
2020 Vision Initiative /

Impact Report

Activities and Takeaways from the Vermont Curators Group’s
First Statewide Exhibition Initiative.

Gillian Sewake
Project Manager



Table of Contents

Project Overview 2

Beginnings 2

Launch 2

The Pandemic 3

Vermont Art Online 4

Re-launch 5

Next Steps 6

Marketing Activities 7

Website 7

Social Media 7

Media Coverage 8

Brochure 9

Marketing Partnerships 9

Advertising Campaigns 9

Structure 10

Financials 12

Participant Feedback & Lessons Learned 13

Participant Survey 13

Key Takeaways 15

Appendices 16

Phase 1 List of Participating Locations 16

Phase 2 List of Participating Locations 17

1



Project Overview

Beginnings

Founded in 2016 by Fleming Museum of Art curator Andrea Rosen, the Vermont
Curators Group (VCG) was formed to bring curators from across the state together to
connect and collaborate. Group membership is inclusive of staff members of
museums, galleries, and cultural centers, as well as independent curators,
specializing in art, history, science, and craft from every corner of Vermont.

The 2020 Vision initiative was the VCG’s first statewide project, conceived not long
after the founding of the group. Based on regional collaborations like the Maine
Photo Project, its goal was to use collective action to raise the profile of Vermont’s
culture sector, and bring awareness of the quality of its diverse exhibiting
institutions.

Launch

The theme 2020 Vision: Seeing the World Through

Technology was selected from among several
proposals to guide the initiative. A tiered participation
structure was set with fees ranging between $250
and $2,500, a project coordinator was engaged, and
the initiative was officially launched in January 2020
with 36 participating institutions spanning the state
from top to bottom. The project was funded by
participant fees and a grant from the Walter Cerf

Fund of the Vermont Community Foundation.

The theme allowed for diverse exploration of the ways that technology is changing
our world, juxtaposing ideas of traditional Yankee ingenuity with exploration of
visibility and expression relevant to the present day. Participating institutions
planned themed exhibitions across subject matter and discipline. For example,

- Science museums planned to examine the history, science, and artistry of
glass, precision instruments, and x-ray photography.

- Art galleries and museums exhibited contemporary artists working in media
from digital projection to printmaking, investigating subjects including
climate data, retro gaming, and love in the digital age.

- Historical societies and museums planned to display Vermont’s legacy of
innovation, from the classroom to the granite quarry.
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36 exhibitions were planned throughout the year, one per participant, punctuated by
five keynote events to deepen exploration of the theme. A passport program was
created to incentivize participation, with seven prizes to be awarded for entry
submission via tagged social media posts.

2020 Vision Phase 1 / By the Numbers:

36 participants planned to present 36 exhibitions & 5 keynote events:

- 25 art museums/galleries

- 9 historical societies/heritage organizations

- 2 science museums

$33,700 raised from participants

$5,000 secured in grant funds

All of these activities were announced through a suite of marketing tools, including a
new website, a new social media presence, and a print brochure. Advertising
campaigns were launched on Front Porch Forum, Vermont Public Radio, and social
media, as well as marketing partnerships with Vermont Arts Council and VT Agency
of Travel & Tourism. A publicity campaign resulted in 18 media hits, eight of which
were editorial features, including in publications like Art New England and Vermont
Art Guide.

And then…

The Pandemic

When the project was disrupted due to the COVID-19 pandemic in the spring of
2020, only 6 exhibitions had opened to the public. The first keynote event was hosted
by the Helen Day Art Center (now called The Current) on Thursday, March 12, one day
before Governor Phil Scott issued a State of Emergency. In the following days and
weeks, restrictions and mandated closures culminated in Vermont’s “Stay Home,
Stay Safe” orders on March 24. All participating institutions were now closed to the
public, and all planned exhibitions were suspended indefinitely.

