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Abstract

This report examines the production of the newsletter for the Crafts
Association of BC. It provides an overview/analysis of the genre of fine craft and craft
newsletters, looks at competition through what other guilds/associations/councils are
doing, and offers a redesign of the Craft Contacts newsletter for use at the CABC to
act as a bridge between what the current newsletter provides and what the future
newsletter will be. This report is an evaluation of the CABC newsletter as a function
of the Association’s current communications strategy, how it will continue to
function (or not function) within the organization, and will provide a variety of ways
of developing it alongside the future needs of the CABC of which, in particular, is

attracting new members.

Keywords
British Columbia; fine craft; association; membership; newsletter publication;
production; design

Subject terms

Craftspersons — British Columbia; Crafts Association of British Columbia — periodicals;
newsletters — publishing, newsletters — design
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1 Introduction

I was first invited into the Crafts Association of British Columbia by a fellow artist
and craftsperson, Bettina Matzkhun, three years ago in 2004. She knew that I
intended to apply to the Master of Publishing Program at SFU and felt that I would
make a good candidate to sit on the Communications Committee, a committee that
meets every two months to (among other things) organize and publish the quarterly
newsletter Craft Contacts for the CABC. She talked about the desire to perhaps make
the newsletter into a regional magazine. At my first committee meeting the idea of a
bolder approach to the newsletter —i.e. a magazine format — was put forth only to be
quashed immediately by the Editor. There simply were no resources to make a

magazine possible. It is as true now as it was then.

The CABC has three full-time and several part-time staff members, the rest being
made up of volunteers from the craft community. And being a non-profit
organization, the CABC has made good use of government funding, community
foundations, and corporate sponsorship and donations. Needless to say, even if they
had a little extra “pocket money” it would not be enough to staff and print a magazine
format publication. But, that being said, improvement of the dissemination of CABC

information is also critically important when it comes to attracting new membership.

In this report, I will examine the role the CABC’s newsletter Craft Contacts plays in
the overall publication program at the Association and determine a course for the
future of the publication. The publication program is discussed annually at a Strategic

Planning session held by the staff and board of the CABC whereupon resolutions and



goals are set for the coming year. Craft Contactsis the central publication for the
CABC’s membership; it is a benefit of becoming a member. The majority of the
members of the CABC are mid-career artists who work on their craft part-time. It is
those members that I am thinking of as I craft this report; what are their needs and
expectations and how can the CABC deliver those to them. I must also consider
potential new members and what the Association must do to attract them and keep

them.

The information in this document is derived from interviews with the CABC staff,
members, Communications Committee discussions, and email inquiries sent to other
craft guilds and organizations across the province. I will examine the relationship of
the membership to Craft Contacts and in turn its impact on the publication of the
newsletter. I will do this by detailing first, the importance of fine craft, then, why the
CABC does what it does, followed by a close look at the publication Craft Contacts,
and finally, by offering a recommendation for the redesign of Craft Contacts for the

CABC to go forward with in the immediate future.

1.1 What’s in A Name? (Fine Crafts vs. Crafting)

The ‘high’ arts of painting, sculpture, and architecture, which had been part of the
artistic hierarchy since the Renaissance, were still in place when the Arts and Crafts
movement! began in the mid-nineteenth century and the hierarchy is still something
that continues well into today’s modern artistic practice. Artists who work with
metal, wood, clay, glass, or fibre often find their work classified in the category of the

‘minor’ arts by critics and artists alike. Because those craftspersons are creating

1 Although craft practices started much earlier than the mid-nineteenth century, the example here is used to
convey the notion of “form” coexisting on the same level as “function” as part of a style that can be seen well
into today’s contemporary craft practices.



something not just decorative but utilitarian their work often doesn’t command the
same regard as say painting or sculpture does. It’s a kind of snobbery to be sure and

very well ingrained in society and the world of art.

The Arts and Craft movement began in part as a reaction against the Industrial
Revolution and machine-made production. Importance was placed on materials and
‘craftsmanship’ — taking time, care, and deliberation in the work of creating and by
showing the work that went into creating. But what was most important was making
objects that could and would be used as everyday items in an everyday household —
products for the working classes. While perhaps this wasn’t entirely successful as the
products themselves, made from good quality materials and with a longer production
cycle because they were made by hand, were often out of the price range of the
‘lower’ working classes and so it was the ‘middle’ and ‘upper’ classes who could afford
to furnish their homes with the toils of the craftspeople,? it was still the endeavour of

the period to combine form and function.

As much as the Arts and Craft movement was a rebellion against machine-made
objects it also provided the structure for the way in which today’s craftspeople and
artisans continue the tradition of their art. There is an ebb and flow, wax and wane,
or perhaps a warp and weft to the way these traditions are imprinted upon the time
periods and societies in which they exist. Like any fashion, what is popular today
often falls off the map tomorrow, so too does the craftsperson toil in times of feast as
well as famine. Unlike the patronage of artists (painters, sculptors, etc.) in earlier
times who were supported by nobles or the church, for example, craftspeople have

always been on the edges of society —whether it be the society of artists or the society

2 Blakesley, The Arts and Crafts Movement, x.



of consumer consumption — and as a result seek the community of other craftspeople

to create their own society.

The CABC is one of the articulations of the fine craft community that help to extend
it into society in both artistic and commercial means — they speak for and serve the
craftspeople through their mandates, projects, and publications. Participating on the
Committee allows me to be part of the continuation of community through one such
means, the publication Craft Contacts. Sitting down at the Communications
Committee meeting table, I look around at my fellow volunteers, sincerely gratified
that such an Association exists for the promotion of an often-undervalued artistic

practice.

1.2 What is a Newsletter & What Do They Do for Crafts Organizations?

When I first joined the CABC’s Communications Committee in the fall of 2004, I was
quite excited at the prospect of putting together a newsletter as part of our duties as I
had just finished an undergrad class in design for print production at SFU. One of the
assignments was a newsletter redesign and I chose the CABC newsletter for the
exercise. It was not an easy task, and this is where my enthusiasm waned, because I
was challenged with making a newsletter visually dynamic while retaining the staid
things that make it “read” newsletter. It wasn’t impossible, but required some careful

thought and consideration.

The CABC publishes a hard copy newsletter (22”x 17” folded to tabloid size: 8pp for
winter issues and 12pp for summer issues) that goes out to every member each
quarter, with a PDF of the newsletter made available immediately to the public on

the website. The high costs of staff hours devoted to the print newsletter makes a



compelling argument to focus on one delivery system only; ceasing publication of the
print product and going completely online. As an executive averred from another
association in a Folio magazine article, their publication “w[asn’t] connecting with the
right audience” and with their low subscriber base (7,000) felt that it was too much
work for little reward going after advertising dollars®. With the CABC’s subscriber
base at a low 500, it only reinforces the need to streamline information and to offer it
in a way that is easy to access, flexible and timely and in formats (i.e. online) that are

used by craftspeople the CABC are seeking as new members.

According to the Newsletter Publishers Association, a non-profit trade association of
newsletter publishers founded in 1977, “...a newsletter is a specialized information
publication that is supported by subscription sales and does not contain advertising”.*
The Canadian Oxford Paperback Dictionary describes a newsletter as an “informal
printed report issued periodically by a society, business, organization, etc.” The
CABC newsletter is both of these things and neither of these things. The physical
properties of Craft Contacts— printed on newsprint, tabloid size, folded in half to
letter size — is an indication to its audience that it is indeed a newsletter. Bigger than a
flyer, handbill, or leaflet and smaller than a magazine, the CABC newsletter delivers
fine craft related information to its membership in a timely manner.® The newsletter
acts as a communication system between the Association and their membership who
live not only in the Lower Mainland but who are also spread out across British

Columbia with additional members throughout Canada.

3 Matt Kinsman. “How One Association Publisher Went Web-Only”. Folio Magazine. 11 Nov. 2008. 3 Mar. 2009.
http://www.foliomag.com/2008/how-one-association-publisher-found-new-life-web

* Goss, Success in Newsletter Publishing, 1.
> The Canadian Oxford Paperback Dictionary, s.v. “Newsletter.”

6 One could dispute that because it is only published quarterly that it’s not entirely timely for certain items, i.e.
short-term calls for entry for galleries or fine craft shows.



