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01
INTRODUCTORY 

I N F O R M A T I O N



Purpose & 
Mission



The Saint Louis Art Fair (SLAF), 
produced by Cultural Festivals, is a 
free, three-day celebration of the visual 
and performing arts. The 22nd Annual 
Art Fair transformed Clayton’s central 
business district into a festive-art 
filled environment. The main focus is 
to provide the St. Louis community an 
easy-access juried exhibition of gallery 
quality fine art and craft by exhibiting 
artists from around the world. The Art 
Fair also presents live performances, 
buskers, hands on activities for children, 
some of St. Louis’ top restaurants and 
collaborates with over 20 local not-for-
profit arts organizations giving them the 
opportunity to access to over 130,000 
potential patrons. 
 

History
In 1994, Cultural Festivals was founded 
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. 
 
In 2001, due to the popularity of the live 
musical performances at the Art Fair, 

the organization created a second 
event, the Saint Louis Jazz and 
Heritage Festival, dedicated solely 
to Jazz music. The Saint Louis Art 
Fair was then renamed Cultural 
Festivals in an effort to better 
encompass its growing mission to 
bring a variety of cultural events to 
the St. Louis community. 
 
In 2006, a third event called 
“The Big Read” was added in 
order to emphasize reading as 
an important instructional tool in 
education, in art, and in life.

In 2008-2010, due to the 
tough economic times, the 
board of directors withdrew all 
other events from the Cultural 
Festivals’ schedule in order to 
focus solely on the production 
of the Saint Louis Art Fair and 
work towards the sustainability of 
the organization.  With this, the 
board aimed to continue to be an 
asset to St. Louis and its cultural 
landscape by incorporating art 
into the area, partnering with local 
organizations to promote the city 
itself, and providing an event that 
was free and open to the public.

Locally and nationally 
recognized as one of the best 
Art Fairs in the nation.

Art Fair Sourcebook has 
ranked the Saint Louis Art Fair 
 in the Top Ten Art Fairs since  
its inception.

St. Louis Magazine awarded 
SLAF A-List Award for “Readers’ 
Choice for Best Arts Event,”  
in 2015.

Alive Magazine awarded 
SLAF “The Best of the City” 
award in 2015. 

GO! Magazine named the Saint 
Louis Art Fair the winner of their 
“Around Town” section of the Go! 
List, a poll by readers and critics.

Ladue News selected the Saint 
Louis Art Fair as the best  St. 
Louis Cultural Event.

History & 
description  
of event 
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Fine Arts
Dedicated to providing free 
access to gallery–quality 
fine arts, Cultural Festivals 
selects 150 artists from 
a pool of 1188 applicants 
with 31 returning artists 
for a total of 181 exhibiting 
artists. 18000 pieces 
of work are exhibited 
throughout the festival.

types of actives  
included under  
the festival/ 
event umbrella

181  
artists 

exhibited
Ceramics 

 Drawing & Pastels  
Fiber 

 Glass 
 Jewelry 

Metalwork 
 Mixed Media 

Painting 
Photography 
 Printmaking 

 Sculpture  
Wood 

PE
RF

OR
M

IN
G 

AR
TS

The Main Stage  
focused on a variety  
of genres.

The Harold and 
Dorothy Steward Jazz 
Stage and Listening 
Lounge dedicated 
solely to jazz music. 

The Performing Arts 
Stage catered to 
young families.

ALOFT Circus Arts 
& Clayton High 
School Buskers 
club performed 
throughout the 
festival streets.

3 stages of 
entertainment

Thirst Quencher
5 booths 
offering water, 
soda, wine  
and beer.

Pleasures Of  
The Palate
13 of St. 
Louis’ upscale 
restaurants placed 
on restaurant row.

CREATIVE CASTLE 
RESTAURANTS
2  delicatessens in 
order to satisfy the 
childrens’ sweet tooths.

