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Purpose Statement

In 2015, the Greater Rochester Arts and Cultural Trust, with 
support from the City of Rochester and several generous private 
donors, hired Forecast Public Art, a Twin Cities-based nonprofit 
service organization with 38 years of experience in the field, 
to create a plan to guide the development of public art in the 
Rochester community. 

What is public art?

For the purposes of the public art plan, public art is defined as 
works of art that are free and accessible to the public, including 
visual art, dance, festivals, music, theatre, literature, and 
photography. Public art can be permanent or temporary.

It is a multifaceted, multi-disciplinary field of inquiry in which 
artists explore, experiment and create projects—often in 
collaboration with other disciplines and sectors—in spaces freely 
accessible to, and used by the public.

Public art today goes beyond murals, monuments and memorials. 
It has moved beyond permanence and solidity, seeking to engage 
the community in a manner that, while not excluding the methods 
of the past, brings them to life as a part of the community. What 
distinguishes public art is the unique association of how it is made, 
where it is, and what it means. Public art can express community 
values, enhance our environment, transform a landscape, heighten 
our awareness, or question our assumptions. Placed in public or 
publicly accessible sites, this art is there for everyone, a form of 
collective community expression. Public art is a reflection of how 
we see the world – the artist’s response to our time and place 
combined with our own sense of who we are.

Integrating public art in all aspects of city building and public life 
cultivation can provide many benefits. For example, public art:

• Helps shape more livable, equitable and resilient cities
• Activates civic dialogs and participation
• Gives identity and character to communities
• Attracts attention and generates economic activity

Purpose Statement
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Purpose Statement

• Connects artists with communities and issues
• Develops audience appreciation of the arts
• Humanizes urban environments
• Adds value to public improvements and private development

The changing field of public art

The practice of public art has changed significantly since the first 
municipal public art program was established in Philadelphia 
more than fifty years ago. The field is rapidly moving beyond the 
dominant percent-for-art model, whereby a percent of the city’s 
capital budget is reserved for commissioning art. The range of 
commissioning entities for public art have expanded beyond 
public agencies to include museums, galleries, universities, 
independent arts organizations, community development 
organizations and business improvement districts. Indeed, artists 
are self funding projects via social media technology and grants. 
With these changes, the types of public art programs being 
developed in America have evolved to embrace the various ways 
public art projects are being initiated, and the ways communities 
seek to engage art and artists to improve livability, add vibrancy, 
and address the health of people and the planet.

Today there are approximately 350 programs in the US utilizing 
the percent-for-art model. The State of Minnesota established 
a percent-for-art ordinance in the 1980s, supporting the 
commissioning of art in most state-funded building projects. The 
state’s program is managed by the Minnesota State Arts Board. 
The cities of Minneapolis, St. Paul, Duluth, St. Cloud, Eagan and 
St. Louis Park have adopted ordinances or policies that fund the 
creation of art in public places. 

In 2008 the citizens of Minnesota approved a ballot initiative 
calling for an amendment to the state’s constitution, allocating a 
percent of sales tax to support cultural heritage and environmental 
stewardship initiatives, placing Minnesota among the nation’s 
top arts contributors per capita. The Legacy Amendment, as 
it is referred to, supports the arts in the Rochester area via the 
Southeast Minnesota Arts Council. While these funds are not 
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typically applied to public art, the Legacy Amendment is clear 
evidence that Minnesota embraces a culture of supporting arts 
and cultural development.

Why a plan?

The development and adoption of a public art plan provides an 
opportunity to establish a shared vision for a community’s public 
realm and to coordinate the activities of multiple stakeholders—
planners, artists, arts and culture related nonprofit organizations, 
and other stakeholders—in shaping that realm. More and more 
communities are developing and adopting public art master plans 
for the purpose of demonstrating a long-term commitment to 
the central importance of public art in the planning, design, and 
creation of public space.

Community participants in the planning process helped clarify why 
they believe ochester needs a public art master plan:

• For the future of Rochester, our city will have visible and 
vibrant public art

• That artists young and old will have outlets and funding for 
their craft

• Art should be part of the city’s plans
• We need a coordinated way to choose and fund public art
• We need a dedicated staff in charge of executing the plan
• To attract and keep artists in our community
• a e it easier for elected officials to approve funds
• Awareness raising about value Rochester places on arts
• Attract tourists / create additional visitor attractions
• Build creative class
• efine process to encourage, support, and maintain public art
• Coordinated effort to connect private sector with arts
• Nothing will happen without a plan
• Grow arts ecosystem
• Standards and best practices
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Executive Summary

Creating an Art Healthy Community

Millions of people around the globe already know Rochester 
Minnesota as the home to one of the leading medical care 
organizations in the world. But it’s also home to a lively, 
entrepreneurial arts and cultural community surrounded by the 
natural beauty of Southeastern Minnesota. 

Forecast Public Art, a t. Paul-based nonprofit organization, was 
invited by the Greater Rochester Arts and Cultural Trust, with 
support from the City and a group of private donors, to imagine 
what a vibrant public art program could do to further enhance 
the livability, marketability and identity of this great city. We 
brought to this challenge our 38 years of experience in the public 
art field as a publisher, presenter, funder and leading educator 
about the field of contemporary public art and our desire to 
learn more about Rochester, its past present and future. 

Over the past 18 months, Forecast team members worked closely 
with dozens of people and several organizations, institutions and 
governmental bodies to create this detailed plan the ochester 
Public Art aster Plan to promote a vision of ochester as a 
forward-thinking hub of health and culture. Indeed, Rochester 
could become America’s Art-Healthy city.

Background

Rochester has been at the forefront of supporting arts as an 
integral part of daily life, to augment the groundbreaking healing 
work being done, as well as to attract and retain highly skilled 
professionals. The City’s pioneering Civic Music Department, for 
example, was founded 80 years ago in 1936, thanks to an effort by 
the Mayo brothers to insure arts and culture was freely accessible 
in Rochester. It represents a public-private partnership housed in 
City government that now generates about $5 million per year in 
economic benefits, according to a recent study by Americans for 
the Arts.

Public art is visible evidence of our culture. It’s the thread that 
binds the fabric of our community together. In recent years, the 
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field of public art has undergone a ma or transformation in the 
United States and internationally. As urban populations burgeon 
and cities thrive, public art has become more conceptual, 
community engaged and topical. This is partially due to a reaction 
against the plop art  produced in con unction with urban 
renewal efforts of the late 20th century, and the somewhat generic 
artwor s produced at the time art that wasn t site-specific.

The trend today is toward more compelling public art that offers 
high quality, aesthetically engaging experiences. There’s an 
increase in the quantity of temporary pro ects. Public agencies and 
private developers use temporary pro ects to build an audience, 
as well as to test public reaction to ideas before making the full, 
more costly commitment to permanent wor . Temporary pro ects 
can significantly alter use patterns, even changing how public 
sites and neighborhoods are perceived. In our own experience, 
this has led to community initiated entrepreneurial development, 
better infrastructure, increased safety, and replicability in other 
neighborhoods.

A related trend in permanent public art is evident in the 
level to which pro ects engage the community, respond to 
a site, or demonstrate progressive values like environmental 
sustainability or social equity. Artists increasingly perceive their 
role as the torchbearers of contemporary ethics, and want to 
realize works that are socially and environmentally relevant. 
The public is increasingly in sync with these values, and cities 
today are demanding contemporary public art that helps them 
stay competitive in attracting and retaining talent, progressive 
developers, and high-paying obs. Forecast Public Art has both 
contributed to and embraced these trends. We believe Rochester 
has the potential to be on the forefront of innovation in public art. 

This Public Art aster Plan reflects an integrated strategy that 
lays a solid foundation for this growth. It is designed to contribute 
to creating a healthy arts ecosystem that engages the whole 
community, creates a voice for the residents of Rochester, and 
makes a statement to visitors about the city and its growing, 
diverse population.
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As Rochester’s growth and development over the next 20 
years continues to expand, thanks in great measure to the 
recently adopted Destination Medical Center initiative and the 
corresponding billions of dollars in investment, the city’s goal of 
becoming “America’s City of Health” will become a reality. As 
the recently adopted DMC Design Guidelines states: “Perhaps 
more than any single strategy, high quality public art can imbue a 
community with spirit and meaning that reflect the city s heritage, 
natural environment, revered institutions and the people who live, 
work and visit there.”

The plan specifies in detail the steps Forecast believes are 
necessary to help Rochester realize its potential as an arts and 
cultural center, and gain the visibility and recognition it deserves. 

ased on a synthesis of our findings, Forecast developed five 
themes that guided the development of recommendations for this 
plan:

• Vibrant Culture
“Rochester is hungry for public art” is among the many quotes 
we noted, reflecting the community s desire to become a 
world-class culture hub. Public art contributes significantly to 
vibrancy in downtown and throughout the city.

• Equity and Inclusion
Our planning process sought voices that aren’t normally 
heard in civic conversations, including those representing new 
Americans, youth, educators, and faith-based organizations. 
Public art has the ability to create a welcoming environment 
for diverse groups, and build social cohesion in an equitable 
manner.

• Identity (for Rochester and its neighborhoods)
Beyond Rochester’s identity as a center for health, and a 
destination for medical tourism, it lacks the recognition it 
deserves as a cultural hub in Southern Minnesota. In addition 
to heightening awareness of downtown Rochester as a 
vibrant cultural tourism destination, public art can help each 
neighborhood express its own unique identity, and well as 
provide connective linkages through the city’s outstanding and 
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heavily utilized system of parks and trails.

• Health and Wellbeing
With a goal of becoming “America’s City of Health,” Rochester 
has the opportunity to create an intentional, holistic, healthy 
lifestyle for its citizens and visitors. Public art contributes to the 
wellbeing of any city, contributing to livable neighborhoods 
and a beautiful built environment. We recommend that 
Rochester become a leader in public art that embraces the 
theme of health wholeheartedly, defining health as it pertains 
to individuals, community, culture, environment and economy.

• Public Life Experience
Public art creates experiences for people, and raises awareness 
of the importance of personal and shared experiences. It 
serves as a vehicle for Rochester to tell its story, and offers 
direct and dynamic interactions with art, and with each other. It 
invites audiences to have a dialogue, encourages them to learn 
more about the city, helps them connect with their humanity 
and appreciate the many forms public art can take.

In summary, Forecast recommends that Rochester establish 
Public Art Rochester, a robust, effective and sustainable public art 
program involving significant buy-in and participation from both 
public and private sectors. The program reinforces the larger goals 
of the city by enhancing the quality of life for Rochester’s citizens; 
creating a heightened sense of place and community identity; 
enlivening the visual quality of public space; contributing to health 
and wellbeing strategies; stimulating Rochester’s vitality and 
economy  and supporting other long-range goals and ob ectives 
of the city.

Next Steps

A public art program is necessary for Rochester to help coordinate 
and support the many private initiatives happening citywide, and 
bring structure and systems to the development and creation of 
future public art efforts. With sustainable funding, professional 
management and effective, transparent governance, a public art 
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program in Rochester will help serve the multiple stakeholders 
involved in shaping and revitalizing the city’s public realm. This 
Public Art Master Plan will inspire long-term investment in arts 
throughout the city by fostering community stewardship of culture 
development in Rochester. 

Both immediate next steps as well as long-range tasks are 
detailed in the plan. For the short term, Forecast recommends the 
following next steps:

• Establish a Task Force led by the Trust and City leaders to 
lay the groundwork for establishing Public Art Rochester as an 
ongoing program: 
• Determine the most effective “home” for the program
• Secure funding to enable the hiring of staff and pay for 

programming
• Develop policies and guidelines to inform the use of funds 

and governance systems
• Oversee communications and promotion about the effort
• versee the establishment of the program s first council,  

or governing body

• Establish a Network of professionals associated with the 
public art field, including artists and allied professions to:
• efine and advance both short- and long-range ob ectives 

regarding the “art” in public art for Rochester
• evelop shared ob ectives that serve the various 

independent public art efforts in the community, and look 
for collaborative opportunities

• Host conversations about issues and best practices
• Consider themes for public art pro ects, analyze sites, and 

surface opportunities
• Serve as advisors to the Task Force

• Engage consultants as needed to provide technical assistance 
and expertise to the Task Force, the Network, the City and the 
Trust. This could include:
• Facilitate pro ect that nurture local talent
• evelop and coordinate modest, temporary pro ects by 

regional artists working in Rochester communities
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• Facilitate the commissioning of public art for the City, the 
DMC, developers, neighborhood groups, and others

• Assist with planning, documentation, communications and 
evaluation as needed

Rochester is a forward-thinking city with tremendous potential. 
The rich and diverse arts community has demonstrated that ma or 
accomplishments are possible by blending efforts. This Public 
Art aster Plan describes strategic investments that will benefit 
Rochester and the region in the economic, social, civic, creative, 
and physical realms. On behalf of our entire team, I’m pleased to 
present the plan and express our appreciation to everyone who 
participated in the process.

Sincerely,

Jack Becker
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Background

The identity of Rochester today has been shaped by a number of 
contributing factors, including: 

• Historical context: Agriculture, ayo and I , varied 
geography, proximity to Twin Cities, etc.

• emographics: Increasing diversity, wealth disparities, half the 
residents work at Mayo, more than 2 million visitors per year 
attend Mayo clinic or accompany patients—who spend an 
average of 2-3 weeks in the city, about 30% of that time in the 
clinic.

• The City of Rochester has a long history of supporting arts 
and culture, including the establishment of Civic Music, the 
first city department in the country providing opportunities for 
high quality, diverse, and accessible musical and educational 
programs.

• The  owntown aster Plan, prepared by asa i, reflects 
a unique partnership between the local universities, medical 
institutions, and the public sector. This plan is being updated 
in 2016. 

• Rochester has an extensive parks and trails system, with heavily 
used bike trails, and a good mix of park experiences.

• The city has a good mix of arts and cultural institutions, 
facilities, and independent organizations.

• The Greater Rochester Arts and Cultural Trust (formerly the 
Rochester Arts Council) reformed in 2014 to determine policy 
and direction for the development and expansion of the arts. 
(See Appendix for overview of the Trust).

• The 2015 Destination Medical Center (DMC) 20-year plan, 
calling for approximately $6 billion of investment. The 
adoption of this plan, and the long-term commitment of 
funding, is currently attracting significant outside investment 
and private development.
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Information Gathering

To help facilitate Forecast’s effort to learn about Rochester’s 
history, current situation, and future aspirations, the Trust formed 
a Public Art Master Plan Steering Committee, made up of 
public and private sector representatives that augmented the 
perspectives brought to bear by Board members of the Trust. 
The Steering Committee, in turn, established a Community 
Engagement Subcommittee to help us share the story of the 
planning process with thousands of Rochester residents and 
collect feedback and answers to a survey.

Forecast’s planning effort started in September of 2015, and 
involved collecting information and input from committee 
members, community sta eholders, city staff, elected officials, 
and others over an eight-month period. nline questionnaires, 
one-on-one meetings, focus groups, community tours, and 
group brainstorming efforts guided the development of this 
plan, offering valuable data and collective wisdom. The plan also 
incorporated the expertise of Forecast’s consulting team members 
Jack Becker, Jen Krava and Bob Lunning. We toured the city with 
former Rochester historian Alan Calvano, reviewed a variety of 
planning documents, and collected literature about Rochester. We 
conducted a series of mapping exercises with Steering Committee 
members to learn more about places in the city and the desire for 
future placemaking. And we facilitated discussions and conducted 
a series of exercises to gain insights into what makes Rochester 
the city it is.

In 2016, Forecast conducted six focus groups involving more than 
60 people, 10 one-on-one conversations, and collected more than 
1,100 online and print surveys from Rochester citizens about the 
need, impact, and potential for public art in the city. 

In order to raise awareness about the plan among Rochester 
community members, Forecast developed a “Community 
Engagement in a Box” tool to provide an overview of the public 
art field and collect input from a variety of groups that hold 
regular meetings throughout Rochester. Members of the Plan 
Steering Committee’s Community Engagement Sub-Committee 
volunteered to serve as ambassadors, attended community 
meetings, gave presentations about the public art plan process, 
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Information Gathering

circulated examples of public artworks, facilitated Q&A sessions, 
and collected survey data from the meeting participants. This 
effort broadened awareness of the planning process, gathered 
input and diverse perspectives from citizens, and created 
transparency about the planning process. [See appendix for 
presentation and survey prepared by Forecast].

The Community Engagement in a Box contained the following 
content:
• A flash drive with a PowerPoint presentation overview about 

public art and its role in communities
• A script for the presenter, a fact sheet containing key points 

about the planning process
• Contact information pertaining to the planning process
• A sheet with talking points to distribute to audience members, 
• Hard copy surveys to hand out 
• Postcards to gather quic , fun impressions and offer the lin  to 
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the online survey 
• Arts & Cultural Trust magnets for rewarding people who 

participated in the process

u ar  of inding

Based on the information Forecast gleaned from our meetings 
with stakeholders and responses to surveys regarding this plan, 
it’s clear that public art, in a variety of forms, is important to a 
majority of people in the community. Rochester’s citizens offered 
us much to consider, as well as ideas to incorporate into the plan. 
In response to the question: hat is the role of public art  
the majority of survey respondents indicated strong belief in the 
potential of public art to positively impact all areas of civic life.

Rochester has a long history of investing in arts and culture, 
including both public and private support. This is due, in great 
measure, to Mayo Clinic’s culture of supporting theater and art 
programming to attract and retain medical professionals. Today, 
the city is a key supporter of the Rochester Art Center, Civic 
Theater, and the Downtown Alliance’s arts programming. The City 
has perhaps the oldest city department devoted to “Civic Music” 
and it recently purchased the vacant Chateau Theater to revitalize 
it as a cultural venue for the community.

There are several recent examples of major public art commissions 
in the city, as well as independent efforts by individuals and 
groups in town. These include:

• Artist-designed bus shelters
• Accessible art collections at Mayo Clinic

“Rochester is a growing City and regional center with a population just over 110,000, 
and a destination for millions of visitors each year. The City is poised to demonstrate 
holistic approaches to supporting vibrant, active, healthy environments that can be 
enjoyed by residents and visitors alike.”

- Mitzi Baker, Director, Rochester-Olmsted Planning Department and Executive Director, Rochester-Olmsted Council of Governments 
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• Rochester Arts and Culture Collaborative (RACC) / Art4Trails
• Rochester Downtown Alliance (Red Ball project, etc.)
• Rochester Art Center (outdoor works and community 

engagement)
• C4 group
• Artwork commissioned for the Civic Plaza (as part of the Civic 

Center renovation)
• Thursdays on 1st and 3rd
• Music in the Park series
• DMC (recent Prototyping Festival)
• Outdoor sculpture exhibitions in the Slatterly Park 

neighborhood
• Southeastern MN Arts Council (grants to arts organizations)
• Arts and Cultural Trust of Greater Rochester and City of 

Rochester (support for this public art plan)

ochester has several significant planning efforts pertaining to 
public art, either recently completed or underway in Rochester. 
The Destination Medical Center (DMC) Development Plan, 
branding Rochester as “America’s City of Health,” was adopted 
in 2015. It inspires further transformation of the City’s core to 
be a highly desirable, active, vibrant, and attractive place that 
draws residents, visitors and talent. The plan establishes a new 
governance structure to guide downtown revitalization over 
the next 20 years. The DMC recently drafted “Heart of the City 
Design Guidelines” with a focus on public art, calling for the 
establishment of a new entity, “Public Art Rochester.” The City’s 
Parks Department recently completed its new parks and recreation 
master plan that also calls for increased investment in public art. 
The City’s Comprehensive Plan update in 2018, according to city 
planner Mitzi Baker, “is taking an integrated approach that focuses 
on the physical development of the community and recognizes 
health as a valued consideration.”

It’s evident that these long-term aspirations of the city are the 
single greatest leveraging opportunity acknowledged by this 
planning process. Given the huge investments anticipated in the 
physical development of Rochester’s core, and the cooperative 
effort underway to reinvigorate Rochester as a world-class medical 
and cultural destination, private development and public realm 
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improvements will likely continue to expand well into the future.

With the increasing interest in Rochester by developers—from the 
region and from around the world—combined with a number of 
public improvements planned, the city’s growth and development 
need to be thoughtfully nurtured, guided, and managed. The 
recent effort to adopt design guidelines for the DMC is a step 
in the right direction. Integrating public art and placemaking 
strategies into public and private investments—as recommended 
in the C guidelines is another important step:

Perhaps more than any single strategy, high quality public art 
can imbue a community with spirit and meaning that reflect the 
city’s heritage, natural environment, revered institutions and 
the people who live, work and visit there. 
-DMC Design Guidelines

With sustainable funding, professional management and effective 
governance, a public art program in Rochester would help serve 
the multiple stakeholders involved in the city’s public realm.

“Long a city with deep connections to the land, strong urban neighborhoods and 
home to the world-renowned Mayo Clinic, the City of Rochester has many assets. 
Rochester has also laid a strong foundation for good urban planning with a number of 
excellent planning documents to guide the City’s growth.” 

- DMC Design Guidelines
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Research + Findings

u ar  of apping e earch

There are numerous opportunities for incorporating fixed or 
temporary public art into public and private developments, as 
well as parks and trails, plazas, subways/skyways, and entrances 
into the city. A series of mapping exercises conducted during the 
planning process helped identify key locations and opportunities 
for public art. hile there was quite a bit of consensus around 
certain areas, which is helpful for establishing priority areas, 
Forecast recommends further analysis of this data in relation to 
planning priorities for the City and targeted areas for private 
developments. 

uring the first meeting with the reater ochester Arts and 
Cultural Trust, Forecast led members through a mapping exercise. 
They were asked to place dots on current public art installations, 
and locations of creative events that they enjoy. They were then 
asked to think about how they experience their city, and what bold 
or subtle qualities they value about it. ith that in mind, they were 
asked to map their sense of public art in Rochester and of coming 
opportunities, and place dots on their interpretation of Rochester’s 
“next great places” and “opportunity sites for public art”. 

Through this exercise, Forecast is able to understand where 
strategic places in Rochester are located, either current or 
planned, that should be considered as priorities for the Public Art 

aster Plan. The following maps illustrate locations identified by 
workshop participants—in downtown, and in Greater Rochester—
as either a “Next Great Place” or an “Opportunity Site” for 
public art and are a result of synthesizing the information from 
the Trust Members maps. They highlight existing elements of 
the city [Zumbro River, major thoroughfares, parks] that are 
naturally conducive to public art projects. Locations where two 
or more of these existing elements overlap create what we are 
calling “Convergence Points”. These Convergence Points signify 
geographical locations that could be considered priority sites, or 
the first places for new public art pro ects in ochester. 

[See Appendix for additional mapping data].[See Appendix D for additional mapping data - page 121]
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Downtown Rochester

Rochester’s 
“Next Great 
Places”

Places that 
would benefit 
from public art

Slatterly Park 
Art on the 
Ave locations

Art4Trails 
locations

Downtown public 
art locations

Convergence 
Points - areas 
of primary 
opportunities

Bike trails

rt oop  oft  
at a o ar  
de elop ent

Chateau

Downtown Rochester

Proposed art loop 
and Lofts at Mayo 
Park development

Proposed University 
of Minnesota 

Rochester campus 
and pedestrian mall

Chateau 
Theater
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Greater Rochester

• Fairgrounds
• Water Tower
• Mayowood
• Cascade Lake
• 2nd St. SW
• Farmer’s Market 

Block
• Design District
• Assissi Heights
• RCTC

US Hwy 52 & 37th St NW
IBM
Near Woodside Park

US Hwy 52 & Civic Center Drive
Near Cascade Lake Park
Near Kutzky Park

Broadway & Civic Center Drive
Zumbro River
Downtown Rochester
Silver Lake

US Hwy 52 & 12th St SW
Apache Mall
Near Plummer House Park
South Fork Zumbro River

Quarry Hill Park
Silver Creek

S. Broadway & 12th St SE
Olmstead County Fairgrounds
Water Tower
Near Soldier’s Field

S. Broadway US Hwy 52
Willow Creek
Menard’s

Rochester International Airport
Willow Creek Reservoir and Park

Rochester’s “Next Great Places”

Convergence Point factors

• Water Tower
• Assissi 

Heights
• Cascade 

Lake
• Quarry Hill
• Mayowood
• RCTC 
• Fairgrounds

Places that would benefit from public art

1

2

3

5

4

6

7

8

• RPU Building
• RAC
• AMPI walls
• Goose Egg Park
• Menards
• 75th St Roundabout
• Airport
• Costco
• 19th Street

• Quarry Hill 
neighborhood

• Bridge at W Circle 
Drive & Wilder Road

• New 55th St. 
connection

• RR Terminal
• IBM
• 19th Street
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Parks

Water

Secondary 
Thoroughfare

Convergence 
Points - areas 
of primary 
opportunities

Bike trails

Major
Thoroughfare

Rochester’s 
“Next Great 
Places”

Places that 
would benefit 
from public 
art

1

2 3

5

4

6

7

8
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City Center

• Soldiers Field
• St. Mary’s Hospital 

Tower
• Mall
• Silver Lake
• Fontaine Towers
• Hwy 52 @ 

Broadway Ave S
• Bike/walk trails 

along the river

US Hwy 52 & Civic Center Drive
Cascade Lake Park

Kutzky Park
Cascade Creek
Cooke Park
Civic Center Drive

Silver Lake
Bike trails
Goose Egg Park

US Hwy 52 & 12th St SW gateway
Apache Mall
Plummer House Park
Water retention ditch

owntown ochester:
DMC related development
Chateau theatre
Art 4 Trails
UMR campus
River development project
Mayo expansion
East Bank Lofts [under construction]

S. Broadway & 12th St SE
Soldier’s Field
Slatterly Park art maintenance

Lake George
South Fork Zumbro River
Bike trails
Zumbro Park

Olmstead County Fairgrounds
Water Tower

S. Broadway US Hwy 52
Willow Creek
Menard’s

Rochester’s “Next Great Places”

Convergence Point factors

• Hwy 52 bridge at 
2nd St SW 

• St. Mary’s 
Hospital Tower & 
Park

• Mall
• Silver Lake
• Fontaine Towers
• C4 Salon
• Events on 1st & 

3rd Thursdays in 
Peace Plaza

• Post Bulletin lot
• Parking ramps

Places that would benefit from public art

1

2

3

5

4

6

7

8

9

• small spontaneous, 
interactive objects 
downtown

• Performing Arts venue
• outdoor 

amphitheatre—Soldiers 
Field

• Installations along bike 
trails/ art along the 
trails

• across from Apache 
Mall

• Central Park
• Shops on Main

• Plummer House
• Plummer property as 

park
• Central Park
• North Downtown
• Skyways
• Vacant surface 

parking lots
• 2nd St. SW
• Jazz mural
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Parks

Water

Secondary 
Thoroughfare

Major
Thoroughfare

Rochester’s 
“Next Great 
Places”

Places that 
would benefit 
from public 
art

Slatterly Park 
Art on the 
Ave locations

Downtown 
public art 
locations

Convergence 
Points - areas 
of primary 
opportunities

Bike trails

1
2

3

4

5

6

7

8

9
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u ar  of ur e  ata

The Greater Rochester Arts and Cultural Trust (The Trust), in 
partnership with Forecast Public Art, produced a survey in order to 
gather public input for outlining the vision, goals, and framework 
for shaping the future of public art in Rochester. The survey was 
conducted online and in paper form, and garnered a total of 1134 
responses.

Through the tabulation of the data, we have found that a majority 
of participants appreciate the arts, are “somewhat” or “very 
much” familiar with public art, and feel that public art contributes 
very much  to the quality of life for residents in ochester. any 

participants have stated that they would like to experience more 
public art in ochester, specifically in public spaces such as par s, 
and along the river, sidewalks, and trails. There is a desire for more 
public art in Rochester, and for it to stretch beyond the downtown 
core. This, coupled with support for public/private funding and 
a percent for arts ordinance, indicates broad based support to 
expand the public art that already exists in Rochester.

See appendix XXX for additional survey documents.[See Appendix D for survey document - page 122]
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Are you familiar with public art?

Do you believe public art contributes to 
the overall quality of life for residents 
in Rochester? 

oche ter ublic rt a ter lan ur e  e pon e
The following graphs illustrate the responses 
received to more than 1,100 surveys. The survey 
was initiated on May 16, 2016 and closed on June 
10, 2016.
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What is your relationship to public art?

How do you connect with 
Rochester’s arts community?
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What barriers stop you from connecting 
with Rochester’s arts community?

What is the role of public art?
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In the past 12 months, where have you 
experienced public art?

Where would you like to experience 
more public art in the Rochester area?
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How should public art be funded?

Would you support a Percent for Art 
ordinance to fund public art in major 
construction projects in Rochester?
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u ar  of ocu  roup  b  focu  area  

These focus groups utilized an informal conversational method 
that allowed us to collect input drawing from the beliefs, attitudes, 
experiences and reaction not possible with other methods, such 
as surveys or one-on-one interviews. Focus groups were divided 
into the following categories:
• Business and Developers
• Educators
• Social and Cultural Services
• Neighborhoods
• Artists

Below are summations of the Focus Group sessions we 
conducted, presented according to each group category:

u ine e  and e eloper  
T o e ion  e ion ne had  participant  and e ion 

T o had  participant

From our discussions with the business and develop 
representatives at the table, two priorities for the plan surfaced:
1. The plan should create policies that guide future development. 
2. The plan should lay out a strategy that will help people learn to 
partner, organize and fundraise.