Today, with more ways of disseminating information, i.e. email, websites, etc., it is
easier and quicker for the CABC to communicate with and access the membership.
The Communications Committee, as part of the overall CABC Strategic Planning
program goals, was instrumental in the redesign of the CABC website (finished in
2007). The committee is now considering adding an email broadcast in the form of an
“e-news” monthly email that is sent to members and friends of craft (a membership
category) who upon receipt of the initial email must sign-up to receive further
broadcasts. With information being made available in a timely manner for such things
as upcoming calls for entry, job postings, details on information sessions and current
exhibitions, the “e-news” would become an online forum for awareness and
notifications thus nullifying some of the aspects of Craft Contacts. By publishing news
in both a paper (Craft Contacts print publication) and paperless form (“e-news” and
the PDF of Craft Contacts currently available on the website) the CABC has multiple
methods of communication at its disposal but it calls into question issues of usefulness
and redundancy. Based on the above definitions of what a newsletter is, the CABC is
perhaps moving away from the more traditional newsletter and instead going toward

a hybrid approach to their publishing program.

Craft associations/guilds/councils in Canada are non-profit organizations and so have
struggled with finding the money, time, and commitment to put out a newsletter on a
regular basis. But, for most of these organizations, the time-honored tradition of
publishing a newsletter is the primary way to get information and news out to both
their membership and the crafting community in general. Right now, because Craft
Contactsis a membership-driven newsletter, the biggest competition is from
craftspeople joining other organizations over the CABC. Some of the other crafts
(clay, fibre, glass, wood, and metal) organizations in BC are: the Pacific Woodworkers

Guild (pacificwoodworkersguild.com), the Potters Guild of BC (www.bcpotters.com),


http://www.bcpotters.com/

the BC Glass Arts Association (www.bcgaa.org), Island Artisans Association
(www.islandartisans.ca), and the Metal Arts Guild of Canada — no BC chapter
(www.metalartsguild.ca). Many fine crafts organizations in BC also have regional
chapters and offshoots, for example the Burnaby Potters Guild or the Greater

Vancouver Woodturners Guild.

Some craft societies, like the Potters Guild of BC, have been able to find alternative
means to the print publication of their newsletter and have taken it online through a
“members only” login page on their website with approximately 6.5% of their
membership still receiving a hard copy through the mail. The Pacific Woodworkers
Guild is similar to the Potter Guild of BC in distribution methods; though their
membership is smaller, more than two thirds receive their newsletter by PDF while
the rest is sent out in the mail. And although the BC Glass Arts Association hasn’t
produced a newsletter since February 2006, their membership (responses gathered
from a poll) responded that it is one of the benefits they particularly value, preferring

to receive a printed version rather than receiving it by email and reading it online’.

On closer examination, these crafts associations have in many cases chosen hybrid

models to fulfil their publishing mandates, let’s look at each in turn:

The Potters Guild of BC8 publishes its electronic newsletter monthly and on each
publication date an email is sent out to the membership that includes a password-
protected web link to the online PDF. Of the approximately 400 members who get
the newsletter, 26 hardcopies of the newsletter are photocopied at Staples and then

sent by mail at a cost of $1.15 per copy plus regular mail costs. A few extra hard

7 Lloyd, Susanne. “Re: Interview questions.” Email to the author. 15 Sept. 2008.
8 Hallam, Melany. “Re: Interview Questions.” Email to author, 6 Aug. 2008.


http://www.bcgaa.org/
http://www.islandartisans.ca/
http://www.metalartsguild.ca/

copies are made available at the Gallery of BC Ceramics located on Granville Island.
The current advertising revenue from their print newsletter does not carry the costs
of paying the Editor nor of the printing fees if the Potters Guild were to distribute
hard copies of their newsletter to the entirety of their membership. As it is, the Editor
is paid for only approximately thirty percent of her time with the rest being donated
in volunteer hours. The online PDF is normally made available to the public on the
Guild’s website a couple of months after it’s been emailed directly to the membership,
but that is also dependent on how often their webmaster (also a volunteer) has time to

do this.

The Pacific Woodworkers Guild of BC® publishes their newsletter (Dimensions) 10
times a year, excluding July and August. Out of a membership of 40 craftspersons,
only 15 receive a hard copy of the newsletter with the others receiving it by email in
PDF form. Dimensionsis available for public consumption on their website two years
after distribution to the membership — the Editor states that this is something that
should be changed to be made immediately viewable with no lag time on back issues.
The print run for the Guild’s newsletter is 20 copies, the extra 5 going to affiliates
around the province. They print their newsletter in house, and with the combined
cost of postage and envelopes the price is approximately $1.00 per unit for a total of
$20.00 per issue. They do not have any advertising in their newsletter and do not

actively seek out new membership by placing their own ads in other publications.

The BC Glass Arts Association'® ceased publication of their quarterly newsletter after
their last issue in February 2006. As the membership of the Association has moved

out across the province, there have been fewer volunteer members in the Lower

° Urquell, Steve. “Re: Interview questions.” Email to the author. 13 Sept. 2008.
10 Tloyd, Susanne. “Re: Interview questions.” Email to the author. 15 Sept. 2008.



Mainland to carry the workload of producing a newsletter as no one has been willing
to take on the Editorship. As stated earlier, the membership does miss this aspect of
the Association and hope to see its return. That said, communication among the
membership has largely switched to the web in the last five years as the members
have gained computer skills either through mass emailings or through the existing
Yahoo group that keeps the community communicating with each other. And while
computer use has improved, both emailing and the group list serve haven’t developed
in the direction of newsletter content, rather they tend to carry time-sensitive
announcements instead like calls for entry, upcoming exhibits, and seminar dates.
When the BC Glass Arts Association was publishing a newsletter they printed
approximately 20-30 extra copies over the print run of 90-100. Today the print run
would be 150 with no copies available for sale. The newsletter consisted 8 pages per
issue and was digitally printed in black and white. It also contained on occasion
inserts with information about calls for show entries or scholarship applications.
According to a survey the BC Glass Arts Association had done, the newsletter was a
viable, physical benefit that gave the membership information about the Association
and the activities of some of the members. As members are increasingly scattered all
over the province, the newsletter provided a sense of connection among the

community. There are no current plans to begin publishing their newsletter again.

Although the CABC outnumbers the aforementioned guilds and associations in terms
of membership numbers, they are still in direct competition for member dollars.
Many craftspeople must determine if it’s more beneficial for them to put their dollars
toward a regional, medium-specific membership (i.e. if they work in ceramics they
might consider joining the Potter’s Guild) or toward a larger, provincial body like the
CABC which covers five disciplines of fine crafts. Because the art of crafting isn’t a

full-time job for most artists, they often don’t have the resources to join more than



one organization and so, like most consumers, want the highest returns in exchange

for their membership fees.

The above-mentioned guilds and associations are all struggling with similar issues of
funding, resources, and time. Solutions of their publishing practices are tied to these
issues and directly impact how they’re able to disseminate information. As technology
continues to change, the way people access information also changes leading to a
hybrid approach to the publishing mix. These needs must be addressed in order for
fine crafts associations/guilds/councils to stay relevant in today’s economy and this is
no different from how the CABC has to strategize to be thought of as a standard in

the fine-crafting community.

10



2, The CABC: Who They Are & What They Do

Aside from the assistance the CABC receives from the Province of British Columbia
through the BC Arts Council and gaming revenue, the City of Vancouver and the
Canadian Mortgage and Housing Corporation, and Granville Island, other revenue
sources for the Association are garnered from annual membership fees, special event
fundraising activities such as Timeraiser (an event where people bid for volunteer
hours), newsletter advertising, sales of guides (like the annual Craft Shows Guide:
Where to Buy and Sell in British Columbia and Beyond), and through the retail shop
Crafthouse.!! The CABC also benefits from in-kind donations and thousands of hours

donated annually from dedicated volunteers from the crafts community.

The CABC is a voluntary membership-driven organization, comprising of
craftspeople, craft guilds, associations and supporters of fine arts throughout the
province of BC. There are three full-time staff members for the CABC: Calvin Taplay,
the Communications Coordinator, Executive Director Yvonne Chui, and Crafthouse
Gallery staff Manager, Jo Darts. Also at Crafthouse there is one part-time Assistant

Manager and two part-time Assistants. Currently there is a designer for Craft Contacts

11 Opened in May 1986, Crafthouse is a gallery and shop for fine contemporary craft housed in the same building
as the CABC’s administrative office, boardroom, and resource centre at 1386 Cartwright Street on Granville Island.
Crafthouse is a program of the CABC and an integral part of creating awareness of BC crafts as well as
opportunities for BC craftspersons to display and sell their work. Because Crafthouse is so closely associated with
the CABC, one of the mandates of the newsletter Craft Contactsis to promote the new and ongoing exhibits at
Crafthouse. Two pages of Craft Contacts on average per issue are devoted to the promotion of Crafthouse: one
called “Crafthouse Shop” written by the Crafthouse manager Jo Darts, and the other “Gallery Exhibits” written by
Calvin Taplay, the Communications Coordinator of the CABC. The Crafthouse has an average attendance of
68,000 visitors per year (excluding special events and or special programming) and so plays a key role in promoting
both the CABC and its members.