FOOD AND  
BEVERAGE  
PROGRAM



Creative  Castle 
FREE, quality, educational arts 
programming, focused on 
providing children ages 3 to 
12 an  opportunity to explore 
the joys of the creative process 
through hands-on activities.

Annual Kick Off Party
An annual event providing  a 
sneak peek of what’s to come 
at the Saint Louis Art Fair.

Artist Brunch &  
Awards Ceremony
A ceremony to celebrate 
the exhibiting artists 
hosted on the Sunday of 
the festival weekend.  

Public Art Collection 
The Public Art Collection is a 
permanent collection of art, 
purchased throughout the years 
by Cultural Festivals, perpetually 
tours at several different public 
locations at no cost. 

EDUCATIONAL & COMMUNITY OUTREACH

Emerging  Artists  
as Entrepreneurs 
This program is a 2-year program 
providing an opportunity for up 
and coming artists to jumpstart 
their careers by learning about 
the Art Fair Industry.

Reaches 65,000+ People
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Overall Revenue & 
expence budget

Estimated  
Economic  
Impact

Total Income $746,673.47

The breakdown of revenue:
51% corporate sponsorship and grants, 20% food and beverage 
and merchandise sales, 22% from artist registration, 4% 
from food vendors rental of space, 2% from Board Member 
contributions/donations and 1% from miscellaneous sources. 
Expenses are comprised of the administration of two full time staff, 
three interns, and the production of the festival. All media (print, 
radio, web, and television) is donated in-kind to the organization.

$2 Million in art sales
3 Days / 23 Festival Hours 
130,000 Attendees 
Tremendous economic impact 
60,000+ Servings of Food Sold
403,521 ounces of beverages sold

200% increase in merchandise sales in 2015 
1000+ estimated hotel Rooms in the Clayton area with  
94% occupancy during saint louis art fair weekend

Considering the long-running history 
of the Art Fair and high level of 
attendee loyalty, both the economic 
and social impacts on the area 
would be difficult to replicate or 
replace in the marketplace.



Attendance 
Numbers &  
Demographics

Gender
age HOUSEHOLD INCOME

39% 61%

Education
High School – 12% 

Middle School – 5% 

College
37%

Post Grad
46%

70+

21–35

36–49

50–69

Under 21

ethnicity
11% –African American
3% - Other 
1% - Native American
2% - Hispanic
2% - Asian
1% - Indian

Caucasian
80%

7%

28%

43%

17%

5%

$2 Million in art sales
3 Days / 23 Festival Hours 
130,000 Attendees 
Tremendous economic impact 
60,000+ Servings of Food Sold
403,521 ounces of beverages sold

200% increase in merchandise sales in 2015 
1000+ estimated hotel Rooms in the Clayton area with  
94% occupancy during saint louis art fair weekend
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Volunteer Count & 
Demographics

 
1 0 , 0 0 0 
volunteer  
h o u r s

1,000+ 
volunteers 
21 5  N E W Income

Education

Staffing Numbers  
and Positions

Emerging Artist Project Coordinator: Stephen King 
Program Specialist: Becky Genoways 

Social Media & Marketing Intern: Jane Mackowiak
Executive Director: Cindy Lerick 

Graphic Design & Website Intern: Jenny Ngo
Deputy Director: Laura Miller

Public Relations & Marketing Intern: Marisa Hendel

ethnicity
56% – Caucasian 
11% – Hispanic
6% –Asian 
28% –African American

47%



Founded in 1994 by art enthusiasts 
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. The organization was 
renamed in 2004 to Cultural Festivals. 
 
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. 

15 Board of Directors
4 Chair Emeritus- 1 of which is the 
founder of the Art Fair, Susan Uchitelle
4 Ex-Officio Board Members 

2 Full-time staff members are 
maintained year-round: the Executive 
Director and the Deputy Director. 
3 Interns were hired from May until 
the event: the Public Relations & 
Marketing Intern, Social Media
 & Marketing Intern, and Graphic 
Design & Website Intern. A 
Program Specialist who worked in 
streamlining the Food and Beverage 
System was also brought in.

