programs associated 
with the Art Spot 

FFL Staff with input 
from Director of 
Cultural 
Programming 

ongoing 
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Phases of Project Plan 

 
 
 

Research 
613 Group 

• Perform literature 
search 

• Create user needs 
assessment 

Plan 
613 Group 

• Create goals and 
objectives for gallery 
space and 
programming 

• Develop project plan 
including plans for 
assessment and 
marketing 

• Create collections 
development plan 

Prepare 
FFL Staff & 
Director of 

Cultural 
Programming 

• Order, install new 
gallery components 

• Search for and hire 
Director of Cultural 
Programming 

• Prepare Spot opening 
exhibition and event 

• Identify and enlist 
volunteers for 
opening exhibition 

• Establish 
communication with 
local arts 
organizations and 
museums and local 
art teachers 

• Add Art Spot to FFL 
website 
Begin collections 
development 

Launch 
FFL Staff, Director 

of Cultural 
Programming & 
Marketing Staff 

• Install opening 
exhibition 

• Market opening 
• Hold opening event 
• Implement 

Programming 
• Develop annual 

exhibition schedule 
• Continually market 

programming 

Grow 
Dir. of Cultural 
Programming 

with Directors & 
FFL Staff 

• Expand Art Spot web 
presence 

• Present non-visual-
art creative works 

• Artist-in-Residence 
programming 

• Curator-in-Residence 
programming 
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PILOT TEST 
The pilot test for this project has already been completed. The gallery space as it stands 

has been in operation for over two years. Each month, a new artist (or group of artists) is 
invited to display their works on the walls of the space. Framing or other methods of 
presentation are left up to the artist themselves. The work is left on display for the whole 
month, and, depending on the preferences of the artist(s), may be available for sale. 

At the beginning of the month, the library holds an accompanying kick-off event—a 
reception for the artist, library users, and community members. Refreshments are served, and 
the artist has the opportunity to connect with users and discuss their work. However, these 
events are usually somewhat poorly attended. Our partner at the Fayetteville Free Library in 
developing this project, Brenda Shea, has indicated that the majority of people who attend the 
kick-off receptions are friends and contemporaries of the artists themselves. 

By contrast, the months that have enjoyed much greater success—measured purely in 
terms of attendees at the kick-off receptions—have been those during which the work of 
students at local schools has been displayed. The great support these students and their work 
have received leads us to the conclusion that the community would like to see more 
community-driven and -themed installations, featuring a number of artists. 

Throughout the year, other events are also held in the gallery space, from readings to 
live music. The artwork serves as a pleasant and enjoyable backdrop for these programs, and 
gains the participating artists exposure for their work. 

As discussed in the internal needs assessment, librarians and library staff have noted 
that the gallery space is not drawing the attention they feel it deserves, with less than optimal 
attendance at the receptions and a lack of engagement between the community and the art 
exhibitions during their normal hours of operation. By rebranding and redesigning the space, 
and creating a position around which a network with community artists, art organizations, and 
educators can form, we feel the Art Spot can increase the community’s engagement in the 
artistic offerings of the FFL. 
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ASSUMPTIONS AND SCALABILITY 
 

For the purpose of this project, we are assuming that both the space and staffing as 
outlined in this plan will be sufficient for the Art Spot’s needs into the foreseeable future. 
However, should the Art Spot and its programming prove to be wildly popular, this will need to 
be reassessed. If the Director of Cultural Programming becomes overwhelmed in his or her 
position, it would be easy to create internship opportunities for local master’s students 
studying library and information science, as well as other local undergraduates and master’s 
students studying art. These internships could be paid or unpaid, depending on budgetary 
constraints. 

We also assume that the amount of space is adequate for the audience—users who visit 
the gallery and/or participate in the programs it hosts. On the one hand, it would be a sign of 
great success if the Art Spot were to outgrow the parameters of this project plan. On the other, 
that would place a burden on the physical space, as well, and may put the library at risk of 
violating fire codes. In that case, the Fayetteville Free Library may have to resort to issuing 
tickets for users attending certain events or programs. Tickets would be free of cost, of course, 
but would be a fair way to limit the number of users in the gallery or Fab Lab at any given time. 
The ticket system could be coupled with or replaced by a staff member stationed at the 
entrance to the Art Spot with a mechanical counter, to keep track of how many users have 
entered, and direct traffic such that the space does not become overly crowded. 

Due primarily to these space constraints, we have not designed this project to be 
scalable. While programming or exhibitions of artwork associated with the FFL Art Spot may 
later take shape such that it occurs outside the gallery space, that is not our intent at this time. 
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SWOT ANALYSIS 

 
  

Strengths 
•Dedicated and diverse user base 
•Large amount of space 
•Sufficient budget 
•Pre-existing partnerships with local 

artists 
•Pilot already completed 
•FFL has seen success with other non-

library specific programming 
•Website already exists 
•Promotes love of art and visual literacy 

among users of all ages 

Weaknesses 
•Poor layout of space 
•Loss of volunteer who created pilot 
•Potential unexpected changes in budget 
•Art Spot proximity to café could invite 

damage to art on display 
•Programming could compete with other 

FFL programs occurring simultaneously 
•Project would involve shutting down 

access to and use of space temporarily to 
install lighting, etc. 
•No strategic plan —hard to say how Art 

Spot will fit with other FFL initiatives 
•DCP is solely responsible for Art Zone — 

without them project and programming 
fail 

Opportunities 
•Art Spot reaches out to new interest 

group among users and non-users 
•Fosters sense of community 
•Very few local competitors 
•Improved display conditions may 

attract more professional artists 
•Good place to utilize volunteers 
•Grants could be used for additional 

funding 
•Adds a new function, furthering the 

idea of the library as a community hub 
•Could partner with potential 

competitors to offer complimentary 
programming and exhibitions 

Threats 
•Once Art Spot is an established 

success, potential competitors might 
venture into similar programming 
•Taste in art is highly subjective — 

different exhibitions/programming will 
resonate with different people. FFL will 
need to be careful to market the right 
things to the right subsets of users 
•FFL is difficult to get to without a car 
•Weather in winter months discourages 

users from venturing out to the library, 
and the website will make it easier for 
them to stay home 
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LIMITATIONS 
 

Space:  
The primary limitation faced by this project is one of physical space. The gallery space is 

substantial in size, but its layout is not ideal for gallery purposes. One wall running the length of 
the room consists almost entirely of windows. While UV-filter film (see “Project Plan: Budget,”) 
will protect items in the exhibitions from some sun damage, the Art Spot loses a lot of potential 
wall display space. Beneath these windows (also running the length of the room) is a heating 
duct, which also necessitates keeping the artwork away from that area. 

 
Funding:  

While we have been informed that budgeting for this project is not a concern, we must 
assume there are at least some reasonable monetary limits to the equipment and materials the 
FFL can purchase for the space and its accompanying programs. 

 
Staff: 

We have allocated one devoted staff member who would need to be hired to manage 
the Art Spot project. While this person will undoubtedly have the support of his or her 
colleagues in promoting the Art Spot to users, there is only so much one person can do. A 
departmental staff of one limits the quantity of works and programs the Art Spot can 
reasonably offer without overworking the Director of Cultural Programming. 

 

Time:  
The FFL is open all day and well into the evening on most days during the school year. 

During the summer months the library closes at 2:00pm on Saturdays and does not open at all 
on Sundays. Since school is not in session during that time, most students will likely still have 
the opportunity to participate in Art Spot activities. However, any students (from high school to 
those pursuing a graduate degree) taking summer classes will be at a disadvantage during those 
months. 
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MARKETING PLAN 

 

INTRODUCTION 
 

Once the physical space and supporting institutional infrastructure of the Fayetteville 
Free Library Art Spot has been established, the library’s marketing efforts will ensure that the 
community knows it is there for them. The Project Plan section details the process for outfitting 
the physical art gallery space, hiring a Director of Cultural Programming (DCP), and includes 
framework for planning the Art Spot’s opening exhibition and event. This Marketing Plan 
section focuses on how the FFL will market and communicate about the new Art Spot gallery 
space and opening. 

The 613 planning group has suggested an opening date of Friday, September 6, 2013 for 
the Art Spot. Opening day will feature a kick-off party for the Art Spot and an opening 
exhibition. This exhibition will be curated by the DCP, and focus on a theme of his or her 
choosing that embodies the goals of the Art Spot. It will feature artwork from several 
community members and a participatory component that invites all exhibition visitors to create 
their own artwork for temporary display. Artistic creations from the FFL creation space in its 
Fab Lab facility will be highlighted in this show to emphasize the “Make and Share” message of 
the Art Spot. Curating this initial exhibition will help the DCP become familiar with the needs 
and desires of the Art Spot’s audiences, embedding him or her within the local artistic 
community. For more information on the plans for the kick-off event and exhibition, please see 
“Project Plan” (p.4).  

