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Introduction

Atlantic Canada is rich with talented artists and craftspeople that are producing high-quality handcrafted goods.  The Product Tours Mission was designed as a way to help those artists/craftspeople that are interested in turning their product and working space into a tourism experience.  As trends shift towards learning and experiential tourism, the opportunity has presented itself for Atlantic Canada to capitalize on those trends and focus on developing them while presenting an opportunity for partnership and networking.  The Product Tours mission offered this learning and more to the participants in helping them create a profitable yet satisfying business.  Participants had the chance to view our neighbors south who have become successful and who offered to share their best practices on what has made them so proficient. 
Participants travelled across the New England states in search of destinations that have surpassed the expectations of experiential tourism.  The group travelled to Concord, NH, Middlebury, Manchester and Brattleboro, VT, as well as Worcester and Boston, MA, each place being a unique’ arts’ destination.  
Purpose

Atlantic Canada has many artists/craftspeople considering how to make their production process into a tourism experience. The Product Tours Mission visited different destinations around the New England States that have capitalized on the experiential tourism trend and have created experiences involving production processes and facilities.
Primary Expectations

· How can artists/artisans open their studios to the public so tourists experience the artistic process first hand
· How to capitalize on a traditional technique or know-how by creating an authentic experience around the craft being produced. 
· How adding experiential component to your operation will help become part of a larger  regional tourism experience
· How to tap into the trend towards local experiences and making the operation more “tourism friendly”
· To visit craft operators who demonstrate interpretation of their production and open their doors to the public as a means of a tourism experience
· How to showcase and manage project workshops using craftsman to produce products  and give the visitor a better understanding of the process
· What types of educational tools are necessary to explain the production process, techniques, and materials, and to provide other relevant information.  
· How to effectively use exhibition space to show visitors the creativity of craftspeople from a historical and /or contemporary perspective
· How to efficiently use public areas for reading, documentation and archives – enabling visitors who want to learn more about the craft practiced by the craftsperson to read and consult documentation. 
· How to properly showcase your salesroom/boutique for sale of the products made by the craftsperson for visitors. 
· How to market against industrial standardization

· Learn how to have the experiential production capacity to cater to tourism group tours 
· What types of partnerships are necessary to build and maintain when developing a production experience 

· How to improve practices in customer service and expand tourism knowledge
· How to effectively use visual merchandising and theme development
Mission Itinerary

Monday, March 30th  

Morning:
Atlantic Canada flies into Boston Logan Airport, MA

11:30 a.m.:
Group meets at Starbucks in Terminal B
12:00p.m.:
Meet bus and load luggage
Drive to Concord, NH (1hr 20mins hour bus ride)

Informal Group Meet and Greet between the participants on the Bus

(Introduce oneself and organization you are representing)

1:30 p.m.:
Working Lunch at the Barley House Tavern 


Presentation: 

· How to efficiently use public areas for reading, documentation and archives – enabling visitors who want to learn more about the craft practiced by the craftsperson to read and consult documentation 

· What types of educational tools are necessary to explain the production process, techniques, and materials, and to provide other relevant information 

Presenter:
Suzie Lowstoc, President of the League of Craftspeople 

3:15p.m.:
Travel to Canterbury (15 mins)

3:30 p.m.:
Quilted Art



Presentation and Visit to Studio

· How space converts for public tours,
· How to break down the studio to convert for Open Studio tours
·  Marketing plans and actual marketing pieces

Presenter: Jane Balshaw, Owner of Quilted Art

4:30p.m.:
Travel back to Concord (15 min drive)

4:45p.m.:
Arrive at the Holiday Inn Concord 

6:00p.m.:
Supper at Tía Juan’s Mararitas Mexican Restaurant 

· Info on their Visiting Artist Program and its Experiential Aspect 

8:00p.m.:
Free Time

Tuesday, March 31st  


7:30 a.m.: 
Check out

Breakfast at Nonni’s (located in the Hotel)




8:15 a.m.: 
Head to Middlebury (2hr 40 m. travel)

10:45 a.m.:
Arrive in Middlebury

11:00a.m.:
Maple Landmark - wooden toy company.  