Founding/Incorporation  
Date and Management System

Cultural Festivals 7
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The marketing and public 
relations goal of the 22nd annual 
Saint Louis Art Fair aimed to 
engage a diverse audience, 
communicate the theme of the 
Art Fair, and create a consistent 
brand message reinforcing  
SLAF’s mission to make the arts 
free and accessible to all.
 
Inspired by the 2015 
commemorative print and the 
story behind it, “Red Alley” by 
Loretta Petraitis, the 2015 
Saint Louis Art Fair theme 
became  “Lose Yourself in Art.”  

The inspiration came to Loretta at the 
Cherry Creeks Festival in Denver. Loretta 
was showing her work at an art festival in 
Denver when it began pouring rain. Her 
fellow artists scrambled to protect their 
artwork and wait it out. After the rain 
subsided, everyone erupted in a joyous 
frenzy and got back to work. Loretta, 
however, with her booth near an alley, 
noticed the water bubbling into the sewage 
system and couldn’t ignore how beautiful 
the lighting and reflections were after 
the rain. She told us, “It was amazing and 
people were running through the water 
barefoot like kids. I wanted to express the 
happiness and relief I felt after that rain.”  

2015 Saint Louis Art Fair Campaign
Thus, she simply couldn’t stop 
herself from capturing the serene 
moment, losing herself in her art.
 
The theme was meant to inspire 
the St. Louis community as well as 
the international audience to lose 
themselves in culture, knowledge, 
and the arts. It was also a reminder 
to the world that the humanities 
are still exceptionally important 
and that people should not only 
lose themselves in art, but also 
immerse themselves in the things 
that matter the most to them.

Target Audiences:
Art Buyers
Young Adults (18-35) 
Families with Children

Theme: 
Lose Yourself 

In Art
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Total PR & 
Marketing 
V a l u e

$771,316

Media Story Count:
TV Segments/hits : 30
Radio segments/hits: 8
Print hits: 13
Online hits: 12 
Total TV Publicity Value: TV: $45,131
Total Estimated Radio Value (based on average 
of $50/minute): $3,200
Total Estimated Print Value: $195,000
Total Estimated Online Value: $20,000 
Total Nielson Viewing Audience: 1,241,548 
Total Estimated Publicity Value: $263,331

Advertising: 
15,000 program guides printed and distributed
400 (~) Commemorative Prints Distributed
178 Radio Minutes
7,976 Pointsmap downloads 
101,926 branded social media impressions
43,656 New Visitors Facebook
47,345 Twitter Impressions
Advertising valued at $507,985

Cultural Festivals 9



Promotion and  
Marketing Goals 
 
Solidify and promote position as an 
easy access, free festival of quality 
fine art.

Increase local and regional awareness 
of the Saint Louis Art Fair as the 
hidden gem of St. Louis as well as of 
all the festivities the festival has to 
offer including Promote the 2015 
exhibiting Artists, Creative Castle and 
On-Site Education programs, music 
and performances.

Communicate and create awareness of 
the mission, not-for-profit status, and 
community outreach.

Create strategies to reach the multiple 
target markets and differentiate the 
festival from others.

Increase funding through 
sponsorships to support the mission.

Promote festival as community event 
that impacts economic development 
and quality of life for Saint Louis  
and Midwest.
   
Promote social media partnership    
with GoldCamera.
 
Recruit Volunteers.
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Website/Social Media/ Multi-
Media Program/Campaign

Each year, Cultural 
Festivals, updates the 
website to reflect the 
current theme and 
relative event information. 
Notably, the site highlights 
the individual exhibiting 
artists by showcasing 
their work on the Artist 
page and provides a link 
to download a digital 
program guide.