This marketing section identifies the goals and measurable outcomes of marketing the 
new FFL Art Spot , and details a positioning statement that will focus communications as to the 
purpose of—and community opportunities at—the Art Spot. Brenda Shea of the FFL directed us 
to consider the entire population of Central New York as potential audiences and Art Spot 
participants. In all marketing and communications, the FFL will employ key messages, each one 
specifically designed for a different section of the community we have identified as a target 
audience: Executive Board and Board of Directors, library staff and volunteers, artists, art 
educators, students, community art enthusiasts, and other community members. 
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RELEVANT LITERATURE 
 

A variety of approaches have been used to market library art projects. Determining a 
target audience for each piece of marketing is important, as marketing strategies differ when 
dealing with different user groups. DeLaughter (2006) at the William K. Stanford Town Library in 
Colonie, New York, discussed how her library’s gallery was targeted primarily toward teenagers. 
This influenced her marketing approach, and DeLaughter worked closely with local teens to 
plan and promote the gallery. She began by posting fliers and publishing an article in the town 
newsletter inviting teens to attend a planning meeting. Eight teens became a core group of 
advisers for the project, and that group created a logo contest, brochures, and the beginnings 
of a gallery website. They printed “Got Art?” shirts that served to both identify them as staff 
and advertise the gallery. A blog was started, but quickly discontinued after spamming and 
trolling became an issue. The logo competition initially proved to be a disappointment, until 
local teachers were asked to get involved and encourage their students to submit designs. The 
fledgling gallery’s first exhibition contained work from local students. The library printed 
postcards featuring the artwork, and then gave them to the students to mail to friends and 
family. The space has since hosted displays starring local artists—both amateur and 
professional—and a graffiti exhibition that included a blank wall that passersby could cover 
with their own graffiti. 

Another marketing campaign DeLaughter (2010) orchestrated last year also targeted 
teenaged users. To advertise an Anime Convention the library was hosting, fliers were posted 
around the library, put up on the web, and mailed to previous participants. Fliers with tear-off 
strips were posted at schools, primarily in the manga sections of the school libraries, which 
enabled students to take the registration information with them. These fliers were also posted 
in local comic book and gaming stores. In an effort to involve existing library users, DeLaughter 
made business-sized cards and gave them to the teens at her library to pass out to friends. The 
convention reached maximum capacity. Marketing in schools and local hangouts, as well as 
enlisting the help of local teenagers, proved very effective in both of DeLaughter’s marketing 
campaigns. 

Distributing merchandise and advertising outside the library are common themes in 
marketing literature. Davis (2005), writing for the American Libraries magazine, discussed 
marketing techniques from a library card campaign in North Carolina. Free tote bags, 
bookmarks, door hangers, and children’s shoelaces were the most successful items. The 
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campaign was promoted outside the library by getting local car dealerships to mount door-
hangers on their cars, and 126 news stories (television, newspaper, and radio) reached 1.6 
million people. 

Websites are another important component of contemporary marketing campaigns. 
While DeLaughter’s attempt to incorporate a website into her gallery campaign failed, other 
sources argue that websites are integral to success in America’s visual communication culture. 
Cox, Witthuhn, Walz, and Bozemen (2009) state that patrons today expect all library projects to 
have at least a web page, if not a full-blown site of their own. Newell (2004) recommends that 
library websites steer away from traditional images of buildings, because “photos without 
people in them communicate a message that the library is nothing but a building with 
collections… they [de-emphasize] the people, activities, relationships, and interactions within 
the library” (p. 309). Newell also recommends having users give feedback on images or submit 
their own pictures, as librarians are often not aware that their images contain certain 
messages. For instance, patrons might view a librarian’s image, either in person in a 
photograph, as intimidating because of his/her posture. Images can be very powerful, but they 
need to be carefully considered, especially if shared with such a large and varied audience as 
that found on a website.   

In a Visual Resources Association (VRA) conference paper, Cox, Witthuhn, Walz, and 
Bozemen (2009) suggested creating a “brand,” which some art libraries accomplished by 
selecting a permanent art piece or image and featuring it in all of their promotional materials. 
Because a gallery or art space involves visual communication, the art itself can become a visual 
marketing tool. While library galleries or art spaces can be promoted using generic library 
marketing techniques, there is a unique opportunity to create a brand by using the art in the 
gallery. This brand can be incorporated into other marketing tools, such as the website and 
merchandise. While selecting a brand that appeals to all target audiences can present 
difficulties, it can be very useful in making a program identifiable and memorable. 

Despite the variation in the marketing techniques reviewed, the literature suggests that 
knowing your target audience, offering merchandise, advertising outside the library, and 
utilizing visual communication techniques, especially via websites, are successful methods of 
promoting library art programs. 
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MARKETING GOALS AND OUTCOMES 
 

The goals listed here are specific to marketing the FFL Art Spot opening with its kick-off 
exhibition and event. Each goal has at least two measurable outcomes. Further detail on 
measuring these outcomes is available in the Assessment Plan section (p. 58). 

GOAL OUTCOME 1 OUTCOME 2 OUTCOME 3 
Marketing will ensure 
community members 
know about the Art Spot, 
that it is an art gallery, and 
that the library runs 
associated programs. 

The Art Spot web 
page is viewed by at 
least 50% of FFL 
website visitors. 

When asked 6 
months after the 
opening, visitors to 
the library say they 
have visited the Art 
Spot or 
attended a related 
program at least 
once. 

 

Marketing will ensure 
community members 
support the Art Spot and 
view it as a place to 
engage with art and the 
art community. 

Community 
members go to the 
library specifically to 
view art at the Art 
Spot. 

Community 
members go to the 
library to participate 
in a specific Art Spot 
program. 

Community 
members report 
they heard about 
the Art Spot from 
another 
community 
member. 

Marketing will ensure all 
library staff understand 
the goals of the Art Spot, 
support them, and are able 
to promote them. 

Staff members 
provide accurate 
information about 
the Art Spot and its 
programs to 
community 
members. 

Community 
members visit the 
Art Spot or 
participate in an Art 
Spot program 
because a staff 
member told them 
about it. 
 

 

Marketing will ensure 
community artists and art 
students of all ages 
support the Art Spot and 
view it as a place for 
exhibition of their 
artworks. 
 

Artists contact the 
DCP about 
participating by 
exhibiting their art. 

Artists visit the 
library specifically to 
see work on 
exhibition in the Art 
Spot. 

Artists report they 
heard about the 
Art Spot from 
another artist. 



34 

Marketing will ensure 
community artists and art 
students of all ages view 
the Art Spot as a place for 
viewing art, learning about 
art, and being inspired in 
their own artistic process. 

When asked to list 
potential venues for 
exhibiting their 
work, artists/art 
students include the 
Art Spot. 

Local websites list 
the Art Spot as an art 
gallery and/or 
resource for artists. 

 

Marketing will ensure art 
educators view the Art 
Spot as a gallery for 
exhibition of student art. 

Art educators 
contact the DCP and 
ask the Art Spot to 
host an exhibition of 
student work. 

Teachers inform 
their students about 
the Art Spot and its 
availability as an 
exhibition space. 

 

 
 

 

TARGET AUDIENCES 
 

In this section, we identify audiences to be specifically targeted by our marketing 
campaign, and their needs as they pertain to the FFL Art Spot. Our target audiences can be 
distinctly divided into two groups, internal and external stakeholders, as shown below. 
 

Internal 
Stakeholder 

Demographic Characteristics/Needs 

Executive 
Board/Board of 
Directors 

Adults ● Provides budget and resources approval 
● Seeks to provide programs of value to community 
● Results-oriented—needs visible benefits to library 

programming 
Library Staff Adults 4. Work full- to part-time at FFL 

5. Interact with users daily in the course of their jobs, 
and, potentially, informally within the community 

6. Some are occasionally involved with the Art Spot, 
but all need to be able to inform/answer users’ 
questions about library programming 

Volunteers Adults ● Act in semi-official capacity on behalf of the library 
● Spend a significant amount of time at the FFL 
● Users see them as a resource for information 

about the library 
● If not directly involved with the Art Spot, will need 

to be able to inform/answer users’ questions 
about all library programming 
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External 
Stakeholder 

Demographic Characteristics/Needs 

Artists Children, Teens, 
Adults, Seniors 

● Have developed their craft and artistic 
practice to certain extent 

● Artists of all ages need space to display their 
work 

● Need space to gather with community and 
share about their work and creative process 

● Depending on resources a given artist has, 
may need help with preparing work for 
display 

K-12 Art Teachers Adults • Interact with students on weekly, if not daily, 
basis 

• Students include artists, non-artists, art 
enthusiasts and those who are merely 
fulfilling a school requirement 

• Look for ways to get students interested and 
enthusiastically engaged in world of art 

• Want to make their students’ work fun 
• Need to be kept aware of art goings-on in the 

community 
• Need a way to facilitate student learning, 

beyond classroom instruction 
• Depending on funding through school, may 

also need source of materials for students to 
create art 

• Want to demonstrate the value of the arts in 
education to the school administration and 
community 
 

University/College 
Art Professors 

Adults ● Interact with students on weekly basis 
● Students are primarily amateur artists and art 

appreciators 
● Students are already engaged with the 

subject, and professors need ways to expand 
classroom discussions into real life 

● Look for ways to involve students in larger art 
community, in order to broaden their artistic 
worldviews 
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Students in Grades 
K-8 

Children ● Students this age are starting to experience 
artistic expression in a way that is fun and 
exploratory 

● Those not showing a tendency to engage with 
art on their own need encouragement; need a 
safe space to explore 

● Those who have shown this tendency need 
space to share their art and materials for 
creation 

● All will benefit from participating in a vibrant, 
multi-age artistic community 

● Being able to display and show off their work 
at a young age will build self-esteem and 
establish respect for arts and culture 

● Outside classroom, these students need 
access to materials for art creation, and a 
space to make art 

Students in Grades 
9-12 

Teens ● Students in this age group are refining artistic 
skills—through classes or independently 

● Need a place to display their work and 
exposure to other artwork, other artists, and 
new ideas 

● Will benefit from meeting other artists/art 
enthusiasts specializing in their medium of 
choice 

● Outside the classroom, these students need 
access to materials for art creation, and a 
space to make art 

Undergraduate Art 
Students 

Teens ● Art students at this level have a more strongly 
developed sense of artistic identity 

● Those interested in art, but lacking in 
confidence in their own abilities need 
encouragement and materials/space for 
experimenting with art creation 

● Student artists at this age are starting to 
establish themselves as artists and would 
benefit from a space off-campus to display 
their work, and the support of an off-campus 
art community 

Community Art 
Enthusiasts 
 
 

Teens, Adults, 
Seniors 

● Group consists partly of friends/family of 
artists, who need a place to gather in support 
of their artists and to make connections 
within the community 
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Community Art 
Enthusiasts. cont. 