There was a desire expressed for the plan to encourage cultural 
organizations to work together to create the policy and strategy, 
and “incorporate the voice of the public, the voice of the artists, 
and the voice of the cultural communities.” A policy developed 
this way would show that the city cares about public art, public 
life, and the future of Rochester’s public realm.
  

“Art is not just what the artist produces, but also the 
conversation that is fostered by the art.”

These focus groups were excited about the potential for public art 
to provide equitable opportunities for everyone in ochester. Art 
events, interactive installations, and social engagement projects 
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T o had  participant

From our discussions with the business and develop 
representatives at the table, two priorities for the plan surfaced:
1. The plan should create policies that guide future development. 
2. The plan should lay out a strategy that will help people learn to 
partner, organize and fundraise.

There was a desire expressed for the plan to encourage cultural 
organizations to work together to create the policy and strategy, 
and “incorporate the voice of the public, the voice of the artists, 
and the voice of the cultural communities.” A policy developed 
this way would show that the city cares about public art, public 
life, and the future of Rochester’s public realm.
  

“Art is not just what the artist produces, but also the 
conversation that is fostered by the art.”

These focus groups were excited about the potential for public art 
to provide equitable opportunities for everyone in ochester. Art 
events, interactive installations, and social engagement projects 

open doors for all people to participate. The public art master 
plan can provide a roadmap that allows broad participation. 
It creates opportunities for discussion about the values and 
beliefs of residents. It can also tie together the many initiatives 
already happening in the city to help forge a cohesive identity for 
Rochester.

The groups also expressed the importance of support and 
resources for the local arts community. There is an interest to bring 
attention to the local arts community so it is infused across the 
city, creating an arts ecosystem in Rochester that allows artists and 
creatives to expand and flourish. 

ducator
i  participant  fro  high chool  and higher education 

in titution

Educators in this focus group were interested in seeing more 
opportunities for artists, students, and communities. They also 
discussed the need for creating an arts curriculum involving public 
art and community  one that is mutually beneficial. For example, 
how and where can students learn about public art, or make 
public art in the community, and have built-in lessons embedded 
in the pro ect  How can we re-evaluate our approach to arts in the 
schools, and the curriculum surrounding that  How could we offer 
this new curriculum for free, or at low cost, so its accessible to a 
wide demographic

They discussed the need for a plan, and how it should make clear 
public art s influence on the human experience.

“Everyone has some sort of way to express the subjective 
side of what it means to be human.”

Public art can serve to bring communities gather and celebrate 
and build connections between people. It can also provide a 
forum in which communities can reflect and discuss ideas or issues 
together, building shared experiences and creating an identity 
for Rochester. These experiences can be most powerful if there 
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is intentionality behind the desired public art outcome. A healthy 
arts ecosystem engages the whole community, creates a voice for 
the residents of Rochester, and makes a statement about the city 
and its growing, diverse populations to those who visit.

ocial and ultural er ice  
Three participant  each fro  different cultural organi ation  

in oche ter

This focus group offered insights on the topic of community 
engagement, and making resources available throughout the 
entire city. They emphasized the importance of diversity and 
retaining cultural traditions among younger generations. For 
example, in the Native American or Hmong communities, cultural 
traditions are becoming lost, as more young people see  to fit in 
to contemporary culture.

Participants described Rochester as a safe and welcoming city, 
and a great place to raise a family. The city is home to many 
cultures, primarily due to the large, global businesses here, like 
IBM and Mayo. Young families thrive here and can take advantage 
of many social offerings and gatherings, like children’s sports, 
Boy Scouts, and other activities. These bring people together all 
over the city. The collective sentiment of this focus group though, 
was that after elementary school, these offerings become sparser, 
which makes it hard to retain this young generation. Public art, 
they suggested, could play a role in helping retain youth once 
they are out of school by offering a diverse range of “cool” 
activities, and capitalizing on Rochester’s culture of independent 
entrepreneurs and self-starters. For example, small-scale events 
and theatrical projects, art classes and music in the parks targeted 
at teenagers would keep them engaged and connected with 
each other after they graduate. When offered resources and 
connections, people are willing to establish new networks and 
engage with their surroundings in this city.

“This is the right time to make things happen and improve 
cultural offerings in Rochester.”
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The plan should include creating opportunities for multicultural 
engagement in public art. Additionally, organizations serving 
different cultures in Rochester need a “safe place” to talk and 
coordinate with each other; this focus group was seen as a 
great starting point. Rochester could use a community center/
welcoming center, global market or small indoor market that 
brings cultures together. They could offer books and news 
in various languages, meeting spaces, and opportunities for 
creatives and entrepreneurs to connect and create together. 
Having a space like this would help people of all cultures 
throughout Rochester connect with their city and grow and sense 
of belonging and identity.

eighborhood
e en participant  fro  ariou  neighborhood  throughout 
oche ter

Residents from various neighborhoods throughout Rochester 
discussed how public art can take diverse forms - from huge 
sculpture parks to non-static art that is constantly moving and 
changing, to high quality wor s of art in which the city ma es an 
investment. This reflects the broad definition of public art that this 
plan has adopted see page  for definition .

The group also discussed some key attributes of public art that 
could benefit ochester. For example, public art s ability to bring 
communities together, appeal to the international culture of 
Rochester residents and visitors, and create a sense of identity 
for people who live here. Rochester could use a sense of identity 
for its neighborhoods and the community at large, encompassing 
the impressive multi-cultural people that live and work in the city. 
Public art, it was mentioned, helps to create a sense of place, and 
special places can help people from all over the city to coalesce 
and get to know one another. The plan should help create a 
public art program that serves the various groups of people that 
live, work, and visit Rochester; public art can be for everyone.

i ewise, the public art program itself requires diversity, in terms 
of the forms of art that result, and the people involved in decision-

ee page  for definition
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making. A diverse collection of public art that speaks to and 
engages large numbers of the population will better represent the 
changing face of Rochester, and who was involved in the decision 
making. This will further strengthen the city’s sense of identity and 
culture.

“Public art improves everyday lives, bottom line.”

This focus group believes that the public art plan will establish 
systems and structure needed for current and future public art 
opportunities being considered. It will provide an organizational 
approach that ensures a high level of quality in the art added to 
the city’s collection, guide best practices in the commissioning 
process, dealing with gifts of art, and equitable distribution 
of funds. It will also guide the care and maintenance of public 
artworks and provide a means for arts and culture organizations in 
Rochester to connect with one another.

Increased community support of art and artists was a core value 
shared by the group. The plan should recommend the kinds of 
tools and resources artists need to thrive in a community such 
as Rochester. It could offer examples of support systems used 
elsewhere to help guide the city as it figures out what will wor  
best here. It’s important to increase awareness of artists and the 
role that the arts play in the community, increase opportunities for 
artists and raise awareness of the creative side of the Rochester 
community.

Artists
Ten participant  of ar ing career tage and ediu

The artists participating in this focus group discussed the 
importance of creating a sustainable ecosystem for the arts in 
Rochester, the need for an inclusive, accessible community-wide 
vision for public art, and the need to create opportunities for 
artists throughout the community. Through these three major 
topics, the group felt that new models could be created for the 
arts and artists to survive and thrive in Rochester.
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The group expressed the need for the city to establish a set of 
values around the arts, yet remain open to changing, reimagining 
and reinventing opportunities for everyone who lives and works 
here. ochester is a quiet city with an appetite for community 
building; people like to show up and participate. This provides a 
good environment for creating. Merging this collective curiosity 
and liveliness with the arts offers an exciting starting point for 
sustaining this networ . Artists in the region en oy finding each 
other and helping shape the future; this plan offers an opportunity 
for public and private partnerships to help support the arts and 
well.

Any public art plan or program created for Rochester must be 
inclusive, accessible, and contain a community wide vision for 
public art. This includes finding new language and tools that 
help to bridge the gap between top-down and bottom-up 
approaches. The group felt it was very important to meet the 
various communities within Rochester where they are and utilize 
different kinds of outreach to talk about public art in the city. A 
grassroots, organic way of connecting with communities is a great 
place to start, but including diverse groups of people with various 
backgrounds in the decision making process is necessary. 

By creating new and varied opportunities for artists in Rochester, 
the city can attract more creative professionals to move here or 
create work here. This would also demonstrate that the city values 
and supports the arts. The group offered several suggestions of 
ways ochester could show its support:
• Hiring a city artist in residence.
• Supporting the business aspects of arts, such as HR, design 

services, PR support, business help, offering work space for 
artists, and offering writing workshops, etc.

• Providing low cost housing for artists and office space for 
nonprofit arts organizations. 

• Creating a cooperative model for business support, such 
as shared help with tax advice, tools, research materials, 
technology, etc.

In addition to offering resources and support to artists, it’s critical 
to openly communicate with artists about these opportunities and 
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available resources. Every artist should be informed of projects 
that are happening, new calls for artists, funding opportunities and 
space availability; all part of an open, transparent communications 
plan that is part of the public art plan. One approach would 
be an online clearinghouse that communicates opportunities 
to artists, much like MNartists.org or Springboard for the Arts 
does. Southeast Minnesota Arts Council offers some of these 
resources but this could expand into Rochester in the form of 
training, workshops, and education. There currently isn’t a four-
year arts program in Rochester for those who want it, nor are there 
professional development opportunities for artists, including those 
who don’t want a degree program.

u ar  of ne on ne eeting

Forecast conducted 12 individual interviews with key public and 
private stakeholders representing Rochester’s public and private 
sectors. Most expressed an eagerness for the establishment of a 
master plan, and the importance of keeping up with current arts 
and culture trends. Many referenced the necessity for partnerships 
as part of a successful program.

e received many questions about the plan as well: ho will be 
in charge  How will it be implemented  How will decisions be 
made  hat other initiatives in ochester could be incorporated 
into the plan, and vice versa  Is there going to be a program 
manager or director, someone to serve as the catalyst and 
implementer   Is the plan going to be championed by a networ  
of organizations and people in ochester  How will funding wor , 
and could it be a combination of different funding streams  How 
does this plan position the trust for the future, and what does the 
community need the Trust to be

There was also a strong sentiment for the plan to lay the 
groundwork for the future of the city of Rochester. The Public Art 
Master Plan should set the stage for helping attract and retain 
talent in Rochester, as well as incubating future generations 
of local talent. Among the ways to do this is by offering job 
opportunities and career development services, help with PR 
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and communications strategies, providing grant opportunities 
and affordable space for creatives to make things and connect 
with each other. Artists need help moving from a studio arts 
practice to one that is public art oriented. Educational programs 
should be offered outside of institutions, along with mentorship 
opportunities. All of these will help to show that the community 
cares about what artists are doing, and that art is a valued part of 
a livable city.

“This is a great opportunity to get ahead of arts and culture 
trends…not just keep pace with it.”

Having a variety of support systems for artists and a strong cultural 
identity will help to differentiate Rochester from other cities in 
the region. Several individuals expressed interest in growing the 
identity of Rochester and its neighborhoods. Public art was cited 
as being able to expose values that are important to residents, 
thereby attracting others who share those values. Art and culture 
is already something people expect in Rochester, but for the city 
to remain relevant to future generations, art should be ingrained 
within the community and act as an essential aspect of the city’s 
identity.

“Art in a community is a sign that it is progressive, forward 
thinking, and cares about the health and well being of the 
community.” 

As part of the city’s identity, Mayo Clinic provides an incredible 
opportunity to explore the connection between public art 
and community health. A public art plan can set strategies 
that connect artists and the city together to investigate this 
relationship. Mayo brings in over 1 million people for care every 
year, but only 30% of their time is actually spent in the clinic. 
Public art can offer a respite from medical care for the other 70% 
of the time patients are in Rochester. The arts can help patients 
focus on recovery and life, and can provide an opportunity for 
those getting medical attention to express themselves, especially 
when they don’t have another way of doing so.

In addition, public art can overlap with the goals of urban design, 
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placemaking, and livability. The DMC area of the city could serve 
as a starting point for growing a public art program, since there is 
political will, established design guidelines, and secured funding. 
The Public Art Master Plan could promote support for local artists 
to work in the DMC area and reach out to the rest of Rochester.

Outside the DMC, Rochester has many areas where there is no 
public art. These “public art deserts” should be considered as 
key opportunities to create and strengthen identity and pride in 
certain neighborhoods. More people will be encouraged to visit 
areas of the city they are unfamiliar with, and the communities 
will gain an understanding of public art and its potential benefits. 
They won’t have to leave their neighborhood to experience 
the arts. Likewise, by spreading art around the city, on trails, 
for example, it can entice residents and visitors to explore new 
neighborhoods, get exercise, and involve entire families.

“Challenge every organization or entity to have an arts policy 
of some sort – no matter how big or small.”

Many of our one-on-one conversations emphasized the 
importance of building on past successes, continuing grassroots 
arts and culture efforts, and leveraging assets that already exist. 
The process should be easy but also competitive, in order to set 
high standards for public art within the community. This will ensure 
that the artwork being produced and installed in Rochester is of 
the highest caliber possible. It was noted that many residents of 

ochester tend to go out of town to get their art fix.  How can 
public art and high quality events help eep audiences in the city 
and attract more to come to ochester  How can ochester be a 
hub for cultural tourism

The plan should establish a process for public art selection that 
highlights local talent and existing assets throughout the city. 
It should encourage a variety of expressions, but not prescribe 
the type of art required. It s important to cultivate the grassroots 
efforts presently happening within the community. The process 
should be inclusive, accessible, transparent, and seamless, with a 
grounded, welcoming approach. It should include opportunities 
for permanent and temporary artworks and a variety of art 
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experiences designed to direct interest and support to locations 
and programs throughout the city. Creatives should be spending 
their time creating and making, not trying to navigate the process 
they need to follow in order to execute.

“Temporary art keeps it interesting!”

It will be important to have professional program management; 
someone who can guide a variety of different public art scenarios 
that arise over time. This could be a new staff position or a 
consultant; someone with skills involved in logistics, navigating the 
city and communities, serving as liaison, and working closely with 
partners involved in improvement projects. It should involve staff 
from different city departments and representatives of businesses 
and organizations. A committee could exist to create a process 
for the acceptance of public art gifts, maintenance plans, and 
governance of a public art collection for the city. Having someone 
with curatorial expertise involved in some capacity could be a 
great resource to organizations going through public art processes 
within Rochester. 

“You can’t do it alone…art takes partnerships.”

Through the process of engaging these individuals in 
conversation, it became clear that attitudes about culture in 
Rochester is changing. There is clearly a desire for public art that 
goes beyond the traditional forms. People expect more from 
their public spaces today. Engaging in this planning process has 
brought this issue to the surface, and provided people a chance 
to deepen their understanding and appreciation of the cultural 
landscape in Rochester.

nthe i  of inding

From the findings listed above drawn from focus groups, 
committee meetings, surveys, and one-on-one interviews—as well 
as a variety of materials collected and reviewed over the course of 
this planning process, Forecast concluded that Rochester’s public 
art plan should address the following five topics or themes:
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• Vibrant Culture
• quity  Inclusion
• Identity (For Rochester, and its neighborhoods)
• Health & Wellbeing
• Public Life Experience

Each of these topics is critical to shaping a meaningful public 
realm in Rochester, and informing criteria for successful public 
art in ochester. From the summary findings for each topic, 
provided below, Forecast developed a set of recommendations 
for implementation, described later in the plan.

Vibrant Culture
Approximately 79% of survey respondents believe that public 
art contributes to the overall well being of the residents of 
Rochester, answering with a 4 (“somewhat”) or 5 (“very much”). 
Public art presents an opportunity to help the community further 
fortify this belief by reflecting the city s culture and solidifying its 
relationships through art in the public realm. It also allows for all 
the many cultures within the city to be highlighted. Public art is a 
common thread that binds us together. It allows all to participate, 
thereby offering opportunities for social cohesion. Rochester is an 
international city serving residents, workers and visitors from all 
parts of the world. Public art can plan a vital role in highlighting 
this fact, and building relationships among the diverse cultures 
living or spending time here. As such, public art can help 
Rochester become a world-class cultural hub.

Vibrancy in the community is a key initiative that is touched upon 
in many of the city’s concurrent master planning efforts. Public 
art supports the goals of these plans by contributing to a vibrant 
civic life. This is due, in part, to the wide-ranging mediums in 
which public art is expressed from fixed and temporary visual 
arts to performance events, festivals and artists-in-residence. This 
plan provides a framework for ensuring diversity within the city’s 
public art offerings, recommending ways to incorporate public art 
as part of public infrastructure, private development, parks and 
trails, functional amenities and neighborhood initiatives. When 
implemented, this unified approach will contribute to the vibrancy 
of the entire city of Rochester and engage a broad and extremely 
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diverse audience or residents and visitors alike.

This vision can become reality by incorporating the voice of the 
public, the voice of the artists, and the voice of Rochester’s cultural 
communities in the plan’s development and implementation. 
Those who have been at the table in re-imagining the kind of 
public art Rochester could have—an array of different forms 
and media, including community engagement and strategic 
methodologies—offer a good example of the way Rochester’s 
public art program could continue to operate.

Equity & Inclusion
As mentioned above, the planning process was intentional 
about bringing voices to the table, including voices that aren’t 
normally heard in public meetings. These voices represent 

ochester s broad and diverse population: new Americans, 
cultural organizations, neighborhood groups, faith-based leaders, 
educators, medical professionals, etc.

The planning effort also sought to identify areas of the city lacking 
in public art or arts offerings. These public art “deserts” should be 
considered as focal points for future investments in public art in 

ochester, with a goal of serving residents in an equitable manner.

Public art has the ability to create a welcoming atmosphere for 
diverse groups of people by providing a varied, yet shared, 
experience for all of Rochester through a multiplicity of art forms. 
In order to do this, the changing face of Rochester should be 
represented reflected in the governing body of the future public 
art program and reinforced through an ongoing effort to recruit 
participation by diverse members of the community. 

Identity (for Rochester, and its neighborhoods)
ochester is uniquely positioned in the region as a center for 

health and well being, tied closely to the identity of the Mayo 
Clinic. The city, of course, is much more than ayo s headquarters, 
but the lesser known aspects of Rochester’s identity are mostly 
hidden to outsiders. A robust public art program can help build 
on the health and wellness brand that is the signature of the city, 
as well as help surface a more nuanced identity for Rochester as a 
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cultural hub in Southern Minnesota.

In addition to distinguishing Rochester and its civic identity—
distinct from other cities in the region and nationally—each 
neighborhood within the city can express its unique character by 
thoughtfully embracing and implementing public art. Amenities 
within each neighborhood, such as parks, trails, and community 
centers offer opportunities for public art and way finding that 
express the identity of each neighborhood. Public art infused 
within these neighborhood amenities offer creative outlets and 
cultural experiences for residents, building a sense of pride in 
place. People shouldn’t have to leave their neighborhood to have 
high quality art experiences.

Identity-building public art and creative placemaking also serve 
to attract outside audiences and talented artists to visit, work 
and even live in Rochester neighborhoods—people who would 
otherwise not consider doing so. At the same time, it helps 
preserve what’s important about a particular community. 

As a healthy public art ecosystem grows and matures in the city’s 
downtown and its neighborhoods, it’s important to develop an 
effective communications, educational efforts, and a network of 
support systems. 

Health & Wellbeing
With a goal of becoming “America’s City for Health,” Rochester 
has the opportunity to create an intentional, holistic, healthy 
lifestyle for its citizens and visitors. Public art contributes to 
the wellbeing of any city, creating livable neighborhoods 
and improving the quality of life. Art placed in healthcare 
environments have been reported to lower stress, boost immune 
systems, and speed up recovery time, according to an Arts in 
Healthcare research study by the National Endowment for the 
Arts. With strategic criteria used to commission and guide the 
creation of public art in the city, the positive impact public art can 
have on residents and visitors can be dramatic.

The estination edical Center design guidelines affirms that 
perhaps more than any single strategy, high quality public art 
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can imbue a community with spirit and meaning that reflect the 
city’s heritage, natural environment, revered institutions and the 
people who live, work and visit there. Infusing Rochester with 
public art enhances the public realm, a major goal for the city.” 
(see Appendix) This infusion fortifies a healthy city initiative by 
producing spaces that enhance social connections, by calming 
traffic and creating safer streets and sidewal s, by creating 
an identity for the city that attracts and retains talent, and by 
invigorating Rochester’s economy. The DMC Design Guidelines 
place emphasis on public art as an imperative strategy for the 
health of the city. The city s future public art program will benefit 
from working in tandem with these guidelines, creating cohesion 
between design and public art throughout Rochester.

Public art in Rochester serves not only the health of those who 
visit the clinic, but those who live here as well by strengthening 
the connections between people and places. With Mayo’s 
extensive collection of artworks as an example, every Rochester 
neighborhood can begin to follow suit and curate their own 
collections of public art. Slatterly Park is a prime example of this, 
curating sculptures within their neighborhood every year. Slatterly 
Park’s Art on the Avenue program won the Greater Rochester Arts 
and Cultural Trust’s 2016 Ardee for the Mayor’s Award for Public 
Art.

It’s important to note that there’s a long history of public art 
addressing environmental health. Rochester, like almost every 
other city, faces challenges relating to water quality and water 
management, as one example. Artists and communities can work 
together to address these issues and develop projects that are 
valued as much for their aesthetic enhancements as they are for 
their environmental benefits.

Public Life Experience
As public art creates livable cities by augmenting infrastructure 
and civic space, it also raises awareness of the importance of 
personal and shared experiences. Public art creates experiences 
for its audiences; there’s a dynamic interaction that occurs 
between the viewer and the art. In some cases the art is 
performative or interactive, requiring the viewer to engage more 

[See Appendix E].
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actively. Static artworks can also generate meaningful interactions 
with viewers and reveal new meanings over time. These kinds of 
experiences can become an ongoing expectation for Rochester 
residents, just as newly created iconic places become the “must-
see” destinations for regional and international visitors. In this 
way, public art serves as a vehicle for Rochester to tell its story, 
enhancing the city’s reputation as a cultural destination and 
offering more direct and dynamic interactions with art, and with 
each other. It invites audiences to have a dialogue, encourages 
them to learn more about the city, helps them connect with their 
humanity and appreciate the many forms public art can take.
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4
Strengths, Weaknesses, 
Opportunities + Threats
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Strengths, Weaknesses, 
Opportunities + Threats

As we consider all of the factors that inform the development of 
a meaningful public art program for the Rochester community, it’s 
useful to identify and analyze the city’s current situation from the 
perspectives of strengths, weaknesses, opportunities and threats. 
This SWOT analysis is a useful tool for any plan. For this purpose, 
Forecast uses the following list of contextual information to help 
establish a vision for Rochester’s public art program, set goals to 
fulfill the vision and draft short- and long-term recommendations 
to guide the establishment of the city’s public art program.

Strengths

• Rochester has an active community of artists, arts 
programming entities and advocacy groups committed to 
public art. 

• The city is a good environment for creative work. 
• Volunteerism is strong. Residents like to show up and 

participate. 
• The city has a long history of supporting public art, civic 

monuments, cultural facilities and programming. 
• The city has a Civic Music Department, with staff familiar with 

public art and working in the city’s public realm.
• There is a strong alignment among recent planning documents 

for ochester that supports the findings of this plan, calling for 
a significant investment in public art development.

• Rochester attracts and serves more than one million visitors 
each year (many of whom come from culturally rich cities 
around the world, where public art is part of everyday life). 

• Mayo Clinic brings many visitors to town; Mayo’s commitment 
to exhibiting art in their clinics and public spaces is 
exceptional.

• Rochester has a culture of private philanthropy that supports 
the arts.

• Rochester has access to public art management expertise, 
including local talent and expertise in the Twin Cities and 
professionals in the region—resources that can be applied 
toward implementation of the plan and facilitation of public 
art projects and programming, education for artists and 
community members, professional development for artists, 
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conservation and maintenance of public art collections, etc.
• The Arts and Cultural Trust of Greater Rochester is well 

positioned to move the plan forward, given its track record and 
the quality of its board. The Trust has the ability to recruit the 
help it needs to accomplish its goals.

• The Trust already has a program for recognizing excellence in 
public art. The “Ardee” award is named after the city’s mayor, 
Ardell Brede, a champion of the arts, and includes a Mayor’s 
Award for Public Art.

• The City of Rochester has talented staff that can facilitate 
planning, policy development, financial management, etc.

• Public art can help people to partner, organize and fundraise 
for a civic cause. It provides a forum in which communities can 
reflect and discuss ideas or issues together.

Weaknesses

• The City of Rochester lacks an Arts and Culture Commission, 
a city agency devoted to arts and culture development. 
Public art programs in the US are typically housed within, and 
overseen by arts councils or arts commissions. 

• There are currently no funds set aside or committed for public 
art or a program, including staff and project expenses. 

• Residents and visitors leave town in search of cultural offerings 
elsewhere, primarily the Twin Cities.

• Historically there has been little cooperation or collaboration 
among the siloed public art initiatives around the city.

• There are several identified art deserts  around the city, areas 
lacking art, public art, cultural venues, etc. 

• The community lacks a 4-year arts degree program, as well as 
professional development opportunities for artists.

• There’s a lack of healing-oriented arts and culture options 
available to patients outside of Mayo Clinic; according to a 
recent study, patients spend about 30% of their time in clinic 
while visiting Rochester.

• There are few arts and cultural opportunities intended to 
engage youth after they graduate high school. 

• Rochester, as a global city with a growing population of ethnic 
minorities, lacks engagement by individuals from marginalized 
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cultures in governance and decision-making roles.

pportunitie

• Rochester can enhance its reputation as a good environment 
for creative work. New models for artist support systems can 
be created.

• The City can adopt new policies and funding mechanisms to 
provide sustainable support for a citywide public art program, 
as have more than 350 cities in the US and the State of 
Minnesota. The City can also partner with private philanthropy 
and nonprofits to further support the program.

• The Trust can initiative an effort to advance the 
recommendations of this Plan.

• This plan can lead to the development of a more 
comprehensive Arts and Culture Master Plan, which would 
help guide the city’s investment in cultural facilities, arts in 
education, cultural tourism and more.

• A City staff member could serve as a liaison with artists and 
public art project producers seeking city help.

• There are numerous opportunities for incorporating fixed or 
temporary public art into public and private developments, 
as well as parks and trails, plazas, subways/skyways, and 
entrances into the city.

• The increasingly diverse demographics of Rochester can be 
celebrated and reflected in the city s public art, as well as the 
people involved in making decisions about public art. Public 
art programs offer equitable means of giving a voice to cultural 
communities who lack visibility or feel voiceless. 

• A younger generation of residents will assume leadership roles 
as city staff, department heads and elected officials, bringing 
new perspectives and values to bear on future decision 
making.

• Developing a global-themed public market or cultural 
community center would help people of all cultures connect 
with their city and grow a sense of belonging and identity; and 
public art can play a significant role.

• Multiple groups in the city are working along the same lines 
to improve the climate for public art in Rochester. Connecting 
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the many initiatives happening throughout the city offers an 
opportunity to increase impact and create a cohesive identity 
for Rochester.

• There are effective action steps and low cost activities that can 
be implemented in the near term to address most of the needs 
currently identified in this plan.

• Public art offers schools and students ways to connect the 
curriculum to the community in mutually beneficial ways.

• Public art can bring youths and individuals from different 
cultures together to form networks and grow their sense of 
belonging and pride in Rochester as their home. Public art can 
help Rochester remain relevant to future generations. 

• Regional colleges are open to expanding arts offerings 
(according to input obtained during focus groups). Educators 
can create new educational programs for artists, as well as 
other design professionals.

• Public art can signal that Rochester is progressive and 
attractive to younger generations. Strategically designed 
projects can target teens.

• Art can help patients focus on recovery, reduce their stress, 
and help with the healing process.

• By increasing arts offerings in town, more people will avoid 
searching elsewhere for their art fix.  It will also attract new 
audiences and contribute to economic vitality.

Threats

• The City of Rochester lacks an Arts Commission or a public 
arts-focused staff member (apart from Steve Schmidt, who is 
focused on musical performance events). There was a lack of 
interest in adding a Commission or arts-focused staff person at 
this time, based on interviews. 

• Arts development in Rochester has primarily been overseen by 
the private sector. It may be difficult to augment or replace
this with public sector support and coordination. 

• This Plan envisions a Rochester Public Art program that 
requires long-term, dedicated funding to support programs, 
an effective governance system with active participation by 
Rochester citizens, and professional staff capable of managing 
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the program, housed in a supportive organizational structure. 
Currently none of these elements exist, and it is unknown how 
long it will be before such infrastructure can be developed. 

• The talented, busy people doing good work in Rochester 
rarely network, compare notes or consider how they might 
work collectively toward shared goals. 

• There s a lac  of financial resources and technical support to 
help local artists and producers accomplish their public art 
goals. 

