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Message from the Minister

As the Minister for the Department of Language, Culture and Tourism (LCT) [ am very apprecia-
tive of all who have contributed to helping us develop the Nunatsiawvut's Arts Strategy. This is the
first Arts Sfrodegy for the Nunatsiavut Government and it is a big qccomplishmenf This Nunat-
siavut Art Sfrodegy is our guiding direction for the next five years.

Through the coordination of the Arts Progrqm Coordinator, ]udy Wolfe the consultant for the
project visited each of our Nunatsiavut communities to complefe consultations and artist interviews.
She also talked with others with oliffering experi-

ences in the craft and art world such as craft shop

workers, Anga]’udek, the owner of Terry's Tents,

and Inuit Communi{y Government employees In

order to engage our local artists and to ensure that

we had a good composite of people engctgeol in

the olevelopmenf of the strategy an Expression of

Interest was posfed to create a Steering Committee

to aid in its olevelopmenf The steering committee

members included John Terriak, Sarah Jensen, Jose-

phine ]chue, Inez Shiwctk, Sandra Rideout Rowe-

na House, Reg Winsor, John Angelopoulos, Aprﬂ

Martin, Joan Andersen and Brenda Stratton.

During 2020 the Coronavirus (COVID-19) affected

all of our lives in Ways we never Jrhoughf were

possible It has affected a number of our projects however; we will continue to work Jfhrouqh the
projects outlined within this strategy to ensure we are moving forward. Helping our beneficiaries
develop their skills and promoting our art and craft in a safe environment remains our top pri-
ority. We will conduct a mid—poinf review of the strategy to provide us with the opportunity to
re-evaluate our steps. Our goal is to continue to support our artists through projects that focus on
professional developmenf opportunities, brctnohng and rnotrkeﬁng, access to materials and strong
pqr{nerships.

[ would like to give a special thanks to steering committee members and the many artists and arts

Kayaker . . .
Levi & Lillian Semigak, sector workers and our dedicated staff who made this strategy possﬂole
Hopedale, NL

Sincerely,

Jim Lyctﬂ

Minister, Language, Culture and Tourism

W
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Rigolet Craft Shop

Executive Summary

The Nunatsiavut Government (NG) is an Inuit regional government. Although Nunatsiavut
remains part of Newfoundland and Labrador, the government has qu{horify over many central
governance areas including heotHh, educqﬁon, culture and language, justice, and communi{y mat-
ters.

At the heart of governance is the power to make laws. In Nunatsiavut, the Labrador Inuit Consti-
tution is the fundamental law of Labrador Inuit. The law making Qufhori{y comes from the Lab-
rador Inuit Land Claims Agreement. All other laws made by the NG are driven by the principles
and guidelines of the Constitution. The NG is driven by a set of fundamental principles that arise
from the Labrador Inuit Constitution. These fundamental principles express our core beliefs in:

+  Democracy and equqlity;

«  Preservation of our culture and 1<1ngu<1ge;
«  Pursuit of a hecdfhy society;

« Pursuit of a sustainable economy;

«  Preservation of the lands, waters, animals, and plqnfs of our ancestral territory.

There are five communities within Nunatsiavut: Rigolet Moakkovik, Postville, Hopedqle and Nain.
The popula’rion of each community is quite small and the proportion of artists is relqtively high.
There are also a 1c1rge number of Labrador Inuit artists residing outside of Nunatsiavut.

The Division of Tourism within the Depct:rfment of Lctngque, Culture and Tourism, is responsible
for the Nunatsiavut Tourism Strcﬁtegy, the Nunatsiavut Arts Strcﬁtegy, the Torngqt Mountains
Base Cctmp and Research Station, and the Hebron Ambassador and Restoration Progrqms To aid in
the olevelopmen’r of this strategy information has been received through Qpproximqtely 60 inter-
views, 15 online surveys, community consul’rq’rions, and staff knowledge and experience. Research
was done on various art strategies and studies was also done to develop this wholesome strategy to

aid in focusing our work over the next five years to advance our art and craft sector of our region.