SLAF utilized a blog to 
promote the individual 
exhibiting artists’ work 
and create traffic back 
to their site.

pointsmap downloads
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2015 Social  
Media Goals:
Create buzz and promote 
the SLAF Partners and 
Sponsors

Promote the SLAF Exhibiting 
Artists and relay traffic 
back to the individual 
artists. SLAF benefits from 
our Artists, the largest 
stakeholders

Increase awareness of 
the arts and community 
outreach

Accentuate brand position, 
identity, and online presence

Recruit Volunteers

Sell Merchandise

Utilize the respective 
platforms to reach multiple, 
diverse target markets

Photos on the left include 
images used in our “15 
Reasons to Visit the Art 
Fair” social media ad. 



For the first time in 2015, 
SLAF utilized an App, 
developed by Pointsmap, LLC.  
The SLAF Staff was able to 
quickly and easily update event 
information, providing patrons 
with the most updated  
festival information. 

Features include:
video clips of performers

audio clips of event news coverage. 

Pointsmap the official SLAF interactive 
event map powered by Google Maps API.
The map provides a built in QR code 
scanner that allows patrons to look up 
information about where they are.

Images of artwork  artist statements, 
childrens activities and any other details 
related to the festival.

SLAF App:



Gold Camera:
SLAF partnered with GoldCamera, 
a social media marketing app that 
creates a virtual photo booth by 
geotagging photos, to produce a 
contest requiring patrons to snap 
a photo in the designated areas 
of the festival, check-in to SLAF 
and share it on social media in 
order to receive a free, past years 
SLAF Commemorative Print.  The 
photo booth “frames” included the 
SLAF logo and specific sponsor 

logos (in the designated areas) in 
order to make instant souvenirs, 
generate attendee engagement 
and high impact brand impressions. 
For example, the Main Stage 
featured a distinct frame including 
its respective Sponsor’s and SLAF 
logo. Artists gained a free social 
media marketing opportunity to 
promote their own brand by creating 
individual frames with their name, 
booth number and SLAF logo.

Cultural Festivals 13



$327,000 in cash
$100K of new money
28 cash sponsors
$569,657 in-kind dollars

100% renewal rate in 2015
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10,000  
volunteer hours
35 Committee Chairs 
oversee areas: cash operations 
to food & beverage to guest 
services, etc

VOLUNTEER PROGRAM

Critical Component Programs

Volunteers help bring the Saint 
Louis Art Fair to life. Volunteers 
sign up through an online system 
called VolunteerLocal. A Volunteer 
Training Manual, detailing check-
in procedures, emergency 
information, volunteer job 
descriptions, and other relevant 
information,  is sent to each 
volunteer and available on the  
festival website.

Each volunteer is given free official 
SLAF volunteer shirts to wear, 
which were a different color and 
different design for each day. The 
Artist Relations team, sponsored 
by Edward Jones, wore red shirts 
the entire weekend in order to 
make them easy to spot in the 
crowd. Also, during the event, 
volunteers could stop by the 
Volunteer Headquarters to refuel 
with beverages and snacks.

1,000+





COMMUNITY   
OUTREACH PROGRAM
The Saint Louis Art Fair’s 
Public Art Collection, 
presented by Emerson, is a 
permanent collection of art 
that 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

GREEN PROGRAM
The Saint Louis Art Fair 
continues to move forward 
toward becoming a more 
environmentally friendly 
production. 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. Linens are used to cover 
tables versus plastic tablecloths, and 
beverages are served in a recyclable 
commemorative festival cup. 
Furthermore, patrons are encouraged 
to use mass transit or bike to the Art 
Fair. The St. Louis mass transit system, 
the Metro, has a stop just one block 
from the festival site. SLAF also offers 
a bike check area that costs $1 to 
have your bike watched while you visit 
the Art Fair. The bike area proceeds go 
to a local Police Explorers Group.