• Most of the planning and development in Rochester appears 
to be focused on downtown and the DMC area. This could 
ma e it difficult for arts and cultural development to be 
equitable community-wide. 

• The City’s role in public art is undetermined, including staff 
involved in collections management and maintenance.

• The Trust’s role in the implementation of this plan is 
undetermined, including how it fits within the Trust s short-and 
long-range priorities, its staff capacity, and its ongoing role in 
the development of policies and governance systems needed 
to support arts and culture in Rochester.

• It is unclear what the local philanthropic community’s level of 
interest may be regarding their potential support of a public 
art program. Likewise, support for public art would increase 
competition for the limited arts funding in the region.

• With all the plans getting developed and adopted in Rochester 
in the past few years, it can be confusing, and people may get 
“planning fatigue.” The Public Art Master Plan may not receive 
a high level of interest and enthusiasm as a result. 

• chools are financially limited and can t afford to provide 
educational programs involving public art.

• It s difficult to retain the younger generation, without 
programming and activities of interest to them.

• Immigrant residents don t see themselves reflected in the 
current collection of public art in the city.
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Vision, Goals + Recommendations

Based on the research, information gathering, touring, meetings 
and surveying work, along with digesting and synthesizing 
what we’ve learned, our Forecast Public Art team developed 
the following Vision, Goals and Recommendations for plan 
implementation—both short-term and long-term. The plan as a 
whole is intended to be vetted by the Trust and the Plan Steering 
Committee, and forwarded to the City of Rochester for review and 
adoption.

i ion

Rochester is a world-class city that deserves world-class public 
art. This plan envisions a community where integrating public art 
into city initiatives, neighborhood revitalization efforts and private 
developments is a norm; where every citizen, worker and visitor 
in ochester has the opportunity to freely experience quality art 
and creative expression as part of their daily lives; where creativity 
and participation in city building is nurtured at every age level and 
artists are valued as contributors to the quality of life en oyed in 
Rochester. 

oal

The primary goal of this plan is to establish a vital, effective and 
sustainable public art program that reinforces the larger goals of 
the city in the following ways:
• nhance the quality of life for ochester s citizens
• Create a heightened sense of place and community identity;
• nliven the visual quality of public space  
• Contribute to health and wellbeing strategies; and
• Stimulate Rochester’s vitality and economy, and support other 

long range objectives of the community.  

eco endation   n er ie

A public art program is necessary for Rochester to help coordinate 
and support the many private initiatives happening citywide, and 
bring structure and systems to the development and creation 
of future public art efforts. This plan is intended to serve as 
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Vision, Goals + Recommendations

a guide to help establish a sustainable program in the long 
term, and address immediate needs in the short term. It offers 
examples of best practices and criteria to use in the development 
of a sustainable program, including funding options, possible 
partnerships, roles and responsibilities of key individuals, 
governance systems and policies that address collections 
management and artwor  maintenance. This plan is a first step 
in bringing intentionality to the development of public art 
throughout the city, and cultivating a healthy public art ecosystem.

How will ey players in ochester use the plan  Here are ust a few 
examples:
• A city council member gains familiarity with contemporary 

public art and how it can reinforce or add value to current city 
initiatives. 

• A Task Force uses the plan to guide the implementation of 
both short- and long-range tasks recommended in the plan. 
They can use the plan, once adopted by the City, to leverage 
funding, propose policies, and build a governance group.

• Parks, planning, and public works staff gain appreciation for an 
effectively managed RFQ (Call for Artists) process for projects 
incorporated into their planning documents. 

• Once the City assigns a “point person,” artists and arts 
producers seeking to work in the public sphere and implement 
their own ideas learn who to contact for approvals, and how to 
seek support for new projects. 

• Neighborhood organizers and developers gain inspiration 
and develop ideas for engaging regional talent to fortify 
neighborhood identity and build community character.

ong Ter  eco endation

As stated above, this plan recognizes the need for both short- 
and long-term goals and objectives. For the long term, we 
recommend the establishment of Rochester Public Art, a program 
that utilizes best management practices, is supported with 
adequate and sustainable funding, and engages a transparent and 
accountable governance system.
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To establish Rochester Public Art as an effective organizational 
entity, Forecast recommends the following steps be ta en:
1. Identify and secure ongoing funding to support the creation 

of art, the staffing of the program, and the maintenance of the 
city’s growing public art collection. 
• The process of establishing policies and securing funds is 

outlined in the description of the Task Force (as part of the 
short-term recommendations, below). This critical effort will 
set in motion the other tasks outlined here, and enable the 
establishment of Rochester Public Art as a viable, effective 
entity.

• Forecast estimates that a modest public art program 
starting out should have at least one full time Executive 
Director ($70,000/year); a part time Project Manager 
($30,000/year); Contracted Services, to support accounting, 
fundraising, communications, collections management, 
interns, etc. ($60,000/year); and a budget for renting 
office space, purchasing equipment, technology, supplies 
and expendables for meetings, etc. , year . Total: 
$200,000/year (this would increase if the Project Manager 
becomes full time). Additional funds for artists-in-residence, 
professional development, travel, and research should be 
considered.

• Funding for public art commissioning, events, temporary 
installations, performance, documentation, maintenance, 
repairs, etc. will vary from year to year, depending on the 
funding systems and policies put in place. It’s important 
that funds for public art not be restricted to building 
objects using capital budgets, but allow for temporary 
projects, events, artists in residence and maintenance 
of collections. The program budget should include the 
commissioning of at least one major project per year ($150-
300,000) and several temporary projects, events, and 
educational activities - , . Total: - ,
year). (Please note the recently commissioned art for the 
Civic Plaza was $160,000.)

2. Determine the ideal home for Rochester Public Art.
• In most American cities, public art programs are housed within 

city government, as a program of the city’s arts and culture 
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department (Arts Commission, Arts Council, Department of 
Cultural Affairs, etc.). For mid-sized and smaller cities lacking 
an Arts Commission, public art programs can be housed in 
the ayor s ffice, the Planning conomic evelopment 
Department, or Parks and Recreation. In Rochester, options 
include Planning and Zoning or Parks and Recreation, and City 
Administrator

• Many cities with vibrant public art programs are developed 
and implemented in partnership with private sector partners, 
typically nonprofit arts organizations, such as Friends of the 
Arts, nonprofit arts councils, or nonprofits focused on public 
art.

• everal cities have public art programs led by nonprofits 
working closely with city agencies in partnership. Public Art St. 
Paul, for example, works exclusively with the city of St Paul to 
implement programs of mutual benefit.

• The two structures mentioned above are illustrated in the 
diagrams below. They represent the two options that Forecast 
recommends ochester consider: ne proposes the City house 
the program and wor  with nonprofit partners, and the other 
proposes a nonprofit house the program either an existing 
nonprofit or a new one established for this purpose and wor  
in close partnership with the City to implement the plan.

Partners support

Partners lead

onprofits, Foundations, County

onprofits, Foundations, County

1. 2.
City leads

City supportsCity and partners support

City leads

Partners support

Private Entity leads

ew nonprofit or program of exisiting nonprofit
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• Forecast recommends the City house the program and work 
closely with private partners. The City already has a Civic 
Music Department, with a mix of public and private support 
to effectively produce programming that serve a broad 
segment of the community. stablishing a new nonprofit to 
serve this function would drain limited resources and compete 
for funding. i ewise there are a few nonprofits that have 
experience with public art, it is not their primary focus. Some 
are geographically restricted and some have insufficient 
experience working in communities. Overall, however, 
the private sector in Rochester offers a wealth of valuable 
resources and expertise.

3. Establish an effective and transparent governance system 
appropriate to Rochester, insuring community representation, 
knowledgeable expertise, and effective policymaking.
• It is important to study existing governance systems already 

in place in Rochester and see what’s working and what 
isn’t. Consider modeling a Rochester Public Art “Council” 
on that system. A Council—similar to a board of directors, 
or advisors—is needed, along with bylaws that guide the 
group’s work over the life of the organization. 

• It s critical to recruit both influencers and expertise on 
the Council. Consider individuals familiar with public 
art, curating or art history, legal issues, communications, 
education, design, and policy development, among others. 
Be sure to include a leader who is well respected in the 
community to serve as chair, a liaison from City Council, 
a practicing artist, and individuals representing diverse 
cultures, and neighborhoods. A suggested total is 20-25 
people.

• For short-term Art Selection Committees, established on 
a project-by-project basis, the Project Manager will recruit 
a small, odd-numbered group of 5-7 key stakeholders 
pertaining to the location, as well as two artists or arts 
professionals to help inform the decision-making process. 
Be sure to include the site designers or architect in all 
Committee meetings (not necessarily as voting members).

• The Council, once established and authorized to act on 
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behalf of the City in their decision-making or advisory 
capacity, will need to take this plan a step further, 
and based on their SWOT (Strengths, Weaknesses, 
Opportunities and Threats), create a 3-5 Year Strategic Plan 
to guide their wor  for the next five-ten years. 

• Among the details to address are developing and 
cultivating working relationships—within City departments 
and in the private sector. For example, maintenance of the 
city’s collection will involve facilities management staff or 
Parks maintenance staff. Who’s responsible and who pays 
for what

4. Hire professional staff to manage the program and provide 
expertise to community members, businesses and artists 
seeking technical assistance and coordination.
• Once funding is in place, the Council needs to, among 

other things, create a ob description for its first xecutive 
Director, and conduct a search and hiring process. This 
could ta e up to six-eight months, and require a modest 
outlay of funds (for posting, interview meetings, travel 
reimbursements, etc.).

• Once the new ED is in place, if funding permits, he/she 
will create a job description for his/her Project Manager (or 
similar title).

• A work plan will be important to establish early on, 
designed to synchronize with the Public Art Master Plan. 
This plan should ideally be created with the new ED in 
place, allowing the wor  plan to flow from the aster Plan 
and correspond with budget cycles and funding allocations, 
for which there may be strict requirements to follow.. 

• The work plan should take into account the materials 
collected for this plan document. Among the follow up 
tas s that would be useful are: analyzing the mapping data 
collected in relation to planning priorities for the City, the 
DMC and private developers; conducting location analyses 
on the public opportunity sites identified  and building 
a database of artists to consider for future public art 
opportunities.

5. Support public art, artistic events and creative activities that 
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promote livability and well being throughout the city.
• Based on the funding available and any restrictions placed 

on their usage, the Public Art Rochester work plan will 
outline the types of projects to be undertaken in any 
given year, with the understanding that new funds may be 
added, or new limits may be placed on funds received. 
For example, most of the funding for public art may be 
generated in the DMC region at the beginning, but expand 
beyond those boundaries as development spreads.

• Forecast recommends building networks and partnerships 
with the other organizations involved in public art in the 
region, and at the state level. Likewise, it is helpful to join 
the Public Art Network (a program of Americans for the 
Arts) and their listserv, and subscribe to Public Art Review 
magazine.

hort Ter  eco endation

In order to secure support and establish a home for Rochester 
Public Art, Forecast recommends creating a Task Force and 
a supportive Network group to keep the momentum of this 
planning effort moving forward. The lifespan of these two 
groups will depend greatly on the receptivity to this plan’s 
recommendations to develop and adopt policies and funding 
mechanisms that enable implementation to commence. Given 
the uncertainty at this time, we estimate it could take two to four 
years for these two groups to achieve their goals. The following is 
a summary of next steps in the process:

1. Establish Task Force
Developing a comprehensive Rochester Public Art program 
is a long-term effort. It will take time, involve more planning, 
and necessitate a dedicated advocacy effort. We recommend 
the Trust and the City collectively establish a Task Force of 10-
12 local leaders, led by at least one local champion who has 
passion, political savvy, and strong leadership skills. Members 
of the Trust’s board of directors already offer a pool of good 
candidates to consider for this Task Force. Others to consider 
include City department heads from Planning, Finance, Parks and 
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City Administrator, a public artist, DMC’s Economic Development 
and Placemaking director, a neighborhood community 
organizer, a youth service representative and leaders from 2-3 
underrepresented communities.

As leader of a citywide public art program—housed within the 
City or within a capable nonprofit organization ochester Public 
Art must be able to work effectively with City departments as 
well as local arts partners and producers to accomplish its goals.
Continued involvement in public art development in Rochester 
should include representatives from, among others, the following 
entities:

• Public Library
• Diversity Council
• Rochester Downtown Alliance
• C - iscovery quare, and C A
• Greater Rochester Arts and Cultural Trust
• Concerned Citizens For a Creative Community (C4)
• Rochester Arts and Culture Collaborative (RACC)
• CVB
• Art4Trails
• History Center
• Armory
• Chateau
• Cafe Steam
• RCTC
• UMR
• WSU
• Center for Innovation
• Planning Department
• Parks Department
• Civic Music
• Key departments of the City (Parks, Planning, Public Works, 

etc.)

A public art program also needs to work effectively with 
professional artists of all types and professionals from all 
backgrounds and ethnicities. The program will need the help of 
advisors from time to time, and should consider establishing an 
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Advisory Board, including staff liaisons from the city’s planning 
department, par s department, and the ayor s office, among 
others. It should retain a good working relationship with the DMC 
Economic Development Association, the Chamber of Commerce, 
and all the neighborhood organizations, among others. Another 
important member of the Advisory Board is a City staff point 
person to oversee interdepartmental coordination.

As mentioned above, the level of annual funding needed to run 
the public art program, fund the creation of new art, and maintain 
the city’s collection, is likely to start out at $400-600,000, and 
grow over time. We recommend the program start with at least 
one full time director and a part time program manager, aided by 
contracted services and interns.

Funding for the program could come from a variety of sources, 
but it is critical to secure long term support for key staff, overhead 
and basic programming. Forecast recommends consideration of 
the following funding mechanisms by the Tas  Force: 
• An allocation from the City’s operating budget (for staff and 

overhead)
• A percentage of the City’s capital budget (for new art, and for 

maintaining collection)
• A City-funded incentive initiative to leverage buy-in from 

private developers (for new art as part of development, or 
optionally, for space provided to artists and arts organizations)

• Contributions from area foundations and corporations (for 
operations and programming)

• In-kind goods and services from area businesses (for art 
materials, fabrication, installation, office equipment and 
meeting support)

Once this public art plan is adopted, and the Task Force is 
convened, the first step is to research policies and guidelines 
adopted by other cities, and to draft policies and procedures 
to secure funding for Rochester Public Art—its operations and 
programming. Once funding is secured, the Task Force will 
establish the Council, or governance entity. The Council, as 
described above, will hire a director to oversee the organization 
and operationalize the policies and procedures, with help from 
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staff and contracted services. (Sample public art ordinances and 
policies are provided in the Appendix.)

2. Establish a Professional Network
Forecast recommends forming a professional network of 
individuals and organizations engaged in producing public art in 
Greater Rochester to discuss issues of mutual concern, develop 
shared ob ectives, and help refine and advance both short- and 
long-range goals outlined in this plan. The Network should be 
chaired by someone elected by its members, including a liaison to 
the Task Force described above.

The etwor  should meet at least quarterly, with agendas 
developed in advance by a Steering Committee. Topics for the 
agenda of the etwor  may include:
• Best Practices
• Public Art Education (for schools and communities)
• Tours of Public Art (in the region, along with artists and 

conservators)
• quity and ocial ustice
• Contracts and Insurance
• Joint Meeting with Twin Cities Network (Public Art Scrambler 

group)
• Guest Speakers, such as artists brought to town by the Art 

Center or Downtown Alliance

Once the Network is established, members may consider 
adopting a shared theme for future programming. A theme such 
as “public art for public health,” for example may help leverage 
local support and connect with larger city goals. The group should 
routinely as  themselves: To increase our impact, and leverage 
buy-in by the community, what can we do collaboratively

The Network could establish a social media strategy, such as a 
Facebook page to share information and upcoming events. Being 
transparent in the larger Rochester community will help build trust 
in the efforts of the group and perhaps leverage support for joint 
efforts.
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3. Engage Consultants
Both the Task Force and the Network will need technical 
assistance and expertise on occasion to support their efforts, 
manage their workloads and remain on task. Forecast 
recommends, on an as needed basis, hiring resource providers to 
serve the Task Force and the Network, including, but not limited 
to the following:
• Facilitate projects that help nurture and incubate local talent.
• Coordinate a micro-grant program for regional artists to create 

new work throughout the city and engage with communities 
typically lacking access to arts and cultural amenities; 

• Facilitate public art commissioning efforts in the DMC, since 
this is where the majority of funds and attention are being 
focused.

• Coordinate a series of demonstration projects that test the 
potential of public art to impact specific goals. For example, 
could Art4Trails increase usage of bike trails by youth, seniors, 
visitors, etc.

To insure that the Tas  Force and the etwor  have adequate 
technical assistance and expertise over the next three to four 
years, Forecast recommends that the Trust and the City provide 
approximately $15,000-$20,000 per year to cover the expense of 
consultants or service providers. After the first year, we suggest 
the Trust evaluate the impact made by the consultants utilized by 
each group, and determine if the amount suggested in this plan is 
adequate or not, and ma e ad ustments accordingly.
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hile there are no universally agreed upon standards in the field 
of public art at this time—you don’t need a license to practice, 
and there is no “rulebook” to follow—this section of the plan is 
meant to share some of the basic steps involved in a typical public 
art project and highlight best practices. The vast majority of public 
art is visual art, therefore this plan focuses on the process of com-
missioning visual art projects, however most of the best practices 
and process information can be applied to performances, and 
non-visual art forms. From the early stages of developing a project 
concept to fabrication and installation of the artwork, the effort 
involved in bringing a public art project to life can be complex 
and require more time and money than may be imagined at the 
outset.

The following list of topics and tasks—described in more detail 
below—takes into account both traditional and nontraditional 
forms of public art, including outdoor sculptures, performance 
events, temporary installations, and projects engaging community 
members.

• Idea evelopment: hether commissioned or independently 
developed, most public art projects start with an idea hatched 
in the imagination of an artist, or an artist working in coopera-
tion with others.

• ocation Analysis: very location whether assigned by a com-
missioning agency or selected by the artist plays a significant 
role in the development of a public art project. Knowing how 
to look at a site, or plans for a site, can be very helpful.

• Permissions and Permits: For artists, nowing where and how 
to gain permission for a project is critical. For cities, develop-
ing welcoming guidelines can be key to attracting talent.

• Financing and Funding: There are many ways that public art 
pro ects are funded. earning how to find support and ma e 
the most of the funding you have—is a skill worth practicing.

• Artist election  Commission Process: electing the best 
artist for a public art opportunity requires thoughtful planning 
and facilitation, as well as familiarity working with artists and 
professional project management.

• Community ngagement: ngaging community members in 
one or more aspects of a public art projects has become in-

Appendix A
Public Art Process + Best Practices
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creasingly valuable for both artists and public art project man-
agers. There isn’t one right way to do this, but there are plenty 
of lessons learned; it helps to examine case studies.

• Fabrication and Installation: hile some artists still produce 
all aspects of their work themselves, most hire outside fabrica-
tors or vendors with specialized s ills or equipment. i ewise, 
installation of a major artwork can be complex and costly.

• Conservation and estoration: It is wise to plan ahead for the 
preservation of projects as well as plan for the rejuvenation of 
neglected works in your public art collection.

ote: xamples of contracts, calls for artists and other documents 
are provided in Appendix >>>>.

dea e elop ent

A public art project can be born out of community need, artist 
inspiration, civic engagement, neighborhood beautification, or 
be required as part of a municipal ordinance requiring a Call For 
Artists . It can also be forged out of public will and fiscal policies. 
While there is no one way to birth an idea, there is one combina-
tion of elements that is integral to all public art pro ects: the inter-
section of art, space, and the public.

Exercises for Idea Generation
• Brainstorming with artists. Once you have some basic param-

eters or goals in mind, think about images and concepts that 
align. Doodles on napkins, a descriptive phrase, word asso-
ciation games, and open-minded dialogue can trigger lots of 
possible directions.

• The site can often be the key inspiration for an artist. The 
content of meaningful public art today is often informed by the 
context. It helps to research the historical and cultural signifi-
cance of the site, talk with local communities about the local 
flavor,  consider who ma es up the audience for the site. 
hat do you now about them  hat ind of impact do you 

want to have on the audience
• Check out a few books, scan through a back issue of Public 

Art Review magazine, or perform a Google search for “public 

[See Appendix C for sample contract and RFQ - page 117]
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art,” “street art,” “outdoor art,” or “community art,” etc. What 
pro ects interest you  hy  The answers will help you begin to 
narrow down from many options to a smaller facet of public art 
that you might wish to pursue.

• ead through a few Calls For Artists equests for ualifica-
tions) and see what commissioning agencies are looking for, 
along with their criteria for selection. This can trigger ideas that 
combine your interest with their goals.

• hat issues in the community are of importance to you  hat 
local or global concerns are you most passionate about  o 
some research, tal  to someone wor ing in that field, thin  
about places and people most associated with the issue (if 
there are any), and go exploring. What do you want to say to 
people or ma e them thin  or feel  The answers should give 
you clues to ideas that relate.

• Keep in mind that you don’t have to know how to make every-
thing your mind can imagine. Like architects, public artists are 
free to imagine and design, and then get help from others to 
realize their ideas.

ocation nal i

The site you select or the site identified by a commissioning 
agency—is critical to the development of most public art projects. 
Consideration of the site’s context helps inform the idea, design, 
and goal of a public art project, and distinguishes a customized 
project from simply placing art in public. To avoid the downsides 
of “plop art,” an artist or commissioning agency should take time 
to research the site and communicate with audiences that use the 
site. A public artwork can have greater impact if it is design takes 
into account the site, its history, the traffic, the surrounding envi-
ronment, and the characteristics of its setting.

er i ion  and er it
Permission and permits can often be the most frustrating and time 
consuming aspect of a public project. Sometimes the process can 
go smoothly, but it’s good to be prepared for the long haul. There 
are many factors to consider.
• Is the site publicly owned or privately owned
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• Does the site have any special considerations, such as histori-
cal status or wea  infrastructure

• Is the pro ect temporary or permanent
• ho will maintain ownership and maintenance responsibility
• hat are the legal concerns or city permitting procedures

The discussion should always start with the site owner followed 
up by a call to city officials to understand permit and regulation 
issues. Once permission is secured, a letter of agreement should 
be created and signed with the site owner or whoever is assuming 
responsibility for maintenance and ownership of the final pro ect. 
If the project is to be sited on city property, it may be necessary to 
present to the city council or agency responsible for the site. It’s 
important to remember that public art often involves partnerships, 
compromise and communication. If you demonstrate good will 
and do your homework, chances are people will work with you, 
not against you. If you run up against a roadblock, it’s useful to 
pause and examine the root cause of the problem. It helps to be 
open to criticism, demonstrate respect for key stakeholders, and 
be open and flexible to adapting to meet needs and concerns 
expressed by others. This does not mean that you have to water 
down your ideas or do whatever other people tell you. Public art 
is a negotiated art.

inancing and unding
Public art can be financed in a myriad of ways. any cities adopt a 
percent-for-art program to fund projects. Private foundations can 
be a source for grants to artists or arts organizations. Corporations 
and businesses hire or sponsor artists to design and build new 
works for their public spaces, and community organizations can 
sponsor pro ects or help raise funds to support a pro ect of benefit 
to the community. The city of Stevens Point, Wisconsin has a room 
tax fee that funds, among other initiatives, arts activities in the 
city; and Portland, Oregon used a “golf tax” that supports public 
art ($1 per golf bag rented).

Artists can fund their own projects through fundraising efforts or 
out of their own pockets. The famous artist team of Christo and 
Jean-Claude funded their Gates Project for Central Park by sell-
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ing preliminary renderings to museums and collectors worldwide. 
Many community-based projects offer opportunities to secure a 
mix of funding sources, as well as “in-kind” contributions of goods 
and services. To be effective at fundraising, it’s important to match 
the project with the appropriate types of support.

Developing your budget is a critical phase of your project if you 
hope to secure funding from public or private sources. A simple 
“one pager” can be helpful for fundraising. It is wise to include 
compensation for the artist as well as any design phase required 
to develop the project. It is also a good idea to have two version 
(or more) of your budget. One should be “bare bones” budget 
(the minimum amount it would take to complete the project) and 
one should be the ambitious budget—the ideal scenario—in case 
there is strong interest in the project. This helps you to think big 
and expand your project but have a realistic back-up plan.

rti t election and o i ioning roce
Working with artists can be complicated. Depending on your 
goals and what kind of results you’re after, there are many options 
and many considerations. This is true for artists seeking commis-
sions or pursuing independent projects as well. Commissioning 
a new work of art or getting a commission is about relationships, 
and like any relationship it involves respect, communication, and 
flexibility. It also requires business s ills, negotiations, and mindful-
ness.

The primary systems for artists getting connected with public art 
opportunities are through:
• equest For ualifications
• equest For Proposals
• Roster of Pre-Approved Artists
• Private Invitations
• Direct Commissions
• Self-Initiated Productions

The equest for ualifications F  is the most common artist 
selection process currently in use by public agencies in America. 

F s are sent out li e a Call for Artists,  broadcast to specific 



90

regions or nationally. The RFQ outlines the project location, eligi-
bility, budget, scope, theme, timeline, and other specifics relevant 
to the project, and offers applicants instructions for submitting. 
Artists are usually asked to submit a letter of interest, a resume, 
and work samples of past work (with descriptions of each work 
sample). A selection committee is typically established the proj-
ect manager on behalf of the commissioning agency, made up 
of key stakeholders, as well as professional artists. The Commit-
tee reviews submissions and narrows the pool of applicants to a 
smaller number of finalists who are then contracted to produce 
proposals—or simply interview to determine the preferred artist. 
It is standard practice to compensate artists for proposal develop-
ment, although the amount varies from project to project; there 
are no standards in the public art field. Artists should be given 
adequate time to develop proposals or designs, and be given op-
portunities to analyze the site, and meet with committee members 
and site designers early in the design process.

RFQs are popular with commissioning agencies and artists be-
cause they are simple, don t require much time at the outset, and 
offer the committee a spectrum of possible candidates. Successful 
applications provide committee members with a good idea of 
who the artist is, what kind of work they’ve done in the past, and 
how they would approach this opportunity. RFQs may be widely 
distributed and promoted or targeted to a select number of qual-
ified artists. eep in mind there may be restrictions imposed by 
the funding source  some publicly funded programs require open 
competitions. It is also critical to adequately budget for the ad-
ministrative time required for the pro ect. pen calls require much 
more time and expense than an invitational call. “Invitational” 

F s are F s that are sent to a pre-selected, qualified pool of 
artists, and not broadcast to all artists.

The equest for Proposal FP  as s applicants to submit ideas, 
sketches and even budgets for a proposed project, often without 
compensation. Current best practices dictate that artists should be 
compensated for proposal development. If you are asking artists 
to create a design proposal, you should compensate them for 
their time. If you have funding to pay for design proposals for a 
specific pro ect and a list of qualified artists who would be good 
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for the job, an RFP can be an effective way to get to a number of 
good options to consider. This is basically an invitational.

Some agencies maintain registries or utilize online registries to 
pre-select artists and, instead of asking them for proposals, they 
invite a small group to visit the site and meet the committee. This 
method focuses on the artist, not the artwork, and presumes that 
all the candidates would be able to produce something great. 
After the interview, an artist is hired for the full job, with the under-
standing that their design must meet approval before fabrication 
can commence.
 
Directly selecting an artist is rarely done by public agencies utiliz-
ing public funds, yet private corporations do this frequently, often 
with the aid of an art consultant or curator.
 
Self-initiated productions avoid the entire artist selection process, 
and place the entire burden on the artist to design, develop and 
produce their project as best they can. Keep in mind that some 
projects created by independent artists are legitimate, legally 
sanctioned, or permitted projects, and some are unexpected, 
illegal, and even unwanted pro ects  illegal graffiti is a ma or con-
cern in most American cities, requiring millions of dollars for clean 
up. In order to obtain approvals, permits or grants, independent 
artists often discover they must make compromises or revise their 
original vision in order to proceed with their projects.
 
Participating in a selection process—as an artist and as a panel-
ist—is a great way to get educated about public art. For panelists, 
it s a great way to learn about artists wor ing in the field, and in 
your area. If you are managing the committee process, it is helpful 
to educate your committee about public art and the types of proj-
ects that are possible. It is important to ensure that everyone is on 
the same page as far as goals and expectations for the project.
 
Once the committee has selected an artist they will need a con-
tract to enable them to commence with the services you have 
determined in your call, or through discussion with the artist. The 
contract should address timeline, payment schedule, copyright, 
insurance, and many other topics. There are many sample con-
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tracts available to adapt for your use. (See Appendix for sample 
contract)

rti t upport
A key goal of any public art program is support for artists. 
Beyond dollars to support the creation of new work, this includes 
education and professional development for local artists. This 
will help improve the quality of wor  produced, which in turn 
enhances the impact the art can have on its audiences, and the 
overall quality of life for the community. 