Presentation during site tour

· Discussion on battling imports

· Encourage experiential tourism 

· How to capitalize on a traditional technique or know-how by creating an authentic experience around the craft being produced

· How to tap into the trend towards local experiences and making the operation more “tourism friendly”
· To visit craft operators who demonstrate interpretation of their production and open their doors to the public as a means of a tourism experience

· How to properly showcase your salesroom/boutique for sale of the products made by the craftsperson for visitors

· How to market against industrial standardization

· Learn how to have the experiential production capacity to cater to tourism group tours


12:00 p.m.:
Lunch at Tully and Maries 

1:15p.m.:
Visit to Vermont Soap


Presentation:
Success Story on Vermont Soap





Making a Career out of your Business



Presenter: Hilde Whalley

2:00 p.m. 
Danforth Pewter Presentation & Site Tour
· How can artists/artisans open their studios to the public so tourists experience the artistic process first hand

· To visit craft operators who demonstrate interpretation of their production and open their doors to the public as a means of a tourism experience

· How to improve practices in customer service and expand tourism knowledge

· Wrap up of any questions from the day in Middlebury

Presenters:
Fred and Judi Danforth - Co-Founders
5:30p.m.:
Travel to Wilburton Inn (drive 1 hr 35 min)


6:00p.m.:
Arrive to Wilburton Inn 

6:30p.m.:
Working Supper

Presentation:

· How can artists/artisans open their studios to the public so tourists experience the artistic process first hand
· How adding experiential component to your operation will help become part of a larger  regional tourism experience

· How to make it in Vermont (How to sell and market your product)

· Market your region

Presenter:
Beth Meachem, Greater Manchester Arts Council

Jay Hathaway, Executive Director of the Manchester and the Mountains Regional Chamber of Commerce
8:00p.m.:
Free Time

Wednesday, April 1st   
    


8:00 a.m.: 
Check out

Breakfast

8:45 a.m.:
Travel to SVAC (5 min drive)

9:00 a.m.:
Morning begins at the Southern Vermont Arts Center with coffee and Danish

Presentation:

· How to effectively use exhibition space to show visitors the creativity of craftspeople from a historical and /or contemporary perspective

· What types of partnerships are necessary to build and maintain when developing a production experience
Presenter: 
Christopher Madkour - Executive Director of the Southern Vermont Arts Center
Presentation:

· How congregating with artists can create a tourism destination

· Statewide initiatives to build community, support tourism and economic development

Presenter:  Alex Aldrich - Executive Director of the Vermont Arts Council
Presentation:

· Discuss participation in the annual Vermont Open Studio Tour each May

· Discuss experiences and what they value in this project

Presenter:  Various local artists

10:30 a.m.:
Self Guided Tour of Southern Vermont Arts Centre

11:00 a.m.:
Travel to Manchester Depot (10 min drive)



Overview from Beth on the way

· Andrew Weil Glassblower 

· Carmel Furtado, silversmith 

· Ramsay and Mary Jo Gourd architect and interior designer 

· Robin Lane fashion designer and Tilting at Windmills Gallery

12:00 p.m.:
Lunch at Al Ducci’s Café in the Depot

· Recap Manchester Depot amongst each other
View artist’s works and discuss works amongst each other.

Presenters:  Carol Driscoll of the Carving Studio in West Rutland 

12:30 p.m..: 
Site Vist:

Visit a creative community developing themselves as a tourist destination – visit various artist studios between Dorset and Pawlet

· Focus on networking and marketing 

Dorset Artists:
 Ceramicist Janno and Lucy Bergamini glassblower 




 Furniture builders Dan Mosheim and Bill Laberge 

(Steve Holman, furniture maker will join Bill at his studio)


Pawlet Artists:  George Bouret at Pawlet Arts Collaborative 

  Judy Lake, Lampshades.

  Tentative Denise Tilley, hat maker.

 2:00p.m.:
Head to Brattleboro (1 ½ travel)

3:30p.m.:
Arrive in Brattleboro at Latchis Hotel/ Check in 

4:00 p.m.: 
Presentation:

· The marketing process of opening his studio to the public

· Marketing your art & doing it all yourself 

· Understand your market/audience and know your industry

· Effective website marketing



Presenter:
Andrew Devries, Owner/Artist, Devries Fine Art International Inc.

5:30p.m.:
Informal presentation and Site Tour

· Introduce Brattleboro and the importance of the Museum/Theatre / art deco in the rooms from local artists
Presenter: Gail/ Managing Director
6:00 p.m.:
Stroll around the Community.