According to a report from the Brookings Institute, during the first 4 months of the
pandemic the state’s culture sector lost at least $216 million in lost sales and more
than 8,000 jobs. Although none of the planned activities of the initiative could take
place, now more than ever, our goal to support Vermont’s culture sector proved to be
critically important. Moving quickly, VCG partnered on the creation of an online
portal for virtual tours and art at home activities, while also exploring options for a
relaunch.
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Vermont Art Online

Vermont Art Online was created by Sarah Briggs and Sarah Laursen of Middlebury
College Museum of Art (MCMA), in partnership with the Vermont Curators Group, in
response to the closures of Vermont’s museums and galleries due to the COVID-19
pandemic. The goal was to create a way for online audiences to easily find quality
content, while providing greater visibility for Vermont institutions. Sarah Briggs,
MCMA Sabarsky Graduate Fellow, and Sarah Laursen, MCMA Curator of Asian Art,
brought their experience as curators and educators with a focus on digital media to
the project, which made use of free and easy-to-use technologies to reduce the
barriers for institutional participation.

The project quickly gained momentum and the website www.VermontArtOnline.org
launched on March 25, just one week after the Vermont Curators Group began
outreach efforts to its membership. At launch, 18 institutions were participating, and
that number grew to more than 30 in the following weeks.

Still in use more than a year later, Vermont Art Online lets families, students,
educators, and the public enjoy Vermont’s museums and galleries from the comfort
of their own homes. Visitors explore virtual galleries at art, history, and science
institutions across the state, interact with spaces and exhibitions, click on objects for
deeper exploration, and link to museum websites for more information and
educational resources.

Vermont Art Online / By the Numbers:

36 participants representing 52 online exhibitions:

11,200 views on the website (as of 8/1/2021)

7 media hits, including 5 editorial features
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Re-launch

As the reality of the pandemic took hold in the
spring and summer of 2020, the steering
committee began to explore how the 2020 Vision
initiative could be relaunched, and gain relevancy
in this new era. In the fall, the initiative rebranded
as 2020 Vision: Reflecting on a World-Changing

Year, refocusing the statewide cultural
conversation on the events that had impacted us
all in 2020. The rebrand allowed for continued use
of the original theme of seeing the world through
technology (now more relevant than ever as we were forced into our homes and
behind screens), as well as subjects related to the pandemic, the racial justice
movement in America, the political landscape, and digital projects of all kinds.

The relaunch also added more than a dozen new participants, culminating in 50
institutions mounting one or more exhibitions during the extended project period
from September 2020 through July 2021, either in-person or online. Several new
funding opportunities became available as a result of the pandemic, including an
additional grant from the Walter Cerf Fund, a Vermont Arts Council/Vermont
Humanities Cultural Relief Grant, and an ACCD RESTART Vermont Marketing Grant,
the latter two made possible through federal COVID-19 stimulus measures.

The relaunch also included a renewed focus on the
2020 Vision passport program, which encouraged
people to submit tagged social media posts
depicting engagement at participating institutions.
More than a dozen passport entries were submitted
by the close of the initiative, and the final prize
drawing on July 26 included seven prizes ranging
from free museum memberships and tours, fine art
prints, unique experiences, and more.

Further activities, like a redesign of the brochure,
advertising campaigns, and publicity efforts are
detailed in the Marketing Activities section below.

Chief among the challenges facing the relaunch was the ever-shifting nature of the
pandemic. For the majority of Phase 2, we could not encourage in-person visitation
for any out-of-state tourists (an important target audience), and were even limited in
our ability to encourage visitation from in-state culture tourists for months at a time.
Unfortunately, this did have the effect of stunting our marketing potential, and the
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original goals of boosting visitation and engagement for participants during the
initiative were not able to be realized, out of necessity to keep people safe and
socially distanced. However, the creativity of participating institutions in moving
exhibitions online, and creating new ways to engage with their audiences brought
renewed urgency to the initiative as a whole. Successes in social media engagement
and website visitation point to a strong audience for Vermont's art & culture sector,
which bodes well for future collaborative efforts from VCG. And, the increase in
participation by cultural institutions who signed on to Phase 2 shows that there is
appetite among Vermont’s arts & culture organizations for collective marketing
initiatives in the future.

