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Goals 
 Showcase the breadth and depth of arts and culture in Franklin, for the 

community and for purposes of our Cultural District application 

 Create partnerships between arts organizations and each other  

 Create partnerships between arts orgs and non-arts orgs 

 Drive visitors to Franklin for purposes of tourism and economic 
development 



How did we get people involved? 
 14 via email (11 from e-newsletter, 3 from personal emails) 

 36 because of in-person meetings, often resulting in one org creating 
multiple events 

 25 were collaborations between at least 2 orgs 

 6 included 3 or more orgs 



Collaborative Brainstorming =  
Creativity 

 

 We had art orgs who partnered with schools, senior center, public library, 
local college, garden club, churches and a temple, local businesses, rec 
dept, charities, ethnic orgs, public television, and government 



Art + Library: Art in Motion 



Art + Town: ChalkWalk 



Art + Charity: Empty Bowls 



Art + Historical Museum: Trowbridge Piano 
Performance 



Art + Schools: Art + Music Concert 



Art + Church: Family Paint Afternoon 



Art + Senior Ctr: Art Installation 



Art + Business: Henna & Wine Tasting 



Did we meet our goals? 
 Showcase the breadth and depth of arts and culture in Franklin, for the 

community and for purposes of our Cultural District application 

 Create partnerships between arts organizations and each other  

 Create partnerships between arts orgs and non-arts orgs 

 Drive visitors to Franklin for purposes of tourism and economic 
development 



Contact 

Stacey David, Chair 
Franklin Cultural Council 

franklinculturalcouncil02038@gmail.com 

www.franklinma.gov/cultural-council 

       FranklinCulturalCouncil 

 



DOWNTOWN LYNN CULTURAL DISTRICT 
Est. 2012 

ArtWeek 2018 Participant 



HAIRSPRAY Signature Theatre, VA 



…just to name a few 



‘you won’t go out the way you came in’  



COLLABORATION  

Why should every group take on the same or similar tasks, when they can each put forth their most 

successful element to build on an all-inclusive program larger than any one component? 

is key to avoiding 

Cross-Pollination 

 Just under 100,000 residents 

 

 50+ Cultural Partners 

 

 30+ Cultural Businesses 

 

 25+ Cultural Facilities 

 

 18+ Nationally Registered Historic 

Amenities 

 

 8+ Natural Recreational Features 

 

 1 Cultural District Staff Member  :/ 

 6 Months Teasers of Educational 

Information 

 

 Webinar with the help of ArtWeek Team 

 

 Consistent Email Blasts 

 

 Community Catalyst: in-person 

solicitation, phone calls, emails, questions, 

concerns, marketing, online/social media, 

municipal, stakeholder and community 

updates 

Lynn’s Cultural Make-Up 
Lynn’s ArtWeek Plan of Attack 



Lessons Learned 

 KNOWLEDGE IS POWER 

 Cater to various levels 

 

 Respect Individual Sentiments 

 

 Pillar of Support 

 

 Enlist Help 

 
 



St. Stephen’s Memorial Episcopal Church 

Boasts a collection of over 41 Tiffany stained 

glass windows, which are among, and 

possibly, the oldest ecclesiastical Tiffany 

windows in the world.  



Beyond Walls 

Mission: to activate space to 

strengthen communities. 



-OASIS Art Therapy Studio 

-Lynn Museum 

-LynnArts 

-LCTV 

-NSCC 

-PickUp Modern&More 

-Lynn Public Schools 

-Local Musicians 

-Local Artists 



Impact and Outcome 

 Lasting Relationships, New and Old 

 

 Sense of Family 

 

 Visibility 

 

 Momentum 

 

 Opportunities:  Cultural Compact 

 

 



#ArtWeekLynn2019 
A Final Word of Advice: 

 Utilize the incomparable ArtWeek Team 

 

 Be Patient; Listen, Respect, Appreciate 

‘The Whole is a Whole Lot Greater Than the Sum Of Its Parts’ 

Carolyn Cole 
Director, Downtown Lynn Cultural District 

www.lynnculturaldistrict.org 

director@lynnculturaldistrict.org 

http://www.lynnculturaldistrict.org/




http://www.artweekma.org/
mailto:artweek@bochcenter.org