11



on staff through Young Canada Works (a federal grant program not specific to the
arts). The designer, Maggie Chou, is funded through this grant for a period of four
months with the possibility of an extension for another four-month period. If the
grant is not extended by the government then the CABC will have a call for designers

and contract the work out.

The Communications Committee is comprised of the CABC’s Communications
Coordinator and four volunteer members of the CABC. One of the volunteer
members also sits on the Board of Directors to act as a liaison between the Committee
and the Board. At the bi-monthly meeting, the Communications Committee
determines the structure and direction for both the newsletter and the website and
makes decisions as to how to move forward the communications strategy outlined in
the CABC’s Strategic Planning!? by the Executive Board. In more specific terms
decisions are made on what articles need to be written; who will write the “Member
Profile” and which artist will be featured; and brainstorming for the “Workbench
Question” (a question such as “What experiences have you had selling work online?”
that goes out to the membership who comment and give feedback on for the next
issue). There has also been discussion centred on the redesign of the CABC logo
resulting in one of the volunteers choosing to take this on. One other volunteer on
the Committee is particularly well versed in website design and so was able to kick-
start the action for the new website and guided the Committee in the steps toward

taking on the challenge of rebranding their online presence.

The Board of Directors for the CABC is the governing body for the Association and
focuses mostly on policy issues; the Board sets strategic planning. Because a

newsletter redesign and restructuring is something that the Board of Directors had set

12 Chui, Yvonne. CABC Strategic Planning 2008/09. Vancouver: CABC, 2007.

12



in place as part of their ongoing strategic planning, the Executive Director does not
need to get tacit approval on every step of the process. Only if the redesign and
restructuring had been a total departure from the CABC’s mandate and vision, would
the Executive Director need to seek approval to move forward with it from the Board.
This structure allows the Communications Committee to continue to work forward
without losing time in having each task approved by the Board, a fact alone that is

useful in the development of new ways to communicate with the membership.

Recently the Communications Committee has been discussing the possibility of
creating a bi-monthly electronic news bulletin to go out to the membership by email.
What hasn’t been determined is if the “e-news” will be in addition to sending out
Craft Contacts or if it is a step toward replacing the print newsletter altogether. The
conversation around the implementation of the “e-news” will begin with the
Communications Committee but will likely end with taking a recommendation to the

Board regarding the future of Craft Contacts.

2.1 Craft Contacts: What’s In It?

Craft Contactsissues follow a three-to-one ratio of editorial to advertising. To borrow
nomenclature from magazine publishing, the front-of-the-book, of Craft Contacts, has
always consisted of the “Member Profile” on the front page of the newsletter. The
featured craftsperson is almost always the person who is exhibiting currently in the
Crafthouse Gallery during the months the issue of Craft Contacts covers. Below is the

front page of the June/July/August 2007 issue of Craft Contacts.

13



$2.00 + GST
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Figure 1. Front page of the June/July/August 2007 issue of Craft Contacts

The second facing page and the beginning of the feature well'® is often varied as it
will sometimes include advertisements, calls for entry, upcoming programs and
courses, a second member profile, a list of donors and sponsors, or the welcoming of
new members and a thanking of renewing ones. It is, for lack of better words, the
garage or basement of the newsletter. It’s a catch-all for the bits and pieces of news-

related stories that don’t quite fit in any other section but are worthy of mention.

13 Another term borrowed from magazine nomenclature to describe the bulk of the editorial features in a
publication.
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The centre section of the newsletter, the well proper, features two columns (one on
each page): the first called the “Crafthouse Report” written by Crafthouse Gallery
Manager Jo Darts, and the other called “Gallery Report” written by Calvin Taplay the
Communications Coordinator for the CABC. The “Crafthouse Report” section is in
transition as the Communications Coordinator and the Executive Director feel that it
should focus more on the commercial or retail aspect of the shop as publicity for the
featured artists’ work. There may also be a re-naming of this section so it reads as
more of a “spotlight” on the new craftspeople accepted by the shop for that particular

quarter.

Gallery Report

Crafthouse Report

Crafthouse Manager Communications Coordinator

INTRODUCE

BUSINESS TO
YOUR PLEASURE .
Kootenay School
. . of the Arts
R s e LS ‘ i

PROFESSIONAL PHOTOGRAPHY
FOR THE ARTS @

Kkenmayerstudios,  “there is no one better!”

Figure 2. Centre spread of the June/July/August 2007 issue of Craft Contacts
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In the larger summer issue a further two pages of editorial well appear and contains
such items as: a book review, some advertisements, and an article about an important
craft event. This is also the section where any “technical” articles are placed, articles
like “Submitting Images for Publication” and “Photographing Your Artwork

Workshop” that can be used as reference pieces by the members.

The last section or, the “back-of-the-book”, is a two page section covering the inside
back page and the back page. Often the back page is a continuation of the “Craft
Calendar” peppered with some advertisements, or in the case of one issue a year — the
Annual Report. There is also a “Membership Application Form” that can be cut out

and mailed or faxed to the CABC offices.

—QAs—
Quaxtum AccounTe Sexvices

Bookkeeping and Accounting for the Self-Employed

only uedervords snal oy
pend e Mg me iecmine my bokbensng

205873 Beotty Street, Vancouver BC, V68 2M6
Telephone: 6046628985 Fox: 6046628986
E-mail: marianno@qoas be co

Discovery Art Travel
rurwns Denys James

Figure 3. Back page of the June/July/August 2007 issue of Craft Contacts
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Editing of the newsletter happens through one person — the Editor, Calvin Taplay
(also the Communications Coordinator), and he is responsible for all aspects of Craft
Contacts from generating story ideas, to soliciting advertisers, to liaising with printers,

to scheduling volunteers, to distributing the newsletter to drop-off locations.

From the list above it is obvious that, in addition to being the Editor, Taplay takes on
the roles of Publisher, Art Director, Controller, Production Manager, Sales Manager,
Distributor, and Volunteer Coordinator. It is the goal of the Communication
Committee to share in some of the responsibilities, offer solutions to problems, and to
make the creative process as streamlined as possible so that the production of Craft

Contacts (and all that entails) is as easy and manageable as it can be.

2.2 Why the CABC Publishes a Newsletter: Goals, Importance,
Opportunity

One of the chief reasons that the CABC continues to publish Craft Contactsis to
create community for the craftspeople of BC as outlined in the Association’s mission
statement:
“...to raise the profile of fine craft in the visual arts, recognize and honour the
diversity of BC artisans and their contribution to culture and community
economic development and build lasting bridges between diverse arts and
cultural organizations, business, government and the community at large

throughout BC and across Canada™ .

4 Chui, CABC Factsheet, 1.
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It’s part of the responsibility of the Communications Committee to ensure that this
mandate continues to be followed regardless of what publishing methods are chosen

to communicate these ideas.

Every year the CABC Board meets to discuss and plan the upcoming goals to
implement for the coming year. The goals, or set of deliverables, pertaining to the
communications section of the CABC are then taken up by the Communications
Committee to put into action. The following points are excerpted from the CABC’s
Strategic Planning Program Assessment for 2008'> concerning the newsletter and the

website:

e Redesign newsletter layout.

e Review this report; assess options presented and implement one that is the best

fit with our overall strategic goals.

e Add some full colour pages to Craft Contacts.

e Develop an online version of Craft Contacts.

e Explore option of implementing an electronic newsletter in conjunction with

one or two issues in print.

e New design and layout of website to be carried over to the quarterly
newsletter, press releases and other marketing collateral to improve branding

and image consistency and to drive more visitors to the site.

15> Chui, Yvonne. CABC Strategic Planning 2008/09. Vancouver: CABC, 2007.

