A strategy for growth in Nunavut’s arts and crafts sector
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-Sanaugait, meaning “Things made by hand” is a strategy for
growth 1n Nunavut's arts and crafts sector.
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-8 Goals to be fulfilled by The Government of Nunavut; Economic
Development and Transportation (ED&T) in affiliation with its many
partners.
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-The vision for Sanaugait is to
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‘Increase the value of Nunavut’s arts sector through investments
that improve qguality, stimulate innovation, and support
sustainability, in partnership with Nunavut artists, their

organizations and their communities.
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Sanaugait’s Eight Goals

#1: Increase the quality of Nunavut art.
#2: Maximize artists’ profits through
participation in the value-added chain.
#3: Secure market share through
protection of intellectual property rights.
#4: Secure market share through
international brand recognition.

#5: Expand international market share.
#6: Provide current and accurate
information about the arts sector.

#7: Promote and celebrate the
contribution of Nunavut arts to global
society

#8 Provide management, coordination
and accountability to support the
strategy.

DG 11 A" " oKD I M 00> Ko *wWAN

Na DL ¢

DG 20 AN oKD 5N K NS

Na DPLA‘N e

DG 30 A*PP 5 BBPALBNM o ¢ N ot ¢
AL o

DS 4 AchAD5NE Sdr=HD 5N A€ ™ o°
0a>¢ N " WAN " o

JSLN 50 AT "PNP<tbo "M 6a.2¢ Na DLAC
DSLN 6 A*PP L0 DPPIRPNDP LD o 00 D¢

Na"Uden <D0
XSUN 70 o PADKA LI AR PN L 00 >€
Na PLA® 0o 7= e Ll Y

DN 8 APLNA LS allonb ™ o LelNJe
©0a2¢ N "IN ¢



t A strateqgy for growth in Nunavut's arts and crafts sector

Sanaugal

The GN support to the sector will be increased through:

-Increasing staff in EDT’s Community Economic Development
Division (CED) devoted to the sector;

N S
-EDT's Community Operations building a stronger local presence unavu
and providing greater fundin§ to artists under the Small Business

rogram;

‘Hiring consultants to undertake initiatives in support of the goals
and actions identified in Sanaugait; and

-Funding to third- party agencies at the territorial, regional and
local level. These include Nunavut Arts and Crafts Association
(NACA), joint ventures with Nunavut Development Corporation
(NDC) and local not- for -profit organizations that work with
artists, develop artist’s skills, or market and promote Nunavut

arts.
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-Artists currently make up 20 percent of the Nunavut work force
over the age of 14.
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-Over 4000 individuals rely on the sale of their artwork for their
principal livelihood, or as a supplemental form of income.
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-In Cape Dorset, one if four people in the labour force work in
the arts. Thirty times the Canadian average.
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-Sanaugait sees the sector contributing at least $50
million annually to the territorial economy by 2013.
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-The Arts and Crafts sector faces key challenges in the
availability of raw material, safe workspaces, access to
markets and information and education in all aspects of
the cultural industries.
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Increase the quality of Nunavut art.
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Improve access to materials, supplies and
equr|$ment. ,
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Create affordable, safe workplaces for artists.
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Increase skill levels through the education
curriculum.
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Goal 2 )ﬁl,“\ 2
Maximize artist’s profits through participation in the value

added chain,
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Increase the participation of artists in all aspects of the
value added chain.
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Increase ,direct marketing.
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Provide artists .with basic business training aftercare.
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Secure market share through protection of intellectual

Goal
property rights
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Provide information about copyright and intellectual
property rig_hts in Inuit languages.
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Provide intellectual pro ertX rights trainin% for artists.
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Lobby for international recognition of Nunavut’s
intellectual property rights.
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Sanaugal

Goal 4 LN 4 3
Secure market share through international brand recognition
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Make Nunavut’s arts instantlg recognizable throughout the world.
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Promote the differences between “fake lore™ and authentic Nunavut art.
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Augment the |gloo Tag program
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Expand international market share
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Identify new markets not impacted by trade restrictions.
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Develop alternative national and international markets.
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Provide current and accurate information about the arts sector
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Promote recognition of Nunavut’s artists.
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Improve access to information for artists about the arts as an
. economic sector.
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Collect economic data on Nunavuts arts sector.
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Promote and celebrate the contribution of Nunavut’s

arts to global society
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Establish a permanent location for the Nunavut Art
Collection in Igaluit.
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Create a touring Nunavut art collection for
international venues.
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eInuit art has successfully participated and flourished in the fine
art market in Canada, the USA and Europe for the last sixty
years. .
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*There are Inuit Art Galleries/Displays throughout the world.
Toronto, Vancouver, France, Denmark, and throughout the
United States.
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e\Waddington Auctions are selling nearly all their pieces (usually
around 300-400 pieces per auction) for well over the asking
values.
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*In the lead up to 2010 we will see more and more “fakelore” attempting
to capitalize on northern imagery and precedents set by Inuit artists.

2010 P<cdo-*L o’ CdC—DAacdII " A AD > LLLM®
APl 5™ Aoo Nabloo* d9a°FPL<o* Ao oC

*We must make it easy for consumers to tell the difference between
authentic, handmade Nunavut arts and crafts from the copies and the
fakelore.
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*\WWe must ensure that Candians see fine Inuit art as a national treasure
and reinforce the worldwide profile of Inuit Art at the fine art level.
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Fakelore

eFakelore is inauthentic, manufactured folklore presented as if it
were genuinely traditional. |
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eMass produced reproductions using ceramics and resin
compounds.
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eVVery low price points ($2.99 to $49.99)
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eUndermine the market for authentic Inuit art.
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A Nunavut brand would better reflect the direction that contemporary Inuit
art is going in. Artists are creating works that speak to their present day
reality. Nunavut as a new territory is part of that. A Nunavut brand would
help to move Inuit art beyond past colonial approaches, building on the
traditional and adding to the strength of the Inuit culture and values today.
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-A Nunavut brand would reinforce the Inuit artist’s place in the Nunavut
economy and the economic benefit that art brings to the community and the
territory.
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-A Nunavut brand would improve the ability of Inuit artists to protect their
cultural symbols- the basis of their artistic expression - by differentiating
their art from fake lore.
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Phase 1- Nunavut Brand A {
-Phase 1 was completed at the end of March 2008 by Outcrop. T‘
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-Examined the need for a Nunavut brand as well as promising practices
from other jurisdictions.
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Developed considerations for Nunavut as we move forward with a branding
program.
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-Examined the Igloo Tag and it’s role in the future of the Nunavut Brand.
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‘Phase 2 is set to begin any day now. It will see the development of
brand concepts/slogans as well as a marketing strategy to introduce the
world to the Nunavut brand.
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-Feature community visits to consult with artists and advisors on a Nunavut
brand and it’s effectiveness.

oac 0’ > *<cdord*I)¢ Ac*o-dNNboo-doN® <L INPLNNbeHN®
C(Ldo*lL ©0a > KNa’PbBOAC <L ODNbBNdo*Tot.

-Phase Two will be completed by March 2009 with a three year marketing
plan in place.
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-2009 will mark the 50% anniversary of the Igloo Tag.
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Thank You.
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Any Questions?
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Ryan Oliver

Senior Advisor; Arts and Traditional Economy

Department of Economic Development and Transportation
Pangnirtung, Nunavut

(867)473-2633

roliver@gov.nu.ca
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