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A. EVENT DATES
B. PURPOSE/MISSION

C. HISTORY/ 
 DESCRIPTION 
 OF EVENT

September 6, 7, and 8, 2013

The mission of the Saint Louis Art 
Fair is to create access to a broad 
array of visual and performing arts 
experiences, nurture the development 
and understanding of diverse art forms  
and cultures, and encourage the 
expanding depth and breadth of cultural 
life in the St. Louis area. We collaborate 
with and serve the community through 
exhibition, sale, performance, and 
education.

The Saint Louis Art Fair (SLAF), produced by Cultural Festivals, is a free, three day 
celebration of the visual and performing arts held on September 6, 7, and 8, 2013 in 
Clayton’s central business district. The main focus is an easy-access juried exhibition 
of gallery quality fine art and craft with exhibiting artists. The art fair presents live 
performances, hands on activities for children, a street painter, and showcases 
some of St. Louis’ top restaurants. The art fair collaborates with more than 20 local 
nonprofit arts organizations, giving them the opportunity to generate earned income 
and access to more than 130,000 potential patrons.

Cultural Festivals was founded in 1994 by a group of passionate art enthusiasts 
who wanted to breathe life into the cultural landscape of St. Louis. The organization 
began under the official name of “The Saint Louis Art Fair” and aimed to showcase 
high-end visual art and stimulating live performances. Since its inception, the Art 
Fair Sourcebook ranked the Saint Louis Art Fair in the “Top Ten Art Fairs”. In 2011 and 
2012 American Style Magazine ranked it in the “Top Ten Fairs & Festivals To Visit”. In 
Huffington Post’s article “26 Reasons to Appreciate the Hidden Gem of St. Louis” the 
Saint Louis Art Fair was named reason #16 for being “one of the best art festivals 
in the country”. The Saint Louis Art Fair also made St. Louis Magazine’s 2014 A-List 
Award for Readers’ Choice for “Best Arts Event”, and it made Alive Magazine’s Hot 
List as “Best Art Fair Experience”.

In 2001, due to the popularity of the live musical performances at the art fair, 
the organization decided to create a second event dedicated specifically to jazz 
musicians. Thus, the Jazz Fest was born and with it a new organizational name that 
better encompassed its growing mission to bring a variety of cultural events to the 
St. Louis community. Cultural Festivals was the chosen new name.

In 2006, a third event called “The Big Read” was added to the Cultural Festival lineup 
that introduced emphasized reading as an important instructional tool in education, 
in art, and in life. 

In 2008 the Cultural Festivals board of directors decided to focus their efforts on 
producing festivals and events that were free and open to the public. As a result, 
withdrew the Jazz Festival. However, they are in constant pursuit of the next great 
cultural event for the Greater St. Louis area.

In 2010, after reviewing the business plan and the strategic plan of the organization, 
the board made a decision during tough economic times to work towards the 
sustainability of the organization by focusing on the production of the Saint Louis  
Art Fair.
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D. TYPES OF ACTIVITIES INCLUDED UNDER 
 THE FESTIVAL/EVENT UMBRELLA
FINE ART
More than 1,307 artists applied from 44 states, Canada, Israel, and 
Argentina. After undergoing the jury process (see supporting information), 
150 artists were accepted for exhibition and 26 artists returned from the 
previous year for a total of 181 exhibiting artists. The artist categories 
include: ceramics, digital art, drawing & pastels, fiber, glass, jewelry, 
metalwork, mixed media, painting, photography, printmaking, scu lpture, and 
wood. Eleven artists also exhibited as part of our Emerging Artists Program 
(see Educational Program in Additional Requirements).

CREATIVE CASTLE
A center primarily for children to engage in arts and crafts. All supplies 
were provided by our sponsor ArtMart. Each project was supervised by a 
different local school or art organization. Projects included Origami flowers, 
bubble wrap relief printing, paper bag hats, canjos, tambourines, and more.

PERFORMANCES
The fair includes three stages for the performing arts, as well as several 
street performers. Performers include a wide range of entertainers, such 
as traditional dancers, storytellers, puppeteers, musical bands, a fire 
troupe, and theatrical groups (see Entertainment Program in Additional 
Requirements).

PLEASURES OF THE PALATE
A row of fifteen restaurant booths serving everything from cheesecake to 
jambalaya. With such an extensive list of food options, no one will go hungry.

WINE & BEER TASTINGS 
Sponsors InBev and Barefoot Wines and Bubbly offer art fair attendees  
the experience of tasting, exploring, and learning about their upcoming 
product line.

SPARK OF ART 
A fantastic fireworks display timed with an upbeat musical soundtrack. The 
display follows the final performance on the main stage on the second night 
of the fair.