We developeol three specific piHCLrs from the information gqthered which are: improve access,
continuing to build strong pqrfnerships and artist developmen{. Each of those piﬂqrs include specific
projecfs/qcﬁvihes, objectives and initiatives. We are excited about this strategy and the focus to our
work as we aim to build and support our art and craft sector. Within this strategy, we will pro-
vide you with some bctckgrounol on where Nunatsiavut is in the foHowing areas:

« Art Activities;

+ Types of Artists;

+  Types of Art and Craft Production;

«  Art and Craft Sales;

«  Current market for Nunatsiavut Crafts;
+  Business prqchces

- Exhibitions; and

+  Branding

We will continue to work flexibly with our programs and strategy in this new time of COVID.
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Background

There is not a whole lot of research on the impact of Inuit Art on the economy. The last report
compleied in 2015, looked at contemporary Inuit arts and crafts and its impact on the economy.
While the report is six years old now it does provide a good baseline of data in an area. The report
called, "Impctcf of the Inuit Arts economy” by Big River Anquﬁcs notes that in 2015, [nuit visual
arts and crafts economy in Canada contributed over $64 million to Canadian Gross Domestic Prod-
uct (GDP) and it accounts for over 2,100 full time equivcﬂenf jobs. The foﬂowing three tables are
direcﬂy from the report as well. The first table represents the distribution of artists in Nunatsiawvut,
the second table shows the economic impact in Nunatsiavut by component, and artistic produchon
type for visual arts and crafts and the third table shows distribution channels. As you can see in
Table one artists proolucing work for income is most highly concentrated in Nunatsiavut at 11%.
When the NG did their consultation it was noted that the main age group of artisan were in the
foHowing age ranges: 65+, 35-59, 25-34, and 16-24.

Table I: Inuit Artists producing visual arts and crafts and by motivation

Table 2: Economic impact by/ component, and artistic producz‘ion type for visual arts and crafts

. Indirect Induced Indirect Induced Total .
Direct Economic
C Component Component Component Component
omponent . . Impact
(Income) (Income) (Consumption) | (Consumption)
(GDP)
Nunavut $20,462,631 $3,141,179 $4,012,648 $8,277,748 $1,407,217 $37,301,423
Nunavik $5,622,380 $1,106,082 $1,143,839 $2,636,069 $448,132 $10,956,502
Nunatsiavut $1,635,802 $313,543 $331,389 $529,677 $90,045 $2,900,456
Inuvialuit Set- $1,720,532 $298,717 $343,272 $751,403 $127,738 $3,241,662
tlement region
Outside Inuit $3,594,455 $1,062,469 $791,677 $2,365,071 $402,062 $8,215,734
Nunangat
Secondary $569,468 $477,732 $353,819 NA NA $1,401,019
Sales
Total $33,605,268 $6,399,722 $6,976,644 $14,559,968 $92,475,194 $64,016,796

Artists % of Inuit Artists % of Inuit 5 of Inuit
. Population producing for Population Total Artists Population
(income) .
15+ consumption 15+ 15+
Nunavut 2,370 10% 5,280 23% 7,650 33%
Nunavik 850 9% 1,580 17% 2,430 26%
Nunatsiavut 240 11% 290 14% 530 25%
Inuvialuit 290 7% 480 16% 700 24%
Settlement Region
Qutside Inuit 550 4% 1,790 12% 2,340 15%
Nunangat
Total 4,930 8% 9,420 18% 13,650 26%

Source: Statistics Canada. 2016. Special Tabulation based on 2012 Aboriginal Peoples Survey.

You can see that in 2015 the total economic impact of the visual arts and crafts economy in Nun-
atsiavut was $2,900,456. This number is calculated with the total contribution $2,280,734 from
artists producing for income and $619,722 producing for consumption. While we do not have the
actual figures to compare, it is important to note that from the questionnaire in 2019 very few

artists gain even 50% of their total income from their art.
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Source: Statistics Canada. 2016. Special Tabulation based on 2021 Aboriginal Peop]es Survey, and Big River Ana]yl‘ics. 2016. Caleulations
based on the 2016 Survey of the Inuit Arts Economy/ and data collected from Walkers and Waddingfon's pub]ic websites.

In Table 3 you can see the direct impact to Nunatsiavut artisans in terms of payments net of their
expenditures from the various distribution channels. It is clear to see that artists in Nunatsiavut get
the majority of their sales ciirecﬂy from consumers. In 2019 when the NG Completeci their consul-

tations questionnaires, the majority of artists still noted that their main source of income from their

arts and crafts is through direct sales to the consumer.