● Those who appreciate but don’t make art 
themselves need place where they can view 
art without paying museum admission 

● Need place to gather and engage with others 
who share their interest in art 

Other Community 
Members 

All ages ● Those who aren’t regularly engaged with art 
on any level—creation or appreciation 

● Need a place to be exposed to art, such that 
they can experience it without seeking out 
museums and galleries 

● Will benefit from community-based, informal 
atmosphere where they can experiment with 
viewing/making art and interact with their 
fellow community members 
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POSITIONING STATEMENT AND LOGO 
 

This positioning statement articulates the image of the Art Spot. It reflects the Art Spot’s 
image for all stakeholders and community members. All marketing materials will forward this 
image. 

The Fayetteville Free Library Art Spot enlightens and entertains the community while 
strengthening the community’s artistic culture. It is a place for artists to exhibit their art and 
share their creative process with the community. The Art Spot gives all members of the 
community the space, tools, and materials to access and create art. 

A key tagline for the marketing campaign will be the message “Make and Share” which 
highlights the FFL Art Spot as space both to create art and to share in the artistic community, 
not just in the art they make. 

In addition to this positioning statement, we have developed a logo for the Art Spot that 
should be used in communications and marketing materials. 

 
  

The logo should be used in communications and marketing materials whenever 
possible, along with the words “Fayetteville Free Library Art Spot” in narrative text. 
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In written communication, the space and programming that encompasses the Art Spot 
should be referred to as: 

• “the Fayetteville Free Library Art Spot” 

• or “FFL Art Spot” 

• or, when the context ensures the reader will understand that it is a service of the 
Fayetteville Free Library, “the Art Spot.” 

Please see the marketing materials mock-ups for examples of how the logo and name of 
the Art Spot should be used (p. 53). 
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KEY MESSAGES 
 

Our key messages list concise statements that the FFL and its librarians can use to 
encourage users to participate in the Art Spot. Each statement is identified by the target 
audience we are trying to reach with the statement. Some target audiences will be grouped 
together in this segment, as the same key message addresses the needs and concerns of all 
target audiences in that group. 

 
 
 
 

 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 

Executive Board/Board of Directors: 
“The Art Zone will bring more users to 

the FFL, and foster a sense of 
community.” 

Librarians, Volunteers: “The Art Zone is 
a community space for people of all 

ages to make and share art.” 
 

Artists: “Come share your work and 
meet your fans at the Art Zone!” 

Art Educators (K-12, Professors): 
“Looking for a way to make art come 
alive for your students? The FFL Art 

Zone has the space, tools, the materials, 
and inspiration for students to explore 

art—all in one place!” 
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Students, K-12: “Come to the FFL Art 
Zone to see art, make your own, and 

share it with your friends!” 
 

Students, undergraduate: “Show off 
your artistic side! Come to the FFL Art 

Zone, where you can display your work 
and meet other local artists!” 

Community Art Enthusiasts: 
 “The FFL Art Zone is the one place 

where you can see great art, meet the 
creators, and make art yourself!” 

Other Community Members: 
 “If you’re curious about art come visit the 
FFL Art Zone! See what local artists have 

done, make your own work, and share with 
your community!” 
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MESSAGE DELIVERY STRATEGIES 
 

Tools 
These are the marketing tools the library will use to promote the Art Spot. 

Artist-Designed Poster Image: 

The DCP will find a local artist or designer to design poster/image for each exhibition. 
This image will be used on marketing materials, fliers, ads, and invitations for this exhibition, 
only. 

Buttons: 

Custom pin-back buttons will be used as giveaways to visitors to the Art Spot. They will 
be small, 1.5 inches in diameter, printed in color, and feature a mix of designs including the Art 
Spot logo and the following messages: “Make & Share @ the FFL Art Spot,” “I made it @ the FFL 
Art Spot,” “I saw it @ the FFL Art Spot,” and “I’m a FFL Artist.” (See mockups, p. 51-52.) 

Displays: 

The markerboard displays currently being used at the entrance of the library and in the 
reading room to announce Cafe 300’s hours and menu will be split to highlight the current 
exhibit in the Art Spot gallery and the hours of operation for the Fab Lab. 

Fliers: 

Fliers advertising programs such as art-making sessions in the Fab Lab, and events such 
as artist receptions will be printed on letter and tabloid paper and placed on display in 
Fayetteville and nearby in Syracuse and other towns within a 20-minute drive. Fliers will also be 
placed in the FFL alongside other library program fliers. The glut of information continuously 
displayed in the library will make those much less effective than fliers placed in community 
organizations, store windows and other sites outside the FFL. 

The library will provide a small honorarium for an artist to design the image to be used 
in the fliers and other printed marketing materials for each exhibition. The FFL logo will 
accompany each design, as will the words “FFL Art Spot.” 
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T-shirts: 

T-shirts will be sold with the other t-shirts and bags on the FFL merchandise site (See 
mockups, p. 51, for examples.). 

 “I made it at the Art Spot!” 

 “I saw it at the Art Spot!” 

Community Events Calendar: 

New exhibitions and all events will be posted on the WRVO community calendar for 
viewing and they will be read on the air via public radio. 

Twitter: 
 Frequent Tweets will be made with the hashtag #ArtSpotFFL. Daily tweets will include “X 
days until next event” and “Y days left in current show.” Tweets can also be used to highlight 
particular artists. Similar micro-messages can be posted to Facebook and other social media 
sites. 

Website: 
 A top-level tab will be added to the FFL website for the Art Spot. The website will 
include: 

● The name and description of the current show 
● A photo gallery of selected works from the current show 
● The Art Spot Mission Statement 
● Art Spot and Fab Lab hours of operation 
● Contact information for the DCP 
● A twitter feed displaying results from #ArtSpotFFL 
● Links to artist and exhibition partner websites, as well as other Central New York 

community arts websites 
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ACTION PLAN AND TIMELINE 
Though the FFL has not decided when the Art Spot will open, the 613 Planning Group 

has chosen Friday, September 6, 2013 as the date for the official kick-off exhibition opening and 
kick-off event. This has allowed us to map a marketing timeline. 

While this timeline is geared towards the kick-off event, certain tasks can be recycled to 
prepare for and promote future exhibits. For instance, contacting local news outlets and 
marketing via Facebook and Twitter are tactics that can be used to advertise any exhibitions 
hosted by the Art Spot. 

NOTE: Some of the tasks included in the marketing timeline are non-marketing items, 
but are included here because they serve as project markers integral to the Marketing Plan. 
These tasks are italicized. 

Task Responsible 
Party/Parties 

Action Time 
(2013, unless 
otherwise 
noted) 

Develop marketing plan, including positioning 
statement and logo. 

613 Group February - 
April 2012 

Add Art Spot landing page to the FFL website and 
add Art Spot tab to navigation. Write copy for 
schedule of upcoming events and information about 
the Art Spot and its opening exhibition and event. 

DCP with Web 
Administrator 

August  

Determine and organize Art Spot opening exhibition. 
This first exhibition will be curated by the DCP and 
feature work by local artists and/or work made in the 
Fab Lab. 

DCP with Transliteracy 
Development Director; 
administrative support 
from FFL staff 

June 1 - 
September 6 

Enlist local artist or designer to create poster/image 
for this opening exhibition. This image will be used 
on marketing materials, flyers, ads, and invitations. 

DCP June 25 

Design t-shirts to give away at opening exhibition (to 
featured community artists, possibly) and sell at 
cost—ongoing. 

DCP Week of July 2 

Order t-shirts to sell at opening exhibition, and 
continuing into the foreseeable future. 

DCP July 9 

Design exhibition image and marketing materials for 
opening exhibition and kick-off event. 

DCP with local artist or 
designer 

July 1 - August 
1 
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Print and order marketing materials for opening 
exhibition and kick-off event. 

DCP August 1 

Design and order Art Spot buttons for distribution at 
the kick-off event. 

DCP August 7 

Prepare display of books, CDs, and other media to 
accompany and support the opening exhibition. 

DCP with support from 
FFL staff 

August 15 

Create press release announcing Art Spot and 
opening exhibition. Distribute to local media outlets. 
Announce opening exhibition and event in media 
outlets including WRVO, send invitations and 
marketing materials such as fliers to special guests 
(civic leaders—including the mayor of Fayetteville,—
local art curators and teachers, local artists, library 
leaders). 