REACHED

Public  Art  
Host Locations



EDUCATIONAL PROGRAM

The Emerging Artists as 
Entrepreneurs program is an 
opportunity for up and coming 
artists to jumpstart their careers 
as artists by learning about the Art 
Fair Industry including topics such 
as selling, pricing, displaying work, 
and copyright laws. 

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 introduced 
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 
Art Fairs in the nation! Students also 
advance over peers in professional and 
entrepreneurial development as artists 
of the program. 

First year coordinator, Stephen King, 
Executive Director of the Des Moines 
Arts Festival, facilitates workshops on 
pricing, portfolio development, financial 
planning, copywriting, and more. The 
artists serve as apprentices to the 
SLAF exhibiting artists and have the 
opportunity to network with the Saint 
Louis Art Fair staff and jurors. 

In the second year of the 
program, the artists must work 
together utilizing the skills they 
developed from the first year of 
the program to lay out a single 
booth in order to showcase and 
sell their art at the Saint Louis 
Art Fair. The group also has to 
participate in a mock jury and 
volunteer during the festival 
weekend. They earn eligibility for 
the Emerging Artists Jury Award, 
a $500 cash prize and the 
opportunity to return in the next 
Art Fair, exempt from the jury 
process and booth payments.

Emerging Artists as Entrepreneurs

Cultural Festivals 16



FOOD & BEVERAGE PROGRAM
The Pleasure of the Palate  
As patrons stroll the art-filled streets 
of Clayton, they will not stumble onto 
your typical festival fare, but a row 
of 13 of St. Louis’ top restaurants 
serving Cuisine that ranged 
from cheesecake to jambalaya, 
and everything in between. Each 
restaurant created a unique menu 
that provided a taste of their own 
style, a taste of Saint Louis, and a 
taste of the world, satisfying visitors 
with the most refined palates all the 
way down to the pickiest of eaters.
The 2015 Pleasures of the Palate 
included restaurants such as Café 
Manhattan, Drunken Fish, Hank’s 
Cheesecakes, JP Fields, LuciAnna’s 
Pastries, Mandarin House, Molly 
Darcy’s, Patrick’s Westport Grill, 
Rearn Thai Restaurant, Ruth’s Chris 
Steakhouse, Scoops and More, 
Tivanov Catering Co., Tucanos 
Brazilian Grill, and Two Peas in a Pod.

Thirst Quenchers
5 beverage booths, separate from 
the food vendors, were located 
throughout the festival site, offering 
soda, water, wine, and beer all under 
one customized tent.
 
creative castle
In 2015, 2 gourmet dessert 
restaurants were placed in the 
Creative Castle area in order to 
satisfy all the little sweet tooths 
exploring their inner creativity.

Cultural Festivals hired a program 
specialist for the 2015 Art Fair in order 
to increase the efficiency of the food and 
beverage booths. As a result, the 2015 
beverage sales revenue increased 21% and 
generated the highest beverage revenue 
and product volume in 5 years

Revenue increased 21%
Highest beverage revenue and  
product volume in 5 Years
70+ Food Selections
60,000+ Food servings sold
5,700 Pieces of Sushi Sold
403,521 Ounces of Beverages Sold

ENTERTAINMENT PROGRAM



Revenue increased 21%
Highest beverage revenue and  
product volume in 5 Years
70+ Food Selections
60,000+ Food servings sold
5,700 Pieces of Sushi Sold
403,521 Ounces of Beverages Sold

ENTERTAINMENT PROGRAM

Fine Arts

Performing Arts

Dedicated to providing free access 
to gallery quality fine arts, 1230 
artists applied to the Saint Louis Art 
Fair from 45 states,Washington 
DC, Israel, Canada, Czech Republic, 
and Argentina. Out of 1,188 
applicants (not including the 
invited/returning artists), 272 
were first time applicants, and 427 
had applied before, but have not 
been in the show. 