ARTIST BRUNCH & AWARDS CEREMONY
Sunday morning brunch for all artists at the Sheraton Hotel, where awards 
are presented to outstanding exhibitors.
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E. OVERALL REVENUE AND EXPENSE BUDGET 

F. ESTIMATED ECONOMIC IMPACT

The Saint Louis Art Fair operates on a $671,476 budget. The breakdown of 
revenue is 24% corporate sponsorship, 24% rental fees, 13% foundation 
grants, 7% local and regional grants, 7.5% artists' jury fees, 2.5% 
merchandise, 2% individual donors, and 20% in concessions sales. In 2013, 
the Saint Louis Art Fair had new money in the amount of $12,000. However, 
the total revenue decreased from the previous year due to a loss of a 
title sponsor. The title sponsor wanted to pull out of the sponsorship 3 
months prior to the 2012 festival. However, after negotiating with them, they 
agreed to continue at a one year $100,000 program instead of the original 
three year program in the amount of $200,000 per year. After 2012, Cultural 
Festivals did not have a title/presenting sponsor.

Expenses are comprised of the administration of two full-time 
staff, one temporary employee, and three interns, as well as  
the production of the festival. All media (print radio, web, and 
television) is donated to the organization.

In 2011 Cultural Festivals contracted a third party to conduct 
an economic impact study.  Economic impact is usually 
measured in terms of changes in economic growth—output 
or value added—that would not have existed without the event taking place. 
The economic impact of SLAF on the St. Louis area is substantial. 40% of the 
event’s attendees traveled from outside Greater St. Louis, which brings new 
dollars to the community that would not have occurred without the event. 
The International Festival Events Association (IFEA) said 
the event generated $114.26 in direct spending for each 
visitor that attended SLAF in 2011, and Cultural 
Festivals assumes the same is true of 2013. 
With SLAF’s artists survey and data from 
Sheraton Clayton Plaza Hotel, the 
local hotel sponsor, SLAF averages 
more than 300 rooms during the 
festival weekend. The economic & 
social impact of the event would 
be difficult to replicate or replace, 
considering also the long-running 
history of the event and high 
level of attendee loyalty.  
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GENDER OF ATTENDEES UNDER 21
3%

50+
55% 36–49

21%

21-35
21%

AGE OF ATTENDEES

GOOD
4%

VERY GOOD
40% EXCELLENT

56%

ATTENDEES’ OVERALL RATING OF
THE SAINT LOUIS ART FAIR

HOUSEHOLD INCOMEGENDER
UNDER $30,000 
$30,000—$59,000 
$60,000—$89,000 
$90,000+

2% 
12% 
22% 
64%

HIGHEST LEVEL OF  
ECUCATION COMPLETED
MIDDLE SCHOOL 
HIGH SCHOOL 
COLLEGE 
POST GRADUATE

1% 
6% 

47% 
46%

SOURCE: ON-SITE INTERCEPT SURVEYS CONDUCTED BY OLIN WOMENS BUSINESS CLUB

Hannah Rolling

60% 
FEMALE

40% 
MALE

FEMALE
60%

MALE
40%

GENDER OF ATTENDEES
HISPANIC

1%

OTHER
1%

AFRICAN 
AMERICAN  4%

CAUCASION
85%

ASIAN
9%

ETHNICITY OF ATTENDEES

G. ATTENDANCE NUMBERS & DEMOGRAPHICS

130,000 TOTAL ATTENDEES
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The 2013 Saint Louis Art Fair volunteers, ranging in age and background, 
were enthusiastic and ready to help in any way they could. Cultural 
Festivals relies on more than 10,000 volunteer hours to produce the Saint 
Louis Art Fair. More than 1,000 volunteers worked at the event in the beer 
booths, wine and martini booths, artist relations, the merchandise booth, 
operations, and more. The number increases to 1,500 with the volunteers 
from non-profits that worked in the Creative Castle and in the concession 
booths. The non-profits working the concession booths received a portion 
of the proceeds in exchange for their service. The 60 Committee Chairs 
that help manage the event were also volunteers. 

H. VOLUNTEER COUNT & DEMOGRAPHICS

I. STAFFING NUMBERS & POSITIONS

J. FOUNDING/INCORPORATION DATE  
 AND MANAGEMENT SYSTEM

Cultural Festivals maintains two full-time staff members year-round, the 
Executive Director and the Director of Operations and Programming. From 
May until the event in September, Cultural Festivals hired three interns, 
which worked in the areas of Graphic Design, Volunteer Relations, and 
Festival Production. In addition, the Creative Events Coordinator helped 
manage interns and directed Artist Relations.

Cultural Festivals is a not-for-profit corporation, designated by the Internal 
Revenue Service as a 501(c)3 organization and is tax-exempt in the state 
of Missouri. The Saint Louis Art Fair was founded in 1994. In 2004 the 
organization changed its name to Cultural Festivals.

LAURA MILLER
Director of Operations  

& Programming

CINDY LERICK
President & 

Executive Director

ALYSSA WEBB
Graphic Design 

Intern

ALAYNA THARP
Graphic Design 

Intern JESSICA BANDA-SMITH
Creative Events  

Coordinator

TYLER DEPERRO
Production Intern

Theo Welling
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Emily Reynolds Jessica Banda-Smith

Theo Welling
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A. PROMOTIONAL/MARKETING 
 CAMPAIGN & MEDIA OUTREACH
2013 marked the 20th anniversary of the Saint Louis Art Fair. With that in 
mind the staff chose to compare the art fair to a puzzle, emphasizing the 
importance of all the pieces (staff, patrons, vendors, artists, etc.) to make it 
a success. The theme started with puzzle-shaped cookies for sponsorship 
proposals and played out in the “Be A Piece Of The Puzzle” media stunt and 
in all of the marketing and design for the fair. 