18



e Recruit volunteers with professional web design skills and marketing skills.

e Continue to drive artists and the public to make use of the website for

information and resources.

e Make photos of exhibits and events available on the website and through

programs such as Flickr.

e Move overflow content from newsletter to website.

e Develop first commercial about craft and load on the CABC website, YouTube,

and City of Vancouver’s video screen on Robson Street.

The Program Assessment is a mash-up of ideas on how to take the CABC’s publishing
program forward, lacking both a central focus and/or ways to implement the ideas to
fruition. Besides having to rely on volunteer time to fulfil all these points on the list,
the Committee as a whole meets only six times a year to organize and distribute
duties. The Program Assessment can be broken down into two categories: print and
web. On the print side of the list some attention is given to ameliorating the existing
print newsletter with such points as “redesign layout” and “add some colour” —
superficial ways to attempt to make the newsletter more attractive. The rest of the
bulleted list focuses on the website and the inclusion of social networking tools on the
website. It is still yet unclear to the Communications Committee how the relationship
between the newsletter and the website will resolve but there is a desire to move

content online where the membership and the public can have ready access.
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The only point where print and web connect is under the bullet to “explore option of
implementing an electronic newsletter in conjunction with one or two issues in print”
but offers no way of assessing this “goal” either in terms of how the Communications
Committee should implement it or when it should be put into effect. The Program
Assessment is cloudy regarding the direction the CABC should take in terms of its
communication and publishing mandates. Should effort be put toward making the
print newsletter “better” and more attractive? How does the CABC acquire new
members through the website? What social networking applications should be used to
send out CABC information? The questions, like their answers, are part of the bigger
picture on resolving the problem of effectively disseminating information to the

membership in a timely manner and in formats that are used by the current

membership and, considerate of recruiting potential new members.

2.3 Making Sense: Some Real Options for Craft Contacts

Currently Craft Contactsis mailed out to a membership of approximately 450 craft
artists who receive the newsletter as part of their membership. It has a specific
audience for the most part but the Executive would like to see it reach a public
beyond its membership. I met with Yvonne Chui, the Executive Director of the
CABC, and Calvin Taplay, the Communications Coordinator for the CABC in June
2007 to discuss the CABC’s needs and future development of Craft Contacts. We

decided that there were three options that I would explore in greater detail:'

a) “Partnering” with Galleries West magazine as an ongoing promotion and
awareness campaign of the CABC across Canada. Instead of the CABC

producing a newsletter, they would buy four pages in Galleries West and use

16 Yvonne Chui and Calvin Taplay. Personal interview. 11 June 2007.
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two for editorial (pushing the audience toward the website) and two for

advertising to help pay for the cost of being in the magazine.

b) Electronic-only newsletter to advance the timely dissemination of CABC
information. Publishing the newsletter electronically would eliminate the
cost of printing but runs the risk of alienating those who are not yet part of

the online craft community.

c) Hybrid publishing model. This option would see the reduction of pages from
the current 8 or 12 to one double-sided, full-colour, tabloid size page. It
would be less expensive to produce but the content would shrink. It would
also include driving the audience toward the website for time-sensitive

information like calls for entry, exhibition openings, etc.

All three of the following options are possible for the CABC to implement presently
as they each comply with the CABC’s mandate and offer alternative ways of branding
the newsletter, and are cost effective. The real concern is whether or not they would
be acceptable options for the membership as well and what sort of benefit they would

receive from these alternatives. Let’s look at each in turn:

Option (a): “Partnering” with Galleries West

This option would be used rather as a marketing tool whereby the CABC would have
an arena to express their mandate, advertise for craft exhibitions, and direct readers to
their website. The CABC would buy four full-colour pages at $2090.00'7 per page; two

pages would be used for editorial and two pages for advertising, with the advertising

17 The current cost of printing 1000 copies of the newsletter by offset printer is $500 for an 8 page issue and $650
for a 12 page issue.
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space to be sold by the CABC staff. The CABC'’s four pages would be viewed literally

as an insert and would be clearly separate from Galleries West pages to differentiate

in the reader’s mind where the information is coming from. As per Tom Tait!8

(Publisher of Galleries West), Galleries West would be mailed to the CABC'’s

membership — Tait would increase his circulation numbers and the CABC would save

postage dollars. Tait also offered some initiatives to go with this option:

The CABC’s currently produced and printed newsletter could be bundled
together (poly-bagged) with the Galleries West magazine and sent out to the
membership. Note: this option would be in addition to the CABC’s purchase of

four Galleries West pages.

A break of 10% after the first page purchased would be given to the CABC so
that instead of paying $8000.00 for the year, the price would be $7200.00 as

incentive to purchase multiple pages.

Because Tait would want the four CABC pages, on the one hand, to be
considered separate matter from Galleries West (and clearly not advertorial),
but on the other hand, have a similar design aesthetic and quality as Galleries
West, he would accommodate the making of a template (by their designer) for
the CABC’s four pages the cost of which would be included within the page

rate.

In Galleries West there is advertising space at the back of the book in the

Listings section. The ad rate for this section is $100.00 (3x rate). The CABC

18 Tait, Tom. Personal telephone interview. 12 Mar. 2008.
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would receive credit for advertisements sold for this section to go toward the

price of the four pages.

Benefit to the Membership

They would receive a copy of Galleries West along with Craft Contacts. By receiving
Galleries West it would expose the membership to more exhibiting options/calls for
entry/etc. of which they otherwise may not have known about. Also, whichever artist
is exhibiting in the Crafthouse Gallery (and so named and written about in the CABC
pages of Galleries West) will be exposed to a greater audience via the Galleries West

subscription list.

Benefit to the CABC

Bundling Craft Contacts with Galleries West would allow the CABC to reach a larger
fine craft audience (Galleries West publishes 25,000 copies of each issue) and be able
to promote their events in a much larger distribution area. And, if the CABC bought
pages within Galleries West they would save staff time and dollars by not having to
contend with the design, lay-out, and typesetting of the pages or pay for mailing

costs.

Summary

Although this option increases awareness of the CABC in Canada, it doesn’t solve the
issue of timeliness of service to the membership. Members will only be receiving
information three times a year through Galleries West, one less issue than even the
current distribution of Craft Contacts. It would also require dedicated staff and/or

volunteer time to sell two pages of advertising space for each period of publication.
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Option (b): Electronic only newsletter

At the beginning of 2007 the Association’s website was redesigned by a student
volunteer with contributions from the Communications Committee and other
volunteers. The website took a year to redesign and now the site is a clean, clear, and

concise depiction of the CABC and its resources and affiliates.

In an electronic only option, the CABC would cease print production of Craft
Contacts and the content previously available in print would then be available only
online. The CABC would begin using bi-weekly emails to keep the membership
appraised of any current news and information. Members would have to sign up to
receive the “e-news” bulletins otherwise if they do not opt to receive the emails they

will have to access the website on their own incentive periodically for their news.

[ bme oz laifareiox: HE®
File Edit Vew History Bookmarks Tools Help
@ v c (al / | _] http: v, cabe.netfinalzfindex.htm Wdlkd ' /'
| Email || Finances || Transportation || Entertainment | Publications | Blogs | Interesting Websites | Libraries || Clothing | Design | Food | Games __ Dictionaries _ Books
[F: How One Association Publisher Went ... |_| Home B3 | || SFUwebmail: Read Message
Home AhoutCCBC Support CCBC  News Crafthouse Resources Members' Portfolios crafts association
of british columbia

HOME Feel the Love
Exhibit: February 5-March 22, 2009
ABOUT CCBC Opening Reception: Thursday, February 5, 6-8pm
SUPPORT CCBC The Craft Council of British Columbia invites you to attend a Valentine's Day exhibit,
Feelthe Love, from February 5 to March 22. Witness the extraordinary talent of
NEWS craftspeople and view pieces that are guaranteed to evoke the Valentine's Day spirit
The exhibit showcases Valentine themed pieces from Anna Clark, Amy Chang, Pat
CRAFTHOUSE Crucil, Erin Dolman, Jessie Turner, and Debra Sloan.

Done

Figure 4. CABC website home page
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The website also contains archives of the past year’s issues of Craft Contactsin PDF
format available to print out on 8.5” x 11” paper automatically reducing the size of
type to only five points making it difficult to read. The newsletter goes out to the

membership by mail concurrently with the release of the PDF online.

Benefit to the Membership

Timely updates and membership driven content through blogs and postings are only a
few benefits that the members could take advantage of were the newsletter to
discontinue and the website be promoted as the place for the craft community to

flourish.

