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1st Term:
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1st Term:
Apr 18, 2018 to Apr 18, 2021

1st Term:
Oct 23, 2018 to Oct 23, 2021

1st Term:
Oct 23, 2018 to Oct 23, 2021

1st Term:
Oct 23, 2018 to Oct 23, 2021

1st Term:
N/A N/A

No Term:
N/A N/A

Appointing Authority:
City Council

Appointing Authority:
City Council

Appointing Authority:

Appointing Authority:
City Council

Appointing Authority:
City Council

El Paso Country Representative



What do wWe do?

The Public Art Commission was established
in 1982 by the City of Colorado Springs and
El Paso County. A 12-member all volunteer
board, including two elected officials
serving as liaisons from Colorado Springs

I \ City Council and El Paso County’s Board of
% 82 Commissioners, the Commission is charged
) with acting in an advisory capacity to
W cvaluate, advocate, stimulate and facilitate
matters of public art and culture.
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* Currently there is no dedicated funding
for commissioning public art for the city.

e Out of the 99 pieces of art in the City’s
collection, the vast majority have been
donated by various artists.

* Anyone who donates art will also be
responsible for a 10% maintenance fund
which will help with the long term cost
of the piece. This 10% is based on the
value of the sculpture.




What IS on the hoernizen for public LORA
art In the local community/? Carancs”
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* Review of the current status of the City’s public art
procedures, ordinances, and activities.

* Complete asset mapping to determine location and
ownership of current public art.

» ldentify key actions for the near- and long-term to get
City programs better aligned with best practices (e.g.
changes to the review process, sustainable
maintenance funding, options for funding new
projects, etc.)

Identify community or neighborhood projects that might serve as near-term priorities for
new public art (e.g. Olympic Museum complex, Ivywild community, etc.)

Develop a tool kit that neighborhoods could utilize to help spread more public art around
the community.

Define an “Aspirational Vision” for public art in Colorado Springs
» Just received approval to proceed with the chosen consultants to build the Master Plan.



ART ON THE STREETS

X
DOWNTOWN

COLORADO SPRINGS

* Annual art program conducted by
Downtown Partnership (2019 will be the
215t year)

* |In recent years, some of the art that has
been showcased in the exhibit has been
acquired for pieces in the City’s
collection.

“I Have Been Dreaming To Be A Tree” by Byeong Doo Moon



Local and National Punlic Art

City (SMISA) Population Funded?’s Capital allocated
Colorado Springs 686,908 No N/A
Aurora 353,108 Yes 1%
Boulder 305,166 Yes Shared Sales Tax
Denver 2,651,392 Yes 1%

Ft. Collins 324,122 Yes 1%
Grand Junction 147,509 Yes 1%
Greeley 265,066 Yes 1%
Longmont 88,547 Yes 1%
Pueblo 160,757 No N/A

Loveland 72,651 Yes 1%




Cities
Outside
Colorado

City (SMSA) Population Funded?% Capital allocated
Albuguerque, NM 899,137 Yes 1%
Austin, TX 1,835,016 Yes 2%
Boise, ID 639,616 Yes 1.4%
El Paso, TX 827,206 Yes 2%
Kansas City, MO 2,040,869 Yes 1%
Las Vegas, NV 2,003,613 Yes 1%
Minneapolis, MN 3,424,786 Yes 1.5%
Ogden, UT 614,521 Yes 1%
Oklahoma City, OK 1,297,998 Yes 1%
Phoenix, AZ 4,337,542 Yes 1%
Portland, OR 2,288,796 Yes 2%
Provo, UT 550,774 Yes Shared Sales Tax
Reno, NV 433,919 Yes 2%
Salt Lake City, UT 1,123,643 Yes 1%
San Antonio, TX 2,239,222 Yes 1%
San Diego, CA 3,183,143 Yes 2%
Seattle, WA 3,557,037 Yes 1%
Spokane, WA 533,456 Yes 1%
Tacoma, WA 198,397 Yes 1%
Tucson, AZ 993,144 Yes 1%



America’s Arts Industries Represent 4.2 Percent of
the Nation’s Gross Domestic Product

= Arts & Cultural Production

\/—’

$641 $617 $656 $661 $678 $704
in 2008 in 2009 in 2010 in 2011 in2012 in 2013

Contributions to the GDP by Arts & Culture Industries (Billions of Dollars)

The 2016 National Arts Index by
Americans for the Arts provides a
picture of the impact of the Great

s Recession on the arts—before, during,

i S and after. The impact on the arts was

swift and measurable. The 4-year drop
from 2007-2011 nearly doubled the 5-
year gains made between 2002-2007 (-
6.6 vs. +3.5 percentage points,

respectively).

The arts are an economic force in the United States (2015). 95,000 nonprofit arts organizations and 600,000 more arts
businesses, 2.3 million artists active in the workforce, 766,000 selfemployed artists, and $151 billion in consumer
spending.

Nonprofit Arts Attendees Spend an Average of $24.60 Per Person
(Not including admission costs)

Other $2.56

Lodging $3.51 ‘
Meals & Snacks
$13.14
Transportation
$2.65

Souvenir/Gifts
$2.74

Non-Local Arts Audiences Spend More Than
Twice as Much as Local Audiences

339,96

mlocal mNon- Local