The “Be A Piece Of The Puzzle” media stunt involved printing a 384 piece 
puzzle and distributing the pieces throughout the Saint Louis area. 
The stunt targeted people of all ages and backgrounds and aimed to 
engage more people in Cultural Festivals’ social media. Cultural Festivals 
collaborated with C.E.L. Public Relations to spread the word of the puzzle 
pieces on television, radio, print, and social media such as Facebook. Each 
piece was numbered with directions to the Cultural Festivals Facebook 
page, where the puzzle piece holders could submit their number and art 
fair story. As the numbers came in, a virtual puzzle on Facebook came 
together. In addition, the puzzle pieces could be redeemed at the fair for a 
free drink.

Intern Tyler DePerro produced a puzzle themed commercial, which named 
patrons, artists, performers, and volunteers as pieces of the Art Fair puzzle. 
The commercial featured the puzzle used for the “Be A Piece Of The Puzzle” 
stunt, which showed a fun image of the festival site. The commercial was 
posted on the event website, YouTube, and aired on television. 

In addition to television commercials, Cultural Festivals utilized its website, 
social media, printed posters, web banners, email 
blasts, street banners, and radio to promote 
the art fair. In partnership with St. Louis 
Magazine, the 2013 program guide was 
included in the September issue, which 
had a total distribution of 60,000. 
The Saint Louis Art Fair was also 
promoted in our sponsors’ 
websites, newsletters, and social 
media, and in local print and 
online publications. Another big 
promoter of the event is the 
annual commemorative prints. 
Recently, the art fair has been 
distributing around 500 prints 
each year. The commemorative 
prints display the event name and 
appear in several business offices 
and shops, as well as homes both 
locally and abroad, further promoting 
the event. 

A
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The unveiling of the commemorative print took place at the Kick-Off Party 
about a month before the art fair. With the help of C.E.L. Public Relations, 
Cultural Festivals had media present to cover the news. The relevant 
numbers are shown below.

*Please refer to Supporting Materials: St. Louis Post-Dispatch Article & Puzzle  
 Hunt Recap booklet (inserted in back pocket).

MEDIA STORY COUNT
TV SEGMENTS/HITS 

RADIO SEGMENTS/HITS 
PRINT HITS 

ONLINE HITS

54+ 
7 
21 
83+

MEDIA VALUES
TOTAL TV PUBLICITY VALUE 

TOTAL ESTIMATED RADIO VALUE (based 
on average of $50/minute) 

TOTAL ESTIMATED PRINT VALUE 
TOTAL ESTIMATED PUBLICITY VALUE 

ESTIMATED PRINT ADS 
RADIO MINUTES 

VALUE OF RADIO TIME 
MINUTES OF COMMERCIALS 

VALUE OF TV TIME

TOTAL ADVERTISING & PR

$369,374 
$4,100 

$239,484 
$612,958 
$100,000+ 
218 
$87,000 
243 
$115,000

$1,000,000+

TOTAL NIELSON VIEWING AUDIENCE: 
94,686,488A



11

B. WEBSITE/SOCIAL MEDIA/ 
 MULTI-MEDIA PROGRAM/CAMPAIGN
The Cultural Festivals website had a complete makeover in 2012, providing a 
more user-friendly design. One of the highlights of the website is the artist 
page, which showcases work from all of the exhibiting artists. The website 
also included the Pleasures of the Palate participants, an event map, a 
page where users could download a digital program guide, and more event 
information. In addition to the website, Cultural Festivals actively posts on 
Facebook, Twitter, Instagram, and YouTube. St. Louis Magazine, a sponsor 
of the Art Fair, also included the event in several online articles and social 
media postings.

The Saint Louis Art Fair used PointsMap for the first time in 2013. The online 
mapping program is powered by the Google Maps API and can be accessed 
by mobile devices. PointsMap offered patrons a guide to points of interest 
such as artist booths, performance stages, and food and drink. In addition, 
the map included images of artwork, video clips of performers, a list of 
children’s activities, artist statements, and just about anything 
and everything related to the festival. The QR Code for PointsMap was 
printed on various signage and on business cards available throughout the 
festival site.

MOBILE USE 
OF POINTSMAP

6,749
638
COMMERCIAL

VIEWS

1,001
FLASH MOB 
VIEWS ON 
YOUTUBE

1,912 
FACEBOOK LIKES 
AVERAGE AGE OF
FOLLOWERS WAS 25-34

Theo Welling
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C. OVERALL SPONSORSHIP PROGRAM
Saint Louis Art Fair’s sponsorship program is the main revenue source of 
the festival. It generated more than $313,928 in cash, and $466,182 in budget 
reducing in-kind dollars. On top of that, we maintain a 95% retention rate 
in terms of our year-to-year renewals. Our sponsors tend to be local. Less 
than 10 of our sponsors have booths on-site. In the Saint Louis community 
it is more important for them to support with dollars and show community 
support than have on-site presence.