FFL Marketing Staff 
with support from DCP 

August 15 

Contact local news outlets to arrange for them to 
attend opening. 

DCP August 15 

Market event and exhibition on Twitter and 
Facebook. 

FFL Marketing Staff August 6 - 
September 6 

Develop exhibition-specific pathfinder for website, as 
well as for printing and display in the FFL. Put on 
website and display in the library. 

DCP with Web 
Administrator 

July - August 

Install opening exhibition. DCP September 2-6 
Host FFL Art Spot kick-off event. DCP with support from 

FFL Staff 
September 6 

Update Art Spot page to feature photos of 
exhibition. 

DCP with Web 
Administrator 

September 7 
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Budget 
Although no budgetary limits were imposed on this project, in calculating the budget for 

the marketing plan we were mindful of the precious nature of public library funds and 
therefore included tools that would be inexpensive. These marketing materials and tools are 
modeled on existing FFL marketing campaigns. By utilizing existing infrastructures, costs will be 
kept to a minimum. These are only initial costs associated with the plans that fall within the 
boundaries of this project: the establishment of the Art Spot and the opening. Many of these 
marketing methods will be ongoing and will require additional staff time, materials, and funds. 

 
Item 

Details Total 

Markers to use in writing messages on markerboard 
displays at library entrance and cafe 

$10/pack $10 

Color 8.5”x11” fliers printed in-house 250 @ 10¢ each   $25 
T-shirts featuring the Art Spot logo, to be given away at 
exhibition openings and as gifts to community 
volunteers. Twenty of these will be sold at cost through 
the library, so some of this total cost will be recovered. 

25 @ $17 $425 

WRVO Community Events Calendar advertisement Free n/a (see 
“Staff 
costs”) 

Twitter advertising Free n/a (see 
“Staff 
costs”) 

Website (in-house) $348 a year with 
SiteGround (hosts the 
FFL cafe’s page). Mid-
level plan. 

$348 (+ 
staff 
time) 

Food for kick-off event (no catering staff needed)  $175 
Art creation supplies for community members to use 
during kick-off event 

$100 n/a 

Art Spot full-color custom buttons 400 @ 32¢ each $128 
Art Spot temporary tattoos (featuring the message: I <3 
FFL Art Spot) 

200 @ 33¢ each $66 

Staff costs (DCP time spent on marketing for kick-off 
event and exhibition) 

30 hours/week, June 1-
August 7 @ $15/hour 

$6,300 

Staff costs (FFL Marketing Staff labor) 5 hours/week, August 7-
September 7 @ 
$15/hour 

$338 

Staff costs (Web Administrator) 15 hours @ $15/hour $225 
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Artist/designer honorarium; payment for designing 
opening exhibition marketing image to be used on all 
marketing materials for this exhibition 

included in honorarium $250 

TOTAL  $7,767 

NOTE: Estimated ongoing FFL staff marketing costs: $3900 per year (26 hours @ $15/hour). 
 
Responsible Parties 

The parties responsible for marketing the FFL Art Spot and its programming are the 
Director of Cultural Programming, FFL Marketing Staff, other FFL staff, and the administrator of 
the FFL’s website. For each responsible party, the deliverable products are listed with 
corresponding relevant competencies and time commitments. Here, the emphasis is on the 
marketing of the opening exhibition scheduled to begin on September 6, 2013. 

      
Director of Cultural Programming (DCP) 

Deliverable Relevant Competencies Required Time Commitment 

Select local artist to design 
exhibition’s unique 
marketing design and 
oversee the development of 
this design 

Familiarity or ability to become 
familiar with local artists and arts 
community; excellent communication 
skills; ability to work independently 
and set and meet deadlines 

10 hours/exhibition 

Help marketing staff design 
fliers and other marketing 
materials 

Understanding of the goals of the Art 
Spot and excellent communication 
skills 

Ongoing: 0.5 
hours/week 

Distribute fliers and other 
marketing materials to 
community organizations via 
mail and in person 

Familiarity or ability to become 
familiar with local artists and arts 
community as well as target audiences 
and their habits and needs 

4 hours/exhibition or 
program 

Oversee current exhibition 
information displays on 
markerboards in library 
entryway and cafe 

Ability to work independently and set 
and meet deadlines 

0.5 hours/exhibition 
or program 

Oversee the selection of 
photos to be used on the 
website 

Ability to work independently and set 
and meet deadlines; ability and 
knowledge needed to access the 
website’s content management system 
and upload or link to images 

2 hours/exhibition or 
program 
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Generate copy for the Art 
Spot section of the website, 
including links to other 
community websites of 
relevance and other local arts 
resources, creating a local 
arts pathfinder of sorts 

Familiarity or ability to become 
familiar with local artists and arts 
community including other local arts 
resources; ability and knowledge 
needed to access and use the websites 
content management system 

Initial setup: 5 hours; 
Ongoing maintenance 
of local arts 
pathfinder: 0.5 
hours/week 

Manage web content on the 
Art Spot section of the 
website 

Familiarity or ability to become 
familiar with local artists and arts 
community including other local arts 
resources; ability and knowledge 
needed to access and use the 
website’s content management 
system; ability to communicate 
effectively (with website 
administrator) 

Ongoing: 0.5 
hours/week 

 
 
FFL Marketing Staff 

Deliverable Relevant Competencies Required Time Commitment 

Design and create t-shirts Design skills; ability to communicate with the 
DCP; understanding of the goals and function 
of the Art Spot 

5 hours 

Use social media to 
promote exhibitions and 
programs 

Understanding of the goals and function of 
the Art Spot; knowledge of social media 
norms and function and understanding of 
FFL’s social media and marketing goals 

1 hour/week 

Take photos of exhibits 
and programs to be used 
on website; edit photos if 
needed 

Basic knowledge of digital photography and 
ability to communicate with DCP; basic photo 
editing skills 

2 hours/exhibition 
or program 
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Other FFL Staff 

Deliverable Relevant Competencies Required Time Commitment 

Provide planning assistance 
and assistance during events 
as needed for programming 

Understanding of the goals and function 
of the Art Spot; excellent verbal 
communication skills; understanding of 
the goals of FFL 

As needed for each 
exhibition or 
program 

 
 
Website Administrator 

Deliverable Relevant Competencies Required Time 
Commitment 

Initial addition of Art Spot 
tab to the FFL website 
navigation 

Ability and knowledge needed to access and 
use the website’s content management 
system; working knowledge of website 
maintenance 

1 hour 

Embed Twitter feed in 
website 

Ability and knowledge needed to access and 
use the website’s content management 
system; working knowledge of website 
maintenance 

.5 hour 

Work with DCP to support 
him or her in posting copy 
and photos about the Art 
Spot and programs 

Excellent communication skills; ability and 
knowledge needed to access and use the 
website’s content management system; 
working knowledge of website maintenance 

as needed to 
support the DCP 
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MOCKUPS OF SELECTED MARKETING MESSAGES 
 

The following pages show mockups of sample marketing materials. 

The first page, “T-Shirt and Button Designs” includes mockups of materials aimed at all 
target audiences. 

The second page shows “I’m a FFL Artist” messaging design mockups on t-shirts and 
buttons. This marketing message is aimed at artists in the community. When members of the 
FFL Art Spot community wear these buttons and t-shirts, they are carrying the message from 
the FFL out into the community. We chose t-shirts and buttons, as well as temporary tattoos 
(not shown in the mockups) as marketing materials because they allow participants to own the 
Art Spot and are whimsical. They are easy to giveaway and appeal to all age groups and target 
audiences. 

The third page depicts the Art Spot logo and examples of fliers using this logo to 
promote the Art Spot and an Art Spot exhibition. These fliers would be used in-house at the 
library and distributed to local businesses and community organizations. 
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ASSESSMENT PLAN 

 

INTRODUCTION 
Assessment will be a key component of this project. The implementation of the Art Spot 

plan requires assessment on multiple levels. At its heart, the Art Spot initiative is a re-branding 
of the gallery space that has already been used to exhibit artworks by members of the 
community. In order to determine if the initiative has the desired effects of increasing the 
public’s engagement with FFL’s art programming, accurate data needs to be gathered and 
compared to pre-Art Spot engagement levels. Conversely, the FFL Fab Lab has not yet been 
launched, and there is no data available to us so we could learn about the specific needs of its 
users. Assessment is vital in order to determine how FFL might improve art programming 
services. It is the goal of this report to embed a culture of assessment into the normal 
operations of the Art Spot and its programming. 

Goals 
The goals of the Art Spot project are reprised in the diagram below: 
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Outcomes 

The following seven outcomes stem from the aforementioned goals: 

 

 
 
Outcomes Listed by Priority: 

● Users visit the library to view art. 
● Users participate in events and programs. 
● Users display their art. 
● Users sell their art. 
● Users visit the library to create art. 
● Users gain/build art skills. 
● Users curate exhibitions. 

