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Survey Results and  
CBAC Response
By Dorothy Hoffman

In late April, CBAC created and emailed to 
members a survey to best determine how to 
support local artists in this time of COVID 
closures, cancellations, and social distancing. 
The survey asked responders to rank nine 
items in terms of being most needed/helpful 
and in terms of urgency to implement. 

We want to thank the 28 members who 
completed the survey as their responses have 
pointed a clear way forward to support artists 
through the challenge of COVID. However, 
many of the efforts indicated, once imple-
mented, will continue to serve artists and the 
community at large through increased access 
and utilization of the benefits of online mar-
keting and e-commerce and further integra-
tion of CBAC membership within the South 
Shore community.    

The following items emerged  
as priorities: 
1. Assistance with building websites, online 

marketing and e-commerce. 
2. Encourage citizens to commission work 

from local artists. 
3. An online art auction platform for 

members.
4. An additional summer grant cycle.

Please see “Survey Results” article on page 4 
for complete accounting of results.

What follows is a summary of CBAC’s 
progress, to date, in response to survey 
findings. 

Assistance with building websites, 
online marketing and e-commerce
As we began planning for how CBAC would 
deliver help with prioritized needs, we were 

excited to learn of an effort already underway 
to provide an online marketplace for South 
Shore residents. Board members John 
Lince-Hopkins and Susan Lince, owners of 
Artists Squared Gallery in Washburn, were 
informed of a plan to create the Authentic 
Superior Online Marketplace, and 
arranged a meeting with J Erin Hutchinson, 
its creator, to learn more and explore 
possible collaboration. The overlap of Erin’s 
intentions and the intention of CBAC to 
provide support in building websites, online 
marketing, and e-commerce, was near total!  

Erin is a resident of Herbster, having 
moved there in January 2019, and is a highly 
skilled design and marketing professional 
with many and varied years of experience in 
the field. In the Board’s meeting with her, we 
were delighted to hear that the launch date 
for the site is near and to see how eager and 
generous her desire to serve the community. 

The ensuing symbiotic partnering of 
CBAC and the Authentic Superior initiative 
allows artists near immediate access to an 
online marketing presence that would other-

wise have taken time and extensive resources 
to build. Thank you, Erin and all who will 
assist you, in making this happen for area 
artists. Please see “Authentic Superior Over-
view” article on page 7 for detailed informa-
tion about the initiative and how artists can 
become “store owners” on the platform. 

CBAC is delighted that this oppor-
tunity is available for its members 
and will be partnering with Erin 
Hutchinson. CBAC will be provid-
ing financial support for promotion 

Collaboration

Continued on page 4
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The Chequamegon Bay  
Arts  Council publishes Artifacts 
 quarterly for its members and 
supporters. CBAC welcomes 
 feedback, article ideas, newslet-
ter  contri bu tions, member news, 
and calendar items. Please send 
submissions to  Editor Catherine 
Lange at langecate@gmail.com 
or mail to CBAC, P.O. Box 25, 
Washburn, WI 54891.

Submission deadlines
Unsolicited articles will be in-

cluded on a space-available basis. 
To secure space in issue, please 

contact Editor directly one month 
 before copy deadline.

Fall  
Content covers  September,  

October,  November.  
Deadline: August 1

Winter  
Content covers  December,   

January, and February.  
Deadline:  November 1

Spring 
Content covers March,  

April, and May. 

Deadline: February 1

Summer  
Content covers June,  

July,  and August. 

Deadline: May 1

http://www.cbayarts.org
P.O. Box 25,  

Washburn, WI 54891

President’s Letter

Editor’s Note
By Catherine Lange
Special thanks to Anne Katz, Director of ArtsWisconsin, for sharing her per-
spective on resources and what artists are doing around the state in response to 
the pandemic. Thank you to all the contributors to this issue:  Dorothy Hoffman, 
 Joanne  Meierhofer, J Erin Hutchinson, Christine Lindsey, Grace Hogan, 
Kathleen Broadwell, Sarah Lund, Susan Lince, and Beth Folsom. 

The Arts—‘Food for the Soul’
By Joanne Meierhofer
“�Art�is�food�for�the�soul,�and�an�artistic�climate�is�a�
healthy�climate�because�it�breeds�empathy.”�
—Amanda�Palmer

To all of our friends in the Chequamegon Bay area:

I hope you are all well and staying that way. I want to 
assure you that even though CBAC had to cancel our 
fundraising gala this summer, we are still very much 
dedicated to providing support for all of the artists in 
our region. We are a healthy all-volunteer organiza-
tion, and our board members are actively working on 
ways of staying in touch and responding to the needs 
of our arts community.  

Art, music, photography, theatre, dance, poetry, prose, pottery, jewelry, sculpture 
and fiber arts—all of it is essential because expressing ourselves in creative ways is 
nourishment for our souls. 

When this is over, it is my hope is that there will be a new appreciation for not only 
arts and culture but for our precious earth, which for many of us is our inspiration. 

We conducted a survey and found that most of the members responding expressed 
an interest in getting help with setting up their own websites and other electronic 
ways of getting their work out there. Since most arts fairs and galleries are cancelled 
or closed, it makes sense to make the most of virtual studio and gallery tours. 

To get an overview of the survey and CBAC’s plans, please read the articles that 
begin on page 1 and page 4. The article on page 7 by Erin Hutchinson, our newest 
board member, shares her vision of creating an e-commerce marketplace branded 
Authentic Superior, which melds perfectly with CBAC’s mission. 