· Walk the Gallery Walk on their own

· Tour different galleries 

· Highlighted visits
: 


*    Gallery in the Woods

*    VT Artisans Design

6:30p.m.:
Working Supper at River Garden - Catered by the Food COOP



Moderator - Kate Anderson – Town Arts Committee

Presentation:
The Gallery Walk and how to collaborate effectively with artists
· To visit craft operators who demonstrate interpretation of their production and open their doors to the public as a means of a tourism experience
· How to effectively use exhibition space to show visitors the creativity of craftspeople from a historical and /or contemporary perspective
· How to properly showcase your salesroom/boutique for sale of the products made by the craftsperson for visitors.
· What types of partnerships are necessary to build and maintain when developing a production experience
Presenter:
Joy Wallens-Penford, Coordinator of the Gallery Walk 
Presentation

· Cooperative Gallery

· How they work

· Pros/ Cons on Cooperative Gallery

· How to start one in a small community
Presentation

· The development of Brattleboro as an Arts Town
· How the town works as a unit
Presenter:
Andrea Livermar

8:30p.m.:
Free Time 

Thursday, April 2nd 
8:00 a.m.:
Breakfast – Complimentary at the Latchis

Other Ideas – Mocha Joes/ Amy’s Bakery Arts Café
9:30a.m.:
Head to the Cotton Mill (10 min drive)

Presentation/ Site Visit 

· The incubator of the arts realm that brought them all together.
Presenter: Randi Solin – Glassblower

11:00a.m.: 
Travel to Worcester (1 ½ hour)

12:30 p.m.:
Lunch at Worcester Art Museum Café 

1:30p.m.:
Site visit at Worcester Art Museum


Presenter: Allison Berkeley 

2:00 p.m.:
Informal presentations 

· City of Worcester’s Cultural Coalition

· Establish culture as a highly visible element of the region's identity. 

· Build a strong, diverse base of support for cultural economic development among community, political, cultural, educational and business leaders. 

· Build a strong, vibrant Cultural Coalition that contributes to the success of its member organizations

Presenter: Erin Williams, City of Worcester’s Cultural Development Officer and Director of the Worcester Cultural Coalition

· WOO Card
· Marketing tool for students- a unique opportunity exclusively for college students to experience Worcester’s charged cultural scene

Presenter: Tom Ingrassia- WOO Card Coordinator

· stART  on the Street Festival

· stART, an innovative arts celebration ‘on the street’ committed to changing the cultural scope of Worcester
Presenter: Tina Zlody, Director stART on the Street Festival
3:15 .p.m.:
Site visit and informal presentation 

Worcester Windows is a community gallery program which uses storefronts throughout downtown Worcester as exhibit space to enhance the City’s downtown and to provide display opportunities for local emerging and established artists
· tour gallery footprint

Walking tour

Presenter: Jan Seymour; ARTS Worcester 

5:00 p.m.:
Check in to Crowne Plaza
6:00p.m:
Supper
 at VIA on Shrewsbury St. 



7:00 p.m.:
Free time 
Friday, April 3rd  
8:00 a.m.: 
Breakfast

9:00 a.m.:
Travel to Boston (1 hr)

10:15 a.m.:
Travel to Fort Points Art Community (5 min drive)

10:30 a.m.:
Presentation from Fort Point Arts Community 
· How can artists/artisans open their studios to the public so tourists experience the artistic process first hand
· How to showcase and manage project workshops using craftsman to produce products  and give the visitor a better understanding of the process

· How to effectively use exhibition space to show visitors the creativity of craftspeople from a historical and /or contemporary perspective
Presenter:
Gabrielle Schaffner – Member of the FPAC Board of Directors
12:30 p.m.:
Head to Brockton (30 Mins)

1:00p.m.:
Lunch at the artKitchen at Fuller Craft

1:30p.m.:
Presentation: Fuller Craft - walk through of Craft in America
Wyona Lynch-McWhite, Deputy Director and Jessie Schlosser Smith, Exhibitions Manager 
2:00 p.m:
David Bloodsworth, Marketing and PR Director 

2:15 p.m.:
 Noelle Foye, Education

2:30 p.m.:
 Megan Kenealy, Outreach

2:45p.m.:
 Tom Bourne, Retail and Visitor Services

3:00 p.m.:
 Donna Eleyi, Registrar

· How to approach a museum to display work within the exhibition

· How to approach the museum shop to sell work

· How to market classes and how to market from work to lectures

4:00 p. m:
Head back to Boston (30 min drive)

4:30 p.m.:
Check into the Courtyard Boston- South Boston

6:00p.m.:
Travel to The Daily Grill (10 min drive) 
6:30 p.m.:
Supper at the Daily Grill



Debrief Meeting

8:00p.m.:
Free Time

Saturday, April 4th   
8:00 a.m.:   Breakfast

Morning:   Fly from Boston to Atlantic Canada!!
Mission Leader

Sarah Stewart – Tourism Atlantic, ACOA-APECA 

Dave Lough - 
   Manager, Federal Tourism Partnerships
Participants

Newfoundland and Labrador
Karen Thistle - Dept. of Innovation, Trade and Rural Dev.
Joan Kane - NL Dept of Tourism, Culture & Recreation
Caroline Clarke – Craft Council of Newfoundland and Labrador
Ella Heneghan – Bonavista Institute for Cultural Tourism 