This plan encourages the involvement of local, national and 
international artists in Rochester’s public art program. It also 
recommends establishing ways for national and international 
artists to help/teach/work with regional artists. This could involve 
some type of mentorship or apprenticeship program. Likewise, 
an artist in residence program should be considered, including 
teaching artists working with educators, community-based artists 
working in neighborhoods, and artist/designers offered positions 
within city departments, as is currently done in the City of St. Paul. 

The plan offers suggestions for establishing training and 
professional development opportunities for artists and ways to 
engage artists in communities. This includes artists connecting 
with schools and higher education institutions to further their work 
and to teach and mentor students. Providing low cost studio and 
live/work space for artists and for spaces that foster connections 
between creatives and other sectors should also be considered 
[Café Steam is a good example of this]. The plan also suggests 
inviting artists to city and neighborhood planning conversations, 
allowing their perspectives to be added to the mix. 

o unit  ngage ent
To help ensure the success of your public art pro ect, a good first 
step is to define the audiences or communities being served. The 
community may be different than the audience being served, so 
it is good to consider both of these stakeholders. The community 
can—and, in some cases, should—be involved in every stage of 

[See Appendix C for sample 
contract - page 115]
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the public art process. Education and media coverage about your 
project—and the process—are useful ways to connect with the 
community and extend the life of your project. Supportive individ-
uals can help with advocacy, educational efforts, and even fund-
raising to enhance the budget. You can control how to involve the 
community to help ensure a positive, constructive experience, but 
be aware that coordination of community members in a project 
can take lots of time. Consider working with a community organiz-
er or volunteer coordinator. 

Planning
• Create a public art advisory committee made up of key stake-

holders of the project (representatives from the city, the site, 
the neighborhood, individuals with a vested interest in the 
project). This advisory committee can help connect you to re-
sources to enrich your project, help select the artist and serve 
as ambassadors for project by providing promotion and educa-
tion.

• Hold educational workshops or presentations on public art 
and your project. These can take place in small venues that are 
highly accessible, and can include dialogues with artists and 
folks who have already done public art in the community.

• Invite the community to participate in the visioning of the 
project (but be clear about where their input will be used). This 
can be done in conversation, via project websites or through 
creative workshop settings.

• Implementation
• Consider using social media to keep the community up to date 

on your project. Before going this route, determine how many 
people prefer this type of communication.

• Invite people to participate in the creation or installation of 
your work, if appropriate (via workshops, generating content 
or ideas, volunteer labor etc). Be very clear about the skill sets 
you need and try to control expectations (if it’s not about let-
ting everyone be the artist, make clear everyone’s roles).

o pletion
• Hold a celebratory event. This could range in scale from inti-

mate to massive.
• Share your story—speak at schools, community groups, and 
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other venues to tell people how the project came to be, what 
the process was like, and little known facts about the project.

• Be in contact with the media. Let them know the story behind 
the story. ffer quality images to encourage their coverage.

• Utilize technology to create avenues for the public to interact 
with each other and the work (social media, a website with a 
comments section, etc)

ocu entation
• Documentation is useful to have at various stages of any proj-

ect. till photos and video are beneficial for promoting your 
project at various stages. With viral marketing and photo shar-
ing, this represents another way to engage the community in 
helping promote and discuss your project. 

• Documentation is crucial for the artist and commissioning 
agency, in order to promote the project, record the condition, 
and create a record. Consider using the free, online Public 
Art Archive (www.publicartarchive.org) as a place to store and 
share data about your project, and your collection. 

abrication and n tallation
While the traditional notion of “artist-as-craftsman” still persists, 
many artists wor ing in the public art field today wear many hats: 
designers, art directors, or even project managers (not to mention 
publicist, secretary, and office manager . For many large-scale 
projects, it’s necessary to engage a variety of professionals in the 
process, including design, engineering, lighting, site excavation, 
construction, and installation. The process in similar to architec-
ture, filmma ing or theater, in which the artist plays a central role, 
but employs others to carry out the vision.

People who build things for artists are called fabricators. They are 
often multi-talented, working in a variety of materials. Some spe-
cialize in metal casting, glasswork, wood construction, or ceramic 
work. Some carve or weld, and some create computer-generated 
3D models. Many fabricators used by artists specialize in custom 
work for display companies, theatrical sets and props, advertising 
agencies and sign companies. Given the high cost of fabrication, it 
is wise to set aside a good portion of the budget for this purpose. 
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Keep in mind, when problems arise, the cost usually goes up and 
the schedule is delayed. It is recommended that artists spend time 
researching options available to them—in their region and around 
the world. If you find someone good to wor  with, it often leads to 
long-term relationships and potential collaborations. Your fabrica-
tors can easily become “partners” in your project. Consider using 
a blanket form for fabricators and subcontractors to sign to pro-
tect your copyright.

A critical phase in many public art projects is the installation. It 
can be a minor effort or require an enormous amount of time and 
money. Again, it’s wise to research different companies and get 
bids prior to hiring an installer for your pro ect. e sure the equip-
ment is right for the ob, as the cost can go up significantly for hy-
draulic lifts, large moving equipment or cranes. It s also wise to as  
if your installers have been trained as riggers if they will be lifting 
and moving large objects. Rentals are a critical part of most proj-
ect budgets, and it is wise to include a contingency of 5% or more 
for unexpected expenses or last-minute purchases or rentals.

on er ation and e toration
Many great public art projects, including some that are temporary, 
suffer from lack of attention after they are “completed.” The fact 
of the matter is, once the artwork is installed, its life is just begin-
ning. Most plans for public art forget the reality of maintenance, or 
there are simply not enough funds available for the ongoing care 
of public artworks.

For permanent projects (lasting several years or more), a smart ap-
proach is to involve a conservator early in the process of planning 
and design. A professional conservator can help the artist and the 
commissioning agency anticipate future challenges, save money 
on future repairs, and provide a maintenance schedule that will 
preserve the quality and stability of such a ma or investment.

Once an artwork has fallen into disrepair, its deterioration acceler-
ates and the cost of restoration increases. There are hundreds of 
murals and sculptures in the U.S. that are beyond repair. If a public 
artwork appears to be in need of restoration, it is wise to hire a 
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Appendix B
Sample ordinances, public art 
policies, and related documents

A RESOLUTION OF SUPPORT 

OF PUBLIC ARTS AND CULTURE WITHIN FARGO

WHEREAS, the City of Fargo approved the GO2030 Fargo Comprehensive Plan on May 24, 2012; and

WHEREAS, the GO2030 Fargo Comprehensive Plan Arts and Culture Initiative 01 aims to incorporate 
public art into the public realm of the city; and

WHEREAS, the GO2030 Fargo Comprehensive Plan Arts and Culture Initiative 02 aims to develop 
dedicated public gathering spaces in neighborhood centers; and

WHEREAS, the GO2030 Fargo Comprehensive Plan Arts and Culture Initiative 05 aims to establish an 
Arts Commission to support integration of art into the public process and to increase aesthetic consideration 
within the public realm; and

WHEREAS, the Fargo City Commission approved the formation of a Public Art Taskforce on January 2, 
2014; and

WHEREAS, the Public Art Taskforce has worked diligently to determine the need for additional support 
of public artists and programs in order to achieve the aforementioned initiatives outlined within the GO2030 
Fargo Comprehensive Plan; and 

WHEREAS the City desires to implement the initiatives adopted within the GO2030 Fargo 
Comprehensive Plan; and

NOW, THEREFORE, BE IT RESOLVED that the City Commission of Fargo hereby fully supports the 
initiatives outlined in GO2030 and will determine areas of opportunity for our community in a continuing effort 
to strengthen public arts and culture by authorizing the Community Development Committee to govern and 
manage a public art program that will take under advisement the policy proposal as submitted by the Public 
Arts Task Force on XXXXXXXXX.
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Public Art Planning Considerations 

What are some considerations for developing a Public Art Plan? 

• Support	the	integration	of	art	into	public	improvements	and	private	
developments.	

• Define	public	art	broadly	to	encompass	temporary	projects,	events,	creative	
engagements	in	and	with	communities.	

• Seek	opportunities	for	public-private	partnerships	and	community	buy-in.	
• Establish	sustainable	funding,	management	and	governance	systems.	
• Educate	and	nurture	local	talent—young	and	old—but	also	welcome	outside	

talent.	
	
What	Triggers	Consideration	of	Public	Art?	

1.	Major	public	improvement	investments	
a. Parks	
b. Transit	
c. Community	Center	
d. Storm-water	management	project	
e. Space	development	

2.	Major	private	developments	
a. Storm-water	management	issues	
b. Public	plaza	frontage	opportunity	
c. Setback	requirements	in	developer	agreement	
d. Public	atrium	or	public	space	component	
e. Construction	site	mitigation	(unsightly)	
f. Vacant	storefronts,	unrented	spaces	

3.	Community	Development	
a. Transit	
b. Housing	
c. Infrastructure	
d. Quality	of	Life	Improvement	

4.	Equity	Issues	
a. Forging	consensus	with	diverse	stakeholders	
b. Increasingly	diverse	demographics	
c. Addressing	the	areas	of	city	lacking	cultural	amenities	
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Public	Art	in	Twin	Cities	Comprehensive	Plan	Updates1	
By	Mark	VanderSchaaf	
November	10,	2016	
	
	
As	communities	in	the	Twin	Cities	Area	embark	on	their	2010-2040	comprehensive	
plan	updates,	it	is	fruitful	to	note	how	the	field	of	public	art	was	addressed	in	the	
last	round	of	plans.		Although	public	art	is	not	a	required	element	of	local	
comprehensive	plans,	more	than	ten	percent	of	the	189	communities	in	the	region	
considered	public	art	in	their	plans	for	the	years	2000-2030,	due	in	2008.		Of	the	
region’s	182	cities	and	townships,	19	referenced	public	art	in	their	comprehensive	
plan	updates,	as	well	as	one	county	(Washington).2		
	
Attention	to	this	subject	varied	considerably	among	communities.		Treatments	
ranged	from	mere	descriptions	to	extended	sections	or	strategic	plans,	with	a	more	
common	“middle	ground”	being	consideration	of	public	art	as	a	component	of	
standard	topics	such	as	principles	for	good	urban	design,	community	visions,	small	
area	plans,	housing	plans,	or	parks	plans.		The	following	are	examples	from	each	of	
these	topics.	
	
Good	Urban	Design	

	
• “Gateways	signify	prominence,	community	character	and	indicate	a	place	of	

importance	and	value.		Gateway	features	may	be	as	simple	as	basic	identifier	
sign	…	or	designed	to	be	more	elaborate,	to	include	a	‘welcome’	archway	or	
combinations	with	public	art.”	(Brooklyn	Park)	
	

• “Good	design	encourages	interaction	and	comfort	through	the	incorporation	
of	amenities	such	as	street	furniture,	lighting,	landscaping,	public	art,	and	
open	space.”	(Washington	County)	

	

																																																								
1	The	Metropolitan	Council	maintains	a	database	of	all	comprehensive	plan	documents,	in	a	pdf	
format.		For	this	study,	the	author	searched	the	term	“public	art”	in	all	final	submissions	of	2000-
2030	comprehensive	plan	updates.	
2	Cities	referencing	public	art	were	Arden	Hills,	Brooklyn	Park,	Burnsville,	Dayton,	East	Bethel,	
Golden	Valley,	Inver	Grove	Heights,	Minnetonka	Beach,	New	Brighton,	New	Hope,	Newport,	Oakdale,	
Osseo,	Plymouth,	Richfield,	Savage,	Shoreview,	South	St.	Paul,	and	Wayzata.		For	a	map	of	community	
locations,	see	Attachment	A	(p.	5).	
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o ni 	 isions	

• “Our	community	history	will	be	honored	through	the	values	expressed	in	this	
plan,	the	actions	taken	and	the	resources	committed.		Historical	
achievements	will	also	be	remembered	through	public	art,	place	names	and	
architecture.”	(South	St.	Paul) 		

• “We	value	parks,	open	spaces	and	other	public	areas	and	public	art	to	help	
broaden	our	perspective.”	(Wayzata)	

a 	 rea	 ans	

• “Each	primary	vehicular	access	point	to	the	TCAAP	property	shall	be	
designed	with	a	gateway	feature,	consisting	of	a	combination	of	signage,	
landscaping,	lighting	and	public	art,	designed	to	create	an	attractive	and	
identifiable	entrance	to	enhance	the	property’s	overall	image	and	
appearance.		Such	designs	shall	include	the	following	elements…	Public	art	
or	architectural	elements	that	evoke	the	natural	environment	and	history	of	
the	TCAAP	site.”	(Arden	Hills)	
	

• “Development	in	this	area	 Bottineau	Boulevard	Commercial 	will	serve	as	a	
gateway	to	Osseo	with	a	greater	degree	of	public	amenities	such	as	public	
plazas,	fountains,	public	art,	or	other	landmarks.”	(Osseo)	
	

• “Explore	the	use	of	public	art	in	the	City’s	core	area	and	within	the	
Shoreview	Commons.”	(Shoreview)	

	
o sing	 ans	

		
• “The	design	of	this	gateway	element	may	include	trails	heads	with	

wayfinding	components,	public	art,	or	monuments	to	welcome	visitors	to	
the	City.”	(Dayton) 		
	

• “Public	art	and	other	site	amenities	can	be	utilized	to	help	promote	
attractive	areas	and	build	a	sense	of	community.”	(Oakdale)	
	

ar s	 ans	
	

• “The	Parks	Master	Plan	established	the	concept	of	gemstone	parks,	which	
were	to	be	the	focused	revitalization	of	a	small	number	of	highly	visible	and	
important	parks.		These	were	to	be	special	parks	in	which	the	city	invested	
extra	resources	to	make	them	attractive	places	with	a	special	ambiance	
created	by	amenities	such	as	fountains,	lighting,	landscaping,	decorative	
amenities	and	public	art…”	(Burnsville)	
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• “An	aging	population	will	result	in	lesser	demands	for	active	recreation	
facilities	and	greater	demand	for	more	passive	uses	such	as	walking,	nature	
watching	and	gathering.		Similarly	interest	in	public	art	and	other	aesthetic	
improvements	can	be	expected	with	an	aging	population.”	(New	Brighton)	

In	two	cases,	cities	and	towns	included	extended	public	art	sections	or	strategic	
plans	in	their	2000-2030	comprehensive	plan	updates 	New	Brighton	(Public	Art	
trate ic	Plan)	and	Plymouth	(Public	Art	 ection).			

	
Note	that	neither	Minneapolis	nor	Saint	Paul	included	reference	to	public	art	in	their	
2030	comprehensive	plan	updates,	although	both	cities	have	extensive	public	art	
programs.		Their	public	art	plans	and	policies	are	articulated	in	standalone	plans	
that	were	not	formally	part	of	their	2000-2030	comprehensive	plan	updates.	
	
e o enda ions	
	
During	the	past	ten	years,	public	art	has	become	increasingly	important	as	a	tool	for	
city	planning	and	the	more	fundamental	activity	that	the	British	urban	strategist	
Charles	 andry	calls	“city	making.”	Drawing	on	the	lessons	of	the	2000-2030	
comprehensive	plan	updates	and	recent	developments	in	the	field	of	public	art,	here	
are	some	recommendations	for	starting	points	for	cities	wishing	to	incorporate	
public	art	into	their	comprehensive	plan.	
	

• Consider	addressing	both	“public	art”	and	“placemaking”	in	the	city’s	
comprehensive	plan.3	
	

• Include	definitions	of	“public	art”	and	“placemaking”	as	tools	to	draw	upon	
throughout	the	community’s	comprehensive	plan.	
	

• Be	aware	of	ways	in	which	the	fields	of	public	art	and	placemaking	have	
evolved	since	the	2000-2030	comp	plan	updates	were	completed	in	ca.	2008.		
These	changes	can	provide	new	tools	and	ideas	for	successfully	
incorporating	public	art	and	placemaking	into	2010-2040	comprehensive	
plan	updates.		For	example,	public	art	increasingly	encompasses	meaningful	
experiences	rather	than	just	physical	objects 	public	art	has	become	a	
powerful	tool	to	support	community	engagement	and	address	equity	issues 	
professionals	in	the	fields	covered	by	basic	comprehensive	planning	are	
embracing	public	art	as	a	component	of	their	work 	and	the	practice	of	

																																																								
3	“Placemaking”	is	an	activity	closely	related	to	public	art,	particularly	in	its	“creative	placemaking”	
and	“deep	placemaking”	forms.		Only	two	communities	made	passing	reference	to	placemaking	in	
their	2000-2030	comprehensive	plan	updates 	Dayton	(“reinforce	traditional	town	planning	and	
place ma in 	principles”)	and	New	Brighton	citing	of	a	program	to	involve	artists	in	the	schools	(“a	
residency	encouraging	youth	to	participate	in	placema in ”).	
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placemaking	is	now	supported	by	an	annual	“placemaking	residency”	in	our	
region.	

• Seek	opportunities	to	bring	public	art	and	placemaking	dimensions	into	
standard	comprehensive	plan	elements 	e.g.,	community	vision,	
transportation,	water,	land	use,	housing,	economic	development,	parks.		The	
previous	quotes	from	2000-2030	updates	can	serve	as	examples	of	“starter	
language”	that	could	be	included	in	2010-2040	plans.	

• Network	with	public	art	practitioners	and	other	communities	addressing	
public	art	issues	in	their	comprehensive	plan	updates.	

• Determine	what	is	the	best	time	and	venue	for	addressing	public	art	in	your	
community.		Although	it’s	fruitful	to	address	public	art	in	the	comprehensive	
plan,	communities	that	are	serious	about	public	art	will	likely	want	to	
address	the	subject	in	more	detail	as	part	of	a	plan	implementation	strategy,	
which	could	include	items	such	as	a	separate,	detailed	public	art	strategic	
plan,	a	public	art	ordinance,	or	a	larger	arts	and	culture	plan.		Note	that	both	
Minneapolis	and	Saint	Paul	have	public	art	plans	that	are	not	components	of	
their	2000-2030	comprehensive	plan	updates.				

• Draw	upon	local	and	national	resources	that	can	provide	up-to-date	guidance	
on	public	art	best	practices.			Some	recommended	resources	include 	

Public Art Scrambler (local professional network) 
https://www.facebook.com/groups/182426878593640/ 

Public Art Network: 
http://www.americansforthearts.org/by-program/networks-and-
councils/public-art-network 

Public Art Toolkit 
http://forecastpublicart.org/toolkit/ 

Public Art Review 
http://forecastpublicart.org/public-art-review-home/ 

Public Art Archive:  
https://www.publicartarchive.org/ 

American Planning Association Arts and Planning Interest Group 	
https://www.linkedin.com/groups/7043918 
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New Brighton Public Art Strategic Plan (2000-2030 Comprehensive Plan 
Update, pp. 10-44…10-50) 

Public Art Recommendations 
1. Develop, finance, and implement a series of public art projects for the NW Quadrant development. 
2. Establish an arts advisory group with a dedicated funding source to prepare policies, identify priorities, 
and initiate projects on behalf of the City. 

Role/importance of Public Art 
Public art, in many of its forms, can serve New Brighton by: 

• Enhancing the aesthetic of standard public improvements and building projects; 
• Engaging community in creating places and shaping their city; 
• Generating traffic and creating a sense of destination; 
• Building a unique character and identity apart from neighboring cities and the urban core; and 
• Attracting and retaining a base of residents, employers, and visitors. 

 
Public art can play a vital role in transforming New Brighton into a destination, a distinct place within the 
metropolitan area. Expanding access to the arts enhances the quality of life in New Brighton. Public art 
can also acknowledge and celebrate the city’s history through commemorative art, memorials and 
interpretive projects. 
 
Existing conditions 
While there are relatively few arts and culture offerings in the City of New Brighton, it is strategically 
located at one of the busiest intersections in the State—694 and 35W, and therefore opportunities abound 
to attract drivers to experience the city. New Brighton is home to a small number of public art works, 
including a few traditional memorials, including the Challenger Memorial at City Hall, a WWII and a 
9/11 plaque, and there is the Totem Pole at Totem Pole Park. The city currently has no formal method for 
planning, funding, or implementing public art activities. There has been no recent commissioning of 
artworks, nor involving artists in public improvement projects. 
 
There is an absence of established arts groups, cultural amenities, or arts, culture, and entertainment 
venues. Local cultural resources include the Mounds View Community Theater (and High School Art 
Programs), the Mounds View Orchestra Marching Band, and the annual Stockyard Days festival, 
featuring performances and a craft fair. In spite of a lack of aesthetics and design in most of the city’s 
architecture and cityscape, New Brighton has many places of worship, including the Bigelow Chapel at 
United Theological Seminary of the Twin Cities, winner of the 2006 Honor Award from the American 
Institute of Architects. 
 
The city benefits from the cultural resources of Minneapolis and St. Paul—homes to many talented artists 
with public art experience, including sculptors, muralists, mosaic artists, performers and landscape artists. 
In addition to public art programs and organizations in the Twin Cities, at the University of Minnesota 
and at the State Arts Board, New Brighton is near other suburban communities engaged in public art 
activities, such as Vadnais Heights, St. Louis Park, Edina, Eden Prairie, Wayzata, and others. 
 
New Brighton has several developments underway, planned, or being considered for the future. These 
include public infrastructure and improvement projects, public space development, parks, trails, and 
recreational facilities. These projects present opportunities to integrate public art in the short term, and 
suggest the need to establish policies, procedures, and management strategies for the long term. 

Given its strategic location at the intersection of two major interstate highways, New Brighton has the 
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potential to increase its visibility and improve its tax base through investment and quality of life 
enhancements. Among the many opportunities for investment available to the city, public art and 
establishing cultural amenities should be a priority. 
 
Trends and influences 
Today, creative city planners and builders are responding to the new market pressures, and public art is 
seen as an important ingredient. 
 
Nationally, there are over 350 city-managed public art programs, mostly utilizing a percent-for-art model 
(an ordinance mandating a portion of the city’s capital budget be used for public art). Many more 
communities however, engage in public art activities without an ordinance or formal city program. This is 
true for several suburban communities in the Twin Cities metro region. 
 
Evaluation/findings/needs 
Given the fact that New Brighton benefits from the resources of surrounding urban and suburban 
communities, it is easy to understand why the City might not feel the need to invest in arts and culture. 
However, New Brighton should strive to better serve its resident, who knows what other communities 
have to offer, especially the younger generations of homebuyers. Simultaneously, by investing in 
beautification and cultural amenities, the city can avoid being perceived by some outsiders as a 
passthrough community with little reason to stop, and rarely attracts new business investment and 
residential improvements. 
 
During the planning process in Appendix A, consultant Jack Becker (of Forecast Public Art) made 
presentations about public art to various City stakeholders, including Planning, Parks, Economic 
Development, the City Council, and guests at an open Town Hall meeting. Participants at the 
presentations made the following comments: 

• Public art can help make New Brighton a destination. 
• New Brighton needs a sense of identity and place. 
• There aren’t many art programs in Park and Rec. We should consider opportunities in future 
• parks projects. 
• Make space available for art throughout the Northwest Quadrant project, including long-term 
• goals to include public art citywide. 
• Integrate public art with capital facilities planning. 
• Establish a relationship between the arts and the city’s economic development goals and planned 
• projects. 
• Include art that fits our community. 

 
Response to a survey conducted at the Town Hall meeting regarding possible locations for—or types of— 
public art included: 

• Bike & trail facilities (10) 
• Seating (8) 
• Sculpture (6) 
• Sidewalk installation (6) 
• Eco/land art, green space (4) 
• Street banners (3) 
• Lighting (3) 
• Street median (3) 
• Water feature (2) 
• Mosaic (2) 
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Other suggestions listed: 
• Gazebo or bandstand for performing arts
• Focal points in parks & landscape & along walkways 
• Paintings in public places 
• Bridges (to create city identity) 

 
Art opportunities 
In addition to input received at stakeholder group meetings, the Town Hall meeting, and a focus group 
meeting held in December, consultant Jack Becker toured the city to evaluate strategic sites. The 
following potential opportunities/sites were identified: 
 
Table 10 - 4 Site Public Art Potential 

• Entrances to the city 
• Roadside markers/signs 
• Gathering places. Outdoor sculpture or landmark such as City Hall, Family Service Center, park 

centers. 
• Family Service Center (entry or rear of property facing highway). Large-scale sculpture. 
• Major intersections with set backs, such as the Rose Garden. Fixed or temporary sculpture. 
• Bridges over I-694 or I-35W. Concrete form liner reliefs. 
• NW Quadrant development sites. Functional elements (drinking fountain, seating, bike racks, 

railings, pedestrian bridge, lighting, ponds/water feature, pavement treatment, wall reliefs in 
buildings, library art, 

• etc.). 
• City Hall and Family Service Center. Temporary exhibits, such as photographs from City’s 

history. 
• Stockyard Days. Art installations and events (sculptures or performances). 
• Highway 8 light poles. Artist-designed street banners. 
• Golf Course. Snow or ice sculptures in winter. 
• Water towers. Mural or digital art wrap. 
• Schools. Artists in residence program. 
• New recreation development projects. Integrated art elements. 
• Retaining wall behind water tower. Wall relief artwork. 

 
The following are priority sites the City should consider for the next two years: 

1. The NW Quadrant (seating, drinking fountain, and other functional or decorative elements 
1. integrated). 
2. The Family Service Center (an outdoor landmark visible from the highway). 
3. Artistic street banner project for Highway 8. 
4. Artist’s enhancement to the bridge replacement over I-694 
5. Artist in the schools (a residency encouraging youth to participate in placemaking). 
6. Art displays inside City Hall and outside the Safety Center. 

 
Administration of Public Art Program 
Administration of the public art program is ultimately the responsibility of the City, however, staffing 
tasks and requirements may be contracted to outside sources as needed. These tasks and requirements 
include: 

1. Organize stakeholder and community meetings. 
2. Notify artists of upcoming public art projects. 
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3. Write and disseminate request for proposals and calls for artists. 
4. Act as liaison between the artists, community, project architect, engineers, construction manager 

and general contractor as appropriate. 
5. Assist in developing public art plan and policies. 
6. Assist in grant and proposal writing to obtain additional program funding. 
7. Manage and coordinate arts projects on a day-to-day basis. 
8. Convene the Stakeholders Committee for each project. 
9. Develop artist contracts. 
10. Schedule site and artist studio visits. 
11. Plan and organize receptions and dedications. 
12. Conduct evaluations and documentation of completed Percent-for-Art projects. 
13. Survey artworks identifying those that require special maintenance, restoration, and conservation 

(preferably once every two years); Arrange for consultation with a qualified 
conservator/restorationist to perform needed work. 

14. Act as a liaison to other City agencies, the county and state arts programs. 
 
Any plan for public art should address policies pertaining to governance, and describe funding 
mechanisms, maintenance, conservation, gifts and loans, documentation and evaluation. For the first year, 
with a limited budget, a full-time program manager with support staff is recommended (or the equivalent 
in contracted services). This is critical to insure that projects are properly planned, managed, and reported 
to the City Manager for review. 
 
Maintenance of Artwork 
Routine maintenance of an artwork becomes the responsibility of the agency that houses the artwork. 
Maintenance and vandalism considerations should be part of the design process. Maintenance and 
durability of the materials and the art location should be evaluated early on as part of creation of a 
sustainable art project. As part of the contractual requirements, the artist should develop a maintenance 
program in cooperation with the appropriate City agency for the proper day-to-day maintenance of their 
artwork. The artist should specify what materials were used to fabricate their work in the maintenance 
program correspondence. The agency will be responsible for communicating this information to its 
custodial staff.* This agency will also be responsible for providing the necessary tools or equipment to 
ensure proper daily maintenance of public artworks. 
 
*Note: Custodial staff may need training and / or supervision. 
 
Conservation of Art Collection 
Should conservation or repair work be necessary or repairs needed, the artist should be notified 
immediately, and a qualified conservator or restorationist should also be consulted. The artist should be 
hired to perform or supervise the repair and conservation of the work for a reasonable fee. The 
appropriate City agency should handle conservation. The City Manager must approve emergency repairs 
to prevent loss or damage to an artwork. Due to their aesthetic judgment and familiarity with art 
materials, fabrication methods, and artistic intent, art professionals are required to evaluate artwork and to 
select the proper conservator. Every effort will be made to contact the artist and to maintain artistic 
integrity (as per the Visual Artists Rights Act). 
 
Documentation 
Visual and written documentation of the artwork as installed and intended by the artist is a necessary 
element of both the public education and conservation programs. What the artist had in mind when 
designing the piece, what materials and fabrication methods were used, and how the piece should be 
maintained and conserved is vital information that can ensure the success of a project. One practical 
concern in acquiring thorough documentation of each project is finding the appropriate space to store the 
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material archivally. The documentation should be housed in a place where it can be organized in a safe 
and easily accessible manner. Professional photography of the finished work, site preparation, and 
lighting and signage are separate costs that should be borne by the City. 

Funding Strategies 
The City should investigate eligible sources of funds for public art, including allocations from the capital 
budgets of various departments, general fund allocation for program management and maintenance, and 
fundraising strategies for augmenting city resources, including grant requests to government, foundation, 
corporation, and other appropriate entities, as well as private fundraising activities (such as allowing 
citizens to make gifts dedicated to memorials or new art projects). The city should also leverage funds of 
private developers, state and county agencies involved in public improvement project in New Brighton, 
and special service districts, such as the Highway 8 corridor. 
 
