Campaign for the Arts - Key messages
Our approach in the current climate is to place the emphasis on how the arts are of enormous value as part of the national agenda, and how public funding for the arts is a really smart investment.

You can see from the notes how we’re developing the core argument that the arts are central to economic recovery. We’re actively building a list of examples of ways to make this argument (all additions welcome). We are also doing research to establish the economic impact of the arts, and get data to show how the arts are integral to the smart economy.

There is now a very serious danger of a funding crisis for the arts in 2010. We are asking artists and arts organisations to play a full role in the campaign to assert the value of the arts.

Here are some ways they can play a part:

· Campaign, and campaign smart and disciplined. Stick to the key message and do not get side-tracked. Feed back new examples of key arguments to colleagues and to the Arts Council. 

· Use their influence. Contact local and national politicians. Ring them up and tell them they are worried about the local effects of any future cutbacks. Make sure their organisation and the arts get full credit for the part they can play in local economic recovery. 

· Play a full and enthusiastic part in the Arts Council’s visibility campaign. Use their logos and suite of ads. Be proud, and tell your audience to be proud, to live in a society where there is public funding for the arts. 

· Put ALL of their events on the new ‘What’s On’ website (instructions attached, for those who have mislaid them) – so that when someone clicks on their country they can see the full and magnificent range of activity for LOCAL people. 

· Contact local media. Find out what the editorial deadlines are, develop relationships with local journalists, and resolve to give them at least one story every week or every fortnight. If you haven’t got a story, make one. Every time you give them a story, stress the key message.

· Offer your local newspaper a weekly column on the arts, written by you. Use the column to underscore the key message that the arts are central to economic recovery. Ring your local TDs and tell them about the column, and that you will make sure to mention them if they attend an opening of an arts event or say anything good about the arts.
Key Messages

Our key messages are at the heart of our campaign, and we plan to repeat them often, reaching as many people as possible, through different channels. Our core message for this campaign is:

The arts are central to economic recovery

There are many ways to underscore this core message. The four main areas are:

i. Jobs: the arts are a major employer 

ii. Cultural tourism: the arts mean billions in tourism receipts 

iii. Smart economy: the arts are indispensible for new job creation 

iv. Ireland’s reputation: the arts are our unique selling point 

i. Jobs

· There are at least 50,000 people working in the arts around the country. That’s almost as many as the 70,000 working in the ICT sector. 

· Those 50,000 are spread right across the country, and they are not dependant on board members in a distant or foreign HQ. 

· Your local arts centre, theatre, studio, gallery, etc., is a mini industry in your community, employing local people, buying from local suppliers. 

· With smart investment, we can actually grow that 50,000 number significantly. 

· Because the arts sector is by its nature creative, flexible and innovative, the Government gets more jobs per investment euro from the arts than elsewhere. 

ii. Cultural tourism

· Arts events, such as readings, festivals, concerts, plays, traditional music sessions or exhibitions, are vital for attracting tourists. 

· Fáilte Ireland says “cultural” tourism is worth €5.1 billion a year to our economy -- half in direct spending by tourists, and half in accommodation, travel and other indirect spending. 

· Cultural tourism is the only part of the tourism market that is actually growing – and it has real potential for more growth. The arts can prime that pump. 

· Cultural tourists tend to spend more money per head and stay longer, contributing more to the local economy. 

· Within cultural tourism, we are competing strongly for niche markets. Dublin is currently the No. 4 capital city in the world as a literary tourism destination – let’s invest smart and aim to be No. 1. 

iii. Smart economy -- industrial strategy

· Ireland has a long, unique and proud tradition in the arts. For centuries, our people have been known as scholars and writers, and for millennia our storytelling and mythmaking has marked us out as a people. This innate disposition for the arts is at our essence as a society, the core of our culture. This gives us a real competitive advantage – it is why we have a smart, flexible, creative workforce. 

· The arts play an essential role in building and maintaining a smart, flexible, innovative workforce. The creative industries only invest in places they know they can find smart, creative people, and in places where people want to come and live. When IDA Ireland promotes Ireland abroad, they use the arts to show investors an attractive, creative people and workforce. 

· Modern, high-value multi-national companies invest in what are termed ‘clusters’, and only where there is a vibrant culture to attract and keep creative staff and their families. Without the arts, the ‘smart economy’ cannot get off the ground. 

iv. Ireland’s reputation abroad

· Our reputation as a country is facing challenges these days, but we can be proud in one area – the arts. Despite the financial crisis, we are still on Broadway, at the Oscars, at the Booker awards, still winning all sorts of awards and prizes in so many art forms, still making audiences across the world stand up and cheer. 

· When it comes to our reputation as a nation, the arts deliver a spectacular return on the taxpayers’ investment. On the whole island there are 5 million people – there is simply no other population on any continent that has our impact across the globe. If the arts were Olympic events there would not be a single Irish county that wasn’t in the medals table. 

· The arts are Ireland’s USP – our Unique Selling Point – the single thing that marks us out across the globe. When US President Barack Obama reaches in his speeches for something that defines the Irish, he quotes our artists. He said recently the only book he has managed to read is by an Irish author – Netherland by Joseph O’Neill. 

· Ireland can invest in the arts to fight back in the international media. For every negative story about the country, we are aiming to make two positive news stories about our creative achievements. 

· Clever investment can deliver disproportionately huge benefits. The average cost of helping our best writers get a book translated into another language is around €4,000. The dividends are clear when the windows of the bookshops of Beijing display the work of Irish writers. Sebastian Barry, to name one author, is translated into 30 languages. He spent Saint Patrick’s Day giving readings and interviews in the Chinese capital. 