Janet Hedderson - Grenfell Historic Properties
Nova Scotia
Holley Grant - Cape Breton Centre for Craft and Design

Donna MacKenzie - Enterprise Cape Breton Corporation

Bernard Burton - Atlantic Craft Trade Show

Lisa MacIsaac - NS Dept. of Tourism, Culture and Heritage

Donna Heibert - Donna Hiebert Design

Doug Fraser - Doug Fraser Art 
Prince Edward Island
Cindy Lentz – Right of the Batt Pottery

Ayelet Stewart – AY Designs
Mission Activities and Presentations
1. Working Lunch with the League of New Hampshire Craftsmen’s Executive Director Susie Lowe- Stockwell 
Background
The New Hampshire League of Craftsmen has been together for over 70 years and is a very prestigious craft organization.  It a member based organization that has their members juried in.  They have stood by their craftspeople helping them to make a living through selling art in one of their seven galleries as well as their popular Annual Craftsmen’s fair.  This fair brings in thousands of people as well as over 200 hundred booths to shop at.  
Contacts
Susie Lowstoc - Executive Director of the League of New Hampshire Craftsmen

slowstoc@nhcrafts.org  
Comments of the activity/presentations, and lessons learned
· Though we didn’t follow the agenda according to the itinerary the session was still very informative, informal, and comfortable.  She gave me the sense that I could easily contact her at a later date if I wanted more information and she would willingly share her knowledge.  
· I want to come back and experience the league’s fair!

· I learnt many new things through this experience; networking, and the organization of doing a fair
· A brief review/presentation of the organization would have been helpful before having a Q&A session
As a result of our visit with Susie the following points have been noted:
· The benefit of organizing a fair to promote art to the local community

· The degree of awareness a fair can bring to promote local artists 
2. Site Visit with Jane Balshaw - owner/operator of Quilted Art
Background
Jane Balshaw is a quilted textile artist and a juried member of the New Hampshire League of Craftsmen.  She is well known for her use of color and her unique design sense. Jane has a lifelong love for sewing and we have witnessed that through our site visit with her.  She gave us an extensive overview of what she does and went into personal commissions with us.  
Contacts
Jane Balshaw
Owner/Operator of Quilted Art

jbalshaw@comcast.net
Comments of the activity/presentations, and lessons learned
· She stuck to the agenda and then some.  For a small space it packed a lot of punch.
· The conversation took a turn toward her commissions and the planning process.  That was great info for me because someday I hope to do a public installation and she seemed to make the opportunity a little less intimidating.

· Very relevant.  This info will help me as I help our members to open their studios to the public.  
· She was very articulate and kept to the topic.

As a result of our visit with Jane, the following points have been noted:
· The importance of commissioned work and the benefits it has to a business

· How to effectively convert a working office to a show space for open studios
3. Site Tour of Maple Landmark
Background
Maple Landmark is a family owned and operated business. It has great value and stands behind the quality of their work.  They offer their employees, in partnership with the state, a “no layoffs” program.  It is a State funded shared work program, during slow periods of the year, where employees work slightly shorter hours, but are compensated through the state unemployment program. 
There product is safe and lead free.  It is all locally bought wood for the production as well as they send out their scraps to neighboring farms  and furniture makers, however, they try to use as much of it as they can. Though they are a large outfit with quite the reputation they bring it down to earth with their “family story.”  With that many employees and that many stages the product still feels handcrafted.  

The company is very active in the Vermont Tourism Attractions Association, a state wide association of experiential tourism businesses who market themselves as tourism destinations. The program involves the placement of association branded, brochure stands in all member businesses. All members of the association must meet a minimum standard to participate and must provide tours or an experiential opportunity for guests visiting their facilities. 

The company currently does about 6-8 trade shows a year, splitting shows between toy fairs and the more traditional gift shows in the USA market. Currently looking to eco-friendly and natural products shows like Expo-East and West as a new niche market. Most sales in the company are managed by an In-house sales dept., though they have worked with Sales Reps. from time to time, depending on the market requirements at the time.  They are currently working with a Canadian company on a Distribution agreement to sell product in Canada.
Contacts
Maple Landmark
802-388-0627
Brief Description of activities / presentations 
· I loved getting into the back and seeing their entire operation 
· It was very interesting to learn how a family business in a remote part of Vermont was able to develop and expand a manufacturing plant that produces a specialty, hand crafted product. Also valuable lessons in “lean manufacturing.”
· The owners were very generous of their time and surprisingly open and candid about their business and the current economic climate. They indicated that the recalls of toys from China did help their business and they are still benefiting from this situation. 
· The company is very pro-active in developing new technologies to assist in more efficient production. The business works on the principals of Lean Manufacturing and the company looks to all aspects of production for efficiencies in both production and reduction of waste. All aspects of the business, from saw dust collection to scrap woods, as analyzed for recycling ability or cost recovery. 