Depending on the nature of projects planned, grants and corporate sponsorships are a possible source of 
support. For example, a memorial to a golf pro from New Brighton to be located at the City’s golf course, 
would be of interest to local golf supply companies, private clubs, and corporations sponsoring golf 
tournaments. A project involving artists in residence at local public schools might attract funding from 
The McKnight Foundation or Target Foundation, given their interests in community-based projects and 
families. 
 
Gifts and Loans 
Because there are usually very limited funds to protect, maintain, preserve, and conserve public artworks, 
and there is a finite number of suitable sites on most City-owned property for these works, a careful 
review process should be established to evaluate proposed gifts. Any gift of art to be located on City 
property should undergo a review process to determine if it should be accepted. 
 
Similar to the criteria for the selection of public art projects, gifts should first be considered on artistic 
merit, including the qualifications and proven ability of the commissioned artist. Equally important 
considerations include context in the City's art collection and programming, site appropriateness, 
oversight responsibility, maintenance requirements, and the City’s liability. Potential gifts to the City 
should carry a proposed maintenance agreement between the City and the donor. As part of this 
agreement the City should require a guarantee of maintenance, preservation, and conservation in 
perpetuity from the donor—unless the commissioning City agency responsible for siting a potential gift 
agrees to fund the performance of these duties. 
 
Development of future art projects 
If the Public Art Program needs to determine the kinds of artwork that can be considered for a certain 
commission level, the practical and aesthetic needs of the building or space should be the first guide. Sites	
should be selected based on their public access (visual or actual) and their ability to accommodate another 
aesthetic voice in the architectural design, after which a variety of artwork possibilities can be suggested. 
For example, a public plaza, particularly one in which people may sit, is often a prime site for artwork. If 
the budget is fairly small, the artwork might use elements already included in the construction budget, 
such as pavers or landscaping. If the budget is more substantial, freestanding artist-fabricated elements 
(sculpture or custom seating) might be possible. 
 
Recommendations 
Short-term 
It is recommended that the city allocate resources and staff/consultant time toward integrating artistic 
elements in the Northwest Quadrant development. By starting early, the city can maximize the potential 
for the entire development to strive for the highest aesthetic quality and creative design. Priority sites in 
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the NW Quadrant will be determined by the criteria established by key stakeholders and amount of funds 
available. 
 
It is critical that the city identify and commit a significant amount of funds toward the Northwest 
Quadrant development (roughly equivalent to 1.5% of the entire construction budget). An equal amount 
of support in services and infrastructure support should be requested from the developer(s). This could be 
in the form of running plumbing for drinking fountains, electrical for lighting, foundations for artworks, 
and construction/engineering documents for contractors. 
 
The city should hire a consultant by June, 2006 to review plans for the Northwest Quadrant in detail and 
work closely with the designers and engineers to maximize resources and realize the potential of high 
priority public art possibilities. 
 
Long-term 
It is recommended that the city develop and approve a formal public art policy. The process should 
involve constituent recommendations and input from a consultant to formulate policies and procedures, as 
well as strategies for dedicated funding mechanisms designed to provide for art in opportunities as they 
arise. Priorities will be developed as part of this process. 
 
The city should investigate eligible sources of funds for public art, including allocations from the capital 
budgets of various departments, general fund allocation for program management and maintenance, and 
fundraising strategies for augmenting city resources, including grant requests to government, foundation, 
corporation, and other appropriate entities, as well as private fundraising activities (such as allowing 
citizens to make gifts dedicated to memorials or new art projects). 
 
The city should also leverage funds of private developers, state and county agencies involved in public 
improvement project in New Brighton, and special service districts, such as the Highway 8 corridor. 
 
The City Manager should form a Steering Committee, to oversee the process of formulating appropriate 
strategies and recommending priority projects to pursue. The Steering Committee should consist of 
stakeholder group representatives (approximately 10-12 people). Their charge would be as follows: 

• Establish criteria for future efforts, including short- and long-term needs (starting with 
Northwest Quadrant). What is the identity of New Brighton that the city wants to 
promote? What is the city’s mission? 

• Identify at least one temporary, one short-term and one long-term project to develop. 
• Demonstrate how these meet criteria. 
• Prepare description, timeline, budget, etc. for each project. 
• Identify funding sources (short-term and long-term) 
• Make recommendations to City Council for adoption. 
• Use consultant to manage process, facilitate the first three projects. Identify staff person 

as liaison to consultant throughout. 
• Hold at least one public meeting to share planning strategy. Get media coverage in local 

papers. Use city web site to full extent. 
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From PROJECT FOR PUBLIC PLACES website:

PERCENT- AND NON-PERCENT-FOR-ART PROGRAMS

PERCENT-FOR-ART ORDINANCES

 Passing percent-for-art legislation encumbers a percentage (usually .5 to 2) of CIP (publicly funded capital improvement 
projects) per year for the commissioning of public artworks, which will usually be sited in, on, or adjacent to the building 
or project being constructed. Percent-for-art ordinances guarantee a funding stream for public art projects regardless of 
what happens to city budgets or arts funding. The policy also guarantees that public art projects will be planned each 
year, as long as CIPs are underway and municipal construction continues.

Benefits of a percent-for-art ordinance:

• It can provide a mechanism for obtaining funds from a broad range of city agencies and departments;

• It can offer legal recourse (if funding for percent projects becomes a legally binding requirement) to obtain funds for 
public art from non-compliant city agencies;

• It can provide an opportunity to work with and introduce public art to many city agencies, in many different types of 
projects, and in many locations city-wide; and

• In some cases, such as Atlanta, it allows for the siting of art in adjacent or nearby communities to offset the negative 
impacts of a project, or to place public art in more diverse areas of a city.

Even when a percent-for-art ordinance is in place, however, additional funds for art projects may be required: Despite 
2% for art public funding, “money is always a problem,” says Linda Bloom, administrator of Sacramento, CA’s Art in Public 
Places program. Currently, the organization is looking to forge private partnerships and use private money for artwork on 
the city’s light rail system.

NON-PERCENT-FOR-ART SOURCES

Several examples of well-known, successful, non-percent-for-art-funded programs exist in the following cities:

Houston, TX:The Cultural Arts Council of Houston also receives a percentage on the hotel/motel tax for art. In addition, 
the Council contracts with a variety of city agencies, as well as with Harris County.

New Orleans, LA: The Arts Council of New Orleans funds public-art projects through a joint partnership between public/
private sectors in order to create more stable funding basis. City of New Orleans, local and state governmental agencies, 
as well as other non-profit arts organizations, are funding sources for the public-art program.

Phoenix, AZ: Phoenix’s public-art program is funded through the city’s general-purpose funds, public-art funds, state 
lottery revenue, and regional and federal grants.

San Antonio, TX: The San Antonio Design Enhancement Program (DEP) is operated through the city’s Public Works 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Department’s City Architects’ Office. The DEP program is maintained by art allowances and budgets that are identified 
and developed by each project-design team.

San Diego, CA: The public art program in San Diego is a department of the San Diego Commission for Arts and Culture. 
Administrative costs are covered by a portion of the city’s Transient Occupancy or Hotel/Motel Room Tax, which helps to 
fund the operating and personnel expenses of nearly 90 arts and cultural organizations.

SOLICITING PARTICIPATION BY DEVELOPERS

 Even if a city does not have a percent-for-art ordinance in place, nor a significant number of city-funded CIP projects 
(both of which would guarantee a certain number of public art projects per year), it may still be possible to get funding 
from capital projects for public art, by working with the private sector.

In cities around the country, private developers are realizing that commissioning works of art for their projects benefits 
more than their bottom line. They can:

• Improve employee and tenant working environments;

• Create a unique look or landmark feature for the project;

• Demonstrate a larger civic commitment; and

• Translate into higher rents and a more desirable office location.

For city agencies, expenditures on public art projects can:

• Highlight and publicize agency initiatives, missions and objectives;

• Communicate important information or instructions to the public (public service messages such as the importance of 
recycling are natural subjects for public art works);

• Contribute to the community’s acceptance of a plant or facility in which they are to be sited; and

• Increase the public’s recognition of the important work provided by that agency or city department.

The first step to soliciting developer participation is to take stock of the public and private investment occurring in your 
city. For example, in 2002 in Mobile, AL, nearly $400 million in public and private investment was underway. Private 
projects included the $165 million RSA Tower; a newly constructed $75 million Mobile Register Building; and a $1.2 
million Larkin Music Center. Public sector funded projects included the $90 million GSA Federal Courthouse (with its own 
1% for art budget); a $9 million Social Security building; a $16 million federal government rehabilitation of a train station 
as a multi-modal transportation/retail center; and the Mobile Landing/Alabama State Docks expansion and waterfront 
park project, which had a budget of $40 million.

In cases such as this, public-art program staff or committee members should solicit private developers regarding 
introducing works of public art into their projects. This should be done in as timely a manner as possible – the earlier art 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is introduced into project plans, the better. There are a number of ways of encouraging the development community in 
funding public art projects:

1. Include art in the incentive package given to developers. For example, developers are often requested or 
required by cities to provide parking, a certain number or amount of coverage by street trees, curbs 
and sidewalks, etc. Public Art could be added to this list, or developers given the opportunity to 
include public art in a project as a way of meeting the requirement for providing these kinds of on-site 
amenities. Fees paid by developers, or requirements that developers provide more affordable housing 
or a park as part of a project, also could be set aside to fund works of public art. In Portland, OR, public 
art is acceptable as an alternative to meeting the city’s requirements for ground floor windows (no blank 
walls at street level).

2.  In instances where a Nexus or Environmental Impact Study has been ordered to determine the potential 
negative impacts of a project, a percentage of the fees paid by a developer as part of this mitigation 
could be set aside for a public art project, where the art would be considered a mitigation tool.

1. Have the “plaza bonuses,” or floor-area ratio bonuses, given to developers who set aside a certain amount of ground 
floor as public space, also be awarded for including public art. In Portland, OR, development projects where one
percent of total construction costs are committed to public art receive a floor-area ratio bonus of 1:1. All or at 
least 25% of these funds are deposited in the Public Art Trust Fund for use on projects in other sites around the 
city.The City of Tampa, FL, encourages “any private developer/owner who applies tothe city for building permits 
to construct or reconstruct a commercial or municipal structure to commit one percent of construction costs 
up to $200,000 to the provision of fine art in conjunction with such commercial structure” or to elect instead to 
donate to the city an amount equivalent to the one percent. In addition, every building or construction permit 
pulled for the construction or reconstruction of a commercial or municipal structure is reported to the public art 
committee.

No matter how the developers are encouraged to fund art, they are responsible for maintaining and conserving works 
once they have been commissioned. Developers need their own advisors or consultants and/or a public art review panel 
should be convened on private projects to ensure quality and that the artwork(s) commissioned complies with the 
overall goals of the public art policy and public art vision of the city.

ALTERNATE SOURCES OF FUNDING

Funding for public art has come from:

• TIF (Tax increment financing) of vacant buildings for use by artists for housing and studios (Memphis, TN);

• Foundation grants, including those from National Endowment for the Arts (NEA) and National Endowment for the 
Humanities (NEH);

• Neighborhood appeals;

• Parking meter revenue;

• Hotel/motel taxes (Transient Occupancy Tax);

• Sales tax revenue,

• Proceeds from the sale of city land;
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• Funds pooled with the county;

• State and city governments;

• Historical societies and commissions;

• Local companies (including locally based branches of national corporations);

• Utilities;

• Arts councils and advisory boards;

• Museums; and

• Art centers

Potential strategies to raise funds for a public-art policy could be to:

• Tie funding of public art to a possible (foundation) endowment for the care and management of downtown parks 
and public spaces. The endowment could pay for art selection, commissioning, and maintenance.

• Tax large-scale events and festivals to pay for art. For example, a Motel/Hotel tax can be dedicated to public art during 
the event. This funding can be put toward art projects that would occur before and after the event.

• See if your project would make you eligible for a state tax credit for historic renovation

• Have City Council members fund public art projects in communities within their districts.

• Use the public art policy as a marketing tool to funders.

• Have a 501(c)(3) administer the public art program, so that donated monies could be used tax-free and would 
represent taxable deductions for donors.
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Public	Art-related	Policy	Language	from	the	DC	ARTS	&	CULTURE	PLAN		

The	overarching	goal	for	arts	and	culture	is:	Support	and	encourage	arts	and	cultural	venues,	
programs	and	learning	experiences	in	the	District	of	Columbia	that	inspire	a	vibrant	cultural	life	
for	all	segments	of	the	population.	Enhance	the	city’s	diverse	artistic	and	cultural	traditions	
through	decisions	affecting	the	physical	environment	
	
A	large	number	of	US	cities	and	government	agencies	have	adopted	policies	to	make	art	more	
visible	in	the	design	of	public	buildings,	infrastructure,	and	even	private	development.	As	public	
art	projects	have	become	more	diverse	and	challenging,	there	has	also	been	a	shift	from	using	
art	merely	as	an	embellishment	for	architecture	to	using	art	to	create	a	sense	of	neighborhood	
identity	and	to	provide	a	connection	to	local	history	and	culture.	Art	projects	document,	
celebrate,	and	define	communities	whose	stories	may	once	have	been	overlooked.	This	is	
particularly	true	in	Washington,	where	public	art	tells	not	only	the	story	of	a	city	but	also	the	
story	of	a	nation.		
	
1405.1	Art	of	many	genres	has	played	an	important	role	in	building	the	civic	culture	of	the	
District	of	Columbia.	From	monuments	inspired	by	the	Beaux-Arts	movement	to	the	evocative	
murals	of	Adams	Morgan,	art	is	an	integral	and	visible	part	of	our	cityscape.	We	must	continue	
to	include	public	art	as	our	city	evolves—not	only	in	“federal”	Washington	but	also	in	our	
neighborhoods.		
	
1405.2	AC-2.1	Increasing	Opportunities	for	Public	Art		
	
1406	Public	art	can	provide	beauty,	visual	interest,	and	a	source	of	community	pride.	It	can	
contribute	to	cross-cultural	understanding,	and	become	a	source	of	community	dialogue	and	
participation.	It	also	brings	economic	benefits	in	the	form	of	tourism	and	jobs	for	artists.	While	
the	most	familiar	forms	of	public	art	in	the	District	are	its	more	than	150	commemorative	
memorials,	there	are	many	other	examples.	Traditional	definitions	of	public	art	have	grown	to	
include	temporary	installations	as	well	as	permanent	art	forms	such	as	frescoes	and	tile	murals.	
New	directions	in	public	art	should	encourage	a	diversity	of	media,	so	that	all	segments	of	the	
community	can	participate	and	be	represented.		

1406.1	Since	1986,	the	DC	Commission	on	the	Arts	and	Humanities	has	maintained	a	“DC	
Creates	Public	Art	Program”	that	purchases,	commissions,	and	installs	artwork	for	public	sites	
throughout	the	city.	The	program	was	established	by	legislation	that	allocates	up	to	one	percent	
of	the	District’s	adjusted	Capital	Budget	for	the	commission	and	acquisition	of	artwork.	Despite	
this	initiative,	broader	efforts	are	needed	to	bring	public	art	to	communities	where	it	is	in	short	
supply.		
	
1406.2	Policy	AC-2.1.1:	Emphasizing	Important	Places	with	Art		
Use	public	art	to	strengthen	the	District’s	identity	as	a	local	cultural	and	arts	center.	Public	art	
should	accent	locations	such	as	Metro	stations,	sidewalks,	streets,	parks	and	building	lobbies.	It	
should	be	used	in	coordination	with	landscaping,	lighting,	paving	and	signage	to	create	gateways	
for	neighborhoods	and	communities.		
	
Policy	AC-2.1.2:	Funding	Public	Art	in	Capital	Improvement	Projects	
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Continue	to	set	aside	funds	from	the	capital	improvement	project	budget	for	public	art	and	arts-
related	improvements.	Ensure	that	these	funds	are	actually	spent	on	physical	improvements	
rather	than	operations.	
	
Action	AC-2.1.A:	Public	Art	Master	Plan	
Develop	a	Public	Art	Master	Plan	for	the	District.	The	Master	Plan	would	set	out	a	vision	for	
public	art,	as	well	as	basic	principles	for	how	public	art	can	be	integrated	into	the	District’s	
architecture,	gathering	places,	and	natural	landscapes.	
	
AC- .2	Promoting	Cultural	Tourism		
1410	Cultural	tourism	“is	travel	directed	toward	experiencing	the	arts,	heritage,	and	special	
character	of	unique	places.”	This	definition	emerged	from	the	1995	White	House	Conference	on	
Travel	and	Tourism,	which	declared	United	States	involvement	in	this	worldwide	phenomenon	a	
national	priority—a	way	to	link	support	of	American	cultural	institutions	with	economic	
development	goals	for	the	nation.		
	
1410.1	According	to	the	Travel	Industry	Association	of	America,	cultural	tourism	is	the	fastest	
growing	segment	of	the	tourism	industry,	representing	81	percent	of	domestic	travelers.	Based	
on	survey	data,	66	percent	of	the	nation’s	cultural	travelers	want	to	visit	historic	places	and	
museums,	while	45	percent	want	to	participate	in	arts	and	cultural	events.		
	
1410.2	The	District	is	rich	in	the	kinds	of	experiences	and	places	those	visitors	are	seeking.	While	
some	of	these	places	are	well	known—the	streets	of	 eorgetown	or	Capitol	Hill,	for	instance—
many	are	not.	Places	like	the	Fort	Circle	Parks,	Historic	Anacostia,	and	Brookland	are	rich	in	
landmarks	that	are	known	to	few	outside	the	city.	The	visitor	experience	should	be	expanded	to	
include	the	dozens	of	cultural	attractions	that	exist	beyond	the	monuments	and	museums	of	the	
National	Mall.	This	will	bring	more	visibility	and	revenues	to	local	cultural	institutions	and	new	
dollars	to	the	city’s	neighborhoods.	Additionally,	the	development	of	new	museums	and	cultural	
facilities	beyond	the	Monumental	Core,	as	called	for	by	NCPC’s	Memorials	and	Museums	Master	
Plan,	can	expand	choices	for	visitors	and	provide	growth	opportunities	for	local	tourism	
	
AC-4.2	Partnerships	141 	

iven	the	limits	of	public	funding,	support	for	the	arts	has	increasingly	relied	on	partnerships	
with	the	corporate	and	institutional	sectors.	This	shift	has	been	accompanied	by	a	growing	
interest	in	the	arts	by	the	business	sector.	Audiences	for	the	arts	are	often	the	very	markets	that	
businesses	are	trying	to	reach.		
	
141 .1	The	trend	toward	partnerships	has	provided	the	arts	with	new	resources	for	programs	
and	operations.	These	include	both	funding	and	contributions	of	in-kind	goods	and	services.	The	
District	can	help	support	and	expand	these	links	through	its	economic	development	programs	
and	through	the	activities	of	the	Commission	on	Arts	and	Humanities.	It	can	also	help	build	
partnerships	with	organizations	like	the	National	Endowment	for	the	Arts,	local	philanthropic	
organizations	and	foundations,	and	our	colleges	and	universities.		
	
141 .2	Here	in	the	District	there	is	a	history	of	civic	volunteerism.	This	extends	to	cultural	
leadership	through	diverse	non-profit	arts,	cultural	organizations,	and	regional	advocacy	
organizations	such	as	the	Cultural	Alliance	of	 reater	Washington.	Stronger	collaboration	among	
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these	organizations	and	other	city	and	federal	agencies	is	needed	to	maximize	our	resources	
and	broaden	the	reach	of	arts	and	culture.		

141 . 	Policy	AC-4.2.1:	Private	Sector	Partnerships	
Develop	partnerships	with	the	private	sector	to	encourage	monetary	and	non-monetary	support	
for	the	arts,	as	well	as	sponsorships	of	arts	organizations	and	events.		
	
141 .4	Policy	AC-4.2.2:	Partnerships	Among	Organizations	
Promote	the	creation	of	partnerships	among	the	District	and	federal	governments,	local	
businesses,	arts	organizations,	schools,	college	and	university	art	programs	and	departments,	
and	charitable	foundations	to	enhance	arts	programming,	funding	and	facility	development.	

AC-4. 	Engaging	the	Arts	Community	in	Planning	1414	
Building	a	stronger	constituency	for	the	arts	will	require	engaging	the	arts	community	more	
effectively	in	local	planning.	Since	1968,	the	DC	Commission	on	Arts	and	Humanities	 COAH 	has	
been	a	vehicle	for	artists	and	creative	professionals	from	across	the	city	to	advocate	for	policies	
that	expand	cultural	awareness	and	opportunity.	Strengthened	relationships	between	the	COAH	
and	other	city	agencies	can	lead	to	clearer,	more	integrated,	and	ultimately	more	successful	
results.	By	organizing	and	mobilizing	the	arts	community,	the	District	can	also	work	toward	
greater	support	from	arts	patrons	from	across	the	entire	metropolitan	area,	and	not	just	those	
living	in	the	District.		
	
1414.1	Policy	AC-4. .1:	Engaging	Our	Arts	Community	
Increase	the	involvement	of	the	arts	community	in	the	design	of	the	physical	environment,	and	
include	artistic	considerations	in	local	planning	and	redevelopment	initiatives.		
	
1414.2	Policy	AC-4. .2:	 ole	of	the	Commission	on	Arts	and	Humanities	
Maintain	and	strengthen	the	DC	Commission	on	Arts	and	Humanities	so	that	it	can	better	serve	
the	public	through	arts	policy	coordination,	planning,	and	programming.		
	
1414. 	Policy	AC-4. . :	Collaboration	with	Historic	Preservation	Organizations	
Encourage	non-profit	and	private	arts	organizations	to	work	closely	with	historic	preservation	
organizations	to	reuse	historical	buildings,	including	historic	theaters,	as	cultural	centers.		
	
1414.4	Policy	AC-4. .4:	Coordination	with	Other	 urisdictions	
Encourage	other	jurisdictions	in	the	region	to	help	sustain	and	enhance	the	cultural	facilities	
located	within	the	city	that	serve	the	region	as	a	whole.	
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AGREEMENT FORM 

THIS AGREEMENT is effective May 26, 2016, by and between Forecast 
Public Art (FPA) having its principal offices at 2300 Myrtle Ave., St. Paul, MN, 
and __________________________ (ARTIST). ARTIST agrees to prepare 
preliminary designs for three outdoor sculptures as part of the Shingle Creek 
Aeration Public Art Project (PROJECT). 

1. FPA shall disburse payments not to exceed $2,000 to the ARTIST including 
all fees for design, proposal development, renderings, travel expenses and 
any out-of-pocket expenses according to the following schedule and terms 
set forth herein. 

 
2. The payment covers costs associated with research and the creation of a 

design concept and presentation by the ARTIST for the PROJECT. 
 
3. ARTIST will be paid as follows: 

 
$1,000 upon signing of this agreement and provision of a W-9 form to FPA; 
and $1,000 upon presentation of visual design concept, brief written 
description, timeline and budget estimate. The final presentation is scheduled 
for July 6-8, 2016 at Brooklyn Park City Hall. 
 

ARTIST agrees to the following obligations: 

1. ARTIST will prepare a visual design concept, a written description, and 
budget/timeline information for the proposed PROJECT to present in person 
by July 6, 2016. The artwork must be designed to be produced within the 
criteria provided by FPA and be low maintenance. ARTIST will retain 
copyright of all design materials produced as part of this project. FPA will 
retain ownership of drawings and any scale models as presented July 6-8, 
2016. 

2.  FPA agrees to provide ARTIST with information to assist ARTIST in 
preparation of the design. Every effort will be made to respond to ARTIST’s 
requests for information in a timely manner.  

3. ARTIST agrees to participate in meetings with FPA, its partner Wenck 
Engineering and other key stakeholders to inform the development of the 
design concept. 

4. FPA agrees to make reasonable efforts to assist ARTIST in engaging 
stakeholders to inform the development of the design concept. 

5. ARTIST is responsible for providing all presentation materials to the meeting 
scheduled for July 6-8, 2016 at Brooklyn Park City Hall. 

Appendix C
Sample contract/RFQ
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6. ARTIST agrees to present designs in person to FPA and the Art Selection 
Committee. ARTIST must provide sufficiently detailed visual representations 
to allow clarity of intentions for the design concept. Samples of proposed 
materials should be presented as well. 

7.  All materials produced by ARTIST in connection with the PROJECT shall 
remain the copyright of the respective artists. FPA and Wenck Engineering 
may use images of selected designs and any completed art for non-
commercial, educational or promotional purposes in print or electronically.  

8. If and when the Art Selection Committee selects PROJECT for 
commissioning, FPA will contract with ARTIST to complete design 
development and implement one or more sculptures for the PROJECT.  

9. ARTIST shall indemnify and hold harmless FPA against and in respect to any 
and all claims as to theft or damage of the design materials, and as to any 
and all liability claims. ARTIST shall indemnify, defend, and hold harmless 
FPA against and in respect of any and all claims, costs, and expenses 
(including, without limitation, attorney’s fees) that FPA shall incur or suffer, 
which arise, or result from, or relate to any breach of, or failure by ARTIST to 
perform any of the representations, warranties, covenants, or agreements in 
this Agreement or in any other instrument furnished or to be furnished by 
ARTIST under this agreement. 

10. This agreement does not imply an employer-employee relationship between 
FPA and the ARTIST. 

This Agreement shall be governed by and construed and enforced in 
accordance with the laws of the State of Minnesota. IN WITNESS 
WHEREOF, the parties have duly executed this Agreement effective as of the 
date first above written. Please sign both copies, retain one for your file, and 
return the other signed copy to FPA at the above address no later than June 
10, 2016. 

 
_________________________  __________________________________________  
Forecast Public Art ARTIST Signature 
2300 Myrtle Ave. Suite 160                   __________________________________________ 
St Paul, MN  55114 Street Address, City, State, Zip 

 

 
 

AGREEMENT FORM 

THIS AGREEMENT is effective May 26, 2016, by and between Forecast 
Public Art (FPA) having its principal offices at 2300 Myrtle Ave., St. Paul, MN, 
and __________________________ (ARTIST). ARTIST agrees to prepare 
preliminary designs for three outdoor sculptures as part of the Shingle Creek 
Aeration Public Art Project (PROJECT). 

1. FPA shall disburse payments not to exceed $2,000 to the ARTIST including 
all fees for design, proposal development, renderings, travel expenses and 
any out-of-pocket expenses according to the following schedule and terms 
set forth herein. 

 
2. The payment covers costs associated with research and the creation of a 

design concept and presentation by the ARTIST for the PROJECT. 
 
3. ARTIST will be paid as follows: 

 
$1,000 upon signing of this agreement and provision of a W-9 form to FPA; 
and $1,000 upon presentation of visual design concept, brief written 
description, timeline and budget estimate. The final presentation is scheduled 
for July 6-8, 2016 at Brooklyn Park City Hall. 
 

ARTIST agrees to the following obligations: 

1. ARTIST will prepare a visual design concept, a written description, and 
budget/timeline information for the proposed PROJECT to present in person 
by July 6, 2016. The artwork must be designed to be produced within the 
criteria provided by FPA and be low maintenance. ARTIST will retain 
copyright of all design materials produced as part of this project. FPA will 
retain ownership of drawings and any scale models as presented July 6-8, 
2016. 

2.  FPA agrees to provide ARTIST with information to assist ARTIST in 
preparation of the design. Every effort will be made to respond to ARTIST’s 
requests for information in a timely manner.  

3. ARTIST agrees to participate in meetings with FPA, its partner Wenck 
Engineering and other key stakeholders to inform the development of the 
design concept. 

4. FPA agrees to make reasonable efforts to assist ARTIST in engaging 
stakeholders to inform the development of the design concept. 

5. ARTIST is responsible for providing all presentation materials to the meeting 
scheduled for July 6-8, 2016 at Brooklyn Park City Hall. 
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Public Art Invitational RFQ

Wayzata
East Gateway Roundabout Sculpture

ABOUT WAYZATA

ABOUT THE PUBLIC ARTWORK
The City of Wayzata seeks an artist to create an iconic, 
welcoming and interactive artwork for the eastern gateway 
into Downtown Wayzata. The roundabout is located on 
Lake Street, a major pedestrian and automobile route 
in Wayzata. The roundabout flanks the far east end of 
the road and is intended to manage traffic flowing into 
and out of downtown Wayzata and into the surrounding 
neighborhoods. This roundabout is situated at one of 
the main entry points to Lake Street and offers a visual 
vantage point extending for several blocks along a highly 
trafficked pedestrian area. Lake Street runs parallel to 
Lake Minnetonka offering scenic views and sophisticated 
shopping opportunities on either side. 

The roundabout is flanked on four sides by the following 
public and private areas: a new mixed use development, 
residential neighborhood, undeveloped woods and 
wetlands, and train tracks. Landscaping on the site includes 
five new aspen trees and a series of selected perennial 
plants. A raised cement platform designed for a sculptural 
installation occupies the remaining space.  The roundabout 
was constructed to be able in install both irrigation and 
lighting, whenever necessary. 