Benefit to the CABC

The elimination of all production costs related to the printed newsletter would save
the CABC time and money. Distribution would happen through one source: the
website. The CABC would be able to explore podcasts, blogs, and any other
interactive feature that would benefit and bring new viewers to the website. And
with the Communications Committee in the process of discussing “e-news”
broadcasts, the membership would be kept appraised of all new and current fine craft

related information.

Summary

Transferring all of the Craft Contacts content onto the website does indeed reduce the
material costs associated with production a print version of the newsletter (such as
printing and distribution) and increases timeliness of delivery of information. But

with those same positive points it also risks alienating the long standing members
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who appreciate and are used to being able to hold and read an artefact. It also relies
on the membership themselves to remember to check the website for new content.
Not to mention it would require more staff and/or volunteer time dedicated solely to

the maintenance of the website on a more frequent basis.

Option (c): Hybrid publishing model

The hybrid publishing model would see the reduction of the number of pages to a
single tabloid, double-sided sheet, as the CABC would be able to produce this in-
house on a leased colour printer as an alternative to offset printing. This is a cost-
effective scenario (as it is an option for the most inexpensive digital printing available
for the size of page) that would see the physical reduction of content in the print form
but there would be an increase in the physical quality of the newsletter through paper
stock and visual impact with the use of full-colour. It also meets two of the goals set
out in the Strategic Planning: “add some full colour” and “redesign newsletter layout”.
This option would see the move of most of the listings information to the website
with the implementation of bi-weekly updates going out to the membership in the

form of “e-news” bulletins.

I pursued quotes from two independent digital print shops for a print run of 500 —
issues for the membership with a few left over for archival purposes. The quotes
received ($693.79 and $595.00 respectively) are comparable to what it costs now to
print 500 issues of Craft Contacts at an offset printer. Printing the newsletter in-house
on a leased, digital colour copier comes in at a third of the price at only $190 for 500
copies not including the monthly fee for leasing the copier. If printed in-house, staff
or volunteers would have to spend time folding the newsletter whereas this service is

included in the quotes from the out-of-house digital printers.
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Benefit to the Membership

It would reduce the material cost of publishing the newsletter and so the monies
saved could be put toward other Association membership projects. Because the time-
sensitive information would be available immediately on the CABC’s website, the
membership would not have to wait to receive their quarterly newsletter to stay

informed of upcoming and recent craft events or calls for entry.

Benefit to the CABC

The cost would be reduced significantly both in terms of printing and mailing costs.
Fewer pages means that the layout could remain a constant template into which the
Editor may simply drop items into and a volunteer could spend minimal time
finishing. The website is volunteer run for the most part and so costs are nominal for
up-keep (i.e posting items). Staff costs associated with the website, like recruiting,
training and scheduling volunteers is something that already takes place within the

organization and would continue.

Summary

The hybrid publishing approach addresses issues of timeliness of service to the
membership as well as releases staff to spend their time elsewhere. This option
satisfies the current membership by maintaining a form of the print publication, and
satisfies internet-savvy members (and potential new members) by offering

information online.

In this chapter and its subsections, I have detailed what kind of organization the
CABC is, looked at their current newsletter, shown why the CABC continues to

publish their newsletter, and given them three main options to move their
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publication program forward. The CABC stands as an important source for craft
information and exists as a place of community for its members and so it must

continue to do so in a way that is both feasible and proactive.

Fach of the three options explored above offers a viable approach for the CABC to
continue to provide the information currently found in their newsletter in some
form. As well, in each option, I have outlined the benefits for both the CABC and its
membership showing the strengths and weaknesses in each case by summarizing key
features. These key features either help to move the CABC’s publication program

forward or are possible hindrances for the organization and/or its members.

The one option that speaks to both the CABC’s publishing program as well as the
membership’s needs is outlined in “Option (c)”, the hybrid publishing model. This
option satisfies the Association in terms of their publication mandate and at the same
time offers a speedier way of disseminating time-sensitive information to the
membership. What makes “Option (c)” the superior option is that it neither eschews
the website in favour of print publication as in “Option (a)”, nor does it disregard
print entirely as in “Option (b)” — it is able to offer a little of both to encourage

members to acknowledge the value of each medium.
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3. What Does Craft Contacts Need to Be and What
Does It Need to Do?

Craft Contacts needs to be a relevant and timely service to the membership. In
practical terms it must also pay for itself — the cost of production must not exceed its
revenue. Revenue for Craft Contacts comes in the form of advertising dollars received
for each issue. The primary audience for Craft Contacts is craftspersons who receive it
as a benefit of membership. And so the advertisements found in the newsletter are
almost always geared toward the craft community and so also act as information
pieces, especially those advertising fine arts schools, fine arts supplies, and calls for
entry for gallery exhibitions and craft shows. The editorial never strays into
advertorial and the only section of the newsletter that targets products is the
“Crafthouse Shop” page where items showcased are those offered for sale in

Crafthouse.

The Editor actively seeks out potential advertisers by periodically sending out an
email to their list of current advertisers informing them of recent Craft Contacts
news. Most sales happen because of word-of-mouth in the community and by
referrals from companies who advertise in the newsletter. Some advertisements have
the result of sponsorships and other partnerships; for example, the paint company
Benjamin Moore partnered with the CABC by providing paint for the Association in
return for running a 4 ¥2” (w) by 7 %” (h) complimentary vertical ad in Craft Contacts

for three issues at no cost to the paint company.
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The total income from advertisements during the period from June 2007 to May 2008
was $5,400.00, which covered the cost for the offset printing of the newsletter for the
year at $500.00 (8pp) and $650.00 (12pp) per issue. Advertising is one way to offset
the cost of printing the newsletter but the advertisers determine how many ads they
book so no rule can be established or enforced when it comes to how many ads
advertisers will place annually. Mostly, the advertisers who place ads for the entire
year are larger companies and the ones who place ads sporadically are smaller

companies.

Shifting the print advertisers to the website would offer them a wider ranging
audience at a discount (rate for website ads is $100.00 for three months) with the
potential bonus of analysis were the CABC to track ad clicks using Google Analytics.
The revenue from current website advertisements is sufficient to cover the costs of

the printing of the proposed one-page, full-colour Craft Contactsredesign.

The newsletter in any manifestation needs to continue to serve the membership in
terms of: creating a community for craftspeople, making available relevant
information regarding exhibiting and educational opportunities, being a showcase for
the members to promote their work, and existing as a vehicle where members can
learn about fellow craftspeople in British Columbia. The newsletter needs to be able
to fulfil these requirements in the most direct way possible in order to be, not only
the best fine crafts information source, but to also be efficient for both the CABC and

its membership.
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3.1 Choosing the Hybrid Publishing Model

The proposed hybrid publishing model takes into consideration the current
membership and at the same time makes a place for future members. It does this by
acting as a bridge between the print edition of Craft Contacts and the more time-

sensitive information available through the website.

Reducing the size of the newsletter is one way of reducing the cost of the offset
printing each quarter. It would also mean that limited content would be available in
print with the rest being made available on the website. The Communications
Committee is in the process of adding an RSS feed to the website which would allow
visitors to receive the newest content and to view it in a standardized way. There is
also a plan in process for adding social networking features to the website through
links to Twitter, Facebook, and Flickr, and having a blog, which would lend itself
nicely to discussions that revolve around “Workbench” questions, and video content
for such things as demonstrations of techniques. Having all of the timely and
pertinent information on the website allows for a member, potential member, or
visitor to find everything they are looking for in one space (allowing for some
redesign of the current website to streamline information). With the anticipated
introduction of the bi-weekly “e-news” broadcasts, the timeliness of information to

the membership would only increase.

The four top elements of Craft Contacts that the CABC feel are the most important to
members are (in descending order of importance): Craft Calendar, Listing of
Upcoming Crafthouse Gallery Exhibits, Educational Programming Articles, and the
Member Profile. With the exception of the Member Profile and Educational
Programming articles, the other categories are time sensitive and would readily lend

themselves to online viewing through the website. In the redesign of the newsletter
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into a one-page, double-sided, tabloid-size document, the attempt is to keep the
elements that the membership find most important. The redesigned newsletter carries
short bursts of familiar matter with members being directed to the website for extra
content through accompanying URLs for each section of the newsletter. Mainly, the
content of this redesigned newsletter is no longer made up of listings; instead, it is
more archival information found in articles and “newsworthy” pieces of writing. The
website would now list all dates for submissions/calls for entry/etc., and details for
gallery openings and upcoming shows. This would open up the opportunity for those
entries with accompanying deadlines (calls for entry, etc.) to be posted regularly and
available for viewing on the website and eventually sent out through the “e-news”

broadcasts.