SLAF staff works with the sponsors to customize and personalize the 
package or experience they are seeking. The end partnership must be a 
win-win-win: win for our sponsor, win for our attendees, and win for our 
organization.

Emily Reynolds David Kloeckener

Theo Welling

Emily Reynolds
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Theo Welling

Theo WellingEmily Reynolds

Hannah RollingHannah Rolling
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D. CRITICAL COMPONENT PROGRAMS
VOLUNTEER PROGRAM

The 2013 Saint Louis Art Fair was made possible by more than 10,000 hours of 
work put in by over 1,500 volunteers. Our volunteers, sponsored by Centene 
Charitable Foundation, come from all walks of life and are primarily from the 
local area. Cultural Festivals partnered with Saint Louis University’s Center 
for Service and Community Engagement Program, for the first time, to get 
foreign exchange students involved with volunteering. We had more than 100 
students volunteer during the art fair weekend. The volunteers serve under 
the committee chairs, which number around 60, and cover everything from 
cash operations to concessions to performance coordination. 

The staff held committee chair meetings once a month beginning in May and 
held individual committee meetings as needed. The meetings served as a 
time to communicate new changes, basic operations and programming, our 
emergency plan, and other important information. When Cultural Festivals 
wasn’t conducting committee chair meetings, the staff was busy recruiting 
volunteers. The recruitment plan involved sending email blasts to past 
volunteers, as well as the sponsors’ employees, restaurants, and local high 
schools and middle schools. 

Once a volunteer signed up through VolunteerLocal, he or she received 
a link to the Volunteer Training Video produced by the interns. The video 
was also posted on the Cultural Festivals website. In addition, a volunteer 
guidebook was provided in an email and posted on the website. The 
guidebook included emergency information, check-in procedures, volunteer 
job descriptions, and other basic event information.

During the festival every volunteer was given a shirt to wear, a different 
color for each day. The Artist Relations Team, sponsored by Edward Jones, 
were easy to spot in the crowd because of the yellow shirts they wore the 
entire weekend. Also during the event, volunteers could go to Volunteer 
Headquarters where they could refresh with beverages and snacks.

Cultural Festivals also provided a unique opportunity to local non-profit arts 
organizations. Non-profits could participate as concession vending partners 
and earn income through beverage sales, provide in-kind sponsorships by 
way of music or theatrical performances in exchange for an information 
booth, or administer a project in the Creative Castle.

15
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D. CRITICAL COMPONENT PROGRAMS
GREEN PROGRAM

The Saint Louis Art Fair continues to move forward toward a more 
environmentally friendly event. The event already has several green 
initiatives in place. For instance, SLAF is fortunate to have a local trash 
removal company that allows single stream recycling. To make the recycling 
effort easier for patrons we place recycling bins next to trashcans 
throughout the festival site. In addition, we strongly encourage food 
vendors to use recycled or biodegradable plates and serving utensils. Also, 
linens are used to cover tables versus plastic tablecloth, and beverages 
are served in a commemorative festival cup that is recyclable. Furthermore, 
patrons are encouraged to use mass transit or bike to the art fair. Our 
mass transit system Metro has a stop just one block from the festival site. 
SLAF, also offers a bike check area. The cost is $1 to have your bike watched 
while you visit the Fair. The proceeds go to a local Police Explorers Group. 

Hannah RollingHannah Rolling

David Kloeckener

D
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D. CRITICAL COMPONENT PROGRAMS
EDUCATIONAL PROGRAM

Sponsored by Wells Fargo Advisors, the Emerging Artists as Entrepreneurs 
program is an opportunity for collegiate art students to jumpstart their 
careers as artists by learning, about selling, pricing, displaying work, 
copyright laws, and the Art Fair Industry. The duration of the program is a 
total of two years. The Emerging Artists Program has been a part of the 
Saint Louis Art Fair since 1998, but was completely revamped in 2009. More 
detailed and integrated workshops were included to create a more hands-
on experience for the students. Now participating students have the chance 
to sell their work at one of the top fairs in the nation! Students also advance 
over peers in professional and entrepreneurial development as artists of 
the program. In the 2013 Saint Louis Art Fair we had eleven second year 
students and twelve first year students.

In the first year of the program, participants volunteer and learn. At 
select institutions, students can receive 1-3 credit hours for successful 
participation each semester. Each participant serves as an apprentice 
to a professional artist at the Saint Louis Art Fair and participates in free 
seminars on pricing, 
portfolio development, 
financial planning, 
copyrighting, and more. In 
addition, the participants 
have the opportunity to 
network with the Saint 
Louis Art Fair staff, jurors, 
and show artists.