The recent construction of the roundabout, landscaping 
improvements, and upgrades to Eastman Lane leading to 
the roundabout were priority projects identified in the City’s 
Lake Effect Framework, one of the Strategic Initiatives of 
the Wayzata City Council. The Wayzata Lake Effect is a 
community-wide multi-year initiative to redevelop Wayzata’s 
greatest asset for the 21st century – Lake Minnetonka. 
The next phase includes the Lake Effect Signature Park, 
which will build on the vitality of the community asset to 
become a glimmering gem in the heart of the city. The park 
will improve lakefront access for residents, benefiting the 
community as a whole. Equally important are the positive 
impacts that the park will have on lake ecology, helping to 
preserve this resource to be enjoyed by future generations.

The City of Wayzata, Minnesota, is located 11 miles west of 
downtown Minneapolis, just west of the Interstate 494/394 
corridor. This tight-knit community of 4,564 is known for 
its vibrant downtown and its picturesque setting on Lake 
Minnetonka. The city offers a full range of housing options 
with entry-level rental housing in close proximity to some 
of the metro area’s most prestigious addresses. A popular 
destination for visitors, Wayzata’s downtown is home to a 
number of specialty shops, boutiques, professional services 
and restaurants. Numerous civic organizations, community 
events, and active citizens help Wayzata keep its small 
town character.

The name Wayzata came from the Sioux word meaning 
either The Northern God or the Northern Shore. The 
Mdewakanton Dakotah, a major division of the Sioux 
nation, treasured the “Big Water” (Lake Minnetonka today) 
as an endowed hunting and fishing ground and protected 
this spiritual land from the rival Chippewa tribe, who were 
known as Ojibiway. While these natives were living off the 
land, the land was claimed in 1803 by France, who sold it 
to the United States as part of the Louisiana Purchase. The 
nearest Euro-American settlement then was Fort Snelling, 
and it wasn’t until the Traverse Des Sioux Treaty was 
signed in 1851 that the lands west of the Mississippi were 
opened for land claims to be filed. Oscar E. Garrison, who 
knew where the most desirable land was, built a cabin in 
1852 at what is now Lake Street and Broadway Avenue. In 
1854 he drew a survey of the area and filed his claim for 
most of what is now Wayzata proper.

Wayzata serves as a gateway to the state’s ninth largest 
lake with over 120 miles of shoreline and nearly 15,000 
acres of water. Because of its ease of access and unique 
location, Wayzata has historically hosted the regions 
greatest attractions, including the 160’ City of St Louis, 
the first inland vessel in the United States to boast electric 
lighting. The construction of the Wayzata Depot in 1906 
was arguably one of the finest railroad facilities in the 
entire Great Northern Rail system. Whether arriving by rail 
from distant destinations thousands of miles away until 
1971 or commuting a mere thirteen miles from the center 
of downtown Minneapolis on today’s modern roadways, 
visitors and residents alike have sought Wayzata as one 
of the region’s greatest destinations for over 140 years. 
Today, despite Wayzata’s relatively small population, it is an 
economic powerhouse with a residential market tax base of 
$1.1 billion and a total tax base of $1.6 billion.

Wayzata is home to many beautiful city parks, beautiful 
gardens, and a lakeshore beach. The city is connected to 
two regional trail systems. The Luce Line State Trail is a 
63-mile long former railroad grade that is developed for 
biking, hiking, horseback riding, snowmobiling, and skiing. 

The limestone surfaced trail runs from Plymouth 30 miles 
west to Winsted with a parallel tread-way for horseback 
riding. The Dakota Rail Regional Trail is a 13.5-mile paved 
trail that offers a spectacular view of Lake Minnetonka 
and follows the route of the former Dakota Rail Corridor 
through St. Bonifacius, Minnetrista, Mound, Spring Park, 
Minnetonka Beach, Orono and Wayzata.

A more detailed Wayzata History can be found here: http://
www.wayzatahistoricalsociety.org/about-us/history/ 

The Wayzata Five Year Vision for the Community can be 
seen here: http://www.wayzata.org/284/Administrative-
Projects
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SELECTION PROCESS OVERVIEW
This is an invitational RFQ and is not for distribution to 
other artists. It is designed to accelerate the selection 
of highly ualified candidates. Artists’ materials will be 
pre-screened to ensure all applicants meet eligibility 
requirements. The Selection Committee will review 
eligible applications and select a group of up to three 
finalists finalist teams to submit proposals with preliminary 
concepts.  Finalists will each be paid a stipend of $750 to 
prepare a preliminary design. Finalist proposals should 
include a graphic depiction of the proposed artwork, 
schedule (design development, fabrication and installation), 
installation method and budget. Additional requirements 
will be outlined in instructions to finalists. inalists will have 
approximately 5 weeks to prepare preliminary concepts, 
and will also be required to attend an interview with the 
Selection Committee as part of the proposal evaluation 
process.

SELECTION CRITERIA
Selection of finalists will be based on the following criteria

Quality of letter
Quality of work samples
Ability of artist(s) to complete project based on bio and prior 
work experience

Selection of artworks proposed by finalists will be based on 
the following criteria:

• Welcoming, iconic, gentle; 
• nspires a calming presence reflective of the natural 

elements of Wayzata; 
• Celebrates the lake, water and people of Wayzata;
• Acknowledges the brand and aesthetic of downtown 

Wayzata and is scaled appropriately for the site and the 
street design;

• Embraces the history of Wayzata and captures the 
sophisticated “small town meets big city” feel of the 
current community;

• Avoids direct representation;
• Durable and low-maintenance;
• Encourages visual engagement and enhances the 

space with care and attention to the different ways 
people will navigate the space– pedestrians and 
drivers; 

• Does not encourage up close viewing or hands-on 
engagement of any kind; 

• Movement/Kinetics and lighting are of interest with 
acknowledgment of desired neighborhood-friendly 
soundscape and lighting approach;

• Engages Wayzata residents and community through 
process participation.

SCHEDULE
November 9

Week of January 16

January - February 
2017
March 2017

October 2017

Week of December 
5

December 1

ELIGIBILITY
• Artists from the Twin Cities Metro area are invited to 

apply.
• Artist or artist/team must show experience with at least 

one project of similar size and scale.

Committee review and selection of 
finalists  announcements sent to all 
applicants.

RFQ submission deadline.

RFQ announced.

inalist interviews  finalists must 
present in person.

Contract with selected artist/team.  

Design approval meetings and 
fabrication of final design begins.

Project installation.

Please provide the following in a single PDF document 
work sample jpeg’s can be sent as separate files
• Contact information for lead artist and all team 

members
• One-page letter describing interest in project and 

approach to design; please include statement 
addressing eligibility criteria and community 
engagement

• Three references (contact information only) for recently 
completed projects

• One-page document listing each work sample - please 
provide a brief description and budget for each

• One-page biographical information or resume; if you 
have multiple team members, please keep biographical 
information for each team member to one paragraph.

• Work samples:  up to 10 digital images of your recent 
projects. Individuals and teams are limited to 10 
images maximum. Save all images as standard JPEG 
and label each with applicant's full name and number in 
sequence with list of work samples.

NOTE:  Do not submit a proposal for artworks at this time.

Please submit all RFQ materials via email to 
Kirstin@ForecastPublicArt.org.
• All materials must be received by 4 p.m. CST 

November 29, 2016. No RFQs will be accepted after 
this time.

• f you need clarification or further information, contact 
Project Consultant Kirstin Wiegmann at Forecast Public 
Art:  Kirstin@ForecastPublicArt.org

REQUIRED SUBMISSION MATERIALS
In digital format only.

Forecast Public Art is an internationally known 
nonprofit public arts service organization and 
publisher of Public Art Review.  Headquartered 
in St. Paul, MN’s Creative Enterprise Zone, 
Forecast connects the talents and energies 
of artists with the needs and opportunities of 
communities, providing guidance with planning 
and commissioning efforts.
 www.ForecastPublicArt.org
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SELECTION PROCESS OVERVIEW
This is an invitational RFQ and is not for distribution to 
other artists. It is designed to accelerate the selection 
of highly ualified candidates. Artists’ materials will be 
pre-screened to ensure all applicants meet eligibility 
requirements. The Selection Committee will review 
eligible applications and select a group of up to three 
finalists finalist teams to submit proposals with preliminary 
concepts.  Finalists will each be paid a stipend of $750 to 
prepare a preliminary design. Finalist proposals should 
include a graphic depiction of the proposed artwork, 
schedule (design development, fabrication and installation), 
installation method and budget. Additional requirements 
will be outlined in instructions to finalists. inalists will have 
approximately 5 weeks to prepare preliminary concepts, 
and will also be required to attend an interview with the 
Selection Committee as part of the proposal evaluation 
process.

SELECTION CRITERIA
Selection of finalists will be based on the following criteria

Quality of letter
Quality of work samples
Ability of artist(s) to complete project based on bio and prior 
work experience

Selection of artworks proposed by finalists will be based on 
the following criteria:

• Welcoming, iconic, gentle; 
• nspires a calming presence reflective of the natural 

elements of Wayzata; 
• Celebrates the lake, water and people of Wayzata;
• Acknowledges the brand and aesthetic of downtown 

Wayzata and is scaled appropriately for the site and the 
street design;

• Embraces the history of Wayzata and captures the 
sophisticated “small town meets big city” feel of the 
current community;

• Avoids direct representation;
• Durable and low-maintenance;
• Encourages visual engagement and enhances the 

space with care and attention to the different ways 
people will navigate the space– pedestrians and 
drivers; 

• Does not encourage up close viewing or hands-on 
engagement of any kind; 

• Movement/Kinetics and lighting are of interest with 
acknowledgment of desired neighborhood-friendly 
soundscape and lighting approach;

• Engages Wayzata residents and community through 
process participation.

SCHEDULE
November 9

Week of January 16

January - February 
2017
March 2017

October 2017

Week of December 
5

December 1

ELIGIBILITY
• Artists from the Twin Cities Metro area are invited to 

apply.
• Artist or artist/team must show experience with at least 

one project of similar size and scale.

Committee review and selection of 
finalists  announcements sent to all 
applicants.

RFQ submission deadline.

RFQ announced.

inalist interviews  finalists must 
present in person.

Contract with selected artist/team.  

Design approval meetings and 
fabrication of final design begins.

Project installation.

Please provide the following in a single PDF document 
work sample jpeg’s can be sent as separate files
• Contact information for lead artist and all team 

members
• One-page letter describing interest in project and 

approach to design; please include statement 
addressing eligibility criteria and community 
engagement

• Three references (contact information only) for recently 
completed projects

• One-page document listing each work sample - please 
provide a brief description and budget for each

• One-page biographical information or resume; if you 
have multiple team members, please keep biographical 
information for each team member to one paragraph.

• Work samples:  up to 10 digital images of your recent 
projects. Individuals and teams are limited to 10 
images maximum. Save all images as standard JPEG 
and label each with applicant's full name and number in 
sequence with list of work samples.

NOTE:  Do not submit a proposal for artworks at this time.

Please submit all RFQ materials via email to 
Kirstin@ForecastPublicArt.org.
• All materials must be received by 4 p.m. CST 

November 29, 2016. No RFQs will be accepted after 
this time.

• f you need clarification or further information, contact 
Project Consultant Kirstin Wiegmann at Forecast Public 
Art:  Kirstin@ForecastPublicArt.org

REQUIRED SUBMISSION MATERIALS
In digital format only.

Forecast Public Art is an internationally known 
nonprofit public arts service organization and 
publisher of Public Art Review.  Headquartered 
in St. Paul, MN’s Creative Enterprise Zone, 
Forecast connects the talents and energies 
of artists with the needs and opportunities of 
communities, providing guidance with planning 
and commissioning efforts.
 www.ForecastPublicArt.org

Budget $60,000
The total budget for this project is $60,000. This not-to-exceed total must cover all design fees, fabrication, installation, 
lighting and other related expenses. More information about the site, including CAD files, will be made available to 
finalists.

Wayzata East Gateway

The City of Wayzata has contracted with Forecast Public Art to facilitate the development of a public artwork for the Lake 
Street oundabout. Artists or artist teams may submit ualifications to be considered for the public art opportunity. 

This is a two-phase  process, beginning with the submission of ualifications. A group of finalists will be selected and 
invited to submit preliminary concepts. inalists will receive a stipend to prepare concept designs for the library. All finalists 
will be interviewed and a selection will be made for the final commissions. Artists or artist-led teams are sought to respond 
to the call. The City of Wayzata will commission an artist or artist-led team to create the new artwork. It is the goal of The 
City of Wayzata to have the art completed by Fall 2017. 

his is the first city-funded public art project in the City of Wayzata since establishing the ublic Art olicy in 015. This 
RFQ represents a contract for hire arrangement between the City of Wayzata and the selected artist/artist team. This is 
a part of the City of Wayzata’s ublic Art olicy. This means ownership and control of the ublic Art must pass to the city, 
including all drawings, proposals, sketches, and other conceptualizations of the Public Art. All intellectual property rights 
will be assigned to the city.

Gateway roundabout location
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Wayzata East Gateway



121

Appendix D
Additional mapping and 
information gathering documents

Greater 
Rochester 
Arts & 
Cultural 
Trust

Public Art

Public Art 
Master Plan

Forecast 
Public Art

Steering 
Committee

The mission of the Greater Rochester Arts & Cultural Trust (The Trust), formerly the  
Rochester Arts Council, is to enrich the greater Rochester community by ensuring 
the  continued celebration, promotion and advocacy of arts and culture.  In 2014, 
through  conversations with an array of community members and city officials The 
Trust  determined a need existed for a plan that would clarify a community-wide vision 
for  Public Art. The Trust has addressed this need by finding a leader in the field of 
Public  Art to help us and by raising the necessary funds to commission the creation of 
a Public Art Master Plan:  A Plan that will be unique to the greater Rochester area; our   
past, present and future.
Contact: Bari Amadio/CEO 507.424.0811 bamadio@rochestermnarts.com

For the purposes of the Public Art Master Plan, we are defining public art as artworks 
that are free and accessible to the public outside of traditional venues, including 
mediums of visual art, performance, festivals, literature, photography, media arts 
and other disciplines. Public art can be permanent or temporary, on public or private 
property. In public art, the process is often as important as the product. Collaboration 
and community engagement are important considerations, as are safety, maintenance, 
and the art’s responsiveness to its context.

A plan that seeks to answer the key questions of how public art relates to place, 
how it can have an impact on community, and how its administration can be set up 
in such a way that public art becomes part of the entire landscape of the city. The 
Plan provides a living and flexible set of objectives, both as a frame-work and series 
of action steps for the integration and continued growth of public art in Rochester’s 
public spaces.

A Twin Cities based, internationally recognized professional public art firm, retained 
by the Trust to provide guidance and to ensure development of a sustainable and 
effective Plan. 
Contact:  Jen Krava  651.641.1128  jenk@forecastpublicart.org

Civic and community leaders, artists, arts administrators, historians, educators, 
neighborhood advocates, residents and business owners make-up the Steering 
Committee. 
Contact:  Ellen Huston/Chair  gract.ellen@gmail.com

Planning 
Process

Engaging the community in the planning process is essential to the success of the 
PAMP. Included in our community outreach are: Focus Groups, Public Meetings, 
Surveys and Presentations.  If you would like to contribute, please contact any of the  
people listed or click on this link to take the 2-minute PAMP survey. 
http://goo.gl/forms/BE9J9yHbAU

Fact Sheet
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Community Engagement in a Box 
Survey

1.  Are you familiar with public art? 
      1            2            3             4            5
Not at all                                    Very familiar

2. Do you believe public art contributes to the overall 
quality of life for residents in Rochester?
       1            2            3             4            5
Not at all                              Very much

3.  What is your relationship to public art?      all that 
apply
o I am an artist
o I appreciate art(s)
o I am an arts administrator
o My parents instill the importance of art
o I am an art teacher
o I don’t understand some art
o I don’t care about public art

4.  How do you connect with Rochester’s arts 
community?  � all that apply
o Audience member
o Board member of arts organization
o Professional artist, performer, creative worker
o Staff of arts organization
o Educator or teaching artist
o Art(s) student or parent of art(s) student
o Amateur artist, performer, creative worker
o Owner, manager of creative business
o Economic or community development person
o Public official
o I don’t connect with Rochester’s arts community
o Other __________________________________

The Greater Rochester Arts and Cultural Trust (Trust) wants your help in shaping the future of public 
art in Rochester.  In collaboration with local government, artists, business and community leaders, 
residents, and other stakeholders the Trust is spearheading development of a Public Art Master Plan 
(PAMP) for the city of Rochester.  This survey is one method of gathering public input for outlining 
the vision, goals and framework for public art in Rochester. Please take a few moments and complete 
this confidential survey. Forecast Public Art, a professional public art firm based in the Twin Cities and 
contracted by the Trust, will tabulate survey responses.

For the purposes of the PAMP, we are defining public art as those works that are free and accessible 
to the public, including  visual art, dance, festivals, music, theatre, literature, and photography. Public 
art can be permanent or temporary.

5.  What barriers stop you from connecting with 
Rochester’s arts community?  � all that apply
o Don’t feel comfortable or welcome
o No one with whom to attend events
o No transportation
o Prefer to spend leisure time other ways
o Cost of admission
o Cost of parking
o Lack of information about events
o Hard to make time
o Family obligations or childcare
o Other __________________________________

6. What is the role of public art? Choose your top 5
o Stimulates conversation
o Beautifies
o Boosts economic development
o Enhances landscapes and physical environments
o Supports artists
o Creates identity
o Generates pride
o Heightens awareness
o Inspires creativity
o Is good for tourism
o Anchors gathering places
o Educates the public
o Expresses community values
o Makes me smile
o Other __________________________________

o

o

o
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7. In the past 12 months, where have you experienced 
public art?   oall that apply
o Out of town
Rochester specific:
o Downtown
o In my neighborhood (name) ________________
o Parks
o Trails
o New private development
o New city development
o Health care facilities
o Public buildings
o Skyways
o Subways
o Vacant lots
o Shopping centers (name) __________________
o Work (name) ____________________________

8.  Where would you like to experience more public 
art in the Rochester area?  � all that apply
o Downtown
o In my neighborhood (name) ________________
o Parks
o Trails
o New private development
o New city development
o Health care facilities
o Public buildings (name) ____________________
o Skyways
o Subways
o Vacant lots
o Shopping centers (name) __________________
o Work (name) ____________________________
o Schools & Colleges
o Library
o Streets
o Sidewalks
o Along the river
o Other __________________________________

9.  How should public art be funded?
o Private funding only
o A combination of private and public funding
Many communities have a city ordinance that 
adds a Percent for Art requirement to commercial 
developers for funding public art in major 
construction projects. 
Would you support such an ordinance for the city of 
Rochester?   o Yes                    o No

10.  What is missing from public art in Rochester? 
__________________________________________
__________________________________________
__________________________________________ 

DEMOGRAPHIC INFORMATION (optional)

Your home zip code: __  __  __  __  __

Gender
o Male   o Female   o Prefer not to answer

Age
o Under 18
o 19-24
o 25-34
o 35-44
o 45-54
o 55-64
o 65+

Which of the following best describes you?
o African/African Immigrant
o American Indian or Alaska Native
o Asian/Asian American
o Black/African American
o Latino/Hispanic
o Native Hawaiian or Other Pacific Islander
o White/Caucasian
o Other ___________________________________

What is the last degree you earned?
o Middle school
o High school
o Community or 2-year college
o Four-year college
o Graduate degree

Annual household income?
o Under $25,000
o $25,000 - $49,999
o $50,000 – 74,999
o $75,000 - $100,000
o Over $100,000

THANK YOU VERY MUCH!

o
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Favorite existing 
public art 
installations

Favorite existing 
creative events

G
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Rochester’s 
“Next Great 
Places”

Places that 
would benefit 
from public art
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Uptown Signs | Hwy 52 bridge @ 2nd St SW | Broadway @ 77th St NW | KROC radio station |
Peace Plaza | Fire quipment ridge | Slatterly Park | Northrup neighborhood | Fairgrounds 
| Soldiers Field | Silver Lake | Farmer’s Market Mural | Burnt Matchstick | 2nd St NW @ 3rd 
Ave NW | Boy with a Dolphin Oval Twister | Mother Goose Takes a Gander | Me and my 
Brother | Plummer Building | Peace Fountain | Sheet murals | Corn Cob Tower | Plummer 
House | Foragers | Mayo Clinic | Chateau | RAC | War Memorial | RCTC | Assissi Heights

G
re

at
er

 R
oc

he
st

er Favorite existing public art installations
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Soldiers Field | Peace Park | Fairgrounds | Broadway and 77th St. NW | Fireworks | Greek 
Festival at Greek Orthodox Church | Riverside | History Center Hambone | Rochester Fest 
in Soldiers Field | Thursday events | World festival—changing venues | Riverside concerts | 
Charter Woods | Game Haven | Mayo Field

G
re

at
er

 R
oc

he
st

er Favorite existing creative events
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S oldiers Field |  S t. Mary’s Hospital Tower |  Mall |  Fairgrounds |  S ilver L ak e |  HUD  Tower |
Hwy 52 @ Broadway Ave S  |  Bik e/walk  trails along the river |  Mayowood |  Cascade L ak e |  
Plummer House |  Central Park  |  N orth D owntown |  S k yways |  V acant surface park ing lots |  
S oldiers Field |  2nd S t. S W  |  Farmer’s Mark et Block  |  D esign D istrict |  Jaz z  mural |  Plummer 
property as park  |  RCTC |  Q uarry Hill neighborhood |  W ater Tower |  Bridge at W  Circle D rive 
& W ilder Road |  N ew 55th S t. connection |  RR Terminal |  IBM |  Assissi Heights |  19th S treet

C
ity C

enter

Rochester’s “Next Great Places”
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Places that would benefit from public art

Hwy 52 bridge at 2nd S t S W  |  S t. Mary’s Hospital Tower |  Mall |  Fairgrounds |  S ilver L ak e 
|  HUD  Tower |  C4 S alon |  S t. Mary’s |  Cascade L ak e |  Events on 1st & 3 rd Thursdays in 
Peace Plaz a |  RPU Building |  RAC |  Post Bulletin lot |  S t. Mary’s Park  |  Park ing ramps |  small 
spontaneous, interactive obj ects downtown |  AMPI walls |  Performing Arts venue |  outdoor 
amphitheatre— S oldiers Field |  Installations along bik e trails |  across from Apache Mall |  
Central Park  |  Goose Egg Park  |  art along the trails |  RCTC |  Q uarry Hill |  W ater Tower |  
Mayowood |  Menards |  75th S t Roundabout |  S hops on Main |  Airport |  Costco |  Assissi 
Heights |  19th S treet
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 i trict uideline  
The thrust of this plan and its recommendations are echoed in 
the recently drafted  i trict e ign uideline  [2016], 
developed by the Minnesota Design Center at the University of 

innesota:

Background
Perhaps more than any single strategy, high quality public art can 
imbue a community with spirit and meaning that reflect the city s 
heritage, natural environment, revered institutions and the people 
who live, work and visit there. There are innumerable examples 
of cities that have embraced public art as part of their collective 
persona and have enriched the quality of their urban landscape, 
often attracting visitors from distant places. Rochester is a 
destination city, frequented by visitors from afar; this underscores 
the added value that high quality public art could bring to the 
community.

Relation to Goals
Infusing Rochester with public art enhances the public realm, 
a primary goal for the city. Supporting design, art and culture 
recognizes the importance of the arts and design as a magnet 
for a creative, vibrant community. By emphasizing public arts in 
the city, a thriving economy based on research and innovation 
integrates the work of artists and designers with the work of 
scientists and researchers.

Performance Guideline
Establish a new entity to promote local, regional, national and 
international artists to infuse Rochester with world-class public art 
that celebrates the city’s history, culture and natural assets, making 
the city an arts destination.

Planning Recommendations
• Support and expand public art advocacy through the 

Rochester Downtown Alliance, with a new entity (Public Art 
Rochester).

• Seek funding for an ongoing public art program that invites 
world-class artists to establish temporary residencies in 

Appendix E
Relevant Rochester-related 
documents
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Rochester while creating iconic pieces for the city.
• Promote the advancement of local artists.
• Place rotating public art exhibits in skyways and subways, in 

addition to installations on the street.
• Consider establishing a world-class sculpture garden 

celebrating local and international artists.
• Require public art in each individual development project.

The DMC Design Guidelines likewise recognize the importance of 
health  as a ey theme for the development of ochester:

Health has always played a central role in the development of 
cities, and yet Americans seemed to forget that when designing 
our cities after World War II. The sedentary, auto-centric lifestyle 
that dominated urban and suburban living over the last 70 years 
has negatively affected both human health, evident in the obesity 
epidemic, and environmental health, apparent in our changing 
climate. No city in the United States has a better chance of 
demonstrating a healthier way forward than Rochester and it’s 
Destination Medical Center, aiming to be “America’s City for 
Health.” 

As with so many other health-related innovations that have 
emerged from Rochester’s Mayo Clinic, the idea of a city that 
makes health – human and community health, economic and 
environmental health – a centerpiece of its future development 
represents an internationa y signi cant contribution to urban 
design and placemaking. An increasing number of cities have 
begun to talk about “health in all policies” and “health in all 
places,” but none of them have the ability or the opportunity to 
make that a reality more than Rochester. 

Indeed, “health” is Rochester’s competitive advantage. Utilizing 
health-oriented principles at the scale of a building, a site, a 
street, and for public art can quic ly transform a place and ma e 
it a magnet to people all over the world wanting to live a healthier 
life than they could find anywhere else.
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5-44 | Rochester Parks + Recreation System Plan 

Public Art 
A thriving arts and cultural community is considered vital to creating a vibrant 
community. The arts enhance livability and economic vitality, bring diverse groups 
of people together, celebrate history and heritage, enhance learning, raise 
awareness of social issues, and bring beauty and meaning to the built environment. 
The parks and recreation system provides a place for art and cultural expression, 
and the City of Rochester can foster public art through the development of 
meaningful relationships and partnerships with individuals, organizations, and 
institutions throughout the community. 

1. Incorporate Permanent Public Art Into The Fabric Of Parks 
And Trails. 
1.1. Seek opportunities to use artist-designed park features rather than 

standard catalog pieces when repairing, replacing, and developing new 
amenities in neighborhood and community parks. 

1.1.1. Involve artists in park and trail design teams at the beginning of 
projects to ensure the exploration and inclusion of interactive 
art features within new development and construction. 

1.1.2. Include permanent artistic furnishings such as artist-designed 
benches, picnic tables, lighting, signage, bike racks, fencing, 
and trash receptacles within parks and along trails where 
appropriate.  Ensure maintenance and replacement costs for 
public art are incorporated into department budgets and capital 
improvement plans. 

1.1.3. Explore the creation of a themed park that has multiple, theme-
related public art pieces.  

1.2. Use public art to support and interpret the existing natural, cultural, 
health, and recreational themes in Rochester. 

1.2.1. Develop nature-themed public art within the environmental 
parks and natural areas in and around Rochester. 

1.2.2. Find partners within the community to develop public art that 
emphasizes and promotes healthy lifestyles to residents and 
visitors of Rochester. 

1.2.3. Reach out to cultural groups in the development of public art 
that can highlight the community’s diversity. 

  

Install permanent public art displays 

Alignment with Parks System Master Plan
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  The System Plan | 5-45 

2. Include Temporary and Seasonal Art in Rochester Parks.  
2.1. Develop partnerships with local artists and other private arts 

organizations to create temporary public art installations in parks 
around the city.  

2.1.1. Create a public art working group made up of city staff, a 
representative of the Greater Rochester Arts and Cultural Trust, 
local artists, and resident representatives that meets a few 
times per year to discuss opportunities for public art displays. 

2.1.2. Aim for one temporary art display per season, such as winter 
ice sculptures downtown, paddling and rowing related art along 
the river in the summer, and harvest/local food art in the fall. 

2.1.3. Partner with school groups to develop public art in local parks. 

2.2. Encourage the use of parks for performance art. 

2.2.1. Identify, develop, and maintain a set of outdoor performance 
spaces distributed throughout the City. These spaces should 
range in size and formality.  

2.2.2. Partner with school groups, the Greater Rochester Arts and 
Cultural Trust, and others to offer theatrical and musical 
performances in city parks. 

2.2.3. Collaborate with cultural groups and the Greater Rochester Arts 
and Cultural Trust to offer performances in local parks. 