The front page of the redesigned Craft Contacts contains some familiar features,
namely the Member Profile which takes up two thirds of the page. The remaining
bottom third of the page contains the now compact Programs/Outreach section that
highlights member achievements, spotlights any new CABC programs or initiatives
like the new Crafthouse Shop at YVR, and makes mention of any national
newsworthy craft event. URLs after each column indicate where the reader can find

more articles on the same subject on the website.
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providing leadership in the fine craft community

A Profile of
Hanna Haapasalo

Fabric asts have abways been a part of her life, Her
grandmother taught textile arts and her mother made
rugs on alooem in her home. In searching for training
in ceramics that could poesibly lead to another career,
Hannachanced upon a weaving school in Finland
offering a.two and a halfyear program covering encugh
of the art and design basics to be poeentially usefiil no

butted the wooden cards one after the other in a very langloop mounted on a deum
rotating in tem po with the advance of the fabric, so that the preprogrammed pattem,
if necessary, could be repeated at every cycle of the loop.

Hanna weaves on a computerized Jacquard loom manufacnared in Morway
that she owms joinely with Kaija Rautiainen, anceher CABC member On
the computerized Jacquard locm the warp threads are lifred by electronically

matter what medium she ultimately facused on. She
enrolled, lef her heme in Morway and went to live by
herself for the first time in her adule life. In Finland, on
her own, Hanna leamed nee only the weaving ares buc
lsc about her cwm piric and ch v with
which she respends to crearive tasks and challenges.
Bomin 1752 in a small village near Lyon, Joseph
Marie Jacquard developed the Jacquard machine in
1801, Jacquard went to work at age 10 22 1 drawboy
with his father, a weaver by trade. As a drawbeoy he
had the tedious job of maneuvering by hand the
weighted conds that control the pattern in the weaving
of silk fabrics. In 1790 Jacqu ard scarted inventing a
mechanical device to replace the drawbops, Although

City Forest
By Leslie McGutin

From September | leh te Oceober 19th, 2008

the Crafthouse Gallery will be eshibiting” Ciey
Forest”, tapestries woven by Hanna Haspasalocn a
computerized Jacquard lecm. Weaving is an ancient
crafk, pechaps the cldest craft of all. Hana's work is
a vision of weavings potential extending far into the
Future,

Hanna was bom in Finland in the mid- 19502
andspent her childhood chere. After graduating from
universicy she lived, worked and raised her fumily of
three children in both Finland and Morway. She and
*her husband frst visited Canada in the eady $0s in.
connection with a professional visit co TBC

interrupred by the French Revolution, he finally
dedin | anew silk drawd at che

TParis Exhibition in 130 L In 1805, he compleced an
antomated loom with wooden hole-punched cards
controlling the weaving of very complicated patterns.

In a piece of cloth, woven threads run lengehurise
— the warp- and crosswise — the weft orwoof In the
loam, a hook connected to a rod can life each thread
of the warp. At cach weaving step. a thread of the woaf
is carried crosswise. Lifring the warp threads, changing
the choice ofthreads to lift From step o sep, creates
a pattern in the fibric. The choice, originally made by
hand, is obtained by touching the tips of all the rods
to acard in which holes have been previcusly punched
according to a program. Ifa rod finds a hole, the thread
is lifred. Ar the next seep, the card is changed. The holes

may ot may not be in the same coder as befare and if

they are not, the weaving partemn changes. Jacquard

lled harnesses. Which warp thread is lifred and which thread is not separacely
programmied for each now: Pactern repetition is minimal, which is what Hanna finds
particularly challenging. interesting and pleasing.

Havingdetermined that weaving resonared with her incellect, aesthetic and
cultural predisposition, the key question, becomes “how do you pick the images you
weave?” Hanna's images are based on her digital photographs. Hanna and I talked
about the ephemeral quality of photographs versus the weight and the timelessness
that attaches when the photograph is ranslaced into a woven tapestry, As Hanna puc
it, T would like to weave aunique cloth, bur still a cloch, then T would like 6o express
some feelings or memories through che cloth. Firse come my thoughe and [ have
made some pieces based an these alone: good memories, walking on the beach alone
in the winter— and then come feelings as, for example, about how the forest and the
city in Vancouver coexist ™ This sers Hanna o thinking further about the complexity
ofher medinm and how far she can push ir. Colour Pure colour, Weaving far into
the future. (wwow.cabenenfinal2/MemberProfiles)

E B
Desatls of wock from exhibie “Clry Farest

{ﬂ?:'ﬂ’ﬁwj / 'u(:mm b (wovwi.cabe nesfinal 2N ews)

MEMBER HIGHLIGHTS

In March of 2008 Laurie Rellandef Sechelt BCtravelled to Sheppatan
Australia. A pisce of her cermic work fitked “Circinate #77 was
selected for the Sidney Myer Intematioral Ceramic Exhibitian 2008,
The anganizing committes then asked Laurie to speak and present a

warkshop at the related Sympesium.

Laurie states, “It was extremnemly gratifying to see my work in the

context of this international exhibition. The importance

Australian lardscape, which is harshly beautiful, is very evident in
much of the local work. This underlined for me, the connection we
all share to the earth ard how we a5 makers are influenced by iL”

Laurieal lled ioin .

2008

COMING 500N

of the

entithed “Homage®, currently showing at the Burlinglon Art Certre
urkil August 2008, She preserted a talk at the Cardiner Museurn of
Ceramic Att in Taronto about the idea of develapment of her wark.
A bus bour was arganized by the Cardiner o view *Hamage” at the

Burlirgton Art Cenre the fol kowing day.

Laurie sayz, “The work at Burlington is a culmination of technique,
intenit and invertion. It pays iribule to the archeclogist Marija
Gimbutas ard the profound influence her work has had cn o

ar!

received.

Luok for Gerilee McBride's a

Acall for entry to submitwerk for Crafihouse will take place in Ciciobes.
We will accept all Canadian made work, but works from British
Columbia will be given pricrity for the initial launch. This parirership
will help build sirategic all iances ata prime location, increase customers
and awareness of craft s a visual art farm, and the artists whe create the
warks. We hape the success of this concept will allow an expansion in
aifports across Cariada and the United Stabes in the future.

CCFVISITS VANCOUVER

Trawellers to Vancouver International Airpart will soon be able to take
home ariginal Canadian works from the new Craithouse at YVR. This
i a panership between the Hudson Group and CABC. The new store
is scheduled to open Sepbernber 2009 and will include a broad range
af contemporary craft in clay, fibee, glass, metal, wood, and mived
rmedia. The store will be operated by the Hudson Group and will be
located near the domnestic and transborder terminals.

Maegen Black, Administrative Direclor for the Canadian Crafts

Federatian iCCF), is maker her first visit bo Eritish Columbia, She will

present an informal talk about rew trends and issues in the Canadian

ies ard national goaks of the CCF. The

(CCF iz the national arts service arganization that represents provincial

itori; ils and the Canadi. It adhances

the vitality and L amadian craft nationally

and internaticrally to the berefit of Canadian craftspeople and the
community at large.

craft sechar, and recert acth

Date: Moreday, September 29 at 5:00 - 6:30pm
Location: CABC office on Granvil ke Island
1386 Carvwright 5., Vancouwver

Talk portian iz 5:30 ta 6:00pm.

As a social enberprise, Crafthcuse Shop, CABCY retail program serves
to support the Association's mission and mandate by cortibuting 1o
aur sustainability. Phase | of thiz new endeaver b complete a detailed
business plan has been made possible through 3 grant from Enterprising
Non-Prafits. Phase Il will begin spring 2009 once additional grantz are

Light refreshments praviced.

Figure 5. Craft Contacts front page redesign
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The second page (also divided in thirds) highlights items sold in the Crafthouse Shop
in a “shopping page” layout that describes the fine craft items, details their prices and
makes mention of the artisans who created them. Below that is the Gallery Exhibit
section that contains reviews of the current exhibit in Crafthouse and introduces the
upcoming exhibit. The last third of the page is reserved for short articles like book

reviews, tech articles and, for example, tax tips for craftspeople.
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Look for this moniia Warkbench Question at: www.cabe.ned/fin,

o] . :
ff/ 1t -4«»1@ (_%’ (weviwe.cabe nexfinalzShop!