Table 3: Direct economic impact of Inuit visual arts and crafts

Arfi{s’rs Producing Direct-to- Retail Wholesale Direct Impact
or Income consumer (%)
Nunavut 2,570 $12,391,443 $3,927,652 $4,143,536 $20,462,631
Nunavik 850 $4,444,188 $845,067 $333,125 $5,622,380
Nunatsiavut 240 $1,254,830 $286,914 $94,059 $1,635,803
Inuvialuit Region 220 $1,150,261 $470,551 $99,791 $1,720,533
Outside Inuit 550 $2,875,651 $503,253 $215,551 $3,594,455
Nunangat

Total 4,230 $22,116,373 $6,033,437 $4,885,992 $33,035,802

Source: Statistics Canada. 2016. Special Tabulation based on 2021 Aborigincd Peop]es Survey, and Big River Ana]yl‘ics. 2016. Calculations
based on the 2016 Survey of the Inuit Arts Economy

It is important to have some baseline data on the art sector and the economy to help us build the
industry in our region and to be able to compare data to ensure that what we are focusing on, is

helping increase the contribution to the economy and our Beneficiaries.

For the next section we will take a quick run ﬂ'n'ough of various art activities we have been in-

volved in, or leqding.

Nunatsiavut art strategy 2021-2026



Art Activities Types of Artists

There have been numerous art activities over the years and work continues in supporting our art- We have many types of artists within our communities. Some of them include:
ists. The strategy will aid in focusing our efforts to ensure we are being strategic and in line with «  Those who make a significqnf income from their art. This group is made up mosﬂy of
what our artisans are suggesting. The foﬂowing are a number of the activities that have happened carvers.

th t der the key head: f kshops/training; ticipation; ject d exhi-
z;iecins € past yeals under The £ey fedcings of workshopsiirainng: participation, projects and exiu Those who sell their work because Jthey need to supplement their income.

Those who prociuce small items in large quantity, for fundraisers and local craft shows;
Worl(shops/Trqining Participation Projects Exhibitions a few also produce for trade shows and fairs.

Those who prooluce 1cu'ger items (eg coats and boots), but mqinly for fctmﬂy afriends.

Those who perform music, but mosﬂy locqﬂy in homes and community centers.

These types of artists can be seen in the report "Impact of the Inuit Arts economy” by Big River
Anquﬁcs and their impact on our economy. It is important for us to understand the types of artists
we have as They have different needs and require different supports.

The foﬂowing section shows the different art and craft production that these artists produce.

While we have supporfed and lead many projects over the years, with this strategy it will help
us to be focused on what will provide the best outcomes for our artists in our region. The foHowing
section highhgh{s the types of artists that we have in our region.

Left. Belinda Shiwak, Rigolet
Middle. Gilbert Hay, Nain
Right. Lavinia Jacque-Worthman

| NG Collection of grasswork
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Types of Art and Craft Production

Nunatsiavut Artists prooluce a wide array of arts and crafts using many types of materials that
include:

«  Grasswork (bowls, mats, ornaments)
+  Sealskin and moosehide boots and slippers

« Coats for each season (Aﬁgik/Sﬂipctk), as well as, special occasion wear (Akulik/
Sﬂiqu)

«  Tnuit dolls

. ]ewelry (eqrrings, brooches, pendqnts and bracelets from seal skin, soapstone, ivory

and other materials)
« Christmas ornaments (from seal skin and other materials)

. Souvenirs

«  Beadwork
. KniHing, crocheﬁng (socks, slippers, children'’s clothes, mittens, headbands, purses,
dishcloths)

+  Carving (sculpture and jewelry, from wood and stone)
+  Paint and print making

- Quilted/embroidered wall hangings

+  Photography

+ Music and performance art

It is important to know what types of arts and crafts our artisans are making to help us to also
understand how they are seHing their work which can be seen in the next section.

Left. NG Collection, Michael Massie

Middle. Harry Semigak, Nain
Right, unknown
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Art and Craft Markets and Sales

There are commercial gctﬂeries in Vancouver, Winnipeg, Toronto, and MODJH’QOL as well as in
other cities, dedicated to promoting work by Inuit artists. The most recent edition of Inuit Art
Quarterly featured — and sold — works by numerous Inuit artists (including Labrador Inuit Mi-
chael Massie and Heather Iglohorfe) The gctﬂery, La Guilde, in Montreal recenﬂy displqyeol an
exhibition of art from Nunatsiawvut, by invitation, in conjunction with the Inuit Studies conference
in October 2019. The Nunatsiavut Government, in collaboration with the Craft Council of New-
foundland and Labrador, is providing opportunities for artists to sell at the Christmas Craft Fair in
St John's and Northern Lights in Ottawa. In 2018, we were able to send four artists to St. John's for
the Christmas Craft Fair and the sales were estimated at approximately $10,000. We have also

started a new online auction that has been a great success as can be seen by the table below.