 
Assessment of outcomes one and two will measure the participation of users in the Art 

Spot’s exhibitions and programs. Assessment of outcomes three, four, and seven will measure 
the Art Spot’s impact on a participatory level, targeting those stakeholders whose art is to be 
shared and offered for sale in the Art Spot gallery space. Outcomes five and six relate to the art 
creation space to be established in the FFL Fab Lab, and are secondary to Art Spot project, and 
are therefore ranked lower than the other outcomes.  
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RELEVANT LITERATURE 
An examination of the literature suggests a trending change in the assessment process 

of library projects. Evaluation is becoming more focused on measurable outcomes. Clements 
(2007) discussed an emerging focus on measurable social impact and its effect on the 
traditional objectives of community arts projects. Previously, such projects have been 
conceived as leisure- and creativity-oriented educational efforts. The creators of these projects 
aimed to develop cultural democracy through art, exploring issues such as identity and rights. 
Lakos and Phipps (2004) pointed to the "'new measures movement" as the impetus for all types 
of libraries to focus on measurable outcomes (p. 351). The Association of Research Libraries 
defined "new measures" as a reinvention of the measurement of performance in research 
libraries (Kyrillidou, 2011). 

Rubin (2004) advised using outcome-based evaluation: "a user-centered approach to 
assessment of programs/services that are provided to address particular user needs and 
designed to achieve change for the user" (p. 3). Outcome-based evaluation of a program will 
provide statistics useful in fundraising and grant writing. It will also demonstrate accountability, 
a requirement for institutions hoping to receive grants from the Institute of Museum and 
Library Services (IMLS). Rubin's method demanded that a project have particular 
characteristics. A project designed for outcome-based evaluation specifically targets "a 
demonstrated need," aligns with the library's mission, is results-oriented rather than process-
oriented, and "has a distinct beginning and end" (p. 13). This type of evaluation also requires 
follow-up with participants and a tangible outcome (p. 16). 

Bond, Boyd, and Rapp (1997) suggested an internal assessment of an organization's 
community program, conducted by in-house staff, and comprised of four steps. First, staff must 
identify the needs of its user base, take stock of available resources, and design program 
strategies. Second, staff should name goals of the project, compose questions to be answered 
by the evaluation, and determine outcomes. Next, they must gather evidence for the project by 
observing associated programming, interviewing and surveying participants, and expanding the 
evaluation plan as necessary. Last, staff must process the evidence, examine data to interpret 
themes, and synthesize and report the results. 

Bond et al. and Rubin both indicated project planning should begin with specific steps 
that incorporate evaluation methods from the start. Rubin suggested that a project begin with 
the identification of participants and a collection of possible positive and negative outcomes of 
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the program. According to Rubin, outcomes should be selected with consideration of three 
issues: value of outcome to participants, achievability of outcomes, and relation of outcomes to 
the library's priorities. 

Public arts projects have demonstrated various outcomes. In Kramer’s (2010) art 
programming for children, she identified outcomes as the development of visual literacy 
through interpretation and creation, exposure of children to art, encouragement of art analysis, 
and promotion of creative expression. Benway's (2010) proposed positive outcomes of a teen 
art program at a public library included the opportunity to participate in creative expression, 
participants' understanding of different artistic fields and people, and the opportunity to 
collaborate with peers. One community organization with a stated vision, including the building 
of connections between people, StoryCorps, measured the impact of its community story 
collection project in two parts: 1) evaluating the experience of the participants who engage in 
the storytelling, and 2) evaluating the experience of those who experience the stories—the 
listeners (Donnelly, 2012). 

Clements identified one evaluation consideration that is a particular challenge for non-
profit organizations. Funders and supporters demand evidence of success that may not be 
deeply meaningful to staff members who need to honestly evaluate the effectiveness of a 
program and its implications for future programming. In order to address this, staff may 
evaluate projects that aim to create social impact in two ways, one for external and one for 
internal use. Reporting on the social impact of a program in a way that is promotional will give 
funders and supporters one view of the successes of a program. Reporting on a program in a 
way that provides meaningful evidence that will inform the internal planning of an organization 
is a different matter, and staff should also assess projects to gather results suitable for internal 
use. 

  



58 

 

ASSESSMENT PLAN FOR OUTCOMES 
 
Outcome 1: Community members visit the library to view art 
Target Audiences (See 
Marketing Plan for 
description of these target 
audiences) 

All External Stakeholder Target Audiences 

Methods & Tools for 
Evidence Collection 

FFL Staff will count the number of visitors to the FFL Art Spot 
gallery during the first week it is open. They will use printed 
forms containing grids to tally visitors they see walking into the 
space by age and gender. Age divisions will be: children, 
teenagers, young adults, adults, and seniors. 

Recommendations for Pilot 
Assessment 

None 

Alternative Methods & Tools 1) During the first week the Art Spot is open, FFL Staff will ask 
library visitors in all interactions if they have visited the Art 
Spot’s opening exhibition yet. They will record the answers on a 
card in their pocket, recording daily tallies for “yes” and “no” 
responses. These cards will be given to the DCP at the end of the 
week. The DCP will be able to count the number of visitors who 
said they had visited the Art Spot using the data on these cards. 
 
2) Visitors to the Art Spot will be invited to sign a guestbook with 
their first name and, optionally, a comment. Here, they can also 
leave an email address if they would like to receive more 
information about the Art Spot programs and exhibitions. 
Guestbooks with pens will be positioned on a pedestal near each 
of the two entrances to the Art Spot gallery space. The DCP will 
count the number of signatures at the end of each week. 

Analysis of Evidence The DCP will collect all physical data collection objects, and 
count and track totals. The counts of attendees at each 
programming event, and each exhibition should be tracked 
separately. Because each attendee will somehow be exposed to 
art, the total number of attendees is equal to the number of 
community members who have had access to art. 
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How Assessors Will Know 
the Outcome Has Been Met 

If any community member has attended a program or exhibition, 
he or she has had access to art and this outcome has been met. 

Result Scenarios & Decision 
Making Indicators 

Outcome met: As outlined in the rubric, if 25 or more individuals 
visit the Art Spot for an exhibition, they have all had access to 
art, and the outcome has been met for the beginning stages of 
the Art Spot. During the further development, that number 
should increase, as more community  members are expected to 
participate as word gets out and programs are put in place. 
 
Outcome not met: If fewer than 25 community members have 
attended a program or exhibition, this outcome has not been 
met, and the marketing plan should be reassessed and changed. 
If improved marketing does not result in attendees, the purpose 
and existence of the Art Spot  should be re-evaluated by the DCP 
and the Executive Director. 

Recommendations for 
Reporting 

The number of community members (both in a sum total and 
broken down into demographics based on age and gender)  who 
have had access to art should be reported to the Executive 
Director and Executive Board/Board of Directors at the end of 
one year of programming, and every year after that. 

Responsible Parties The DCP will be responsible for collecting, analyzing, and 
reporting data. The library director and other members of staff 
will assist in the collection of data. 

Timeline The pilot assessment should take place within the first week the 
Art Spot is open. Collecting this data should be ongoing, with 
reports at least every three months to track number of people 
who have been exposed to art. Art Spot programming and 
outreach methods should be reevaluated if outcomes are not 
met, or do not show significant improvement, after six months. 

 
Outcome 2: Users participate in Art Spot events and programs 
Target Audience All external stakeholder target audiences 

Methods & Tools for 
Evidence Collection 
 
 
 
 

FFL Staff will keep a running tally of participants at each and every 
Art Spot event. Once the event is underway, a staff member will 
record tallies on paper, marking down each person who is actively 
participating in the event, and excluding those who are merely 
observing. Participants will be divided into groups based upon age 
(child, teen, young adult, adult, and senior) and gender. 



60 

Methods & Tools for 
Evidence Collection 
cont. 

 
The definition of “participation” will vary from event-to-event. For 
receptions and similar events, “participating” users will be counted 
as anyone in the Art Spot space at the time of the event. For more 
active programming, such as art-making activities, only users who are 
joining in the activity (not merely watching) will be counted as 
participating users. Users do not necessarily need to be present for 
the duration of the event or program in order to be counted as 
participating. The staff member will also record details about the 
event, including (but not limited to): the name of the event; the date 
and time of the event; and the nature of the event — reception, 
exhibition opening, discussion, art-making, etc. 

Recommendations for 
Pilot Assessment 

None 

Alternative Methods & 
Tools 

1) The FFL can purchase handheld tally clickers, should the staff 
member in charge of maintaining the count of participating users 
require more mobility within the space. This way, they would not 
need to worry about keeping a pen/paper with them at all times, or 
have to keep running back and forth to wherever they set down their 
pen/paper. The tally clicker would be a quick, easy way to maintain a 
running headcount. In order to gather demographic data, and 
depending on the size of the event, FFL Staff members could each be 
given a clicker and assigned a particular demographic to count (i.e. 
one person tallies all male participants, another tallies all the female 
participants). These counts would need to be made at different 
points during the event or program—at the beginning, middle, and 
end of an event—and then averaged, for data collection. 
 
2) Users present at and participating in all FFL Art Spot programs and 
events will be invited to sign one of two guest books, which will be 
placed near each of the two entrances to the Art Spot space. This 
method is more passive and is useful in the event that there are no 
FFL staff members available to maintain a tally during a particular 
event or program. 