After undergoing the jury process, 
150 artists were accepted for 

exhibition with 31 returning artists 
from the previous year for a total of 
181 exhibiting artists. Further, 8 artists 
exhibited as part of our Emerging Artists 
as Entrepreneurs Program. With 12 
artist categories including Ceramics, 
Drawing & Pastels, Fiber, Glass, Jewelry, 
Metalwork, Mixed Media, Painting, 
Photography, Printmaking, Sculpture, and 
Wood, over 18,000 pieces of artwork 
were showcased at the Saint Louis Art 
Fair. Artists’ average sales amounted to 
$10, 617, creating close to $2 million in 
overall sales and economic impact.

Artists’ average 
sales amounted 

to $10, 617
45 states 

Washington DC 
Israel 

Canada 
Czech Republic 

Argentina

Main Stage 
focused on a variety of genres 

The Harold and Dorothy 
Steward Jazz Stage and 
Listening Lounge 
dedicated solely to jazz music. VIP style 
seating area called the Listening Lounge, 
which featured glowing furniture, tables, 
chairs and red velvet ropes creating the 
cool vibes of an exclusive Jazz club.

The Performing Arts Stage 
catered to young families

Street Performances
ALOFT Circus Arts enchanted 
patrons with aerial and circus 
based arts by combining visual 
art, urban space, physical 
movement, modern dance, and 
aerial performances to build a 
cohesive emotional tale. 
Clayton High School Buskers 
club dazzled patrons with street 
performances as they browsed 
the art-filled streets.

Cultural Festivals 17



The Festival Store is a  
located near the center of 
the festival site. The Store 
sold the official 2015 
merchandise shirt and 
commemorative print, as 
well as items from previous 
Art Fair years. 

The official 2015 Saint Louis 
Art Fair merchandise shirt 
was of boutique quality and 
offered in both tank top and 
V-neck styles. It featured an 
all over sublimation style 
print of one of the exhibiting 
artist’s current work, Sarah 
Giannobile’s “ Venus Trines 
Midnight.”  The shirts sold 
out before the weekend was 
over and orders were taken 
throughout Sunday for an 
additional run that was filled 
after the festival weekend. 

SALES 
INCREASED  
OVER 200%



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 technical 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.

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, earthquake and 
other potentially dangerous  
incidents. Should the site need to 
be evacuated, the plan lists  
temporary mass shelters.

Each emergency situation has a 
prepared corresponding statement 
in the SLAF media crisis plan.

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, the 

Saint Louis Art Fair staff, and 
volunteer committee chairs.
 
Fortunately, we couldn’t have 
asked for better weather 
during the weekend of the 
2015 Saint Louis Art Fair. 
Other than a light rain during 
the initial preparations in 
the wee hours of Friday 
morning, we were met with 
a full weekend of blue skies, 
sunshine, and no major 
disturbances. Thus the 
emergency plan did not have 
to be implemented during the 
2015 festival weekend.

Cultural Festivals 18



CHILDREN’S PROGRAM

Prepare to be amazed at this oasis of youthful delight 
in the middle of downtown Clayton. The Creative Castle 
is a land ruled by “little people” where strollers have the 
right-of-way and children are encouraged to explore 
their creativity and learn about the arts. Primarily 
focused on families with children between the ages of 
3 and 12 years, the Creative Castle creates a magical, 
hands-on experience where everything is possible. 
Creative Castle was presented by Artmart and Ameren 
with support from the William T. Kemper Foundation.

The Creative Castle features participatory arts 
educational activities with hands-on assistance from 
11 local non-profit arts organizations and schools 
from across the metropolitan area. An estimated 
8,000 children created many artistic “masterpieces” 
including paper lanterns, paper sculptures, illustrating 
the art of perception, paper bag hats, mosaic secrets 
quilts, star books, Migrating Monarchs, Pillowcase Fun, 
personalized photo frames and decorated 3D glasses.