Comments of the activity/presentations, and lessons learned
As a result of our visit at Maple Landmark, the following points have been noted:

· The significance of adding ‘lean’ manufacturing to any production practice
· The importance of achieving customer trust when working towards a younger audience.

4. Site Visit and Presenation at Danforth Pewters
Background
The Danforth Pewter Company is a family business that dates back 5 generations. They work very much like a family and all employees are very knowledgeable on all the Danforth products.   They cross market their products to match what they sell.  Napkins to pewter napkin rings, candles to pewter holders.

They have created an experiential tourism experience when visiting their production facility and retail shop in Middlebury, Vermont.  The retail shop is presented to look like a home, this way customers can relate the products to themselves and how it would look in their home.  It is also a great way to present their family story. They believe that they are surviving in the economy by forecasting customers expectations.  It is a very developed site and Fred and Judi Danforth are leaders in Best Practices.
Contacts
Fred and Judi Danforth – Co-Founders
Lawrence Miller – CEO

Comments of the activity/presentations, and lessons learned
· Loved their visual displays and glass windows for public viewing, however, would have loved to see more of the back or rest of the building.  Wanted to hear and smell the working environment, not so much as seeing the process (the video covers that) but to see their layout/flow/storage oversize/shipping section and perhaps how their orders were organized and controlled.

· I felt these folks were the best in talking about “best practices.” The site was something we could all live up to – it really was the best developed site.  A perfect marriage of art and business.

· Valuable opportunity to learn how Danforth’s make their shop and pewter production a memorable experience for customers.

· Excellent example of how to present your story, showcase production aspect of work and maximize retail space.
As a result of our visit at Danforth Pewter the following points have been noted:

· The importance of designing the layout of the facility to be easily related to the  customers home
· The importance of being proactive throughout the production process and forecasting customers expectations
5. Working Supper with Beth Meachem and Jay Hathaway at the Wilburton Inn
Background 
Beth Meachem is the Executive Director of the Greater Manchester Arts Council and Jay Hathaway is the Executive Director of the Manchester and the Mountain Regional Chamber of Commerce.  They work very well together, and gave us a great overview of how the Chamber of Commerce and the Arts Council have co-mingled and how well they work together.  Artists this way are being effectively represented throughout the state.  Being very relevant to Atlantic Canada, The Greater Manchester Arts Council, Inc., a regional arts organization, is committed to engaging community in creative partnerships that enhance life-style and long-term economic stability allows the whole community to get involved 
Contacts
Beth Meachem – Executive Director of Greater Manchester Arts Council
Jay Hathaway - Executive Director of the Manchester and the Mountains Regional Chamber of Commerce
Comments of the activity/presentations, and lessons learned
· Great Supper!

· This was a good summary of what cultural initiatives are being undertaken in the Southern Vermont area. Interesting to learn that some of their recent initiatives have already been incorporated in our region (Open Studio, Trail Map). 

· The commentary by the two speakers was very interesting; in how arts organizations and arts businesses in the region are working with their respective Chambers of Commerce to more effectively present themselves and their businesses as cultural businesses. Several programs and partnerships were discussed. This theme came up several times throughout the Best Practices Mission. I think the lesson to take away is the cooperation between community organizations and sectors.

· Very informative in terms of the partnership between the Arts Council and the Manchester Chamber of Commerce.
As a result of the presentation from Beth and Jay the following points have been noted:

· Significance of Art organizations working with local councils and Chamber of Commerce.
· How a virtual program of artists can increase notice from the general public to come on open studios to view artist studios and businesses
6. Panel Discussion with Southern Vermont Arts Council  
Background

 This discussion was with a panel of artists that have been successful with their own art/craft.  As a panel discussion there were many exciting and attractive ideas exchanged around the table, from the Open Studio project to creating blogs amongst artists within the region.  The purpose of the Vermont Arts council is to educate the public and to provide demonstrations of your art along with taking advantage of the sales opportunities. A large portion of the time spent was placed on communication.  To reach your goals in sales you must communicate with the community and with your fellow artists.  Make partnerships, network.   Get your community involved.  If they don’t support you, who will?  Art is an economic sector within our community
Contacts
Bob LaBerge

Dan Mosheim

Steve Holman

Elizabeth Torak
Comments of the activity/presentations, and lessons learned

· All of Elizabeth’s comments were very relevant.  Very interesting!

· All presenters were extremely informative.