Analysis of Evidence 
(Data Plan) 
 
 
 
 
 

The DCP will be in charge of collecting all forms and/or handheld tally 
clickers. They will then review and compile the data about each 
individual event together every three months. Using Microsoft Excel 
(or a similar spreadsheet program), the DCP will maintain records of 
each separate event, and then combine totals for each event type, as 
well as a grand total for all events and programming. Additionally, 
the DCP will create tables depicting participation by the 
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Analysis of Evidence 
(Data Plan) 
cont. 

aforementioned demographics, one table presenting division by 
gender, another presenting division by age groups. This way, the DCP 
can judge whether certain types of programming draw more users 
(and what types of users), or if particular days and times are more 
popular. Trends in overall participation will be visible in the grand 
total, and in order to assess whether participation in Art Spot 
programming has increased, remained stable or decreased over the 
period of time measured. 

How Assessors Will 
Know the Outcome Has 
Been Met 

At the outset, the participation goal is for 10% of attendees to 
actively engage with the subject and participate. After that point, as 
long as the number of participants at each subsequent event after 
the Art Spot’s grand opening continues to increase, the outcome will 
have been met. Overall participation in all Art Spot events and 
programming should continue to show this increase throughout the 
first year after the Art Spot’s launch. After that, participation levels 
should continue to increase or stabilize. 

Result Scenarios & 
Decision Making 
Indicators 

Outcome met: Users participate in Art Spot programming and events, 
and participation levels increase throughout the first year of the Art 
Spot’s operation, after which point they stabilize (if not continuing to 
increase).  
 
Outcome not met: User participation levels in Art Spot 
programming/events stabilizes before the end of the first  year, or 
participation levels drop during any three month period. If either of 
these scenarios occur, the marketing plan should be reviewed and 
revised. Additionally, the DCP should look at the quarterly analyses 
and determine whether or not there is a particular type of 
programming that seems to be faring better or worse than others. If 
so, all Art Spot visitors should be issued user surveys, specifically 
querying which types of programs and events visitors like, and which 
they do not like. Surveys should encourage users to offer suggestions 
as to how programs they do not like could be improved. If no 
solutions are found, either through examining these surveys or 
through participation data, these particular types of programming 
and events continue to show poor participation after six months, 
they should be eliminated and replaced. If there is no distinguishable 
pattern in the poor levels of participation, and improved marketing 
fails to lead to increased participation, the goals and functions of the 
Art Spot should be altogether reevaluated by the DCP, in conjunction 
with the Executive Director and Executive Board/Board of Directors. 
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Recommendations for 
Reporting 

The DCP should report the numbers of participants and trends in 
participation levels (including by type of event) on a quarterly basis 
to the Executive Director and Executive Board/Board of Directors, 
both during the first year of the Art Spot’s operation and into the 
future. 

Responsible Parties FFL staff will be responsible for aiding in the collection of raw data—
the numbers of participants at any given event; determined by who 
is available and assigned to supervise the event in question. The 
recording staff member will then hand off the data to the DCP, who 
will compile and analyze the data, and then report to the Executive 
Director. The Executive Director may assist in occasional analysis of 
the data, if there are any anomalies or concerns. 

Timeline The pilot of this assessment method should take place as early as the 
opening exhibition or event of the Art Spot. This data should be 
collected at every event from that point on, and compiling the data 
should be an on-going effort (i.e. the DCP need not wait until the end 
of a three-month period to compile the data—he/she should do so as 
it is gathered). The first report to the Executive Director and 
Executive Board/Board of Directors should take place three months 
after the opening of the Art Spot, and every three months after that. 
This system will continue indefinitely. 

 
Outcome 3: Users display their art 
Target Audience All external stakeholders. The Art Spot should be a venue for users of 

all ages and all artistic levels. 

Methods & Tools for 
Evidence Collection 
 
 
 
 
 
 
 
 
 
 
 
 
 

The primary method of evidence collection will be neutral 
observation, primarily after creation programs after which there is 
an opportunity to display the final product. The DCP and other FFL 
Staff should make notes as to how many participants choose to 
display their art in the library and whether there was enough space 
to accommodate all participants (see form A). The DCP will also be 
responsible for organizing exhibitions by individual artists. The DCP 
will keep track of how many exhibitions are hosted by the Art Spot 
and how many artists participate (see form B after Outcome 4), as 
well as to what extent each age group and gender is represented. 
 
Two distinct sets of data are needed here. One pertaining to artists 
who bring in work they have created on their own time outside the 
FFL, who display their work in the Art Spot as part of a curated 
exhibition, and the other tracking artists who created their 
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Methods & Tools for 
Evidence Collection 
cont. 

contributions through programming at the Art Spot or in the Fab Lab. 
This will be an easy distinction to make in recording data, as 
exhibitions will consist of work from either one group of artists or 
the other—not both. 

Recommendations for 
Pilot Assessment 

The DCP should host a program where users create art and are then 
given the chance to display their art in the Art Spot gallery. The DCP 
and other FFL Staff will observe how many users choose to display 
their art and if the space will accommodate all willing participants 
(form A). 

Alternative Methods & 
Tools 

The DCP could host focus groups to gain user feedback. Focus group 
participants could report on if they feel the Art Spot is a successful 
venue for displaying art. 

Analysis of Evidence 
(Data Plan) 

The DCP will review the observational notes, records of exhibits, and 
focus group notes (if conducted). 

How Assessors Will 
Know the Outcome Has 
Been Met 

If 75% of users choose to display their artworks after creation events 
specifically designed to lead to display of such work, there is 
adequate space for all users wishing to display their art and the Art 
Spot is solidly booked with exhibitions from a variety of artists, then 
this Outcome will be considered met. 

Result Scenarios & 
Decision Making 
Indicators 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Outcome met: At least 75% of users display their art after creation 
programs specifically designed to elicit the creation of artworks for 
display in the Art Spot gallery. 
 
Outcome met: After creation programs designed to elicit the 
creation of artworks for display in the gallery, no user wishing to 
display such artwork is turned away due to space limitations. 
 
Outcome met: The Art Spot’s programming calendar is full of 
exhibitions representing the works of multiple artists. 
 
Outcome not met: Fewer than 75% of users choose to display their 
artworks after creation programs designed to elicit the creation of 
artworks for display in the gallery. 
 
Outcome not met: Users are unable to share their art after creation 
programs due to space limitations. 
 
Outcome not met: The Art Spot exhibits the art of fewer than five 
artists in a season.   
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Result Scenarios… 
cont. 

Outcome not met: The Art Spot has periods where no art is 
exhibited. 

Recommendations for 
Reporting 

Findings should be reported during FFL staff meetings. Findings 
should also be shared with the public on the Art Spot website and in 
newsletters. If outcomes are met, the data can be used in 
promotional posters. 

Responsible Parties The DCP will be responsible for collecting, analyzing, and reporting 
data. The library director and other members of staff will be 
responsible for giving feedback and offering recommendations to the 
DCP. 

Timeline The pilot assessment should take place during the first month so that 
alterations to the space may be made if necessary. Collecting 
observational data should be ongoing, with reports at least every 
three months to track progress. Art Spot programming and outreach 
methods should be reevaluated if outcomes are not met, or do not 
show significant improvement, after six months. 

 
 
 
Form A: Sample observation notes 

Date Name of 
creation activity 

Opportunity to 
display art? 

# of people in 
attendance 

# of people 
displaying work 

Adequate 
space? 

Notes 

       

       

       

       

 
Form B: Sample demographic observations 

Date Name 
of 
activity 

Children 
(M)  

Children 
(F) 

Teens 
(M) 

Teens 
(F) 

Young 
Adults 
(M) 

Young 
Adults 
(F) 

Adults 
(M) 

Adults 
(F) 

Seniors 
(M) 

Seniors 
(F) 

Notes 
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Outcome 4: Users sell their art 
Target Audience Artists in curated exhibits who wish to sell their work. This does not 

include Art Spot users who display art after participating in a 
creation event. 

Methods & Tools for 
Evidence Collection 

A form (form B) will be used to track if artists sold any pieces while 
showing their art in the Art Spot. Note that not all artists will choose 
to put their art up for sale. 

Recommendations for 
Pilot Assessment 

Two consecutive exhibits should be hosted where the artist has at 
least 20 pieces of art available for sale. The DCP will keep track of 
how many pieces are sold in order to set realistic expectations and 
consider marketing tactics. The DCP will also make sure that users 
wishing to buy art are able to do so without hassle or confusion. 

Alternative Methods & 
Tools 

The DCP could conduct exit interviews with all artists. Artist should 
be asked if they are satisfied with their exhibits and the amount of 
attention their exhibits received. 

Analysis of Evidence 
(Data Plan) 

The DCP will analyze the data collected in form B. 

How Assessors Will 
Know the Outcome Has 
Been Met 

This outcome will be met if artists sell at least 10% of their art while 
on display at the Art Spot, and/or are approached to create a new 
work on commission as a result of this exhibition. This number can 
be adjusted based on the results of the pilot test. 

Result Scenarios & 
Decision Making 
Indicators 

Outcome met: Artists sell at least 10% of their art while on display at 
the Art Spot, and/or are approached to create a new work on 
commission as a result of this exhibition. 
 
Outcome met: Users wishing to purchase art are able to do so 
without hassle or confusion. 
 
Outcome not met: Artists sell fewer than 10% of their pieces while 
on display at the Art Spot  and are not approached to create a new 
work on commission as a result of this exhibition. 
 