2020 Vision Phase 1 & 2 / By the Numbers:

50 participants presenting over 100 in-person or online exhibitions and events:

- 37 art museums/galleries

- 11 historical societies/heritage organizations

- 2 science museums

$34,750 raised from participants

$20,500 secured in grant funds

Next Steps

The 2020 Vision initiative officially closed at the end of July 2021. The Vermont
Curators Group has used the momentum created by this initiative to build its
membership base and awareness of its activities. The Steering Committee is
developing a mission and vision statement to guide future activities, and
considerations are underway for the next group project. And, because of a small cash
reserve left at the end of the initiative, the VCG has some funding available for
ongoing support of the website and social media established for 2020 Vision, further
promotional efforts for members, and potential professional development activities.
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Marketing Activities

At its core, the 2020 Vision initiative was a collaborative marketing project, with the
goal of raising the visibility of Vermont’s culture sector. In 2019, a Marketing Plan was
developed that identified three primary target audiences for engagement and
promotion:

● Vermont-based cultural tourists
● New England & Quebec cultural tourists
● New England, Tristate Area & Quebec tourists more generally

Although the full potential of the initiative was disrupted by the
pandemic—effectively doing away with our ability to encourage visitation from two
out of three target audiences—there were still some positive outcomes that
approached our goal.

Website

The website www.VermontCuratorsGroup.com was created by the Project Manager
in the fall of 2019. It included an event calendar plug-in that served as a centralized
place to view all exhibitions and events related to the project. This calendar plugin
was chosen because it (prior to the pandemic) integrated with the
VermontVacation.com online event calendar, making it so that all exhibitions posted
to the 2020 Vision calendar would also appear on the statewide tourism website.

Website engagement as of 8/1/2021:

14,170 views

6,677 unique visitors

Social Media

Facebook and Instagram accounts for @VermontCuratorsGroup were created in the
fall of 2019. Social media marketing was key to the overall promotional strategy, but
this became particularly true during the time when most physical locations were
closed to the public. Instagram proved to be an extremely successful engagement
tool, with sustained, organic growth in the number of engagements and followers.

Social Media engagement as of 8/1/2021:

600 Facebook followers

1,137 Instagram followers

More than 500 unique uses of #vermont2020vision tag
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Media Coverage

Phase 1 of the 2020 Vision initiative was met with major interest from the press, with
a number of editorials even during the very early stages of project planning in 2018 &
2019. The first press release campaign launched in early January 2020, and resulted
in several instances of media coverage, including high-profile regional publications
like Art New England magazine, Vermont Art Guide magazine, VTDigger.com, The
Times Argus Weekend Arts Section, and in two podcasts with regional followings.
There were many more mentions of the initiative that appeared in news briefs and in
announcements and reviews related to participating exhibitions.

The relaunch of the initiative in the fall of 2020 included four press release
campaigns, but these resulted in less press coverage than phase 1, we expect due to
the limited nature of the relaunch in terms of audience and activity.

Publicity as of 8/1/2021:

5 press release campaigns

50 media hits, including 11 editorial features
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Brochure

One key piece of marketing material for Phase 1 was the creation
and distribution of a large print brochure (left), featuring listings of
all 36 exhibitions and the five keynote events. The brochure was
completed and 25,000 copies printed in late January 2020, and
distribution had begun to participating
institutions, and via the distribution programs
at Vermont State Welcome Center and PP&D.

13,000 brochures had been distributed at the
onset of the pandemic, with more planned for
the late spring of 2020. Of course, the
pandemic meant that this beautiful
promotional piece became obsolete, with all
exhibition listings immediately becoming
incorrect or out of date.

For the relaunch, a new grant from the Walter Cerf Community
Foundation allowed for the redesign of a much smaller rack card
(right) with a renewed focus on the passport program. 5,000 were
printed and distributed to participating locations.