In the second year of the 
program, participants 
showcase and sell their 
art. Participants sell their 
work alongside fellow 
Emerging Artists in a 
single booth at the Saint 
Louis Art Fair and receive 
a personal portfolio review and financial consulting sessions. Second year 
participants also earn eligibility for the Emerging Artists Jury Award, a 
$500 cash prize for the strongest work among Emerging Artists and the 
opportunity to return in the next art fair without undergoing the jury 
process or making any booth payments.

The students of the Emerging Artists Program attend several workshops 
that are held at Cultural Festivals’ official hotel. Program director Stephen 
King, Executive Director of the Des Moines Arts Festival, conducts these 
workshops. During the Art Fair, the students work first hand with the 
professional artists in the show and also partake in workshops outside the 
festival learning how to pack vans, set-up/ tear down, interact with patrons, 
and more.

Theo Welling

D
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D. CRITICAL COMPONENT PROGRAMS
CHILDREN’S PROGRAM

12 area nonprofit arts organizations and schools provided hands on art 
activities for children and their families in the Creative Castle.

8,000 children participated in Creative Castle and worked on projects 
including Origami flowers, bubble wrap relief printing, paper bag hats, 
canjos, tambourines, and more. In addition to the projects, children were 
entertained by the acts on the Performing Arts Stage located within 
the Creative Castle area. More information about the acts is in the 
Entertainment Program section.

Hannah Rolling

Hannah RollingEmily Reynolds

Theo Welling

D
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D. CRITICAL COMPONENT PROGRAMS
FOOD & BEVERAGE PROGRAM

The Pleasures of the Palate provided a wide array of scrumptious offerings 
for festival patrons as they strolled the art-filled streets of Clayton. The 
row of seventeen restaurant booths served everything from cheesecake 
to jambalaya. The extensive list of food options offered choices for both 
visitors with refined palates and the pickiest eaters. Please see the next 
page for supporting materials.

To accompany the delectable food options, visitors could grab a drink at 
one of the concession booths, which were located throughout the site. 
The 2013 Saint Louis Art Fair offered soda and water, wine, martinis, and 
beer. In addition 
to the booths, 
the fair offered 
2 complimentary 
wine tastings and 
2 complimentary 
beer tastings. 
Sponsors In Bev 
and Barefoot 
Wines and Bubbly 
offered the art 
fair attendees 
the experience of 
tasting, exploring, 
and learning about 
their upcoming 
product line. 
Visitors could 
also quench their 
thirst at the new 
“bar” booth. The 
“bar” offered 
soda, water, wine, 
martinis, and beer 
all in one custom 
designed booth.

Presented By

Uptown Cafe

Chicken Tenders
Beer-Battered Fries
Homemade Chips

Buffalo Chicken Sliders
Margherita Pizza

Margherita Pizza with chicken
Margherita Pizza

with feta, artichoke and kalamata olive

360 at the Hilton Ballpark

Korean BBQ Pork Tacos
Meatball Sandwich

(with Pomodoro)

Alexander’s

Lobster Bisque
Shrimp Ceviche

Black ‘n’ Bleu

Cafe Manhattan

Caprese Grilled Cheese
Grilled Cheeseburger Sliders

Grilled Kosher Dog
Natural-Cut Seasoned Fries

Pepper Cheese Stuffed Ravioli
Cilantro & Lime Calamari Fries

Kids Basket
(Hot Dog, Fries)

Dippin’ Dots Ice Cream

The Restaurant at the Cheshire

Tenderloin Sandwich
Smoked Pork Belly BLT

Drunken Fish

Chicken Yakitori
California Roll

Spicy Tuna Roll
Clayton Roll

Lobster Spring Rolls
How We Roll ComboAngel Wing

Cheesecake
(Plain, Chocolate, Key Lime, White Chocolate Raspberry)

Carrot Cake
Chocolate Amaretto Tart

(Gluten-Free)
Brownies
Cookies

Hank’s Cheesecakes

Mandarin House

Chicken Egg Rolls
Veggie Egg Rolls

Crab Rangoon
Pork Pot Stickers

Sweet Sour Chicken
(with rice or noodle)

Braised Beef Stew
(with rice or noodle)

Steamed Vegetables
Egg Fried Rice

Stir Fried Noodles

Naked Bacon

Gourmet BLT Tacos
(Original or Jalapeño)

Jalapeño Bacon
Original Bacon

Rearn Thai

Chicken Satay
Pad Thai
Combo

(2 sticks of chicken satay and 1/2 pad thai)

Rib City

3oz Pulled Pork Sandwich
St. Louis Style Ribs

1/2 Rack of Baby Back Ribs

Ruth’s Chris Steak House

Steak Slider and Chips
Seafood Gumbo

Tivanov Catering

Greek Salad
Greek Gyro

(Lamb, Ribeye Steak, Grilled Chicken,
Grilled Eggplant with Goat Cheese)

Lobster/Crawfish Risotto Cake
Chocolate Baklava
Bourbon Chicken

(a stick)

Beef Sirloin Kabob
Jambalaya

Parmesan Fries
Crawfish Étouffée

Bread Pudding
(with rum sauce)

Tucanos Brazilian Grill

Turkey Wrapped in Bacon - Peru
Garlic Parmesan Beef - Picalho

Grilled Pineapple - Abacaxi
Black Bean with Rice

(Farofa & Vinaigrette)

Dinner Plate
(Peru, Picalho, Feijao, Preto, Abacaxi)

Zia’s Italian Food Truck

Toasted Ravioli
Zia’s House Salad

Italian Porker Sandwich
Arancini

Butternut Squash Ravioli

D
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D. CRITICAL COMPONENT PROGRAMS
ENTERTAINMENT PROGRAM

Three stages of entertainment featuring a variety of over 40 performances 
including jazz, blues, funk, country, dance, rock, and more. The Performing 
Arts Stage, located within the Creative Castle area, catered to families and 
young children, with acts including a juggler/comedian/magician, Flamenco 
dancing, clogging, music, and storytelling.