Outcome not met: Users wishing to purchase art are confused or ill 
informed about the process. 
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Recommendations for 
Reporting 

Findings should be reported during FFL staff meetings. Findings 
should also be shared with the public and artists on the Art Spot 
website. If outcomes are met, the data can be used in promotional 
posters. 

Responsible Parties The DCP will be responsible for collecting, analyzing, and reporting 
data. The library director and other members of staff will be 
responsible for giving feedback and offering recommendations to the 
DCP. 

Timeline The pilot test should take place within the first three months. The 
data collection process should be ongoing and be reported to the 
library staff and the public every three months. If outcomes are not 
met after six months the DCP should consider new marketing and 
presentation techniques. 

 
Form C: Sample artist sales records 

Dates of 
exhibit 

Name of 
artist(s) 

Name of 
exhibit 

Pieces 
displayed 

Pieces for 
sale 

Pieces 
sold 

New 
commissions? 

       

       

       

       

 
 
Outcome 5: Users visit the library to create art at the FFL Fab Lab Creation Space 
Target Audience All External Stakeholders targeted to make use of the Fab Lab, 

including professional artists, amateur artists and students. 

Methods & Tools for 
Evidence Collection 
 
 
 
 
 
 
 
 
 

The primary data for assessing the success of this outcome will be 
gathered through sign-in sheets and registration information 
associated with use of the FFL Fab Lab. Users will be asked, on 
entering the space, to fill out a line on a sign-in sheet with their 
name, age, and intended use of the space (this could be formatted as 
a predetermined list, with checkboxes next to items like “3-D 
printer” “Painting” “Sketching” etc). 
 
As users prepare to leave the space, an FFL staff member will ask 
them informally about their experience using the Fab Lab that day, 
asking the user(s) whether they had a positive/successful experience 
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Methods & Tools for 
Evidence Collection 
cont. 

or not, and whether they received all the assistance they needed 
from the FFL staff in the course of their project. The FFL staff 
member conducting this informal, verbal survey will record the 
results on a short form (See Form D, p. 69). 

Recommendations for 
Pilot Assessment 

Similar data to the above could be collected during all phases of use 
of the Fab Lab. In addition, library staff could request feedback 
through an in-house suggestion box or through conversations with 
patrons about the space concerning what sort of materials and 
resources the patrons would like to see added to the space. 

Alternative Methods & 
Tools 

Rather than requiring users to sign-in for use of the Fab Lab, library 
staff could assess the use of the space through monitoring use of the 
equipment and materials that are expended. Monitoring how many 
items were created by the 3D printer would provide similar, though 
less clear data about the use of the equipment, for example. 

Analysis of Evidence 
(Data Plan) 

At the end of a work day, as part of the procedures for shutting 
down the Fab Lab, library staff responsible for closing the space will 
record the data from the sign-in sheets, material usage and any 
informal observations they may have made into a digital format. This 
format should allow the data to be associated across time, so that a 
query of an individual user of the Fab Lab would return all the days 
and uses of the space for that individual. 
 
On a quarterly basis, the Transliteracy Development Director, or 
whoever is responsible for the management of the Fab Lab, will 
review the data gathered by library staff and formulate a report that 
tracks the usage of the various materials and equipment in the 
space, peak and low usage times, reports of positive/negative 
experiences using the space, and any demographic data available (a 
failure to reach school-aged children, for example). This report will 
conclude with actionable suggestions for improving the services. It 
will be delivered to the Library Director, who will share it with the 
Executive Board. A version of the report should be made available to 
all library staff, who should be encouraged to read it and offer their 
own suggestions for improvement of the services in the Fab Lab to 
the Transliteracy Development Director. 

How Assessors Will 
Know the Outcome Has 
Been Met 

The Fab Lab will be deemed a success if no fewer than three people 
use the space every day of operation, and if all the services offered in 
the space are made use of at least once a week. 
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Result Scenarios & 
Decision Making 
Indicators 

If analysis determines that the Fab Lab is not drawing at least three 
people over the course of a day of operation, increased efforts to 
promote the space should be implemented, targeting specific 
audiences such as students who have the time to use the space 
during the weekdays. This data may also be used for cost-saving 
adjustments, as it may be more cost-effective to close the Fab Lab 
during days in which it draws little use. Such measures should be 
taken cautiously, as situations can change to make formally 
unpopular days more popular. 
 
If significantly more than three people make use of the space during 
an average day or during specific ‘peak times’ such as weekend days, 
than the space should grow to accommodate the demonstrated 
need. This could include additional hours of operation, additional 
staff on site and the expansion of service offerings as well as the 
addition of new services. All such expansion will likely increase the 
budget associated with the space. Data indicating the popularity of 
the programs can be used to justify increased investment in them in 
grant applications and other requests for funding. 
 
If certain service offerings in the Fab Lab are favored over others, 
further investigation should be performed to determine the reason 
for the lack of use of these unpopular offerings. This could take the 
form of brief, one-on-one interviews with users regarding the 
neglected service(s). Depending on the results of this investigation, 
different steps should be taken. For example, it may be that the 
availability of materials and space for traditional 2-d art are not 
widely known by target audiences, in which case a targeted 
marketing program should be implemented to inform users of the 
service. Alternately, it could be determined that certain service 
offerings duplicate services already present in the community, in 
which case the Transliteracy Development Director, working with the 
Director and with the recommendations of the Library Staff, should 
assess whether or not the service should be continued or in some 
way changed due to the recognized competition. 
 

Recommendations for 
Reporting 
 
 
 
 

Findings should be entered into a computer form on a daily basis in 
the normal course of the operation of the Fab Lab by the staff 
responsible for running the space. The Transliteracy Development 
Director, or whoever is the director of the Fab Lab, will formulate 
and deliver a report from these data once a quarter and deliver this 
report to the Library Director, who will share it with the Executive 
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Recommendations for 
Reporting 
cont. 

Board as needed. This report should also be shared with the general 
library staff, to increase awareness of the Fab Lab and its use among 
staff members and to generate suggestions for improvement. 

Responsible Parties The Transliteracy Development Director, or whoever is the director 
of the Fab Lab, will be responsible for conducting this assessment. 
She or he will be responsible for training and overseeing the staff 
collection of data as well as assembling and disseminating the report. 

Timeline Library Staff members should be trained in the collection of data 
from the sign-in sheets and the system into which they must enter 
the data prior to the opening day of the Fab Lab. The Transliteracy 
Development Director should pay careful attention to the data being 
entered into the system during the first few weeks of operation to 
ensure that data is being collected and entered according the 
standards set out above. The first report concerning the Fab Lab 
should be produced no fewer than thirty days after its opening and 
will therefore not cover a full quarter. Additional, more in-depth 
reports could be prepared quarterly or annually as part of a long-
term assessment of the space and its services geared towards the 
improvement of them. 

 
 
Form D: Sample evaluation of positive experiences using the FFL Fab Lab 

Date # of visitors in 
group 

Positive exp. using Fab Lab? 
(Y/N) 

Did staff assist them as needed? 
(Y/N) 

Comments/Notes 

     

     

     

 
 
Outcome 6: Users gain art skills 
Target Audience All users of the FFL Fab Lab and attendees of Art Spot art creation 

programs 

Methods & Tools for 
Evidence Collection 
 
 
 
 

The data to assess this outcome will be gathered using a sign-in 
sheet and informal observations as well as a simple post-program 
survey with one question: “Did this program help you improve your 
artistic expression skills?” This question can be posed verbally by the 
DCP, volunteers, and library support staff as participants exit the 
program, or in writing at the end of the program. 
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Methods & Tools for 
Evidence Collection 
cont. 

For the purpose of assessing this goal “art skills” will be defined as 
either a user’s perceived increase in his ability to express her or 
himself artistically or a user’s demonstrated increase in facility with 
the tools/software available in the Fab Lab. 

Recommendations for 
Pilot Assessment 

It is not worthwhile to devote time towards measuring this outcome 
during the pilot of the Fab Lab. 

Alternative Methods & 
Tools 

Face-to-face informal interviews between invested Fab Lab users 
could be conducted by the DCP to assess this outcome. 

Analysis of Evidence 
(Data Plan) 

The Transliteracy Development Director, (or whoever manages the 
Fab Lab) will assess this outcome as he or she formulates the report 
detailed in Outcome Five. The data will be gathered by tracking 
individual users’ usage of the space over time, to show that a group 
of users have engaged in a long-term exploration of some method of 
production. Examples from the users’ work or their own words on 
the subject can be added to demonstrate the increase in user skill. 

How Assessors Will 
Know the Outcome Has 
Been Met 

This outcome will be judged a success if one user can be 
demonstrated to have increased their competency with artistic 
expression and/or the use of various tools available in the Fab Lab, 
over the period of the first year of the space’s operation. 

Result Scenarios & 
Decision Making 
Indicators 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

If a great many individuals demonstrate increased skill that can be 
associated with the Fab Lab, this data should be marshaled to 
increase the scope and presence of the program. It could be 
channeled into special exhibitions at the FFL Art Spot gallery space 
that share a retrospective of the user’s work over a period of time, 
designed to highlight achievement, with the artist selecting which 
pieces he or she would like to include in this display. Overwhelming 
success should be used to highlight the space and generate 
resources and enthusiasm to continue its growth. 
 