Brochure activities:

30,000 brochures printed

18,500 distributed to participating locations and VT State Welcome Centers

Marketing Partnerships

Through a partnership with the Vermont Arts Council & Vermont Creative Network,
the 2020 Vision project was included in existing Notes from Outside the Box (in
Phase 1) and ArtMail (in Phase 2) monthly e-newsletters, thus leveraging existing
contact lists developed by VAC and VCN. Included in each e-newsletter were
upcoming and current listings of 2020 Vision exhibitions, along with short
calls-to-action to visit the website or participate in the passport program.

Advertising Campaigns

Although a limited number of traditional advertisements were submitted to print
media in both phases, the majority of the advertising campaigns focused on
non-traditional media outlets.

9



We were able to track website visitation as a result of each campaign. Notably, the
campaigns that resulted in the most direct engagement were the two completed on
the statewide social listserv Front Porch Forum. The second most successful
campaigns came from modest ad buys on social media.

It is worth mentioning that in Phase 2, we received a $8,500 VT ACCD RESTART
Marketing Grant specifically designed to support advertising and marketing
expenses. This grant supported both additional ad buys for VPR underwriting and
print media advertising, but also resulted in the creation of a video campaign with
three targeted videos designed to promote the initiative’s passport program on
social media.

Advertising activities:

3 print media campaigns:

- Art New England (1 insertion)

- Seven Days (2 insertions)

- Mad River Resort Guide (1 insertion), as in-kind exchange

1 video campaign, resulting in 3 videos designed for social media, which have

received more than 5,000 views (as of 8/1/2021)

2 radio campaigns:

- Vermont Public Radio, 172 spots in periodic 2-week intervals

- Big Heavy World, as in-kind exchange

2 listserv campaigns on Front Porch Forum (including a 1 to 1 match)

More than $1,500 spent in boosted posts on social media.

Structure

The 2020 Vision project was governed by a Steering Committee made up of
members of the Vermont Curators Group. The leader of the Steering Committee,
Andrea Rosen, is the founder of the Vermont Curators Group and the curator of
UVM’s Fleming Museum.

The Steering Committee provided oversight for a Project Coordinator who was
contracted to plan and execute the initiative. Project Coordinator Gillian Sewake was
engaged in April 2019 and came to the project with more than a dozen years of
experience supporting nonprofits and with extensive marketing, development, event
and project coordination skills.
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A volunteer Programming Committee, made up of participants in the 2020 Vision
project, also met regularly in Phase 1 to support decision-making around the nature
and structure of the keynote events, and the creation of the passport program.

Vermont Curators Group’s fiscal sponsor for the 2020 Vision initiative was Catamount
Film & Arts, with Executive Director Jody Fried providing oversight.
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Financials

EXPENSES

Project Coordinator $20,600

Brochure Design, Printing & Distribution $8,774

Website Hosting & Calendar Plug-in $3,087

Promo Videos $3,500

Postage $285

Supplies $401

Mileage $437

Advertising:

Social Media boosts $1,144

Print Ads $2,350

Digital Ads $1,870

Underwriting $5,982

Sponsor Signage $291

Total Expenses: $48,693

INCOME

Participant Contributions

Lead Sponsors ($2,500) $15,000

Sponsors ($1,500) $11,500

Partners ($500) $2,000

Participants ($250) $6,250

Grants:

Walter Cerf Community Fund $7,000

VAC/VHC Cultural Relief Grant $5,000

VT ACCD Restart VT Marketing Grant $8,500

Total Income: $55,250

7% Catamount Arts Fiscal Sponsor admin fee $3,868

PROJECT NET: $2,690
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Participant Feedback & Lessons Learned

Participant Survey

A close out survey was conducted among project participants in June 2021 to hear
directly about their experiences. Participants ranked the value that the initiative
offered to their institutions, with 1 the least valuable and 6 the most valuable.