In addition to the stages, Cultural Festivals hired several street performers 
to entertain patrons as they 
passed by. Raven Wolf played 
jazz, Venus in Flames wowed 
visitors with their fire act, and 
Silhouette Man amused those 
curious enough to tip his jar.

David Kloeckener

Hannah Rolling

David Kloeckener

D
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D. CRITICAL COMPONENT PROGRAMS
MERCHANDISE PROGRAM

The Festival Store was a walk-in tent located near the center of the festival 
site, marked with large signs mounted on scaffolding on each side of the 
tent. Merchandise included new Saint Louis Art Fair t-shirts in charcoal gray, 
the 2013 commemorative print, as well as items from previous years such as 
bags, shirts, and commemorative prints. After purchasing a commemorative 
print, visitors had the option to get it custom framed at the ArtMart Framing 

Center located directly 
beside the festival store. 
The Saint Louis Art Fair 
also has an online shop 
where merchandise can be 
purchased year-round.

Saint Louis Art fair
S E P T E M B E R  6   7   8  2013 Emily Reynolds

Theo WellingTheo Welling

D
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D. CRITICAL COMPONENT PROGRAMS
COMMUNITY OUTREACH PROGRAM

The Saint Louis Art Fair Public Art Collection, presented by Emerson, is a 
permanent collection of art which has been purchased at the Art Fair. This 
unique art collection is offered to various organizations at no cost and 
perpetually tours at several different 
public locations such as schools, 
libraries, and community centers. 

Jessica Banda-Smith

Jessica Banda-Smith

D
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D. CRITICAL COMPONENT PROGRAMS
EMERGENCY PREPAREDNESS PROGRAM

The Emergency Operations Plan predetermines, to the extent possible, general 
guidelines and procedures that will allow the City of Clayton and cooperating 
art fair personnel to conduct efficient, effective, and coordinated emergency 
operations in the event of a natural or technological emergency. The main thrust of 
such operations shall be to protect lives and property, preserve the continuity of 
legally mandated authority, and to provide for economic recovery in the aftermath 
of any emergency involving extensive damage or other debilitating influence on the 
normal functioning of the Saint Louis Art Fair.

In addition, while the plan shall serve as the basic source document to deal with 
emergency situations at the Saint Louis Art Fair, in no instance shall the guidelines 
be construed so as to prohibit, exclude, or otherwise limit flexibility in the response 
to an emergency event. 

The Emergency Operations Plan covers in detail the line of command in the event 
of an emergency situation and describes the Joint Incident Command System which 
designates city personnel and art fair staff to handle specific tasks such as safety, 
liaison, operations, planning, logistics, finance, and public information. The plan also 
lays out the procedures and duties of staff, volunteers, and city personnel in the 
event of severe weather, utility disruption, civil disturbance, fire, bomb or terrorist 
incident, and earthquake. Should the site need to be evacuated, the plan lists 
temporary mass shelters.

The Emergency Operations Plan is reviewed on a periodic basis, with all pertinent 
additions, deletions, or other changes incorporated into the document as needed. 
Copies of the plan are then distributed to appropriate city employees, ECDC, the 
Saint Louis Art Fair staff, and pertinent volunteer committee chairmen. However, 
nothing is more enlightening than experience. With the 2007 storms in mind and an 
improved Emergency Operations Plan, the staff was better prepared to handle the 
severe weather of 2012.

In 2007, the weather service issued a severe storm that was expected to arrive in 
45 minutes. The staff decided to wait and make sure the storm would blow over or 
head another direction, but the storm came quicker than anticipated; therefore, 
the staff and city personnel did not have enough time to evacuate the site and take 
necessary precautions. The storm came right through, bringing heavy rain and 
strong wind. Three beverage tents were lost, but fortunately no one was injured. 
The attendees had ducked into restaurants and businesses for shelter. The staff 
and volunteers were able to clean up and replace the tents within one hour and the 
people came back out for the event.

In 2012, the staff received a severe weather warning on opening night. Storms were 
due in 30 minutes. In that time, the staff, city personnel, and volunteers enacted the 
Emergency Operations Plan and evacuated the site. The storm did considerable 
damage, blowing over tents and damaging artwork, but everyone was safe. The 
event was shut down for the evening, as other storms followed the first. The next 
morning, the staff and volunteers worked together to recover tents and help the 
artists put their booths back together. Although several artists lost work, they all 
remained for the event. The weather was beautiful for the rest of the weekend and 
the crowds poured in. All the artists had a successful show.