Total # of artists Total sales
National Indigenous People’s Day auction 17 artists $23,754
Nunatsiavut Christmas Art and Craft auction $42,427
Grand total | $66,191

While some art is sold, most communi{y—bqsed artisans produce goods for fqmﬂy or community
use. Those who produce for the market often sell direcﬂy to tourists or Jrhrough the local craft shop.
Products from Nunatsiavut that are not sold locally or online are sold primarily in Goose Bay and
St. John's. Shipping products to distributors and retailers is costly for artists. Artists will take the
work of other artists — often fqmﬂy or community members — with them when they travel to fairs
or communities with retailers. A few carvers have their own clientele who plqce orders direcﬂy
with them or through a representative. When doing a brqinstorming session of primary outlets for
[nuit art produced in Nunatsiavut the following is the list that was developed:

+  Local craft shops in Makkovik, Rigolet, and soon to be Postville
« Tlusuak Cultural Centre, Nain

+ Goose Bay retail outlets

+  Slippers n' Things, Happy Valley-Goose Bay, NL

+ Dorothy's, Happy Valley-Goose Bay, NL

«  Crafted Treasure, St. John's, NL

+  Craft Council of Newfoundland and Labrador, St. Johns, NL
St John's First Light, St. John's, NL

+  Red Ochre, St John's, NL

. Trade shows, various locations

+  Christmas Craft Fair, St. John's, NL

+ Northern Lights, Ottawa, Ontario (biannual tradeshow in Ottawa)

+ Nunatsiavut online art & craft auctions

While it is important to understand where the markets and sales are being made it is very import-
ant to understand our artists business practices and areas that may not be understood.

Nunatsiavut art strategy 2021-2026
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Business Practices

Within our Region local sales are erpicctﬂy made for cash. Those who produce with the expecta-
tion of seHing outside of the community ’rypicctﬂy have online accounts set up to accept electronic
fund transfers. Prices are often set lower then what Jrhey should be for the time and work that
artists take to put into their work.

Wood carving,
Jason Jacque,

These roles and be difficult to understand and how those roles should be compensated through Postville, NL

There are various roles plotyed ]oy agents, distributors and retailers when seﬂing art and crafts.

the price of the art. Markeﬁng principles (including undersfotnding the buyer's wishes, how to set
prices, how to promote) are largely unknown by artists and could be an area for training. When
1ooking at various aspects of possible training another area that was emphasized was brdnding.

Branding

Labrador Inuit Artists are starting to get noticed for the art/craft that Jrhey create. Alfhough the
work of Labrador Inuit artists is often sold and exhibited outside of the region, through reldﬁvely
high—profﬂe venues, Labrador Inuit art does not Currenﬂy have a brand within the growing [nuit
art market.

There has not been a region—wide effort to market the work produced by Labrador Inuit to markets
outside of the region, other than the recent exhibition SakKijajuk: Art and Craft from Nunatsiavut
produced by Heather Igloliorte odong with the accompanying book.

The importance of branding will allow Inuit artists and art from Nunatsiavut to be recognized as

authentic Inuit art cdong with the rest of Inuit art in Canada. This is an area that will need to be
researched more to determine the best course of action.

Left. SakKijajuk opening, Winnipeg Art Gallery
Right. Wood carving, Jason Jacque, Postville
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THE STRATEGY o

To aid in the developmen{ of this strategy information has been received ﬂ'lrough otpproximcdely
sixty (60) interviews, fifteen (15) online surveys, community consultations, and staff knowledge
and experience. Research was compleieol on various art strategies such as the Maori Arts Strategy
2019-2024 and the Toronto Public Art Strategy 2020/2030, review of research studies such as the
2015 Impotcf of the Inuit Arts economy to help support the strategy. This strategy will aid the Di-
vision of Tourism in focusing work over the next five years to advance the art and craft sector for
the region. First, we will take you J[hrough the vision and mission.

Vision and Mission

You may see art and craft used ’rogether or interchqngeqbly ’rhroughout the document. For the pur-
pose of this strategy art and/or craft refer to a piece of work created by an artist or craft producer
that can include a physical object as well as a visual or audio piece such as a song or a dance.

Vision
To advance artistic excellence, innovation, and creativity for the benefit of individuals and com-
munities while continuing to preserve our culture and hisfory.

Mission

To continue to support Nunatsiavut Inuit Artists by providing support to improve access, artist
deve]opmenf opportunities and building strong parfnerships with artists and art organizations.