· Great combination of artists and people working on behalf of artists. Great ideas exchanged on attracting visitors, residents, customers.

· Really enjoyed panel presentations/discussion.  Learned a lot from open studio discussion

· They explained the more the individual artist is involved in such facilities the more successful these facilities are as well as the surrounding communities. 

As a result of the presentation from the Panel the following points have been noted:
· The importance of building and maintaining partnerships amongst artists
· The significance of using education to stimulate the public to experience art and craft 

7. Presentation from Alex Aldrich - Executive Director of the Vermont Arts Council
Background

Alex touched on some very important points that the council is doing for the arts community.   There principle states that “the arts enrich lives, expand minds, and form a vital thread in the fabric of Vermont community life.”  He is very passionate about helping the artists form a community based around their arts and crafts, even acting as a catalyst for them.   The Arts council not only acts as a channel but they provide advice, development opportunities.  They work alongside Manchester’s Arts Council but also for the state.  Having a state wide contact can be very beneficial for small communities.  You sometimes need someone bigger to help you raise the bar.
Contacts
Alex Aldrich - Executive Director of the Vermont Arts Council
Comments of the activity/presentations, and lessons learned
· He had a passion for his position and was a very good speaker/supporter of the arts.  

· Amazing spot though.

· Very informative; lively and knowledgeable presenter
· Good presenter; excellent information in just the right amount of time
As a result of our visit with Alex, the following points have been noted:

· The importance of genuine passion for your operation and product when building an experiential product
8. Marketing Your Business 
Background
Andrew DeVries has proved to be a very skilled and mastered crafter.   He is award winning and very knowledgeable.   After a very successful tour of the world and creating art in Italy and being world renowned he has created a successful business for himself.  He offers tours of his studio as well as his home, and offers to do many presentations on marketing your business through personal contact to clients as well as the importance of web marketing.
Contacts
Andrew DeVries – Owner/Operator of DeVries Fine Art International Inc.
info@andrewdevries.com 
Comments of the activity/presentations, and lessons learned
· The aspects of Direct Mail Marketing, using a customer management software database, sales contracts and the use of time payments, was very insightful and likely more helpful to the visiting artists, than myself. 
· Andrew is a very interesting person who knows his work and how and to whom he wants to sell.  He said it was very important to know who is buying your work and keep an information card on everyone.

· He stated…”do not get caught up in jury politics…. if your work is of high standards and you have a clear direction in what you’re doing you must stay focused and true to your own artistic goals and visions.”  

· Everyone likes to get deal so be aware of this when pricing to allow a little movement but know your market.  Do not give away
As a result of our visit with Andrew, the following points have been noted:

· How to approach a customer suitably with the intent to sell
· How crucial it is to have a database on customer management
9. River Garden Working Supper
Background
The River Garden was a destination for all the artists from Brattleboro and Atlantic Canada to meet and talk in an open forum discussion over a delicious potluck supper catered by the local food co-op.  We all learned about the partnering from the community, from the Economic Development, to local artists, and even the local newspaper.  Everyone supports the locals and their ‘art’ community.   Brattleboro has created an ‘arts’ destination in their small town. The supper was made up of local industry, art councils, and gallery owners.  The supper had a lot of potential and gave artists the chance to mingle and discuss one-on-one topics of interest and hopefully gave our Atlantic Canadian artists some ideas to take back and adopt them into their everyday routine. Diverse audience of contacts 

Contacts
Kate Anderson – Town Arts Council
Joy Wallens – Penford – Organizor of the Gallery Walk

Comments of the activity/presentations, and lessons learned
· I loved her excitement to share the knowledge of others within her networking circle.  Fascinated by Gallery Walk IDEA

· The big difference noted between the potter and the glass blower to me appeared to be in their creativity and confidence as noted in the review of the glass blower.  Clearly it is important during hard times to be flexible, creative in both production and marketing.
· Very valuable.

· Very good; great initiative and a good working example to bring back to another region
As a result of our working supper at the River Garden, the following points have been noted:

· Importance of incorporating culture into the art to create an arts destination.
· How essential it is to have commitment from the community to create an ‘art’ destination

· The importance of creativity and confidence when providing an experience

10.  Woo Card Presentation
Background
Tom Ingrassia works with the Worcester Cultural Coalition as the WOO Card Coordinator.  The WOO card is an outreach program to lure students in to experience Worcester’s Cultural area at a discounted rate. The WOO card is in collaboration with the Worcester Cultural Coalition and the Colleges in Worcester; however, it is funded through the Massachusetts Cultural Council Adams Arts Program receiving additional funding from councils around the city.  Since the initiation of the WOO card in 2007, they have had 20,000 cards circulated around the city, which has increased the wealth within the arts around Worcester.