D
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E. SPECIAL PROGRAM:  
 INTERNSHIP PROGRAM
Cultural Festivals hires 3-5 interns every summer to produce the Saint 
Louis Art Fair. Interns work in the areas of Graphic Design, Social Media & 
Marketing, Production, and Sponsorship Development. The internship offers 
practitioners the chance to experience expertise relative to theory and 
practice obtained in the classroom. Through the program, interns learn to 
work with a variety of personality types and leadership styles, learn to be 
flexible and work as a team, and learn to demonstrate a high standard of 
integrity and professionalism. For Cultural Festivals, the program offers 
the opportunity to improve in-service training for permanent employees, 
the opportunity to survey and evaluate prospective employees, and the 
opportunity to establish cooperative relationships which extend beyond the 
internship program.

Theo WellingTheo Welling
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A. & B. UPDATES, CHANGES, & RESULTS
Having a different set of interns every year brings new ideas and energy for the 
production of the Saint Louis Art Fair. 2013 was no exception. The staff collaborated on a 
rigorous puzzle project to promote the festival, built an interactive map, partnered with 
Young Professionals, updated the beverage program, and added street performers to 
the fair. On top of all that, crowds were surprised and intrigued by a mob of zombies 
creeping on-site.

As described in the Promotional/Marketing Campaign & Media Outreach, the “Be A Piece 
Of The Puzzle” media stunt was a significant update for the Saint Louis Art Fair. As a 
result of the stunt, people shared their art fair stories on the Cultural Festivals Facebook 
page. Some people that had never heard of the art fair found out about it by finding 
puzzle pieces in their park. 

The festival utilized an online map powered by Google called PointsMap for the first time. 
PointsMap made festival information much more accessible to people on or off-site. It 
included all of the information in the printed program guide, such as participating artists, 
food vendors, sponsors, and more. The entertainment schedules were listed along with 
video clips of the different bands. Parking and restroom locations were clearly marked. 
Anyone could easily access the PointsMap by scanning the QR code or typing the URL, 
which was printed in the program guide, on signs, posted on the website, and printed on 
business cards which were handed out at the kick-off party and art fair. Over the course 
of the weekend, 6,749 people used the map on their mobile device. Since the software 
was so helpful, the festival will continue to utilize it. 

Cultural Festivals reached out to two young professionals they met during a 
presentation. Together they formed our first young professionals group.  Our young 
professionals were invited to the art fair kick-off party to introduce them to the 
organization.  Then, during Friday night of the art fair, we designated an area for the 
Young Professionals Group to meet and network.  The tent was near the Main Stage and 
the festival’s “Bar.”  The music was geared to a younger demographic—each attendee 

Emily Reynolds
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received a complimentary beverage and opportunity to win a 2013 Saint Louis Art Fair 
Commemorative Print.  

In order for young professionals to attend the party they had to “like” the art fair’s Facebook 
page so they could R.S.V.P. for the party.  The staff used Facebook to highlight the festival’s 
activities and encourage them to volunteer at the art fair.  We attempted to engage them 
through Social Media.

In previous years the Saint Louis Art Fair had beverage booths that offered soda and water, 
beer, or wine & martini exclusively. In 2013, the festival still had several of those beverage 
booths, but also had a new “bar” booth. The “bar” offered soda, water, beer, wine, and 
martinis all in one place. The “bar” was also set apart by its design. Rather than having the 
standard covered table, it had a custom built wood-paneled counter and wall with taps 
and neon bar signs. One of the reasons the “bar” was created was in hopes that the Young 
Professionals would you use it as a meeting spot. Out of the 200 drink tickets that were 
given to the Young Professionals, 16% were redeemed. In addition, we had a good customer 
response—the “bar” was always busy—with sales of $18,000 for the weekend. We consider this 
a great benchmark for future comparisons.

The 2013 festival featured an interesting group of street performers. Raven Wolf played 
earthy jazz that delighted children and adults alike. The Silhouette Man both fascinated and 
surprised the patrons. Small crowds gathered to watch as the statue-like performer came 
to life every time he received a tip. Finally, the Venus In Flames fire troupe mesmerized their 
audience with dancing incorporating fire hula-hoops. 

The spectacular street performers weren’t the only cause for excitement. Near the end of the 
festival, zombies slowly crept onto the fair site. Patrons pointed and gasped as they noticed 
the unusual characters gathering in front of one of the stages. The flash mob began to dance 
to Michael Jackson’s “Thriller” and the crowd went wild with excitement. They began taking 
pictures and videos and posting them on the internet, which spread news of the Saint Louis 
Art Fair to even more people. The video Cultural Festivals posted was viewed 1,001 times. 

David Kloeckener Theo Welling
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C. WHAT MAKES THE EVENT STAND OUT AS AN 
 INTERNATIONALLY RECOGNIZED EVENT
The Saint Louis Art Fair received fourteen Pinnacle Awards from the International 
Festivals and Events Association in 2013.