2.3. Incorporate public art initiatives into existing and future events and 
festivals in Rochester. 

2.3.1. Work with event planners to incorporate and suggest 
opportunities for art displays and interactive art as part of all 
future events 

2.3.2. Partner with surrounding communities, the Greater Rochester 
Arts and Cultural Trust, and arts organizations to promote local 
and regional art to Rochester residents and visitors 

  

Support temporary public art displays 
and performances 

New public art created by Po Shu Wang 
will be installed at the Mayo Civic Center 
in 2017 

Rochester Parks and 
Recreation continually 
strives to make its system 
accessible. See page 3-30 
for more information 
about its ongoing efforts 
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 FIGURE 5-10: TRAIL LOOPS 
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FIGURE 5-11: EXISTING & PROPOSED CROSS CITY & REGIONAL TRAILS 
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Public Art in Rochester

Festivals and Temporary Projects

Rochesterfest – Last Full Week in June Since 1988 – Now in Soldiers Field 
Greekfest – Last Weekend in August  - Center Street at Greek Orthodox Church 
Down By The Riverside –Sunday Evenings in July and August – Mayo Park
County Fair – End of July – Olmsted Country Fairgrounds  
Thursdays on 1st and 3rd – Thursdays From June – August 
Irish Festival – Labor Day Weekend – Most Recently on the Peace Plaza   
Days of Yesteryear – August – History Center 
4th of July – Band Concert and Fireworks – Silver Lake Park
Farmers Market – Saturday Mornings – 4th St SW 
Cemetery Walk – Sunday in September – Oakwood Cemetery (1998-2012)    
Ice Sculptures on the Peace Plaza (February?) 
Winter Market on the Peace Plaza (December) (discontinued – too cold) 
Artigras – Mayo Park (2010?–2012?) 
Art in the Park – Central Park/Mayo Park – (years?)  

Places and Objects

Assisi Heights – St Francis Statue – Free Tours of Courtyards and Chapel  
Ear of Corn Water Tower – Fairgrounds 
Central Park Fountain and Gazebo
Plummer House and Gardens 
Veteran’s Memorial – Soldiers Memorial Park  
Riverwalk 
Riverfront Mural – On the Riverwalk opposite the Government Center 
Mayo Civic Center World Trade Towers Stained Glass Mural  
Plummer Building (1928) 
Plummer Building Bronze Doors (1928) 
Plummer Building Carillon (1928) 
Mayo Clinic Large Wall-Mounted Statuary 
Mayo–Damon Subway Mural(s)
Mayo Art Collection – Throughout Mayo and Gonda Buildings 
Mayo Park Amphitheater  
Mayo Brothers (Standing) Statue – Was in Mayo Park 
Mayo Chihuly Sculpture – Mayo Gonda Building 
Annenberg Plaza - Mayo 
Boy & Dolphin Statue – Mayo 
Damon Parking Ramp Statuary Park – WW Mayo/Mother Alfred Statue and Mayo 
      Brothers (Seated) Statue  
Peace Plaza 
Peace Plaza Fountain
Greg Wimmer Murals – KROC, Kismet, Northgate Health Club, CJ’s, etc.  
Rochester Public Library Garage Door Mural 

oose Pro ect 
ench Pro ect 

Art Center Statue
Oval Twister – 2nd Street Across From Library 
Stainless Steel Sculpture – Behind Art Center  
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Sheel’s Statuary (2015)
“Tesla” Sculpture – Corner of 1st Ave SW and 4th St SW (for now) 
Blue Lights and Flowers on 2nd St SW and 6th St SW Bridges  
“Uptown” Obelisks – 2nd St SW West of Hwy 52 
2nd Street Boulevard 
Downtown Street Light Banners
Downtown Christmas Lights  
Downtown Decorated Transformer Boxes    

Other

Downtown Bus Shelters (David Dahlquist) 
Bench memorial, and glass art (Phil  Daniel and Dean Holtzman) indoor, hallway
Art in Library, community centers, murals

Selected past temporary projects

Red Ball 
Burnt Match 
Skyway installations/ decoration
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An Overview of Public [Free] Performance Art in Rochester
Public (Free) Performance Art has a long history in Rochester dating back 
at least to the Rochester Musical Union which presented both instrumental 
and vocal performances from 1869 until the early 1870’s. 

The Rochester Park Band (also known over the years as the Queen 
City Band, the Rochester Municipal Band, the Mayo Park Band and the 

ochester City and  was first organized in August, 8  with Claude 
Coon as director and remained active until the turn of the century.  It was 
reactivated in 1909 with Ralph Blakely as conductor.  Harold Cooke took 
over the band in 1919 and remained director (with several sabbaticals) 
until his retirement in 1962.  Chuck Blattner has been the director of the 
Rochester Concert Band and Choir since 1993.  

In 1915, when the Mayo Park band shell was constructed, it was one of 
the few in the country.  Before the days of the radio and the movies, the 
Rochester band shell was one of the prime summer attractions in the area.  
People came by the carloads from as far away as Minneapolis to hear free 
concerts that were given three times a week.  

Regrettably, the band shell was demolished in 1950 to make way for the 
Mayo Memorial.  

In 1953, a plan was put forth to create an $80,000 fan shaped “music shed” 
in Mayo Park patterned after Tanglewood in Massachusetts and Interlochen 
in Michigan.  The “music shed” was designed by local architect Harold 
Crawford and Dan Robbins to seat around 2400 persons and have a stage 
large enough for a 100-piece orchestra or for large choral groups of several 
hundred singers. The plan called for the music shed to have dressing 
rooms, storage space, and public toilets.     

egrettably again , the ayo emorial Association, as one of its final acts 
before dissolution, disapproved of the idea because they felt it would be 
too close to the Mayo Memorial (which has since been demolished), so the 
music shed was never constructed.      

Rochester is fairly unique in that the city government includes a Music 
Department which was established by ordinance in 1936 and is partially 
funded by city taxes. 
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The Music Department has an Executive Director and small staff (who work 
for the City) that since 1992 has presented the free Down by the Riverside 
concerts which are held on Sunday nights in Mayo Park during July and 
August and also a subscription (not free) Riverside Live concert series 
during the winter months.  Down by the Riverside performers have included 
Herman’s Hermits; The Guess Who; Little River Band; .38 Special; Starship 
featuring Mickey Thomas; Blue Oyster Cult; Tommy James & the Shondells; 
Kansas; Survivor; Collective Soul; George Thorogood & the Destroyers; the 
Dixie Chicks; Three Dog Night; Paul Revere and the Raiders; and America 
... among many others.  From 1992 through 2013 the series has featured 
159 artist services/ensembles with an estimated total attendance in excess 
of 700,000 (in 2009 alone, the series had an estimated attendance of more 
than 72,000).         
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Introduction 
Congratulations on deciding to organize an event!  

Public events require much planning, and there are many details to take into consideration. This guide is 
designed to assist in the process of organizing those details and make the process easier. 

This guide will include information and tips from Rochester Downtown Alliance (RDA) staff on topics such as: 

 Event Development & Pre-Event Logistics 
 Selection of 3rd party vendors 
 Solicitation of sponsors 
 Marketing tips 
 Volunteer recruitment  
 Event day management 
 Post-event consideration 

 

It is important to note, the information contained in this handbook was collected to the best of our staff’s 
knowledge at the time. Please use this information as a guide, but not taken as the rule of law for event 
planning. 

The Appendix Section of This Guide Features Examples & Contacts to Reference as You Plan Your Event 

Photo: Peace Plaza on Bastille Day 
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Developing the Idea 
     

All events start out as an idea, but the key to turning your idea into a 
great event starts with brainstorming. If your event is small, you may 
personally be handling most or all of the tasks discussed in this guide. 
However, for larger events it’s important to bring some passionate 
people together and talk openly about what community needs exist, 
topics that excite the group, and ideas that other communities have 
explored. This is a great way to start the process. 
 

It is important to keep an open mind during this process as sometimes 
the original idea may sprout into a better idea that is very different from 
where the group started. It is also a good idea to document the 
discussion with notes. 
 

Once there is an agreement about the idea for an event, it’s time to 
develop that idea a little more. This can be done by determining the 
objectives & outcomes, the audience, and what the wants of that 
audience will be.  

 

The Objectives & Outcomes of the Event 
It’s important to be clear and concise about the objectives and desired outcome of the event. More often than 
not, your sponsors or a grant application will ask what these are, so it’s best to address this early. 

Questions to consider: 
 What do you hope to achieve from the event, and how will you know when you have succeeded?  
 What are some keywords to describe the event? 

The Audience of the Event 
This area of development focuses on determining who your event is trying to reach. Once you have a target 
audience in mind, you can plan suitable activities and market the event effectively. 

Questions to consider: 
 What age range are you looking to target? 
 Where does your target demographic live? 
 How or where does this audience receive information about events? 

The Wants of the Audience 
Once you have an idea of who your audience is, you can start to determine what type of programming those 
attendees might want to do. 

Questions to consider: 
 What type of experience or message do you want to convey through your activities? 
 What type of activities does this target audience typically attend? 
 Are the activities within your event budget or your target audience’s budget? 
 How much time is needed for organizing? 
 What are your volunteer needs? 

Photo: Peace Plaza on Bastille Day 
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After these types of questions are answered, you should have a better understanding of whether the event is 
desired by the community and if your group wants to invest their time in organizing it.  

Planning the Event 
When entering the planning stage of an event you will want to gather all of the information previously 
discussed, and begin the process of envisioning what the day of the event will look like. To do this, you will 
want to develop an overview of the event, assign roles and responsibilities within your group, assess potential 
venues, purchase or rent equipment based on programming or activity, and look into any possible permitting 
needed.  

Determining this information will also help when you begin soliciting sponsors, marketing the event, and 
recruiting volunteers. 

Overview 
 Event Title: Choose a title that reflects the event or the audience. Try to be clear, concise, and if 

possible, catchy. 

 Date of the Event: When deciding the date for the event, find out what other events might be 
happening around the same time. Competing with other events may lead to struggles for funding, and 
potentially low attendance numbers. Upcoming events can be viewed at: 

o www.downtownrochestermn.com/events/calendar  
o www.rochestercvb.org/play/event-calendar/ 

 Time & Length of the Event: Try to think about the best time and length that will suit the audience and 
the activities that are planned. Some of this may depend on the location of the event, as there are 
some sound or park ordinances for outdoor events to consider.  

 Event Objectives: Clearly state what the event 
objectives are. Not only will this keep you focused, 
but it will also help when applying for sponsorship. 
 

 Event Outcome: Clearly state the desired outcome 
of the event. There may be more than one 
outcome. Bullet points can help make these 
outcome(s) to the point and clear. 
 

 Description of the Event: Put together a short 
description of your event. This description will assist 
when initially informing or soliciting individuals and 
organizations about the event. Press releases will be 
discussed later in the guide. 
 

 Target Audience: Describe who your intended 
audience is; the age range, gender, and 
communities served. Sponsors will be interested in 
this detail to assess the economic and social 
benefits the event may have on the community and 
populations reached. 
 Photo: RedBall Rochester, Kurt Perschke, redballproject.com 
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 Number of Attendees: How many attendees are anticipated or desired? For a first time event this 
might be hard to accurately predict, but looking at attendance from similar events might help. Having a 
general idea of the anticipated attendance will help determine which venue to choose, if additional 
restrooms or garbages are needed, and how much food and beverage to order, just to name a few. 
 

 Event Programming: List the possible number and type of musicians, vendors, or activities the event 
will feature.  

Group Roles & Responsibilities 
Having a team of individuals to help plan the event is very helpful. If you have a team to draw from, this 
section will help you get the ball rolling! First, it’s crucial to have individuals who are committed and also have 
the time to dedicate to planning the event. 

Look at the base skills of the group, do you have a good mix of skills on your team? It’s helpful to have skills in: 

 Project Management 
 Communication 
 Scheduling 
 Sponsorships & Development 
 Marketing & Promotion 
 Creative Design 
 Financial Planning  

Determining who possesses these skills will 
help assign roles, define responsibilities, 
and set a path for accomplishing the event 
objectives.  

After reviewing each individual’s skill set 
and assigning roles, the group should 
determine a job description, goals, and 
deadlines for each role.  

Budget 
As you plan the event you’ll find that your new motto is: let there be no surprises! This is especially true with 
the budget, however you’ll find that there will most likely be some surprises. However, the more you plan 
your budget in advance, work in several stages, and stay close the process there will be fewer surprises to 
contend with. 

Begin by listing everything you will need, ideally, for your event. Look over your event outline and use it as a 
guide when determining your possible needs. Then, look over your list and get estimated costs from third-
party vendors. Once you have all of the estimated costs and a total for expenditures, you can either start to 
solicit sponsors, research and apply for grants, or cut un-needed items from the list.  

See Appendix for:  
1.1 – An Example of Possible Group Roles & Responsibilities 
1.2 – A Sample Event Budget  

Photo: Contemporary Connections: PechaKucha at Rochester Art Center 
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Venue 
The right setting for an event can actually generate a positive emotional response and a memorable 
experience that will bring attendees back year after year. However, choosing a venue that is the right size (or 
has the ability to grow if your event grows), has a great layout, location, and is within your budget can be a 
tricky process.  

As the venue is often the single most expensive element of the event – here are some tips for keeping costs 
low: 

 Working with a single entity like a hotel or event center that provides: a location, food & beverage, 
security, accommodations, and third party services like audio/visual production may give you the 
ability to negotiate the entire package. 
 

 You may be able to save money and provide an interesting urban experience by using vacant building 
spaces that are up for lease to host your event. This option would require creative negotiation with the 
property owner or manager. A possible selling point to a property manager may be that the event will 
“stage” their space to the public, which could help them get the space leased sooner.  
 

 Some venues may give you a discount for paying upfront or being a non-profit – it never hurts to ask. 
 

 Ask the venue if they have any decorations, linens, or furniture included with the rental – saving you 
money. 

 If you’re working with a caterer ask about ordering food “by consumption,” meaning you only pay if 
the food is consumed. This generally works for pre-packaged items like snacks or soda. 

 Be creative! Keep in mind almost anything can be sponsored. 
 

Lastly, as you talk to the representatives of different venues, ask as many questions as possible to make sure 
you understand what’s included, what is not, and if any special permitting is needed. 

Third Party Vendors & Booking Timelines 
The importance of securing and coordinating with third party vendors at an event cannot be understated 
because vendors act as the infrastructure to hosting a successful event. As mentioned in the above section, a 
number of venues (especially indoor venues) may already come prepared with third party vendors and all the 
equipment you will need.  

If you are hosting an outdoor event or have reserved a do-it-yourself indoor space, then be sure to consider 
whether you will need the following types of vendors and when they need to be reserved:  

Audio/Visual Production 
 It’s strongly recommended you reserve these services no less than 6 weeks prior to your event. The 

more time you can provide the better. 
 

Music/Entertainment 
 A good timeframe for booking music or entertainment is 4-6 weeks prior to the event.  
 Research your prospects before this timeframe as it can sometimes be a lengthy process to seek out 

performers.  
 

Catering & Bartending 
 4-6 weeks is a great timeframe to book catering or bartending services for your event. 
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 This amount of time will also give you and the caterer enough time to obtain and submit liquor liability 
insurance or licenses to the city of Rochester. 

Tables, Chairs & Tents 
 It’s a good idea to reserve these items as soon as 

possible during the peak wedding season (May – 
August). 

 In the off season or for very small events, 
reservations at least 2-3 weeks in advance is a good 
decision. 

Portable Restrooms & Wash Stations 
 Standard portable restroom units should be reserved 

at least 2 weeks in advance. 
 Luxury restroom trailers should be reserved as soon 

as possible because some weekends can book 8 
months in advance. 

Waste Collection 
 For events under 50,000 people, you will want to 

secure trash containers at least 30 days in advance. 
 The collection agency will want to know the type of 

containers you’re looking to use, the estimated 
attendance, and the location size of the event. 

Event Staffing Services 
 Larger events (500+ attendees) should reserve staff 

at least one month prior to event. 
 Smaller events should reserve staff at least 2 weeks 

before event.  

Permitting  
Understanding what permits your event needs may seem like a daunting task, but fear not. This section will 
help you determine what permits your outdoor event needs, which city departments to contact, associated 
costs, permit deadlines, and if additional documents are needed. 

City of Rochester Special Event Permit 
 Needed for: events exceeding 300 participants or that plan to have amplified sound 
 City Department: City Clerk 
 Cost: $50.00  
 Deadline: applications must be submitted no less than 60 days prior to the event. For large scale 

events involving 1,000 participants or more, applications should be submitted no less than 90 - 120 
days in prior to the event. 

Photo: I Can’t Let Go: A Tribute to Linda Ronstadt at Rochester Civic Theatre 

See Appendix for:  
1.3 – A Sample Contact List of Third Party Vendors 
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 Additional Documents: 
 

o A Site Plan for the Event: a 
map which shows locations of 
any stages, portable 
restrooms, vendor and/or 
event tents, and activity areas. 

o Special Event Insurance: 
Events requiring a Special 
Event permit must also 
provide a Certificate of Liability 
Insurance naming the City of 
Rochester as additional 
insured. Forms must also 
include the date, location, and 
name of the event. 

o Liquor Liability Insurance: Events serving alcohol must obtain a copy of the caterer’s current 
liquor license and copy of liquor liability insurance specific to their event, date, and location 
which also list the City of Rochester as additionally insured. 

o Street Closure Map & Consent Forms: if asking for a street closure you must submit a 
professionally created street closure map (purchased from Warning Lites or Safety Signs), and a 
street closure consent form (included with your Special Event Permit Application) approved and 
signed by any property owner on the closed street). 

Right of Way Permit 
 Needed for: events asking for bagged parking meters or street closures. 

o Please note: Your request for bagged meters or street closures must first be marked on your 
City of Rochester Special Event Permit application, and then you must contact Public Works to 
confirm and set-up billing 

o You must also obtain written consent from nearby businesses affect by the street closure 
(contact Public Works for more information) 

 City Department: Public Works 
 Cost: $6.00 per meter ($3.00 per meter on Saturday and Sunday) 
 Deadline: Request must be noted on the City of Rochester Special Event Permit application under 

“Additional Services Requested by Any City Department?”   
o Again, applications must be submitted no less than 60 days prior to the event. For large scale 

events involving 1,000 participants or more, applications should be submitted no less than 90 - 
120 days in prior to the event. 

Temporary Membrane Structures Permit (a.k.a. A Tent Permit) 
 Needed for: Events using a tent measuring over 200 square feet (10’ X 20’). This application must filled 

out by both the event organizer and the company installing the tent 
 City Department: Rochester Fire Department 
 Cost: $55.00 
 Deadline: submitted no less than 30 days prior to the event 

Photo: Rochester Earth Fest Eco-Fair at Mayo Civic Center 
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Sponsorship Plan Development 
It is important to create a strategy when looking for potential event sponsors. Below you will find guidance in 
how to start the process and create a mutually beneficial experience.  

Step 1 – Brainstorm: Create a long list of businesses/organizations that you think would align well with 
your event.  Also include some names that may have access to funding and tend to be highly involved with 
community functions. 

Step 2 – Research: Look at the organizational/business values and mission. Do they align with yours? 
Although some businesses may have access to funds, their operations may contradict what your organization 
or event is projecting.  

Step 3 – Determine Purpose: What are you 
looking to have the sponsor contribute? There are 
two ways to work with a sponsor. 

1. Sponsor provides a monetary contribution to 
your event 

2. Sponsor and organizer agree upon a trade 
value 
 

o An example of this would be a media 
sponsor running ads for your event 
through their outlets and the organizer 
would provide credit to that sponsor 
through including their logo on 
advertisements, social media 
mentions, event announcements, etc.  

Step 4 – Outreach: Now that you have a solidified list of potential sponsors, it’s time to start outreach. It is 
important to be prepared for the conversation of what you expect from the sponsor and the benefits you 
would provide them. View an example Sponsor Benefits Packet at: 
http://www.downtownrochestermn.com/_files/docs/2016_tof_partnership_packet.pdf.   

Step 5 – Agreement: It is important you create and execute some sort of agreement between you and the 
sponsor. This agreement should include the terms you discussed during outreach. Have one member of your 
organization and one representative of the sponsoring business sign and date after the terms.  

Overall, it’s important to remain flexible during this process. Sometimes businesses are not able to provide 
everything you have in mind, but will still try to contribute in some way when possible.  

Engaging Sponsors 
You have secured a sponsor, now what? It is important to stay in touch with your sponsors throughout 
planning, execution, and wrap up of your event.  

Pre-event: Look over the terms in your sponsorship agreement. Make sure you are following through on any 
commitments to the sponsor. This could include things like logo inclusion on marketing materials or social 
media mentions. Stay in touch with your sponsor to ensure everything is running smoothly and to prepare 
them for any day-of activity.  

Photo: RedBall Rochester, Kurt Perschke, redballproject.com 

Photo: Rochester Earth Fest Eco-Fair at Mayo Civic Center 
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On-site Presence: Not all sponsors choose to be present during the event, but if they would like to be 
included, here are some options for doing so: 

 Provide a tent area for the sponsor’s 
guests to gather 

 Hang signage (typically provided by the 
sponsor) somewhere visible on the event 
site 

 Allow opportunity for the sponsor to 
handout free branded materials 

Post-event: Event Recap packets are a great 
way to show a sponsor the value of their dollars. 
Important information to include in this packet 
would be:  

 Event attendance 
 Advertising exposure  

o How many advertisements was their logo included on? 
o What was the reach of those advertisements?  

 Pictures from the event 
 Social media engagement 
 Thank you note 

Remember that you are working together to make the event possible! The sponsor’s experience will influence 
future decisions to work with your organization.  

Marketing 
Marketing is important for any event. It helps you your intended audience and make the event successful. If 
possible, dedicate at least one person on your team to marketing and preferably, someone who has some 
knowledge or interest in it. Listed below are three main areas within the realm of marketing to focus on: Print, 
Media, and Digital. Within each of these areas are examples of avenues and channels you can utilize to market 
your event and tips to consider while doing it. 

Print 
Press Release  

 Prepare an official press release that is no longer than 1 page in length (using no less than 11 point font 
or no more than 12 point font). 

 Include a point of contact (for media or general purposes), your organization’s name, and contact 
information (phone and email). 

 Include “FOR IMMEDIATE RELEASE” and the date of which the press release is published/distributed. 

Photo: RedBall Rochester, Kurt Perschke, redballproject.com 

See Appendix for:  
1.4 – A Sample Sponsor Event Summary Packet 
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 Be sure to include the five W’s:  
 

1. Who 
2. What 
3. When 
4. Where 
5. Why 

View a sample/previous RDA press release at 
http://www.downtownrochestermn.com/connect/press-
releases 

 

 Distribute your press release to local media about 
1 month before your event. You can find general 
contact information on their website.  

 Be sure to keep the email containing the press 
release as short as possible.   

 Also as a courtesy, refrain from sending your 
press release to individual reporters unless you 
have already built rapport with a particular 
individual.  

Event posters 
 Design an event poster and distribute them 

around town at key strategic locations that relate 
to your target audience. Be sure to obtain 
permission before posting. 

Newspaper and other Print Publications 
 You may choose to publish advertisements with the local newspaper or other printed publication. If 

this is something that is in your budget, you can find contact information within each newspaper or 
printed publication. The largest newspaper in the Rochester area is the Post–Bulletin. 

Media 
After drafting and finalizing your press release, it is worth reaching out to local news media to earn pre-event 
coverage. News media channels include organizations like: 

 KTTC (NBC)/FOX47 
 KAAL (ABC) 
 KIMT (CBS) 
 Post-Bulletin 
 Med City Beat 
 Townsquare Media (radio, KROC FM, KROC am, Y105 FM, etc.) 
 You can find a complete list with a Google search 

 

When pitching your event to local media, it is important to keep your message short and concise, but be sure 
to include highlights about your event that will make it stand out from similar events in the past, present, or 
future. 

Photo: RedBall Rochester, Kurt Perschke, redballproject.com 
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Digital 
Online Calendars 

 There are many free online calendars to publish your event on. To begin, publish your event on the 
downtown Rochester online calendar at http://www.downtownrochestermn.com/events/submit 

 Many of the local news media also have online calendars. Submit your event at these locations. 
 A simple Google search will help you find other community calendars to list your event. 

Social Media  
 Create a Facebook event. Use this social media tool to publish updates and information about the 

event and engage with other users on social media about your event. Be genuine in your 
communications. 

 Utilize other social media platforms like Twitter, Instagram, YouTube, Google+, etc. 

Website 
 Create a website if this is in your budget. There are free options; however, be sure to do your research 

before opting for a free website or investing in a paid option. 

Volunteers 
It cannot be understated that good volunteers are crucial 
for a successful event. These individuals are many times 
the frontline representatives of your event, so it’s 
important to select individual volunteers or volunteer 
groups who are positive and committed to your cause.  

Your first piece of business when soliciting volunteers is 
to determine your event needs. Do you need greeters, 
cleaners, or just helpers that can move equipment? 
Identify your areas of need, then make a list of duties 
your volunteers will need to perform.  

For example: 
 Need: Clean-up and teardown/collection of tables, chairs, and roll-away garbage containers 
 Duties:  

o Collect trash within the event and place in roll-away trash containers 
o After garbage is collected, teardown the tables and chair and move to pick-up location 
o Collect all roll-away trash containers and move to the pick-up location 
o Perform a final sweep for garbage within the event site 

Next, take into consideration your event timeline, how many volunteers it will take to perform said duties, and 
the potential attendance of your event.  

Be sure to take some time with this part as some might think recruiting a large number of volunteers will make 
their event go more smoothly. In reality, having a large number of volunteers may involve a considerable 
amount of coordination and communication on the event day, which might be difficult for you and your team 
to spare. It’s helpful to sit down and talk through these considerations with your planning team.  

Photo: Rochester Earth Fest Eco-Fair at Mayo Civic Center 

See Appendix for:  
1.5 – A Complete Example of Volunteer Duties 
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Individual Volunteers vs. Groups 
Once all of your volunteer roles, duties, start/end times, and numbers figured out, you’ll need to decide 
whether to work with a group or individual volunteers. There can be benefits and challenges to working with 
either one which are highlighted below. So give it some thought, and select the type that feels right for your 
event. 
Group Volunteers: Are usually employees of a business or members of an organization and have a 
designated leader (e.g. the United Way, IBM, the Salvation Army, or a high school sports team). 

Benefits:  
 Instead of trying to recruit and communicate with a number of individuals, you will usually coordinate 

with one person, the group leader 
 Working with groups can be helpful when you need to recruit a larger number of volunteers for an 

event 
 Usually, the individuals within the group know one another and work well together 
 There is greater accountability for the volunteers to show up to your event because they don’t want to 

let their group members down 

Challenges:  
 The nature of activities within your event may prevent you from working with certain groups (e.g. an 

event that serves or features alcohol will likely prevent youth or certain non-profits from participating) 
 Sometimes groups ask for or require a donation to their organization for participating, which may not 

always be possible within an event’s budget 
 Make sure you clearly communicate the maximum number of volunteers needed and your 

expectations with the group leader before the event 

Individual Volunteers: Are people who have either been recruited or have expressed interest in 
volunteering their time for your organization or event. 

Benefits:  
 You might have the opportunity to work with a volunteer who is really passionate about your cause or 

event 
 Individuals can sometimes bring greater diversity, perspectives, and experience to your event 
 Sometimes an individual volunteer can end up being someone one who really stands out and becomes 

a larger player in your future events 

Challenges: 
 Communicating your expectations and event information with a large number of individual volunteers 

can sometimes be challenging 
 Without someone (a leader or group) to hold them accountable, an individual volunteer may not show 

up to your event 
 If you need a large number of volunteers for your event, it may take a long time to recruit and  

orientate individuals 
 Although rare, differences in personality amongst your volunteers can sometimes have negative 

consequences for your event 

Whether working with a group or individuals, it’s important to have clear and concise communication with 
your volunteers before and during the event. Also after the experience, reach out to your volunteers and ask 
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them what part of the experience they enjoyed, and what could be improved. Their feedback, whether good 
or bad will help you grow your skills in this area and make you a better event organizer overall. 

The Lead Up 
The day you’ve been waiting for is fast approaching, and 
you may be feeling excited or even a little anxious. The 
2 weeks prior to your event will be over before you 
know it, but in that time you and your team will want to 
re-confirm information and put the final touches on 
your event.  

The following is a general event checklist designed to 
help you get started in identifying all of the details you’ll 
need to keep in mind, along with an indication of 
suggested times leading up to the big day.  

1-2 Weeks Prior to the Event 
 Check RSVP or ticket sales and send final attendee numbers to your caterer. 
 Re-confirm event dates and times with presenters and performers. 
 Hold pre-event meetings with 3rd party vendors, managers of the venue, and volunteers. 
 Do one last walk-through of venue and all event spaces. 
 Create a detailed hour-by-hour event timeline for key volunteers and vendors based on meeting 

conversations and distribute to them. 
 Create an “Event Day Survival Kit” full of needed items: pens, sharpies, highlighters, tape, scissors, etc. 
 Make nametags or lanyards to designate staff and volunteers. 
 If a ticketed event, send final information to attendees including directions, maps, and last minute 

details. 
 Discuss severe weather logistics with planning team (if hosting an outdoor event). 

1-2 Days Prior to the Event 
 Create a final to-do list to ensure all of your tasks are completed. 
 Make sure you have important contact numbers for venue managers, 3rd party vendors, volunteers, or 

non-emergency police in one place and easily accessible on the event day. It is helpful to laminate 
these and put on your staff lanyards. 

 Reconfirm schedule with your caterer. 
 Deliver materials/equipment to the venue site (if possible). 