Labradorite Drumdancer,
Gilbert Hay
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Key Challenges

It is important to ideniify key choﬂenges that art and crafts people experience so that we can de-
veiop strategies to work towards overcoming those choiienges. We will provide an exornpie for the
foﬂowing six choﬂenges.

L GEOGRAPHY

The biggesi Choﬂenge artists’ face is geogrophy. Due to the isolation of the region and the com-
munities, it is difficult to obtain high—quoiiiy suppiies ina Jtirneiy manner and at a fair price. The
geogrophy also makes it difficult for people to move between communities, suppiies and producis
between communities, and to get the finished produc’rs to market outside of Nunatsiavut.

2. DEMAND

Oniy a very few artists are producing in sufficient quantity to make their work viable in the mazr-
ket heyond their own community, and Jthey rnosﬂy were not interested in exponding their output.

3. QUALITY

Most artists who are currenﬂy active producers seem to be satisfied with the quoiiiy of their work
and show little interest in a discussion of standards. Each community rnighi have its own way of
rnctking a potriicuior craft that has been possed down from generation to generation.

Local artists have learned their Jtechnique as children or as young adults. Many artists indicated
that Jthey did not want to be watched, instructed or criticized while Jrhey are Working. While most
adults expressed discomfort with being observed at work, or hoving their work criiiqued, younger
artists oppeored to be more open to ieorning new Jrechnigues and improving their skills.

Customers appreciate quoh’ry made crafts (even stitches, for exornpie) and beautiful, unique de-
signs. Shop ernpioyees are well aware of the difference and could provide advice to artists who are
open to receiving it.

Often in community crafts are made and sold without the oversighi of quoiiiy control. While these
crafts are nice Jthey are often sold at lower price and the guoliiy is not as good. The outcome of the
sale of these items can undermine the craft indusiry for that community.

4. DISTIBUTION CHANNELS

The main distribution channels iocoiiy are the craft shops and community craft sales. Many art-
istsalso sell online, via their own Facebook page (or other social media). This does not establish or
build a brand for Labrador Inuit as a group, oiihough a few peopie do have growing reputations.
Trade shows are another market for artists. Trade shows such as Northern Lighis and the Christ-
mas Craft Fair are accessible via support from NG, the Craft Council of Newfoundland and Labra-
dor and the Government of Newfoundland and Labrador. It would not be possibie for individual

artists to attend these shows without financial and rnorkeiing support.

5. PRICING

Methods used for pricing most art and craft items in Nunatsiavut are outdated. This results in
artists underseiiing their work. Especioﬂy now with the increase cost in materials and shipping.
Many artists do not allocate the costs of shipping materials into their retail pricing for their finished
producis, especiqﬂy those who are crotfiing smaller items as Jrhey believe a high cost for a smaller
item just won't sell.
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Artists that are located in bigger centres or in areas that have more tourists and collectors have the
obili’ry to price their items higher because the market is there for them, as well as, the supports of
other community members on how to properiy price their items.

Information regording pricing forrnuios, rnorkeiing, and retail vs. wholesale pricing is needed.

6. SHIPPING

In Nunatsiavut, you have two shipping options hy pione or boat. When shipping by pione there
are specific restrictions on items therefore rnctking it more difficult to get items out of the region,
shipping can also be very cosiiy depending on the item. Some of those restrictions can include: size,
Weighi, and sometimes depending on where it's going , you may have to be careful about furs and
bones. The cost to ship heavier items, especioiiy lorger carvings or coats, is prohihiiive. Shipping, hy
seq, also depends on the weather and thus cannot be relied upon to take finished goods to where
Jfhey are to be sold on time unless there is significoni lead time.

Natural sealskin Kayak,
Ross Flowers,

Hopedale, NL
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Implementation

The implemen’rqﬁon of projects may look a little different as we continue to follow the health and
sctfe{y guidehnes for Covid-19 outlined by the Provincial Government and the Nunatsiavut Gov-
ernment. We will work dﬂigenﬂy to ensure activities continue but they may be done remotely or
virtuctﬂy c{epending on what level we are in.

It is also important to note that most projects listed within our strategy are geotreci towards our
five-communities within Nunatsiavut. We have supported artists hving outside of the land claim
area and will continue to do so, especiqﬂy for projects that include QHending tradeshows and on-
line auctions as well as professioncﬂ development opportunities.

