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Description: Uptown Art Fair 
The Uptown Art Fair is a can’t-miss summer event for hundreds of thousands of Minnesotans. Now in its 
49th year, the event is the second most attended in Minnesota, and is ranked the eighth best fine arts 
festival in the United States. During the first full weekend of August, the urban intersection of Lake 
Street and Hennepin Avenue is bustling with excitement and energy. Whether a fairgoer is new to the 
event, or has attended for decades, the Uptown Art Fair holds a special place in the hearts of art lovers 
of all kinds.  
 
Art fair attendees can enjoy live performances, satisfy their sweet tooth, explore local businesses, or sip 
a glass of wine in the outdoor garden -- but the main attraction is the art. Each year, a panel of 
esteemed judges selects 350 artists in 12 media from a pool of more than 1,000 applicants from around 
the world.  The judges are tasked with choosing work that is the highest quality, and the most original, 
all while maintaining the diversity the fair is known for.  
 
There is no substitute for experiencing the magic of the Uptown Art Fair firsthand. But here are some 
facts and figures that may shed some light on the event and what Minnesotans love about it. 

• Over $2.5 million of art is sold during the fair, ranging from quality reproductions and limited 
editions to one-of-a-kind treasures. Everyone is bound to find that special piece. 

• A team of two Uptown Association (UA) employees, five interns, and a handful of planning 
committee members make the event happen each year. Whew! 

• As an outdoor event, the art fair is subject to inclement weather: the event has powered 
through soaring temperatures, torrential rain, and narrowly avoided a tornado. It’s a good thing 
event staff follow an award-winning safety plan in case of emergencies. 

• Minneapolis is proud to be one of the most bike-friendly cities in the country. That’s why art fair 
attendees are known to take advantage of the free bike valet service, presented by Nice Ride. 

• In 2011, the art fair welcomed its first food truck; Sauced. The mobile vendor’s lobster rolls were 
the talk of the grounds.  

• The art fair is one of few Minnesota events that doesn’t restrict beer-lovers to a designated 
area. Attendees who purchase a Schell’s beer are free to roam the grounds while enjoying it. 
There’s too much to see to be trapped in a beer garden, after all.  

• The most challenging supply to keep stocked throughout the weekend? Ice for the six Pepsi 
booths on the grounds. It’s not easy driving a golf cart through a crowd of thousands, but a 
dedicated food and beverage team does so masterfully. 

• Even stars love the art fair. In 2011, Project Runway finalist Christopher Straub, local television 
personality Eric Perkins, and Minneapolis rock band Solid Gold were among the celebrities who 
contributed original works of art for an auction to benefit a local charity. Not to mention the 
2011 commemorative artist: former Minnesota Viking, photographer Matt Blair.  

• The next great artist may get their start at the Uptown Art Fair. Tomorrow’s Stars is a youth fair 
that showcases artists ages 8-18, who display, discuss, and sell their work during the weekend. 
Although these artists are light on experience, they have talent in abundance.  

 



 
Description: Flux Sponsorship Program 
At the Uptown Art Fair, artists hope to sell enough product to cover the cost of gas and pay their rent. 
As a sponsor of the 2011 art fair, Flux apartments gave one lucky fairgoer a year to enjoy rent free. At 
the time of the event, Flux was nearing completion of an apartment development with all the luxury 
amenities a tenant could desire. The marketing staff at Flux was ready to promote the property and 
begin recruiting renters.  
 
That’s where Uptown Association staff came in. As art fair pros, UA staff often consult with sponsors to 
develop a promotion that will entice art fair visitors and fit the culture of the event. In the case of Flux 
apartments, it was a no-brainer – draw in potential renters with the chance at free rent for a year. A 
giveaway of that size was unprecedented for an art fair sponsor: the prize was valued at $20,000.  
 
In order to ensure the promotion led to leads for potential renters, contestants were required to take 
several steps before being entered in the giveaway. In exchange for basic contact information, any 
eligible visitor to the Flux booth was given an entry code (key). The contestant was then required to 
“like” Flux on Facebook using an iPad provided by staff, and attend an exclusive grand opening later that 
fall. At that event, all the contestants would try their keys, and whichever key unlocked the door of a 
Flux unit, won the prize. Carrie Anderson, an Uptown resident, won the free rent beginning January, 
2012.  
 
Description: Flux Apartments 
At the time of the 2011 Uptown Art Fair, Flux Apartments oversaw the entire event – literally. The 
newly-built apartment building overlooked the art fair performance stage, and was clearly visible from 
the heart of art fair grounds. As a member of Uptown Association, and new Uptown business, Flux was 
eager to partner with the art fair, and reach its intended demographic: young adults, Minneapolis 
residents, with mid to upper level income. Flux boasts modern, luxury apartments with extensive 
amenities, for the discerning urban renter.  
 
Flux was targeted because the Uptown Art Fair was everything Flux hoped to represent to its customers: 
unique, fresh and fun.  
 
“Flux was looking for an event to kick off our efforts to attract renters. The art fair was a natural fit 
because it takes place right in our neighborhood,” says Cheryl Gordon of Carbon Creative Marketing 
 
Synergy of Uptown Art Fair and Flux 
Flux and the Uptown Art Fair teamed up to maximize the results of the free rent promotion. It was a 
fantastic opportunity for publicity for both parties, and UA staff highlighted the giveaway in its pitches to 
the media. The two organizations also joined forces on their respective social media platforms to drive 
visitors to the Flux booth to enter for the giveaway. UA staff was instrumental in the development of the 
giveaway concept, as well as the design of the booth – the Flux booth was built to look like an 
apartment building and placed within close proximity to the actual development. 



 
Overall effectiveness 
Partnering with the Uptown Art Fair generated valuable leads for Flux. Over the art fair weekend, Flux 
received over 750 likes on its Facebook page. Because of the location of Flux’s booth, staff were able to 
point to the apartment building (which was under construction at the time), which educated visitors on 
the new development.  
 
The partnership reflected Uptown Association’s mission of uniting local businesses and increasing 
commerce in the community. The promotion was mutually beneficial for UA, as it drove traffic to the 
nearby performance stage and outdoor wine garden – increasing wine sales over previous years.  
 
Although Flux did not have the budget to sponsor the 2012 Uptown Art Fair, it intends to participate in 
in-kind sponsorship opportunities.  
 
Challenges 
Most Uptown Art Fair sponsors promote a product or service: Mrs. Meyers gives out samples of its 
cleaning products, Owens Corning showcases examples of its basement finishing service, and the New 
York Times holds contests to sell newspaper subscriptions. Flux wasn’t selling glass cleaner or 
newspapers – it was selling a lifestyle. The biggest challenge the company encountered was how to 
showcase its apartments and generate leads from the contest. 

To address this challenge, Flux hired professional salespeople to give a short, succinct, compelling pitch 
to art fair visitors. That pitch had to tell Flux’s story and sell the lifestyle to consumers. Luckily, Flux 
struck a great balance with its sales strategy, and was able to convert art fair visitors into solid leads.  