In the end, the Creative Castle plays a critical role 
in “growing” SLAF’s future artists, volunteers, arts 
enthusiasts and guarantors.



2015 interns

22nd Annual Kick Off Party

Artist Brunch & Awards Ceremony

Cultural Festivals hired 3 interns 
to produce the Saint Louis Art Fair. 
Interns work in the areas of Graphic 
Design, Social Media & Marketing, 
Production, and Sponsorship 
Development and are able to gain 
school credit through the program. 
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, to be flexible and 
work as a team, and 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 that extend 
beyond the internship program.

The Annual Kick Off Party gives special Art Fair guests a 
sneak peek of what’s to come. The party features music, 
food and artwork that will be featured during the Art Fair 
weekend. The Kick Off Party also is the time when the SLAF 
staff unveils one of the most anticipated features of the Art 
Fair, the theme and the coveted commemorative print.  The 
Commemorative Artist even joins the party to help unveil, 
sign, and host a meet and greet.  The party also kicks off all 
Art Fair promotions up to the festival weekend. 

Specifically, at the 22nd Annual Kick Off Party, hosted by 
Carrollton Bank, projection art created by the graphic 
design intern featured all 181 artists’ artwork. The artwork 
was projected onto a wall in order to give guests the effect 
of walking down the streets of Clayton during the festival 
weekend as they entered the party. The projection art 
connected the theme to the commemorative print as the 
artist originally learned to draw and paint by projecting 
images onto her wall as a child and by creating the effect of 
Losing Yourself in Art.

The SLAF staff rolls out the red carpet for our own 
Academy Awards ceremony to celebrate our artists 
and recognize the best of the best. The ceremony is 
hosted at SLAF’s official hotel on the Sunday morning 
of the festival weekend with brunch and over 300 
attendees. Beautiful awards, supplied by Crown Trophey, 
and $21,000 in cash prizes are awarded to 25 of the 
exhibiting artists who are then invited to the next Saint 
Louis Art Fair, exempt from the jury process .
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Updates and Changes

World Wide Technology 
was the Premiere Sponsor of our Jazz Stage and 
Listening Lounge, which was in turn, named The 
Harold and Dorothy Steward Jazz Stage and Listening 
Lounge. Programming included some of St. Louis’ 
finest jazz musicians.

ikea set up a “mini store” in order to promote 
the opening of their new location. The area featured 

arts and crafts tables and supplies for children. 
Families were the target audience, to which they 

promoted their Family Loyalty Program.

The Harold and Dorothy 
Steward Jazz Stage and 
Listening Lounge 
1 stage dedicated solely to Jazz Music, Listening 
Lounge , a VIP style area featured glowing furniture, 
tables, and chairs.

Pointsmap/SLAF APP
SLAF Partnered with Pointsmap to develop an App, 
which provides quick and easy access for people on 

and off-site to event information and the official SLAF 
interactive map, PointsMap.

6 New Sponsors

$100,000 
in new money 



Creative 
C a s t l e
Each year, SLAF partners 
with different non-profit 
organizations to present 
new activities for the 
Creative Castle in order 
to keep the kids’ creative 
juices flowing and their short 
attention spans satisfied. 
The only activity that 
remains the same each  
year is the iconic SLAF  
sponsored Paper Bag  
Hats booth.

New Interns
Having a different set of interns each year, 
as well as temporary employees, allows the 
SLAF staff to bring new ideas and energy 
to the production of the Saint Louis Art 
Fair, with 2015 being no exception.

Sensodyne 
presented a full dental spa on-
site in which attendees could 
sample Sensodyne products 
and consult with a dentist.

Performances
All new performers.
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Communication System
Originally, SLAF utilized a text messaging system 
administered by the City of Clayton that was part of a 
federal grant and limited notifications to emergency 
purposes only. 