If no sustained use or artistic development can be shown to be 
associated with the Fab Lab, an investigation should be performed 
to determine why the Fab Lab is failing to encourage in-depth use 
and exploration. The nature of the service could be changed to 
incentivize this growth, such as by having optional in-house 
challenges and competitions, or through participating with local and 
national build-challenges, for example. If there are concerns about 
the FFL Staff being set up as judges, a library-facilitated, but user-
based voting system could be set up, such that visitors to the FFL 
could vote for their favorite pieces. To further ensure that biases and 
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Result Scenarios… 
cont. 

personal friendships do not determine the winner, submissions 
could be anonymized. 

Recommendations for 
Reporting 

Findings related to this goal should be reported in the quarterly 
report generated by the Transliteracy Development Director as 
described in Goal Five. 

Responsible Parties As in Goal Five above. 

Timeline As in Goal Five above. 

 
Outcome 7: Community members curate exhibitions 
Target Audiences (See 
Marketing Plan for 
description of these target 
audiences) 

All External Stakeholder Target Audiences 

Methods & Tools for 
Evidence Collection 

One year after the opening of the FFL Art Spot, the DCP should 
look at the curators of each of the past year’s exhibitions. He or 
she should check to see if any of the curators was a member of 
the target audiences listed above (a community member). 
Community members are encouraged to experiment with 
curation, should they so desire, but it is not a requirement, as 
the DCP will be the default curator of all exhibitions. 

Recommendations for Pilot 
Assessment 

None 

Alternative Methods & Tools None 

Analysis of Evidence (Data 
Plan) 

The data for this outcome demands no analysis. If the simple 
condition below is met, it will be deemed a success. 

How Assessors Will Know 
the Outcome Has Been Met 

If a member of the target audiences listed above (a community 
member) curated an exhibition, or if more than one community 
member curated one or more exhibitions, the outcome will be 
deemed a success. 

Result Scenarios & Decision 
Making Indicators 
 
 
 
 

Outcome met: If a member of the target audiences listed above 
(a community member) curated an exhibition, or if more than 
one community member curated one or more exhibitions, the 
outcome has been successful. The DCP should assess the value 
of this community curation and determine whether to continue 
it in the next year’s programming for the Art Spot. 
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Result Scenarios & Decision 
Making Indicators 
cont. 

Outcome not met: If no Art Spot exhibitions were curated by one 
or more community members, the DCP should reassess this 
outcome to see if it still falls within the purview of the Art Spot 
goals. If it does, he or she should plan to include at least one 
community-member-curated exhibition for the upcoming year of 
programming. 

Recommendations for 
Reporting 

If a member of the target audiences listed above (a community 
member) curated an exhibition, or if more than one community 
member curated one or more exhibitions, this point should be 
made known to the Executive Director and the Executive 
Board/Board of Directors in an annual report about the activities 
of the Art Spot. 

Responsible Parties The DCP will be responsible for collecting, analyzing, and 
reporting data. 

Timeline One year after the opening of the Art Spot: September 2014 
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TIMELINE FOR CONTINUOUS ASSESSMENT AND IMPACT RUBRIC 
 
Timeline 

The following tables describe the timeline for continuous assessment for each outcome 
based on the primary method of evidence collection. The majority of the outcomes will be 
assessed quarterly, with an initial assessment during the opening of the Art Spot. 

Outcome Ongoing 
assessment? 

When and how often 

#1 Users visit the 
library to view art 

Yes Data will be collected the first week the Art Spot is 
open, and after that at least once every three months 
(quarterly). 

#2 Users participate in 
events and programs 

Yes Data will be collected at the opening event, and will 
continue to be gathered during every subsequent 
program. The results will be reported every three 
months (quarterly). 

#3 Users display their 
art 

Yes Data will be collected during the first month, and 
after that at least once every three months 
(quarterly). 

#4 Users sell their art Yes Initial data will be collected sometime during the first 
three months. After that, data will be collected at 
least once every three months (quarterly). 

#5 Users visit the 
library to create art at 
the FFL Fab Lab 

Yes Initial data will be collected during the first month. 
After that, data will be collected at least once every 
three months (quarterly). 

#6 Users gain/build art 
skills 

Yes Initial data will be collected during the first month. 
After that, data will be collected at least once every 
three months (quarterly). 

#7 Users curate 
exhibitions 

No Once, one year after the Art Spot is opened. 
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Calendar of Assessment Events: September 2013–August 2014 
 9/13 10/13 11/13 12/13 1/14 2/14 3/14 4/14 5/14 6/14 7/14 8/14 

#1 Users visit the library to view art             

#2 Users participate in events and programs             

#3 Users display their art             

#4 Users sell their art             

#5 Users visit the library to create art in the 
FFL Fab Lab  

            

#6 Users gain/build art skills             

#7 Users curate exhibitions             
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Impact Rubric 

Indicators Excellent Adequate Developing Beginning Source of Data 

Attendance 
at Exhibitions 
and 
Programs 

At least 20 people 
attend every 
program and at least 
100 people attend 
every exhibition. All 
age groups should be 
represented. 

Between 15 and 19 
people attend most 
programs, and 
between 51 and 99 
people attend most 
exhibitions. Most age 
groups should be 
represented. 

Between 5 and 14 
people attend most 
programs, and 
between 26 and 50 
people attend most 
exhibitions. Fewer 
than half of the 
identified age groups 
are in attendance. 

Fewer than 5 
people attend 
most programs, 
and fewer than 
25 people attend 
most exhibitions. 
Attendees 
consist of 
community 
members from 
only one or age 
groups. 
 
 

Annual figures for 
attendance counts, 
guestbooks. 
“Attendance” at an 
exhibition is 
defined as a person 
walking into the art 
exhibition area and 
looking at the art. 

Community 
Participation 

100% of attendees 
(coming from all age 
groups) at programs 
and exhibitions 
actively engage with 
the subject matter — 
through 
conversation with 
artists/staff/other 
attendees.  

Between 51% and 
99% of attendees at 
programs and 
exhibitions actively 
engage with the 
project or subject 
matter. More than 
half of the identified 
age groups are 
represented. 

Between 11% and 
50% of attendees at 
programs and 
exhibitions actively 
engage with the 
project or subject 
matter. Fewer than 
half of the identified 
age groups are 
represented. 

Fewer than 10% 
of attendees at 
programs and 
exhibitions 
actively engage 
with the project 
or subject 
matter. 
Attendees 
represent only 
one or two age 
groups. 

Informal 
observations and 
participation tallies 
kept by staff during 
programs and 
events. This will be 
determined by 
comparing this data 
against attendance 
counts — also 
collected by FFL 
staff and/or 
volunteers. 
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Indicators Excellent Adequate Developing Beginning Source of Data 

Art Sales, for 
exhibitions 
art for sale 

Artists sell more than 
10% of their works 
on display and are 
approached to 
create a new work 
on commission as a 
result of this 
exhibition. 

Artists sell 10% of 
their works on 
display and are not 
approached to create 
a new work on 
commission as a 
result of this 
exhibition or Artists 
sell work, but fewer 
than 10% of works on 
display and are 
approached to create 
a new work on 
commission as a 
result of this 
exhibition. 

Artists sell works, and 
they sell fewer than 
10% of their works on 
display and are not 
approached to create 
a new work on 
commission as a 
result of this 
exhibition or Artists 
do not sell any work 
on display but are 
approached to create 
a new work on 
commission as a 
result of this 
exhibition. 

Artists do not sell 
any works and 
are not 
approached to 
create a new 
work for on 
commission as a 
result of this 
exhibition. 

Artist exit 
interviews and 
surveys conducted 
by the DCP, 
volunteers, and/or 
library support staff 

Art Skills All attendees of all 
ages at Art Spot 
programs report an 
Art Spot program 
helped them 
improve their artistic 
skills. 

Between 50% and 
99% of attendees of 
Art Spot programs —
representing more 
than half of the 
identified age 
groups— report a 
program helped 
them improve their 
artistic skills. 

Between 11% and 
50% or fewer 
attendees at Art Spot 
programs report a 
program helped them 
improve their artistic 
skills. Attendees 
consist of community 
members 
representing fewer 
than half of the 
identified age groups. 

10% or fewer 
attendees at an 
Art Spot program 
report a program 
helped them 
become a better 
artist. Attendees 
represent only 
one or two age 
groups. 

Surveys conducted 
by DCP, volunteers, 
and staff 
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Indicators Excellent Adequate Developing Beginning Source of Data 

Community 
Member Art 
Creation 

4 or more 
community 
members of all ages 
visit the FFL in order 
to make art each day 
it is open. 100% of 
visitors  report a 
positive experience, 
and having received 
all the help they 
needed from FFL 
staff. 

3 community 
members visit the 
FFL in order to make 
art each day it is 
open. More than half 
of the identified age 
demographic groups 
are represented. At 
least 75% of visitors 
report a positive 
experience, as well as 
having received all 
the help they needed 
from FFL staff. 

1-2 community 
members visit the FFL 
in order to make art 
each day it is open. 
Fewer than half of 
the identified age 
groups are 
represented. At least 
50% of visitors report 
a positive experience, 
as well as having 
received all the help 
they needed from FFL 
staff. 

Community 
members do not 
visit the FFL to 
make art. No 
data is gathered 
regarding their 
experiences. 

Attendance tallies 
collected by FFL 
staff and/or 
volunteers. 
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