As you can see below, we have organizecl our projects, objectives and initiatives under the three

pinrs:

1 Improve access; supphes, markets and distribution channels;

2. qutnerships; artists, arts organizations, and stakeholders; and

3. Professional Developmenf; supporting artists through training and mentorship.

Derrick Pottle, Rigolet speaking to Chantelle Evans, Arts Program Coordinator
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The foﬂowing are the years and their Corresponohng fiscal years:

The first piﬂqr for improving access; supphes, markets and distribution channels has nine (9) spe-

cific projects/activities such as continuing with auctions that we have experienced as being a great

success and buﬂding on what we have learned to date. This could help in equnohng the Nunat-

siavut Art market online. Another key focus area under this piHctr is to start an Artist network.

Work has odrectoly begun in this area with the olevelopmenf of an artist database. Creqﬁng an

artist list will enable us to better communicate with artists about opportunities, funding, training

and more. Some of the other projects/activities such as the artist fee pohcy will require research

and work in{ernaﬂy with our pohcy developmen{ team therefore that is why you will see some of

them not coming into effect until the 5th year a lot of prep work would need to occur to develop it.

Projects/Activities

Objective

Initiatives

Completion
Year

Nunatsiavut National
Indigenous Peoples Day
art & craft Auction

Expanding Inuit art
online market

Organizing and hosﬂng an online auction

Annual

Nunatsiavut Christmas
art and craft Auction

Expanding Inuit art
online market

Organizing and hosfing an online auction

Annual

Nunatsiavut Artist
Network

Creating an artist list

Creoﬁng an artist list to allow for proper
communication of funding, opportunities, etc

Annual

Access Program

Fixing accessibility
barriers

Creating partnerships to allow easier access
to materials for all communities without
paying outrageous shipping costs

Year 4;
Annual

Artist Fee Policy

Increasing artist fees
wages

Creating a fee increase policy for artists to

be used throughout all of NG

Year 2;

AI’]I’]UO'

Annual Artist Fund

New equipment

Creating an annual fund for artists fhrough
the Department of Language, Culture and
Tourism budgef to he||o offset costs of new

equipment

Year 2;
Annual

Nunatsiavut Arts online
presence

NG Arts Website

Creating an online website for arts related
content specific to Nunatsiavut artists.

Year 5;

Annual

Artwork Branding

Artist inclusion

Allowing Nunatsiavut art to be recognized
Throughouf the world as |ndigenous art,
along with the rest of Inuit art in Canada

Year 5

Craft Shows

Engaging opportuni-
ties

Engaging opportunities for artists to allow
for growfh. Trade shows, booth Foirs, online
exhibi’rions, etc

Year 2;
Annual
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The second pillqr that focuses on par’[nerships, artists, arts organizations, and stakeholders has three

(3) key projects/ac’[iviﬁes which focus on improvement, strengthening and creating. The initiatives

in this area will help us support artists Jfhrough programs, 1inkctges to craft shops and to work with

the Culture Division to ]oring back performance arts. The ground work will happen in the first three
years and then be in plctce by year 4.

Pro.je.cfs/ Objective Initiatives Completion
Activities Year
o Researching and creating a program that
Art program Deve|op partners with artists Year 4
) e Partner with Division of Culture to research
Revive and strengthen .
lusuak; Performance erformance arts in and create programming for Illusuak. Year 4;
Arts 2 C s ° Expand programming fo all Nunatsiavut Annual
Nunatsiavut s
communities
o Build relationships between all local craft
Creating open commu- shops and have them work together to Vear 4:
Craft Shop Network nication between local c|eve|op and imp|emen’r quo|i1‘y control stan- Annuol|
craft shops dards and pricing policy.

The third piﬂctr is professionctl oleveloprnent; supporting artists ’rhrough training and mentorship
which has eigh’f (8) projects/activities that will be the areas of focus over the next five (5) years.
The focus is more on creating opportunities and qccessibﬂity for artists to pctrtotke in training and
professionctl developmen’r‘ Through the development of more pctrtnerships, we hope that this will
increase opportunities for mentorship and professionctl developrnent as well. Staff will work with
various organizations and proviole Workshop opportunities within the communities when appropri-
ate and foﬂowing health guidelines as it pertains to COVID. We would conclude the 5% year with
an Art symposium to enable artists to evaluate this strategy and to work towards the develop—

ment of the next strategy.

| John Terriak, Jewelry Studio Maintenance Employee at the Nain Jewelry Studio
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Professional Development; supporting artists through training and mentorship

Projects/Activities Objective Initiatives Completion Year

The Depar{menf is very excited about the very first Art strategy and are looking forward to learning

as we work Jthrough the pillars to clevelop and build on this sector.
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