New jeweller Naomi Levitin made
these teardrop

at 575 for the pair.
Maomi is a graduate of the Vancower
Community  Collage’s  bae-ysar
jewelleny pragram. by Les
Crimp of Manoose Bay sell
for just 545, Les has been a
petter far mamy years and
esablished the Amrowsmith
Patters’ Guikd.

ard mary cther designs at $14 and
wreaths at 548 by Darlene Kellett were some of aur hatiest
by belanie Thompson is sellers in 2007.

woven using baskelry bechnigues
aut of corn, reecs and copper.
The base & steel ard the whole
framework slips aff 1o facilitate

changing the bulb, 5275,

7{;{;{7 ({;‘45:'{; (werw.cabe.nesfinal2iGallaryl

City Forest: A Jacquard Loom Textiles “Then and Now: A Celebration of Fine Craft
Exhibition by Hanna Haapasalo and British Columbia’s 150th Anniversary”

The well being of people is dependent on suecessful and “Then and Mow™ is an axhibit commemerating the 150th
harmonious relaticns between nature and the urban envircnment: Anniversary of British Columbia, featuring craftspecple with

in her works, Hanna Haapasalo examines the interaction betwesn strong lies b the formative years of CABC. The exhibit features
these alements. “In cities which oreate an optimal snvironment artists Brian Baxter, Tam Irving, James Koester, Francis

for people, structures have never fully replaced mature; the trees Lemieusx, and DHana Sanderacn.

and forest have never left the city” says Hanna. The organia
shapes of big trees and straight lines of buildings and other
architectural strue ures make an interesting contrast for the eye
and the mind.

By exploring the development of some orafispecple
assaciated with the CABC, we present some of the sontributions
craft preduction has made to British Calumbia.

Photography and Jacquard weaving are the toals Hanna
uses o translats her vision into art. Photography has been her
passion for more than twenty years. When she walks sutside
with her camera she looks for surfaces and wild pattems. Her
tapestries ars further interpretations of thess struchires.

Hlanna has always excelled at complex weaving. This
oonnection was strengthensd when she smdied weaving and
tesdtile arts from 2001 to 2002 in Finland, where she graduated as
a testile artisan. The double weave technique, which she as used
in her works, not only provides advanced techmical
possibilities to explore this topio, but alac symbolizes the
multilayerad nature of this spe=cial environment —the City Forest.

Image by Dtana Sanderszn, Wark fram exhibit “Then and New™

[ .
Ziﬂ/%-ﬂ(&-m feowwcabe neviinal 2 BookRaviews) . " )
B “craft” and “community” as synony mous. Within the medical community; he sees

By Bectina Matzkuhn dectors, technicians and nurses as akin 1o craftspecple. They have specific, tacit,
experiential krnow ledge that is not taken inko account or respected by impased
procedures and a quartitative botiom line. He sees the ethics of craft — to do good
work and o learn from ambiguity —threatened by demands for standardization
ard an emphasis on intel leciua | solutions. To understand something conceptually
ard to understand it physically are not the same.

Throughout this thoughtiu| and inquisities boak,
Richard Sennett avaich the word “creativity”

3 he foels it privileges vague deas of rystery
and genius over the diligent, perceptive wark
embadied in craft. Yet creativity is bound in with

every subject he axamines, he simphy analyzes Sennett describes he traditicnal crafl workshop as a social place that har
andreflects on the proces: in more detail, Sen bours itual, mentoring and shared ackice. Artis oben concermed with originl-
it is a sociologist, beaching in Lendon and ity, which he finds does ot lend itself b o transfer of knowledge. & great violin
Nenw Yotk Thiz pesiticns him to discuss craft rmaker such as Stradivarius orersaw 1 workshop where be directed woekers an
a5 avery social practice at work ina variety of apprentices, keeping an eye on every detail of making, Sennett likers him o the
arenas. head of a scientific labwhere the master has a grasp of and cortribution to a

The Craftsman ; be brck d analyzed

Richard Sennett Through the book, Sernett entitles chapters proces: thal cannct dewn -

226 pp. with terminclogy familiar o craftspeople: The Sometimes, Serrett touched on inberesting corrections that | elt he might

Yale University Press.  Workshep, Machines, Material Conscicusness, have expanded, He described postowar |apanese indusiry az a craft-related

527.50. The Hand and Abi lit, Where he goes, in and sisbem, where there wers hisrarchies of skill and experience, yet workers were
areurdd these categories, is remarkable. For encouraged 1o supgest changes of improvements. He crilicizes communism for
example, he describes Linux computer code revelving arcund centrlized, imposed power ared capitalism for being boo prece-
a5 a craficlike pracess that imvohves problem cupied with competition; neither of these sysems stress cooperation, He hints al,
salving and problem finding in the cortest of but never quite fleshes cut, a political system based on crait ethics: the impetus
a communty of makers an dusers. He points o do gocd werk, b core ider its social consequences and context, a sersitivity 1o
out that the anciert Greeks thought of the terms rmaterial resources, b our erwiranment and how we conduct cursehes.

2/ Workbench

Figure 6. Craft Contacts back page redesign
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The newly redesigned version of Craft Contacts offers familiar content while
directing readers to the website for news updates, listings, and archival information.
Based on consideration of the current membership/audience and their high regard for
the printed medium, the production of a print newsletter is still an important
component of the overall benefits of membership in the CABC and will most likely
stay that way for the foreseeable future. Producing the newsletter in this manner
would save money for the Association and act as a bridge between the hard-copy of
the current Crafi Contacts and the information found only on the website. The bridge
will act as the path for acclimatizing the membership to begin “reading” content in a
different medium and will act as incentive for them to begin turning to the website

more often for their current news and events.
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4. Conclusion

Where would craft be in B.C. without associations like the CABC who insist fine craft
is not marginal, that craft is important, that artisans are integral to a vibrant culture?
Without these kinds of associations, craft wouldn’t have validity or recognition as an

art form.

Amidst the CABC’s mandate sits their newsletter, the newsletter that needs to accede
to change to benefit the membership. I have offered three options for the CABC to
follow in anticipation that they will be useful guidelines for the Communications
Committee to contemplate, accept or reject, or, most especially, follow through with.
I have also described in detail the one option that I believe would benefit both the
CABC and their membership the most — the hybrid option. This option eases the
membership into finding more of their timely information online through the website

without abandoning the print production of the newsletter entirely.

The physical format of the newsletter was the impetus for this report: aesthetically it
does nothing to compete with other publications offering information about fine
crafts, garnering hardly a glance in public spaces when displayed. In order to attract
new members to the CABC there must first be some way to get their attention and
the newsletter, with its limited distribution, isn’t reaching new potential readers
and/or members. Yes it has a captive audience in its membership but it must be
considered that although they are members now it does not necessarily follow that
they will be renewing their membership in the future. The newsletter is a benefit of

membership so it must retain a source of value for the membership; for the
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craftspeople to give it worth and also to feel confident that the CABC is the foremost
authority in all things fine crafts related in BC. And for that to happen and continue
happening, the newsletter must grow with the needs of the members (and potential

new members!) as well as the needs of the Association.

Addressing the needs of the membership is how the Association has always driven
their programming, so it should be no different here when my final recommendation
is a complete overhaul of the physical format of Craft Contacts. The needs of the
membership, in terms of the newsletter, are simple: deliver fine crafts related
information in a valuable way. Value can be equated to many things: money,
importance, worth (self-worth, intrinsic worth, market worth), investing, speculating,

etc. To craftspeople, value could be said to be:

knowledge of upcoming shows and gallery exhibitions happening in their

community

e educational opportunities through programs, courses and classes

e promotion of their work and the furthering of their careers by submitting to

calls for entry and Crafthouse display opportunities

learning about other craftspeople and their practices

These values haven’t changed throughout the history of the CABC and they will

continue to influence the Association’s mandate no matter how they are disseminated

and will remain in one medium or another for the value of the membership.
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As much as I would like to pack the entire world into a vacuum where time stands
still until I write the final sentence of this paper, time marches on and on and on and,
inevitably, change happens. Within the scope of this project report I have outlined
the issues facing the production of the Craft Association of British Columbia’s
newsletter Craft Contacts and have subsequently listed some recommendations for
improving the distribution, format, and the production of Craft Contacts. Because I
am a member of the CABC’s Communications Committee I have been updating my
fellow members each meeting with the progress of my writings and changes have
been happening as a result of those updates! For example, the Crafthouse Report page
in CC has over gone a new design treatment where it now looks more like a typical
“shopping” page that you would find in a consumer magazine. But not all changes are
concerned with the newsletter — earlier in the year Yvonne Choi took a position with
the City of Port Moody and has since resigned from her role as Executive Director of
the CABC. We’ve also gone through a name change and the CABC is now the CCBC
or Craft Council of BC. And finally, after some review, the Membership Committee
has merged with the Communications Committee to become the Member Services
Committee. This last item signals the beginning of a new way of looking at

membership, current communication practices, and the synergy between the two.