The majority of respondents fell somewhere in the middle, reflecting the reality that
some of the desired outcomes of the initiative were not able to be realized due to the
pandemic. A sample of responses from the survey question asking participants to
explain why they selected their value ranking were particularly illuminating:

Low Impact (1 and 2) Medium Impact (3 and 4) High Impact (5 and 6)

“I don't know that we necessarily

benefitted from the exposure.”

“Covid limited our ability to

participate because the projects

that we have coming online now

will be done after the 2020

Vision is done.”

“I really liked the concept, but I

didn't get a sense that it played

a role for visitors in their visit.”

“We made more connections

with other institutions and

individuals working in the arts in

VT. More press and exposure

would have made me select a 5

or 6.”

“It was a good excuse to

highlight collections but did not

drive significant visitation.”

“Under the circumstances, it has

been about as good as anyone

“The project inspired us to come

up with a more engaging

temporary exhibit. The social

media shares, likes, etc. helped

us get seen.”

“The publicity & exposure”

“It's difficult to tell the business

or increased traffic value

however we value even more

the feeling of connectivity with

other institutions/curators who
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could hope....”

“It was beneficial to advertise

our exhibit, but I did not have the

time to take advantage of the full

initiative or participate in the

meetings.”

are also putting in all the extra

time and work to help keep the

arts alive and well in Vermont.”

“Great for connecting, and very

supportive marketing.”

Participants were also asked to report the most and least successful aspects of the
initiative:

Most Successful Least Successful

“Coordination and connection among

participating institutions”

“joint publicity”

“Support & encouragement to move forward

during the pandemic.”

“Being able to advertise our exhibit to a new

platform.”

“the most successful aspects were bringing

curators together in conversation and group

education.”

“The collaboration and shared resources”

“social media visibility”

“Outreach and VAO contribution”

“In person visitation”

“gaining momentum due to the pandemic”

“Marketing”

“I did not do enough to really explain and push the 2020

Vision among my own staff, and so it never felt fully

integrated into our activities - it felt like an after-thought.”

“Changing the theme after beginning”

“I didn't get the sense that many visitors were aware of

the initiative”

“It seemed that the Passport Program did not catch on

with participation as we had hoped.”

“The theme was interesting; however it was not curated

consistently among partners”

However, despite the challenges and
concerns, not one participant said that
they would not participate in a future
initiative.

Of those that selected “It Depends”,
most would make their decision based
on the theme of the future initiative and
whether it matched their exhibition
plans, and the rest were interested in
learning more about the impact of this
first initiative before they made their
decision.
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Key Takeaways

Despite significant challenges, there were still benefits to undertaking this initiative.
Beyond the symbolic and real benefits of collective action and networking between
institutions, it is undeniable that there was engagement, at least on a digital level,
that raised awareness of participating institutions and exhibitions.

However, some key challenges remained. In the project coordinator’s estimation,
there are some improvements that could be made to the next initiative:

- Coordinator’s role: Although many aspects of the project coordinator’s role for
2020 Vision required general project management skills, including setting the
project structure and activities, creating a budget and work plan, and
originating content where none had existed before, future initiatives could
take advantage of existing content to engage a marketing professional or
firm. This may necessitate budgeting for a larger fee for project execution.

- All-in: Ensuring participant buy-in (i.e. involving multiple members of
institutional staff in planning, or setting requirements for how institutions will
co-market and talk about their participation to their own audiences) will be
important for future projects.

- Thematic oversight: During the chaos of the pandemic, the thematic purity of
exhibitions began to slip in favor of offering support for participating
institutions. While it did raise visibility for those exhibitions, it muddied
communications for the initiative as a whole and made it harder to sell the
relevance of the project to press. Ensuring that participants take time and
energy to truly engage with the initiative’s theme makes it easier to tell the
story of why the initiative is noteworthy.