Contacts
Tom Ingrassia
Comments of the activity/presentations, and lessons learned
· Interesting!  Not sure if I could apply this practice back home but wonderful to get the opportunity to learn about it.

· He managed to get a lot of info across about his program.  I felt I totally understood what it was all about.  A great idea that can be transferable to my region.

· This is a very interesting project and I can see its potential for us. 

· Very interesting program and concept. Program is fairly new and complete report and statistics on usage is not complete. A marketing campaign around the WOO card has also been very successful. 

As a result of our visit with Tom, the following points have been noted:

· Why it is essential to have students interacting and taking part in the arts as they are the next generation
· That attracting a student base requires innovative, non-traditional marketing tactics

11.  Walking tour with Worcester Windows
Background
Worcester Windows is funded in part by the Worcester Cultural Coalition, the City of Worcester and the Great Worcester Community Foundation.  It is a community gallery program that uses storefront windows of the downtown businesses of Worcester to display the works of the members of ARTWorceter.  It has proven to be a successful program not only with increasing the visibility of the artists and their sales but also in establishing Worcester as an ‘arts community.’
Contacts
Jan Seymour
Director of ARTSWorcester

info@artsworcester.org 
Comments of the activity/presentations, and lessons learned
· She was a wonderful hostess.  Vibrant.  Entertaining. Expressive.  Eager to share.

· This was a great presenter – energetic, informative. Can see practical application of the programs she described to our community.

· This project is very interesting, where they place art in windows of the downtown and office buildings and meeting rooms.  It gives artists the opportunity to show their work as well as sell if they want.
· Time was good and moved quickly.  She was very knowledgeable and passionate about what she was doing.  

As a result of our walking tour with Jan, the following points have been noted:

· To recognize that the simplest gestures are noticed
· Take every opportunity to advertise your work
12. Fuller Craft Museum
Background
Fuller Craft is a craft museum that incorporates many aspects to the museum.  They are strong believers in conserving art, as their slogan proves, Let the Art Touch You. The museum has a large member base which helps to support the facility, as well as employing 15 persons on staff. Offer demonstrations, and have a small shop that sells craft from local artists as well as artists from around the world.  We were lucky enough to have an artist being represented in the store.
Because of the economy they have started to extend their exhibits to cut down on costs.  It is a catch 22 because the more you change your exhibits the greater chance of new or increased members but the cost of changing is the challenge. 

Contacts
Gretchen Keyworth
Executive Director

director@fullercraft.org 
Comments of the activity/presentations, and lessons learned

· I loved this site visit. Lots of information and an adequate amount of time allotted to the visit.
· They had beautiful cases to showcase the art.   The space in its entirety was large and beautiful.  It had multiple rooms and galleries.  

· Clearly there is much work being done here by all.  Everyone is keenly aware of the economic times and is trying to make the right decisions without damaging what they have accomplished.   They realize that it will take dedication to get through these times.
· What a fantastic opportunity to go behind the scenes to see the works in storage.  She was very informative and offered lots of advice and expertise about getting one’s work into a museum
As a result of our visit at Fuller Craft, the following points have been noted:
· The value of adding the experiential component if you can to your art
· How significant it is to recognize the potential in young artists

· To be innovative when cutting costs to maintain the image of the product
Evaluation of Mission (Taken from participant surveys and debrief discussions)

Positive comments about the mission included:

· I’ve learned a tremendous amount and hope to retain it long enough to benefit others from the Island.

· Networking opportunities were huge!!!

· I’ve never attended a mission so I wasn’t sure what to expect.  The quality of the presentations was terrific!

· I was pleased with the variety and quality of presentations and site visits. There was something for everyone on the mission, whether an organization, government agency, or practicing artist. The openness of presenters about their work and willingness to share information was very gratifying.

· Met and had access to people who are working at high levels of their craft and with community/arts organization who were willing to share detailed information about their work..
· Hotels were great.  Good variety of the “old” and the “new” accommodations.
· I feel the mission achieved all the objects in that the meetings and presentations were relevant and appropriate for the participants. Given the diverse group of craft sector representatives on the mission, it is often difficult to achieve a balance for everyone. 
· The mission certainly met my expectations.  The participants and mission team were wonderful.  We all learned from each other.  The itinerary, while a little ambitious on a couple of days, gave us a good understanding of what we wanted to learn.
· Sarah did an absolute fantastic job of keeping us all in line and on schedule.  She was terrific considering her age.  Very mature and very professional.  Very comfortable to be around her, would strongly recommend her for future missions.
· Meeting the artisans and having them talk about their business challenges in their difficult economic times was great and the changes they’ve made as a result.
· It was what I was hoping for.  In some areas it was even better then what I expected but generally it met expectations.  I would have preferred more time in some locations.  Being a visual artist I would have liked more visual artist opportunities, although I was aware it would be craft orientated when I signed up for the Mission.