As time charges on there is the expectation that there will be improvement and better
understanding of what went before, what I hope is that with this report the CABC (or
rather the CCBC) will be able to take from it what it needs and launch into the next
phase of their growth in a way that enables them to have a record of a distinct

moment in time: an archive, a resource, a witness — a crafting of things past.
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Appendix A : CABC Membership Brochure

The Crafts Association
of British Columbia
provides leadership in the
craft community
by building and promoting
the development
ation and \

anadian Fir

i Atan,
Fiying Carpet Bow!

B3 Boyd,
“Ceramic um with
Crystaline Gia:

Membership Benefits e prics inciuses asi por year

General $ 60.90

Individual practitioners, supporters and dabblers interested
or working in craft who want to be connected to the broad
community of craft, informed of current issues and events
and to have access to promotion, sales, and business
opportunities.

Student $ 29.40

Full-time students (ID required) who want to participate
in the craft community and connect with a professional
association for career development

Senior $ 39.90
Anyone in his or her senior life (65 years and older).

Friend of Craft § 77.90

Supporters of the craft community who collect craft objects
to enhance their homes and lives. Supports the organization
for the love of craft. Friends are invited to special preview

and meet the artist events.
vt

Tax receipt issued for § 17.00 “S

“Vinere Bd they g0’
Nancy Walker

Membership Summary at a Glance
retail sales opportunities at the Crafthouse Shop
exhibition opportunities for the gallery and other venues
commissions and referrals

business programs - merchant credit cards at low group rates
and business insurance program

web link on www.cabc.net

discount in Crafthouse Shop

scholarship & award opportunities

quarterly newsletter and bi-monthly e-news bulletins
craft shows on-line guide preview

discount for educational programs

resource library

voting privileges at AGM

discount at partner suppliers

Fut details availsbie at ww cab

. Sea conditions under catagory description above.

P

P

Public Programming

Since 1972,
the CABC has been the
body for all craft inBC.
We are a non - profit, charitable arts

service organization whose membership
and craft

We connect craft professionals
with resources to assist their professional
development through a variety of
programs and services.

We work with other organizations
to ensure the best possible infrastructure
to support the growth of the craft community
in Canada and abroad.

cratts assoclation
of british columbis

1386 Cartwright St + Granville Island + Vancouver BC + Canada V6H 3R§

T 604.687.6511  F 604.687.6711  info@cabc.net

Business $ 105.00
Commercial businesses, galleries, suppliers and retailers
who want to connect with issues and events happening in
the craft community.
Includes 5 coupons for a 10% discount on purchases
through Crafthouse Shop. An advertising perk of one
free broadcast ad valued at $70.

Affiliate $ 105.00

A group membership for guilds, public galleries, museums,
and arts organizations to connect to the broader craft
community.

Includes 5 coupons for a 10% discount on purchases at
Crafthouse Shop, distributed at Afflate's discretion.
Individual members of the Affiiate will receive a 10%
discount on a general CABC membership.

Note : Affiliates must provide an updated electronic membership list
annually to CABC upon renewal. The Affiate Organization may
apply o the Gallery for an exhibition as a group. The individual
members of the Affilate will receive the member's discount on
Workshops and Professianal Development programs.

Senior  Friend  Business

*

*

*

» *

* *

* -
B * *
- - * -
* * * *
* * * .
* * * -
* * B *
* * B N
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* ok % % %

»

crafts association
of british columbia

Membership

Angoiika Werth"Ode &

17551793, Photo by

JOIN TODAY

[ New [ Renew

Name
Company
Address
City
Province/State PostaliZip Code
Tel (Home)

Tel (Business)

Tel (Cell) Fax

Email

(for e-News registration)

Membership Fees 1 year (includes GST)

[ General $60.90 [ Friend of Craft  $77.90

[J Student $29.40 [ Business $105.00

[ Senior  $39.90 [ Affliate $105.00
Donation to the CABC

My donation of § is enclosed

The Crafts Association of BC (CABC) is & nonprofit, and registared charity. Funds
donated support public programs, sarvices and nitiatives for the craft sector and
the community. A tax receipt Is avaltable for donated contributions. Thank you |

Questions - please contact us at 604 687 6511

Methods of Payment

[J Cheque [ visa

[ MasterCard [J American Express
Card #

Exp. Date : Y/ w

Signature

Amount: §

(Amount should include membership cost plus any donation)
Please mail or fax this application back to us.

1386 Cartwright St + Granville Island « V

suver BC + Canada V6H 3R8

T 604.687.6511  F 604.687.6 cabe.ne



Appendix B: CABC Advertising Rate Card

cabc

CRAFTS ASSOCIATICNOfBRITISHCOLUMBIA

1386 Corwright $t, (Granvile Isiand)
Vancouver BC, Canada V&H 3R8

tel: {804} 487-4511
fox: (604) 487-6711
web; www.cabe.net

emaill.  cobc@telusnet
Craft Contacts has a circulation of 1000 copies. It is directed to a target audience of craftspeople working in glass, metal, fibre, wood

and ceramics in British Columbia as well as supporters of craft. It is published quarterly. CABC is a network of crafts professionals
dedicated to the development of excellence in crafts.

Craft Contacts Advertising Rates

2007 - 2008 Advertising Rates
Display Ads: Dimensions 1issue 2 -3 issues 4 issues
A 9 %7 wx 7 % h (honzontal) 215.00 185.00 175.00
B 47 wx 7 Y4 h (vertical) 110.00 95.00 90.00
C 4 %7 wx 3 127 h (horizontal) 65.00 60.00 55.00
D 2”wx3 %" h (vertical) 50.00 45.00 40.00
Classified Ads: 40 words maximum 35.00 30.00 25.00
Inserts Rates
under 10 grams $105.00
10 - 20 grams $210.00
20 - 30 grams $315.00
30 — 40 grams $420.00
Ad Guidelines

+ Ieasurements of ads mast be exact in size. If ads have to be adjusted a minimum of $20.00 will be charged to the advertiser. The preferred
formats for display ads are TIF, PDF or EPS; these ads can be sent to CABC’s email address: info@cabenet or calvin taplay(@cabe.net
+  Black and white ads can be printed on a Laser printer.

¢  Ifan ad has shading it must be printed on a Laser printer and should be printed at 85 lines per inch.
+  Advertisers are billed and mailed invoices with the newsletter mail-out; New Advertisers are required to book with a credit card number or pre-
pay for an advertisement.
¢  Rates are subject to change.
¢ The rate for display advertising on the CABC website (for 3 months), www.cabc.net, is §100.00.
+  Prices do notinclude gst. Multiple issues must be bocked in advance for the discounts to apply.
+  CABC must receive any changes to an existing ad prior to the artwork deadline as advertisements can not be pulled once this deadline has
passed. In either case, following the space reservation deadline, the advertiser will be invoiced for the reserved ad space.
2007-2008 Advertising Deadlines
Issue Space must be reserved by: Artwork must by received by:
March/April/May 2007 January 26, 2007 February 2, 2007
June/July /August 2007 Apnl 27, 2007 May 4, 2007
September/October/November 2007 July 27, 2007 August 3, 2007
Dec. 2007 /January/February 2008 October 26, 2007 November 2, 2007
March/Apnl/May 2008 January 25, 2008 February 1, 2008
June/July/August 2008 April 25, 2008 May 2, 2008
September/October/November 2008 July 25, 2008 August 1, 2008
Dec. 2008/January /February 2009 October 24, 2008 November 7, 2008

If you would like to place an advertisement please contact Calvin Taplay, CABC Office, Monday to Friday (604) 687-6511 or toll-free
(in BC) 1-888-687-6511, 10:00am — 5:00pm PDT / PST.
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