The Saint Louis Art Fair’s richness in cultural diversity appeals to an international 
audience and expands the local community’s global awareness. For instance, 
international recognition was apparent when over 1,300 artists applied for the event 
hailing from 44 states, Canada, Israel, and Argentina. The website also had visitors from 
all over the world including some from the United Kingdom, India, Australia, and South 
Africa. In addition, the Chinese American Newspaper features an article about the art 
fair every year.

Cultural Festivals’ relationship with the Chinese American Newspaper began when 
their journalist wanted to do a feature article of the Saint Louis Art Fair. The Cultural 
Festivals staff embraced the journalist and a strong partnership developed. The 
journalist became an advocate in the Chinese American Community. Cultural Festivals 
feels strongly that this partnership has helped increase the festival’s attendance and 
volunteerism within the Chinese American Community. 

Diversity carried into the Creative Castle where the Missouri Falun Dafa Association 
taught children about the meaning of the lotus flower in Chinese culture and Flamenco 
dancers brought the Performing Arts Stage to life. The fair was also supported by 
volunteers from the non-profit Arts & Treasures From Latin America. The volunteers 
worked a soda booth and the proceeds benefited the non-profit as well as Cultural 
Festivals. 

Furthermore, the 2013 Saint Louis Art Fair’s patrons experienced a range of tastes from 
all over the world. The Pleasures of the Palate offered a variety of scrumptious options 
which included Greek, Chinese, Japanese, Thai, Brazilian, Italian, Cajun, and American 
foods. The fair was very fortunate to have such enthusiastic restaurateurs participate 
and add to the cultural diversity of the event.

The participation and support from such culturally diverse artists, performers, and 
organizations has raised the Saint Louis Art Fair’s global appeal and made it a well-
recognized event in the community, as well as on the International level.
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D. WHY THE EVENT SHOULD WIN THE IFEA/ 
 HAAS & WILKERSON GRAND PINNACLE AWARD
The Saint Louis Art Fair is recognized as one of the top art fairs in the nation year after 
year for many reasons. The staff works hard to ensure a quality event each year and 
brings in new ideas, constantly improving on past shows. Not only does the staff dedicate 
countless hours to produce the festival, but so do the volunteers and partners which 
number around 1,000. The overwhelming support of the community only reinforces the 
outstanding reputation the festival has attained. The Saint Louis Art Fair is also well-
known among artists and is highly competitive–it received over 1,300 applicants in 2013 
and only accepted 181 exhibitors. The Saint Louis Art Fair also takes great care of its 
artists and emerging artists. 84% of artists that participated in the 2013 fair said it was 
better than other shows they have participated in. Furthermore, 52% of the artists rated 
the Saint Louis Art Fair excellent overall, 33% rated it very good, and 10% rated it good. 

The Saint Louis Art Fair serves a wide variety of people, offering something for everyone. 
The festival is more than just phenomenal artwork, it is an experience offering the best 
in local food, music, entertainment, and activities for families and children. While quality is 
consistently high, the festival is never the exact same; for instance, in 2013 the Saint Louis 
Art Fair had a new media stunt, a new partnership with Young Professionals, new street 
performers, PointsMap, a new “bar” booth, new interns, and zombies. New ideas and 
offerings keep the festival current and fresh, drawing in the community every year.

While the Saint Louis Art Fair’s success is the reward that so many hard workers await 
every year, winning the Grand Pinnacle would bring further recognition to their efforts. 
This event notably impacts and enriches the area community, and staff and volunteers 
alike are certainly more than deserving of this recognition. Winning the Grand Pinnacle 
will boost morale and play a part in bringing the power of art to the Saint Louis 
community for years to come.

Theo Welling
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QUOTES REGARDING THE 2013 SAINT LOUIS ART FAIR

*Please see article from the St. Louis Post-Dispatch and Puzzle Hunt Recap Booklet 
inserted in the back pocket. The Program Guide is also included.

The Emerging Artist program has 
no equal.  The generous and willing 
exchange of information from the 
Cultural Festivals staff and the 
mentoring artists is invaluable.  I 
have personally learned so much 
about what it means to be a 
successful festival artist.

 –Lisa Hilton  
(Emerging Artist)

I would like to thank you and 
your staff for organizing the 
Saint Louis Art Fair.  It was 
a pleasure being there and 
my sales were great.  I can’t 
possibly know the many details 
you deal with to get the show 
off the ground.  You must be 
multi-talented to be able to 
handle all of the people and 
things you do.  This is just a 
quick note, but please know 
that without your talents those 
of the artists could not be 
brought to the public. 
–Don Coons  
(Participating Artist)

Now, 20 years later, I am 
so incredibly pleased 

to see that the original 
vision for the Saint Louis 

Art Fair has come to full 
fruition, that the festival 

organization continues 
to value and nurture that 

concept of nemawashi 
(Japanese word meaning 
“root binding”), and that 
the St. Louis community 

has truly incorporated the 
festival into the fabric of 

the community. 
-David R. Pinson 

 (Former Executive Director,  
   Saint Louis Art Fair)