- Inclusion: While dedicated efforts were made to widen group membership
and encourage participation from a wide variety of institutions with 2020
Vision, the next initiative should allocate resources and take an intentional
path to ensure inclusion by institutions from diverse geographic, subject
focus, budget size, type, and other institutional categories. Further, in line with
VCG’s new values statement, ensuring that future initiatives combat systems
of oppression both through the initiative’s structure and the expectations that
are set for participants, will be important for mission alignment.
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Appendices

Phase 1 List of Participating Locations

571 Projects (Stowe)
American Precision Museum (Windsor)
Art at the Kent (Calais)
Bennington Museum (Bennington)
BigTown Gallery (Rochester)
Billings Farm & Museum (Woodstock)
Burlington City Arts (Burlington)
Bundy Modern (Waitsfield)
Catamount Arts (St. Johnsbury)
Champlain College Art Gallery (Burlington)
Cold Hollow Sculpture Park (Enosburg
Falls)
Dorset Historical Society (Dorset)
Fairbanks Museum & Planetarium (St.
Johnsbury)
FlynnDog Gallery (Burlington)
Grass Roots Art and Community Effort
(Hardwick)
Hall Art Foundation (Reading)
Helen Day Art Center (Stowe)
Henry Sheldon Museum of Vermont
History (Middlebury)

Heritage Winooski Mill Museum (Winooski)
Fleming Museum of Art, University of
Vermont (Burlington)
Local 64 (Montpelier)
Middlebury College Museum of Art
(Middlebury)
Montpelier Public Art Commission
(Montpelier)
Montshire Museum of Science (Norwich)
Old Stone House Museum (Brownington)
River Arts (Morrisville)
Rokeby Museum(Ferrisburgh)
Shelburne Museum (Shelburne)
Southern Vermont Arts Center
(Manchester)
Spruce Peak Performing Arts Center
(Stowe)
Studio Place Arts (Barre)
T.W. Wood Gallery (Montpelier)
Vermont Arts Council (Montpelier)
Vermont Center for Photography
(Brattleboro)
Vermont Historical Society (Montpelier)
Vermont Supreme Court Gallery
(Montpelier)
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Phase 2 List of Participating Locations

571 Projects (Stowe)
American Precision Museum (Windsor)
Art at the Kent (Calais)
Artistree Gallery (South Pomfret)
Bennington Museum (Bennington)
Big Heavy World (Burlington)
BigTown Gallery (Rochester)
Billings Farm & Museum (Woodstock)
Brattleboro Museum (Brattleboro)
Bundy Modern (Waitsfield)
Burlington City Arts (Burlington)
Burlington Record Plant (Burlington)
Catamount Arts (St. Johnsbury)
Chaffee Art Center (Rutland)
Champlain College Art Gallery (Burlington)
Cold Hollow Sculpture Park (Enosburg Falls)
CX Silver Gallery (Brattleboro)
Dorset Historical Society (Dorset)
Ellenbogen Gallery (Manchester)

Hall Art Foundation (Reading)
Helen Day Art Center (Stowe)
Henry Sheldon Museum of Vermont History
(Middlebury)

Heritage Winooski Mill Museum (Winooski)
Hildene, The Lincoln Family Home
(Manchester)
Fleming Museum of Art (Burlington)
Karma Bird House Gallery (Burlington)
Middlebury College Museum of Art
(Middlebury)
Montpelier Public Art Commission
(Montpelier)
Montshire Museum of Science (Norwich)
Old Stone House Museum (Brownington)
River Arts (Morrisville)
Rokeby Museum(Ferrisburgh)
Shelburne Museum (Shelburne)
Southern Vermont Arts Center (Manchester)
Spruce Peak Performing Arts Center
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Fairbanks Museum & Planetarium (St.
Johnsbury)
FlynnDog Gallery (Burlington)
Furchgott Sourdiffe Gallery (Shelburne)
Grass Roots Art and Community Effort
(Hardwick)

(Stowe)
Studio Place Arts (Barre)
Susan Calza Gallery (Montpelier)
T.W. Wood Gallery (Montpelier)
Vermont Arts Council (Montpelier)
Vermont Center for Photography
(Brattleboro)
Vermont Historical Society (Montpelier)
Vermont Supreme Court Gallery
(Montpelier)
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