· Barbara the bus driver!

· The commitment of participants to get the most out of the mission, the amount of research conducted beforehand by Tourism Atlantic to ensure we had a very informative and relevant experience. The information provided by presenters (talks and literature) that we were able to take home.

· The direct interaction with on-site sector colleagues: i.e. – meeting and networking and exchanging ideas with other colleagues in New England. That is a real key for the creative community in dealing with challenges.

· The mission team of Sarah and Dave did a terrific job of putting the mission together and getting us from point A to B in a timely manner. 

· One of the biggest strengths was having the opportunity to travel with artists and government people from different provinces.  This was an excellent experience.  Not only did I get to experience this mission through my eyes but also through the eyes of people with different backgrounds and perspectives.  
Recommendations to improve future missions:
· Have more down time in the evenings
· For me, it was all a new and interesting experience but I would have liked to see more craftsmen studios and how they have been successful in getting tourists to come like the “Pewter Experience”
· Would have been nice to spend more time at certain sites.
· More wandering time in towns would have been great.
· A little too much travel which sometimes cut into time spent at site visits.
· On such a mission you really need a bit more time to absorb the content and delve a bit deeper. At the end of a very long day of presentations, I would like to have a few hours to interact with my colleagues in the group and regenerate for the next day. While I know, you must take every advantage to fill a schedule and from a funding perspective you want a good return on investment, that needs to be balanced
· Working lunches and dinners – challenge in terms of focusing on information in presentations
     Lessons Learned / Recommendations

· Will further investigate “lean” manufacturing practices.
· When I find my own building – I will make larger retail and working spaces
· Attempt to keep better records on current and potential clients in order to really “know” my market and be prepared for their future needs.
· Work more with children to someday inspire the next generation of crafts/artisans
· After this tour, I realized that in order to succeed I need a space that is planned and built around tourists and customers.  So I intend to open up such a venue in the near future.
· Going to start a “gallery walk” in St. John’s
· Would like to start a “Worcester Windows” in St. John’s
· We are initiating measures to better inform residents, visitors and customers about our various programs and everything the Centre offers. 
· We will be testing ways to make the Centre more visitor-friendly and more of an experiential event. We will also be assessing our educational programming and are examining the potential of projects and partnerships based on what was learned on the trip.
· I think the most important aspect of this mission that I learned is that I am headed in the right direction with my Gallery/Studio.  We have already been working on a new marketing plan and I will now be able to incorporate what I have seen on this mission. 

· It is clear we do not have the advantage of being next door to large populations and so much work will have to be done by many to increase traffic to our part of the world.  Tourism and economic development at all levels of government will need to be involved.   Clearly championing the concept of establishing the arts as an economic sector thus stimulator is imperative.
· I will work with our industry association, Cape Breton Centre for Craft and Design to implement the following:

· Improved marketing strategy – questioning the attendance at trade shows

· Improved technical procedures in the companies – implementing lean manufacturing 

· Entered into cooperative ventures with other tourism partners – encourage the Centre to work closely with the tourism industry.

Please see Appendix A for graphed results of the post-mission evaluation.   
Conclusion

The Product Tours mission went over very well with our diverse group of industry, art councils and government representatives.  It was a great mix of participants who learned a lot from each other.  The mission had an ambitious itinerary which provided many highlights for the participants and many tips to take home to Atlantic Canada. It was a different learning experience at each visit made around the New England States.  A notable highlight was having the rare opportunity to be exposed to the background work of studios.  Other highlights were sessions such as, Danforth Pewter’s presentation on experiential designs in their shop, the tour of the Maple Landmark wooden toy company, and the panel discussion in Manchester, VT. The walking tour in Worcester was valuable, providing ideas for the artists and councils to take back to Atlantic Canada, especially to the city centers.  This will hopefully increase not only the marketing of local art works but increase the visibility of the towns as ‘art communities.’

The mission received a great deal of positive feedback as the post mission evaluations were very constructive.  The overall hospitality while on the mission was noted, as all locations visited were very welcoming and gave the group feedback as if we were their partners.  Particularly, organizations visited were very candid about the way they operate behind the scenes and the group was able to relate their stories to their own operations.   Throughout the whole mission the group was presented with new ideas for marketing and opening businesses to the public, whether as an open studio concept, or for classes.  Overall, the mission was very educational and offered Atlantic Canadian operators the opportunity to learn about a broad scope of new ideas and practices to take home and implement in their respective organizations. 
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