Unavailable in 2015, SLAF contracted with a new 
communication system company, which proved to 
work more successfully. The new system, CatchWind,  
allowed staff to make changes and additions to the 
notification list at any time and could be used for all 
types of communication.

Further, the SLAF staff utilized the GroupMe app in 
order to accommodate and increase communication 
efficiency with an intern who had a hearing disability 
during the festival weekend.





What makes the Event Stand 
Out as an Internationally 
Recognized Event?

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 1,188 
artists applied for the event 
from 45 states, Washington DC, 
Israel, Canada, Czech Republic, 
Argentina, as well as inside the US. 
The website also had visitors from 
all over the world including the 
United Kingdom, India, Australia, 
and South Africa. 

In addition, the Chinese American 
Newspaper features an article 
about the Art Fair every year. 
After an initial feature article on 
the Saint Louis Art Fair, Cultural 

Festivals staff embraced the 
journalist and a strong partnership 
developed. 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 paper lanterns in 
Chinese culture and salsa dancing 
lessons from Almas Del Ritmo Dance 
Company brought the Performing 
Arts Stage to life. 

Furthermore, the 2015 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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Why should the event 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 various reasons. 
The staff works hard to ensure a 
quality event each year by bringing 
fresh ideas to the table, creating 
social and economic impact on the 
St. Louis Community,  following the 
best event practices, maintaining 
transparency, and educating others. 
SLAF shakes it up each year; and thus, 
the festival is never exactly the same. 
In 2015, the Saint Louis Art Fair 
had a new theme, new artists, new 
performers, new partnerships, new 
interns, new procedures and more. 

Not only does the staff dedicate 
countless hours to produce the 
festival, but so do the volunteers and 
partners, which exceed 1,000 people 

and 10,000 hours. The overwhelming 
support of the community only 
reinforces the outstanding reputation 
the festival has attained. 

The Saint Louis Art Fair is well 
known among artists and is highly 
competitive–-it received over 1, 188 
applications (not including the invited 
artists) and only accepted 
150 exhibitors. 

SLAF is known for taking great 
care of its exhibiting and 
emerging artists:
92% of the artists that 
participated in the 2015 festival 
rated SLAF very good to excellent
98% of artists rated overall 
management and organization of 
SLAF very good to excellent

88% of artists are very likely to 
apply to SLAF again.

Artists commented that the 2015 
Saint Louis Art Fair provided “above 
average sales, pleasant customers, 
high quality artists, and good 
management,”  “well organized, well 
attended by intelligent consumers who 
support the arts,” and overall “good 
sales, well organized, helpful, friendly 
volunteers and staff.” ~ 2015 Artists

The festival is not just phenomenal 
artwork, it is an experience offering 
only the best in local food, music, 
entertainment, and activities for 
families and children. The Saint Louis 
Art Fair brings tremendous economic 
and social impact to the St. Louis 
community that would be difficult to 



replicate or replace. For instance, the 
Art Fair generates $2 million in art 
sales, Creative Castle provides 8,000 
children with free access to hands 
on activities and the free Public Art 
Collection reaches 65,000+ people 
in communities where the arts are 
inaccessible. While researching for 
a social media ad run, SLAF found 
from the article, “Arts and Crafts: 
Critical to Economic Innovation,” that 
governments, schools, and other 
nonprofit organizations assume arts 
and crafts are dispensable extras; 
however, research suggests that 
disposing of arts and crafts may 
have negative consequences for the 
country’s ability to produce innovative 
scientists and engineers, etc (1).  
Thus, we see, Cultural Festivals 
provides a much needed opportunity 
for the St. Louis community to 
engage in the Arts, which are 
so often being cut out of school 

programs and in turn adds to the 
building of the future economy. 

Ultimately, winning the Grand 
Pinnacle would bring recognition to 
the tireless efforts of our volunteers, 
interns and partners. 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 and beyond for 
years to come.