Event Day 
The day of your event will go by quickly, and no matter how much you plan, you can bet a few unexpected 
things will arise. If something comes up, be sure to utilize the resources you have on hand such as: 

- Your planning team  
- The volunteers  
- Your list of important contact numbers 
- The “Event Day Survival Kit” 

Photo: Rochester Earth Fest Eco-Fair at Mayo Civic Center 
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It will also be important to arrive to the venue early and stay until the end of your event. Doing this will ensure 
you can do a final walk through before and after the event, and monitor your 3rd party vendors to oversee 
their set-up and teardown making sure they’re adhering to venue policies. 

Once everything is up and running, be sure to check in with all of your sponsors and volunteers throughout the 
event, and stick to your plan as best as you can. Also, take some time to also enjoy the event and relax – your 
hard work is paying off! 

Post Event 
After your event, you will no doubt be tired in both body and mind so be sure to reserve the following day to 
recuperate and rest. You will have earned it! However, in the following week you will want to evaluate, 
acknowledge, and recap the event. Each of these follow up areas are important and expected by those in the 
community who participated in and provided assistance to your event. 

Evaluation 
Make sure this follow-up discussion is conducted with your planning team very soon after the event while the 
information is still fresh in your minds. Your team will want to honestly discuss and record the successes or 
challenges. Remember to provide constructive and critical feedback, and if something didn’t go well, ask how 
it could have been improved. 

Suggested questions might include: 
 Was communication with 3rd party vendors, 

entertainment, and volunteers effective? 
 How did your 3rd party vendors, volunteers, 

and entertainment perform? 
 Was the venue a good choice for your 

event? 
 If your sponsors were onsite, what was their 

opinion of the event when you spoke with 
them? 

 How many attendees were there? 
 How did attendees engage with your 

activities or respond to your programming? 
 Did the media show up to cover event? If so, 

who came and what type of coverage did you receive? 
 Were you able to stick to your budget?  
 Did you achieve your goal or objective with the event? 
 Do you think the event had an impact on the community? If so, what was that impact? 
 Would you hold this event again? 

 

Photo: Peace Plaza on Bastille Day 

See Appendix for:  
1.6 – A Complete Example of a Pre-Event Checklist 
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Again, these questions are just helpful suggestions, and your group will no doubt think of others that are more 
specific to your event from items that came up. 

Acknowledgements 
Saying thank you to everyone who assisted with your event is not just a nice thing to do, but it also ensures 
the relationships you created end on a positive note. Make sure to give thanks and acknowledge the 
contributions of: 

- Sponsors 
- Volunteers 
- Speakers or presenters 
- Entertainers 
- 3rd Party Vendors 
- Any media outlets who provided coverage 

 
In your thank you notes, be sure to remind the recipients 
of the event’s success and how they contributed to it 
(e.g. impact on the community, dollars raised, number of 
attendees, etc.). You can send these thank you notes via 
a personally crafted email, or in the mail with a physical 
note. Either way, put some thought into each of them, 
and avoid sending a large impersonal email blast. 

The End 
While this is the end of the planning guide, we here at Rochester Downtown Alliance hope this is not the end 
of your interest in event planning. Events and engaging with the community are essential for establishing 
downtown Rochester as a place that is vibrant, urban, and inviting to residents and visitors. 

If you should have any questions about this information contained within this guide, please contact our office 
Monday – Friday from 9:00am – 5:00pm at (507) 216-9882 or via email at info@rdowntownalliance.com.  

We are happy to answer your questions or serve as the central hub in referring you to the information or 
groups you may wish to connect with in downtown Rochester.  

Good luck and happy planning! 

Photo: Peace Plaza on Bastille Day 

© 2016 Rochester Downtown Alliance. All Rights Reserved. 
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Appendix 

1.1 Possible Group Roles & Responsibilities 
Please note: These are suggested roles & responsibilities and may differ from the needs of your event. If the below roles are utilized, 
it’s possible for individuals in your group to fill more than one role. 

Event Management Role: 
 Books & coordinates with 3rd party vendors 
 Reserves venue for the event 
 Creates site plan for event which shows location or 

vendors, tables, chairs, and restrooms 
 Develop event timeline which includes roles and 

responsibilities for group members 
 Creates list of important contacts to have on-site 
 Works within budget set for the event 
 Is prepared for media inquiries/interviews about the 

event 
 Makes sure event is running smoothly and checks in 

with vendors throughout the day 
 Ensures event site is properly cleaned after event 

ends 
 Completes an event recap including attendance 

numbers 
 Hold an event debrief meeting with vendors and 

group members 

Financial Role: 
 Creates event budget 
 Helps determine sources of revenue 
 Creates invoices for participating vendors and pays 

for necessary expenditures  
 Creates final report of event revenues & 

expenditures  

Legal Role: 
 Works with Event Management Role on site plan to 

submit with Special Event Permit application 
 Completes and submits Special Event Permit 

application to City Clerk 
 Obtains and submits event insurance & liquor 

liability insurance to the City Clerk 
 Obtains Right of Way Permit for bagged parking 

meters or street closure from Public Works (if 
applicable) 

 Completes and submits Tent Permit to Fire Dept. (if 
applicable) 

 Creates or signs any 3rd party vendor contracts for 
event  

Marketing Role 
 Creates advertising and promotional plan 
 Works with Financial Role to draw up marketing 

budget 
 Creates or contracts with 3rd party vendor for event 

graphics on posters or handouts 
 Generates and updates webpage and social media 

channels before, during, and after event 
 Creates and submits press release to media channels 
 Submits event to online event calendars 
 Works with Sponsorship Role to ensure Sponsors 

logos are included in promotions 
 Works with Volunteer Role to ensure volunteer 

group logos are included in promotions 
 Ensures all marketing deadlines are met 

 

Sponsorship Role 
 Creates sponsorship plan and brainstorms list of 

potential sponsors for event 
 Researches potential sponsor values and mission 

prior to outreach 
 Reaches out and obtains sponsorships for event 
 Works with Marketing and Event Management Role 

to ensure sponsorship expectations are met 
 Checks in with Sponsors on-site at event (if present) 
 Works with Event Management Role on event recap 

and presents to sponsors 
 

Volunteer Management Role 
 Creates volunteer plan and works with Event 

Management Role to determine needs for event 
 Creates overview of experience which includes date, 

volunteer times, and duties at event 
 Decides whether to use group or individual 

volunteers and performs outreach 
 Works with Marketing & Event Management Role to 

ensure promotion of group volunteer organization (if 
applicable) 

 Communicates event information and expectations 
to volunteers prior to event 

 Manages volunteers on-site at event 
 Thanks volunteers post event, and works with Event 

Management Role include volunteer experience in 
event recap 

© 2016 Rochester Downtown Alliance. All Rights Reserved. 
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1.2 Sample Event Budget 
Please note: This a sample budget and may differ from the needs and budget of your event.   

Event Name: First Music Festival       

Event Date: June 3, 2016        

BUDGET: 

Estimated Revenues: 

Admission ($5 x 200 attendees)   $1,500    

Beer Company Sponsorship   $1,000   

DCI First-Time Event Grant   $1,000   

Food Vendor Fees ($75 x 20 vendors)  $1,500   

  

   Subtotal: $5,000   

Less: Estimated Expenses: 

Audio/Visual Production   $2,500   

Stage & Tent Rental    $(Free/in-kind) 

200 (11” x 17”) Event Posters   $150   

1 (6’ x 3’) Event Banner    $60   

Facebook Boosted Post    $50   

20 Bagged Parking Meters ($6/meter)  $120   

Special Event Permit Fee   $50   

Tent Permit Fee     $55   

3 Musical Performers    $900   

Group Volunteer Donation   $200   

Water & On-site supplies   $200   

   Subtotal: $4285   

Grand Total:      $715                                                                                 

–
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1.3 Sample Contact List of Third Party Vendors 
Please note: This is a sample list of third party vendors and is by no means exhaustive. It’s important to conduct your own search 
and choose a vendor that matches your event’s specific needs. 

Resources for Additional Third Party Vendor Contacts 
 Rochester Area Chamber of Commerce: (507) 288-1122 or chamber@rochestermnchamber.com  
 Rochester Convention & Visitors Bureau: (507) 288-4331 or info@rochestercvb.org  

Third Party Vendor                     Phone                                          Website 
Audio/Visual Production 

Northern Sun Productions (507) 273-7351 http://www.northernsunproductions.com/  
Spectrum Pro Audio (507) 281-1378 http://www.spectrumproaudio.com/  

Music/Entertainment 

Reverb.mn (707) 722-1195 http://reverb.mn/home 
Wolfpack Event Services (507) 990-1216 http://www.wolfpackeventservices.com/  

Catering & Bartending 

Catering By Design (507) 282-3005 http://www.cateringbydesign.org/  
Grand Rounds Brew Pub (507) 292-1628 http://grandroundsbrewpub.com/  

Johnny Mango’s Cabernet Catering (507) 226-8316 http://www.chefmango.com/  

Sontés Catering (507) 292-8936 http://sontescatering.com/  
The Canadian Honker (507) 258-4633 http://canadianhonker.com/  

The Kahler Hospitality Group (507) 285-2722 http://www.kahler.com/  
The Loop (507) 226-8644 http://rochester.looprestaurants.com/  

Victoria’s Ristorante & Wine Bar (507) 280-6232 http://www.victoriasmn.com/  

Tables, Chairs & Tents 

Majestic Tents & Events (507) 876-1127 http://majestictents.com/  
The Rental Depot (507) 288-2741 http://www.rentaldepot.com/  

Portable Restrooms & Wash Stations 

On-Site Sanitation (507) 282-8407 http://onsiteco.com/  
Waste Management (888) 960-0008 http://www.wm.com/index.jsp  

Waste Collection 

Advanced Disposal (507) 281-5850 http://www.advanceddisposal.com/  
Waste Management (888) 960-0008  http://www.wm.com/index.jsp 

Event Staffing Services 

Wolfpack Event Services (507) 990-1216 http://www.wolfpackeventservices.com/  



164

P a g e  | 19 

1.4 Sample Sponsor Event Summary Packet 
Please note: The following nine pages are the Sponsor Event Recap Packet which was provided by the RDA to the People’s Food Co-
op for Thursdays on First & 3rd 2015. Your sponsor event recap may look different or include more or less information. 
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1.5 Complete Example of Volunteer Duties 

Volunteer Waste Collection at Event 
Priority Duty 

1 Trash collection on-site until event ends at 9:30pm 
Note:  
o When you here announcements onstage, the event has 

ended 
2 AT 9:30PM: 

1. Pick-up garbage from tables and chairs 
2. Following the garbage cleaners, tear-down white tables and 

chairs and place in pickup locations 
3 1. If city garbages and rolling garbages are overflowing, empty 

trash to the rim of can. 
2. Place excess trash in garbage bag, set bag next to can when full 

4 Move garbage & recycling cans to pick-up locations 
Notes:  
o Move garbage & recycling cans last as attendees will 

likely throw items away on their way out of the event 
o Please do not surround bike racks with cans 

5 Continue trash collection within event site until clean 
Note:  
o Be sure to look under benches, in planters, and on 

window sills for stray cups, straws, and napkins 

 

When finished contact he Volunteer Coordinator to 
check out at: (list contact number or meeting location) 
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1.6 Complete Example of a Pre-Event Checklist 
Please note: This is an example of an event checklist to help get you started. You will likely need to expand or drill down this 
checklist and make it specific to your event. 

4-6 Months Prior to Event 
 Meet with planning group and brainstorm event 

ideas 
 Create overview of event (name, date & times, 

objectives, outcomes, description, target 
audience, estimated attendance, and activities) 

 Establish group roles and responsibilities 
 Brainstorm, create sponsor benefits document, 

and secure potential sponsors 
 Research and apply for additional sources of 

funding (e.g. grants) 
 Begin establishing budget 
 Select and secure venue 
 If requesting a street closure, contact barricade 

company layout and obtain nearby consent 
from businesses 

 Research potential bands or other 
entertainment 

3-4 Months Prior to Event 
 Develop marketing plan 
 Create volunteer plan and overview of duties 
 Contact and third party vendors and reserve 

activities & logistical services 
 Reach out to potential bands or entertainment 
 Obtain event and liquor liability insurances 
 Complete and submit  permit applications, 

event and liquor liability insurances to the City 
Clerk 

2-3 Months Prior to Event 
 Create & proof event poster and/or handouts 

send to printing company 
 Confirm bands or other entertainment with 

signed contract 
 Begin outreach & confirm potential volunteer 

groups or individuals volunteers 
 Begin work on press release 
 Create Social Media event page and hashtag for 

your event 

1 Month Prior to Event 
 Check-in with City to confirm approval of 

permits 

 Begin selling and promoting ticket sales online 
and/or in person 

 Email press release to local media 
 Begin distributing event posters to local 

businesses 
 Begin posting event to online event calendars 
 

1-2 Weeks Prior to the Event 
 Check RSVP or ticket sales and send final 

attendee numbers to your caterer 
 Re-confirm event dates and times with 

presenters and performers 
 Hold pre-event meetings with 3rd party vendors, 

managers of the venue, and volunteers. 
 Do one last walk-through of venue and all event 

spaces 
 Create a detailed hour-by-hour event timeline 

for key volunteers and vendors based on 
meeting conversations and distribute to them 

 Create an “Event Day Survival Kit” full of needed 
items: pens, sharpies, highlighters, tape, 
scissors, etc. 

 Make nametags or lanyards to designate staff 
and volunteers 

 If a ticketed event, send final information to 
attendees including directions, maps, and last 
minute details 

 Discuss severe weather logistics with planning 
team (if hosting an outdoor event) 

 

1-2 Days Prior to the Event 
 Create a final to-do list to ensure all of your 

tasks are completed 
 Make sure you have important contact numbers 

for venue managers, 3rd party vendors, 
volunteers, or non-emergency police in one 
place and easily accessible on the event day. It 
is helpful to laminate these and put on your 
staff lanyards 

 Reconfirm schedule with your caterer 
 Deliver materials/equipment to the venue site 

(if possible) 

 
 

 
 
 

© 2016 Rochester Downtown Alliance. All Rights Reserved. 
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stART-up fund Request Form 
Downtown Rochester, MN 

 
The Rochester Downtown Alliance (RDA) is seeking new partners to help us continue to make 
downtown Rochester a vibrant place. We’re excited to form partnerships to create diverse, different, 
new (i.e. first-time) arts & cultural events for downtown Rochester! 
 
If you have a new event idea that you need help getting started, fill out the attached form and return 
it to the RDA. Include a copy of your event budget that states how the requested funds will be used 
and a marketing plan that incorporates the downtown Rochester brand. 
 
StART-up funds are available in both small and large scale amounts up to $1,000 or $3,000 to 
grassroots artists or organizers. Each submitted request will be considered by the RDA Downtown 
Cultural Initiatives Committee under the following criteria: 
 

 Mission Alignment – How does your request align with the RDA mission statement, which 
seeks to create a unique, vibrant, urban experience – a central gathering place for the 
community that is attractive, inviting, fun and livable? 
 

 Location – Does the event take place within the designated 44-block Special Service District 
(see attached map). Of particular interest to the review committee are those program 
proposals that seek to activate under-utilized spaces in the downtown district, such as the 
river walk, Central Park, empty parking lots, etc. 

 

 Type of Event/Program – Is this a diverse, different, new idea that celebrates arts & culture? 
 

 Community Engagement – How does your event create a meaningful opportunity to 
engage the downtown community and/or invite a target audience from outside of downtown 
to come to the event, thus increasing foot traffic in the downtown corridor? 

 

 Focus – How does your event enrich lives and connect people? 
 

 Marketing Appeal – What is your marketing plan, and how will it include the downtown 
brand, “Downtown Rochester.” 

 
For additional information, contact Karli McElroy at the RDA. We look forward to hearing from you. 
 
Rochester Downtown Alliance 
Karli McElroy, Events & Volunteer Coordinator 
kmcelroy@rdowntownalliance.com  
(507) 216-9883  
4 3rd St. SW, Suite B 
Rochester, MN 55902 
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StART Up Fund Request Form 

Date of Request:      

PLEASE TYPE OR PRINT 

General Information 

Name of Applicant:        Primary Phone:      

E-mail Address: _____________________________________________________ 
 
Street Address:          

City:       State:       Zip:     

Have you ever hosted an event in Downtown Rochester?   ________Yes      ______No 

If yes, what was the event?       _______________________________________    

Have you ever received grant funding from the RDA?   ________Yes      ______No 

If yes, how much funding and for what?      ________________   

Do you currently have any outstanding Art & Cultural Programming Grant Follow-up forms due to the 
RDA for a past event?     ________Yes         _________ No 

Event Information 

Name of Program:        Date(s) of Event:    _______ 
**Must be a first-time event taking place Downtown 
 
Location of Program:          
**Must be within the 44-block Special Service District  
     
Event Website/Facebook Link:      

Estimated Attendance:      
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Target Audience:      

Will an admission fee be charged?      Yes   No 

If yes, how much?     

Description of Event: (Be specific in noting overall event itinerary – including start & end time, activities, 

food/beverage, entertainment, etc.); explain how the event is a diverse, different, new idea that 

celebrates arts & culture: 

         

        

        

         

         

         

Focus (Describe in detail how the event enriches lives and connects people): 

        

         

         

         

         

         

Marketing Plan (describe how you intend to promote your event and how you will include the 

downtown brand: “Downtown Rochester”:  

         

        

         

         

         

         

Are sponsors/partners involved?  Yes ________No   

If yes, provide names:     ______________________________________ 
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Will sponsor signage be present?  ________Yes      ______No 
    

Will information/goods/promotional materials be distributed?    ____ _Yes     ___ _No 

Grant Request 

Cash Amount:     
**Include a copy of the event budget listing both revenue sources and expenses with your request form.  
Grant amounts may be requested for up to $1,000 - $3,000. 
 
**Funds cannot be used for food & beverage or permanent assets (i.e. camera equipment, tools, etc.)  Please 
contact the RDA with questions. 

Other Services / Requests: 
 Waiver of Peace Plaza Rental Fee (excludes RDA Permit Application Fee or Activities & Sound Amplification City Permit Fee) 

 
Signature 

FALSIFICATION AND/OR MISREPRESENTATION IN COMPLETING THIS FORM MAY RESULT IN DENIAL OF MY 
REQUEST AND/OR FUTURE CONSIDERATION. 

I UNDERSTAND THAT CHANGES TO THE ABOVE DETAILED PROGRAM CONTENT REQUIRE IMMEDIATE 
NOTIFICATION OF ROCHESTER DOWNTOWN ALLIANCE STAFF.  

         
Signature      Date 
 

 
Return completed request to: 
Rochester Downtown Alliance  

Karli McElroy 
kmcelroy@rdowntownalliance.com  

4 3rd St. SW, Suite B 
Rochester, MN 55902 

RDA Use Only 

This request form has been approved/denied for $   by       , 
authorized RDA representative on    (date). 
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City of Rochester Music Board 

BOARD:    Rochester Civic Music Board  

MISSION STATEMENT:  Rochester Civic Music is a City department that provides 
the community with opportunities for high quality, diverse, and accessible musical and 
educational programs.  The department offers a broad range of concerts, performance 
opportunities for area musicians, and artistic support services that help make Rochester a 
more livable community and contribute to the quality of life of its citizens.   
 
 
ORGANIZATIONAL STRUCTURE:  The Rochester Civic Music Board, appointed 
by the mayor with the advice and consent of the Council, is comprised of 13 members, 
one from each ward and seven from the city at large, and up to 2 Ex-Officio members. 

Meetings are held the 4th Tuesday in the months of March, May, July, September, and 
November with an annual meeting held in January. 
 
 
MEMBER RESPONSIBILITIES: 
 Develop, organize, promote and administer a comprehensive, coordinated music 

program for the city.  
 Provide music for the general public within the limits of the funds made available 

for that purpose. 
 Promote and encourage all music and musical activities of a public nature in the 

city and vicinity. 
 Accept gifts and bequests for the benefit of the music program. 

 
 
APPOINTMENT REQUIREMENTS:  Regular members must be residents of 
Rochester. 

FOR FURTHER INFORMATION CONTACT:  Steven J. Schmidt, General Manager. 
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The first structure outlined above, mbedded within the city,  
is an option that typically includes an arts commission-like entity 
that is internal to the City and involves a City staff person or team. 
The second structure is a City onprofit partnership model where 
the city leads and the onprofit serves to facilitate community 
engagement and work with the private sector. The third structure 
is a City onprofit partnership model, in which the onprofit 
leads and strategically works with other entities to manage, 
support, and fund art and cultural offerings. The fourth structure 
represents a regional approach lead by a onprofit partnering 
with multiple government agencies.

These are examples of the structural arrangements arts and 
culture management can take. The following pages show 
examples of these structures in various cities. The comparative 
cities were selected for the following comparable features with 

uluth: approximate population, near or on a state border, 
college town, and river or railroad presence. 

1. 2.

3. 4.

Embedded Within 
the City

City

City

County or 
Adjacent City

onprofit onprofit

Partners

City Leads

Appendix F
Sample public art program 
structures
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Fort Collins

City Council

Art in Public Places

Culture, Parks, Rec, 
and Environment

Downtown 
Development 

Authority

Arts Incubator of the 
Rockies
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Municipal Arts Agencies Comparative Report

Winnipeg, ON

City Planning and 
evelopment ffice

Winnipeg Arts 
Council

Public Art
Grant 

Programs
Arts 

Development
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St. Paul, MN

City 

Public Works & Other 
City Departments 

Finance & Policy 
Departments 

Nonprofit 

Public Art St. Paul 

City Artist in 
Residence 

Public Art 
Ordinance 

Administrator 

Grants 

Citizen review board 

Administrator 

City Artist in 

Grants 

City Artist in 
Residence 

City Artist in 

Arts 
Department 

Manager 
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City 

Partners 
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Portland, ME

City 
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Rochester’s cultural vibrancy coupled with the City of Rochester’s 
Master Planning process and the Destination Medical Center 
initiative calls for a unified body incorporating policyma ers, 
philanthropists, artistic practitioners and the public to determine 
policy and direction for the development and expansion of the 
arts. The Greater Rochester Arts and Cultural Trust will serve as 
an independent, informed resource for generative discussion and 
action for arts-related issues. The mission of the Trust is “To enrich 
the greater Rochester area by ensuring the continued celebration, 
promotion and advocacy of the arts and humanities.” This is 
supported by six generative goals:

1. Workforce Development
2. Arts Consumer Cultivation
3. Policy Development
4. Arts Experience Enhancement
5. Economic Development and 
6. Regional initiatives

There have been three renditions of an Arts Council in Rochester. 
The first was started in the s by a group of dedicated 
individuals (such as Judy Sloan and Harley Flathers) who 
proactively increased the visibility of the arts in the community 
through such initiatives as arts events publication in the 
newspaper.

In the 1990’s, the second formation of the Arts Council came into 
being, and Art in the Park was one of the key events.

This is the story of the third and current Rochester Arts Council.

The Art Administrators Round Table (AART), the brainchild of 
Ann Beatty, then-Executive Director of the Choral Arts Ensemble, 
began as an informal monthly meeting where those employed in 
the arts and others dedicated to the arts could meet, share event 
dates, collaborate on projects, participate in educational programs 
and just plain socialize.

Approximately a year after the formation of AART, Rochester’s 
Downtown Alliance (RDA) committee, Avenue of the Arts, chaired 

Appendix G
About the Greater Rochester Arts 
and Cultural Trust
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by Audrey Betcher, Director of the Rochester Public Library, 
was working to create more visibility for the Arts & Culture in 
downtown Rochester.  

The Avenue of the Arts committee saw the need for the creation 
of a website showcasing all arts related activities in Rochester 
including the ability purchase tickets online. But the committee’s 
mission was narrower and not set up for the ongoing maintenance 
of such a project.  The RDA explored the option of creating a new 
arts council that would take on supporting all arts organizations 
in Rochester through joint projects such as online ticketing, arts 
marketing, and an arts fair.  The idea was received favorably and 
the Rochester Arts Council was incorporated in April, 2006.

As the ochester Arts Council defined its mission, goals and 
found its feet as a new organization, AART was also going 
through changes becoming more formal by creating bylaws and 
membership requirements.

Also at the same time, Mayor Ardell Brede, a longtime advocate 
of the arts, felt that “all great cities have arts councils”, so with the 
support and encouragement of Mayor Brede, the broader vision 
of a unified arts council to promote the arts in ochester moved 
members from both groups to merge their goals.  AART became 
a subcommittee of the Rochester Arts Council and continued 
to fulfill its original role for a period of time until the group 
disbanded.

The Rochester Arts Council board has had strong social capital 
over the years from volunteer Council members representing 
the Art Administrators Round Table, Rochester City Council, 
Avenue of the Arts, Mayo Civic Center, Southeast Minnesota Arts 
Council, Rochester Convention and Visitors Bureau, the business 
community and the general public.

With the proposed expansion of responsibilities of the Rochester 
Arts Council, an Executive Director was hired in March, 2008.

After 6 years of successful programming such as Dancing for the 
Arts, with 10 celebrities going toe-to-toe paired with professional 
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dancers to raise money for youth arts education; and The Fete 
and Ardee Awards, celebrating excellence in the arts; not to 
mention public art projects such as The Goose is Loose! and Life’s 
a Bench!, the Rochester Arts Council board determined it was 
time to grow to meet the coming demands of arts and culture in 
light of the Destination Medical Center initiative. Thus after years 
of discussion through its Building A Creative Economy initiative 
(BACE) in partnership with the Rochester Area Foundation and 
Rochester Downtown Alliance, the Arts Council convened a task 
force of leaders from all sectors of the community. The charge was 
to formulate a new viable administrative structure. That was the 
genesis of the Greater Rochester Arts and Cultural Trust in 2014.

The Trust is committed to:

• Functioning with clarity and purpose
• Promoting diversity and collaboration to foster a stronger 

community
• Fostering a culture of creative expression, cultural heritage 

preservation and innovation
• Positively impacting the economic development of the 

community through the arts
• Advocating the value of the arts through education
• Nurturing and sustaining artists in their creativity and work

The Trust intends to:

• Identify arts, cultural and entertainment issues to best serve 
the interests of the community

• Elevate the visibility of the arts
• Serve as a connector and facilitator
• Improve the livelihood of individual artists
• Impact the growth of the city and region
• Be a voice and ambassador for the arts

Several months ago the Trust determined through conversations 
with city officials and an array of community members that a need 
existed for some kind of plan that would clarify a vision for Public 
Art in our community AND propose recommendations for Public 
Art policies, governance, funding and infrastructure.  The Trust 
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addressed this need by hiring Forecast Public Art, a leader in the 
field of public art, to help direct the Trust and create a Public Art 

aster Plan that would be unique to ochester and valid to its 
past, present and future.  

Many public spaces are owned by private entities, creating 
public/private relationships. The goal is to set the stage for art 
to happen, not necessarily to create the art.  It is not just about 
putting art in a place, it is about creating a place with the art.  
Art draws attention to a place and provides an opportunity for a 
shared experience.
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Media Contact: Ellen Huston 

Cell: 507-254-7580

gract.ellen@gmail.com

May 11, 2016

For Immediate Release

Public Art Master Plan Community Input Survey Final Date June 1, 2016

ROCHESTER, Minn., May 11, 2016 — The Greater Rochester Arts & Cultural Trust, a non-profit-tax exempt organization, 

and the Public Art Master Plan Steering Committee are asking the community to share their opinions about public art by 

way of a short survey.  The survey can be accessed through the following link through June 1st, 2016: : http://goo.gl/

forms/BE9J9yHbAU    

The Steering Committee’s Community Engagement Team has worked diligently to 

create out-reach opportunities for the community to weigh-in on public art and the master 

plan, including:  Focus Groups (March-April),  On-line Survey (April-June),  What Is Public 

Art? presentations (April-August) and Public Meetings (August-September).  The What Is Public Art? pairs people 

(Ambassadors) interested in sharing information about public art with a set of materials (power point, script, talking 

points, thank you gift) that can be presented to a service group or any gathering of people.  Anyone interested in becoming 

a Public Art Master Plan (PAMP) Ambassador can contact Ellen Huston, Chair, PAMP Steering Committee at: gract.

ellen@gmail.com

The Rochester Area Public Art Master Plan will seek to answer the key questions of, how public art relates to 

place, how it can have an impact on a community, and how its administration can be set up in such a way that public 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art becomes part of the entire landscape of Rochester. The PAMP will provide a living and flexible set of objectives, 

both as a framework and a series of action steps for the maintenance, integration and continued growth of public art in 

Rochester’s public spaces. For the purposes of the Public Art Master Plan, we are defining public art as those works that 

are free and accessible to the public, including the mediums of visual art, dance, festivals, music, theatre, literature, and 

photography. Public art can be permanent or temporary.

The Greater Rochester Arts & Cultural Trust is a tax exempt, non-profit organization located in Rochester, MN with the 
mission to enrich the greater Rochester community by ensuring the continued celebration, promotion and advocacy of 
the arts and humanities.  GRA&T, along with Forecast Public Art and the greater Rochester community, is in the process 
of developing a public art master plan for the city of Rochester.  

 