We will also be having an online auction for Gallery items only, on our website 
later in the summer. Rather than donating art, artists will be invited to sell their art, 
and they will receive 70% of the proceeds. This will help artists and also raise some 
funds for CBAC’s next round of grants. Stay tuned.

Last but not least, given the current wave of protests and calls for social justice 
and change, I am reflecting on how relevant we were back in March when our Spring 
Show spoke to how passionate our Chequamegon Bay artists are about our world and 
our culture.

“Self	Portrait	in	Quarantine”	
by	Joanne	Meierhofer,		
April	2020
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We Need Creativity  
at this Moment in Time 
By Anne Katz, Director, Arts Wisconsin

We all know that the intangible impact of the arts is pro-
found. Humans have been expressing themselves creatively 
since the beginning of time, and people and places grow and 
are transformed by involvement in creative endeavors. The 
arts make us human and make community.  Now, more than 
ever, Wisconsin needs that creative spirit that brings energy 
and hope. 

In addition, our state’s creative economy is critical to our 
local, regional and statewide identity, provides jobs and busi-
nesses, and is essential to accelerate recovery efforts.

First, the good news: 
Numbers and statistics back 
up the stories of transforma-
tion. According to the most 
recent information from the 
US Department of Commerce 
and the National Endowment 
for the Arts (released in mid-
March, just as Wisconsin was 
beginning to shut down), Wis-
consin’s creative industry packs 
an economic impact of over $10 
billion and has a workforce of 
over 96,000 people. That’s more 
workers than in Wisconsin’s 
beer, biotech, and papermaking 
industries.

And now, the bad news:
The coronavirus pandemic continues to gnaw away at the na-
tion’s arts and cultural infrastructure. According to an Amer-
icans for the Arts study on the economic losses to the arts 
as a result of COVID-19, nonprofit arts organizations have, to 
date, registered an estimated $5.5 billion in financial losses. 
In Wisconsin, the economic impact is over $26 million—and 
will be far higher once losses due to summer arts events can-
cellations are tallied.

Nearly every arts organization in the country has post-
poned or outright cancelled performances, exhibitions, and 
events, with furloughs and lay-offs. Creative workers are 
among the most severely affected workers by the COVID-19 
crisis. Similarly, nearly every working artist has lost at least 
some work, and a sobering 62 percent report they have be-
come fully unemployed because of the crisis. 

Resilience among Wisconsin artists
While there’s no doubt that this is the most challenging time 
for the creative sector in generations, creative people contin-
ue to rise in service to their communities with resilience and 
compassion. Live performances are being shared via Face-
book, new interactive murals can be viewed while practicing 
social distancing, and thousands of museums provide free 
online tours of their collections.

Nationally, 76% of arts organizations (and 68% of artists) 
are using the arts to strengthen community cohesion, raise 
morale, and lighten the COVID-19 experience of the com-
munity. These are some of the stories from Wisconsin and 
beyond:

Land O’ Lakes: Land O’ Lakes Arts has been collecting artists 
stories, available on the organization’s YouTube channel.
https://www.youtube.com/channel/UCdVAv4RMXa1eqHn_hnf5FcA

Madison: Artists have turned plywood covering broken win-
dows on State Street in Madison into works of protest art. 
Blog post by Ann Althouse: 
https://althouse.blogspot.com/2020/06/down-on-state-street-
here-in-madison.html

Balsam Lake: The Balsam Arts Gallery is finding ways to 
amuse and inspire at every stage of the pandemic. Each 
week, the gallery windows feature the work of a new artist, 
from puppets to paintings to pottery to sculpture. 
www.balsamarts.com

Portage County: CREATE Portage County has shifted 
 resources during the COVID-19 pandemic 
https://www.createportagecounty.org
•  Turned its cre-

ative maker space 
to produce face 
shields for medical 
personnel and oth-
er essential work-
ers, using 23 3D 
printers to produce 
almost 4,000 face 
shields. 

•  Has live-streamed #stillsessions programming that has 
 already reached more than 13,000 viewers via Facebook

•  Talking with small businesses, entrepreneurs, and indepen-
dent contractors to advocate for support of programs that 
work, connecting them to resources

•  Converting programming like ArtsWalk and their 48-Hour 
Film Festival to meet #saferathome requirements.  

https://createportagecounty.networkforgood.com/events/18483-
still-rendering-a-covid-19-style-48-hour-film-fest?utm_cam-
paign=dms_email_blast_562680

Continued on page 6

https://www.youtube.com/channel/UCdVAv4RMXa1eqHn_hnf5FcA
https://althouse.blogspot.com/2020/06/down-on-state-street-here-in-madison.html
https://althouse.blogspot.com/2020/06/down-on-state-street-here-in-madison.html
www.balsamarts.com
https://althouse.blogspot.com/2020/06/down-on-state-street-here-in-madison.html
https://www.createportagecounty.org
https://createportagecounty.networkforgood.com/events/18483-still-rendering-a-covid-19-style-48-hour-film-fest?utm_campaign=dms_email_blast_562680
https://createportagecounty.networkforgood.com/events/18483-still-rendering-a-covid-19-style-48-hour-film-fest?utm_campaign=dms_email_blast_562680
https://createportagecounty.networkforgood.com/events/18483-still-rendering-a-covid-19-style-48-hour-film-fest?utm_campaign=dms_email_blast_562680
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Collaboration:  
Survey Results and CBAC Response  
Continued from page 1

costs, helping to assure that the 
completed website is publicized 
from the Twin Cities to the Upper 
 Peninsula and beyond.

An online art auction platform  
for members
Erin, recently inducted to the CBAC 
Board, will also be instrumental in 
creating the necessary infrastructure for 
CBAC to host online art auctions for 
members. Once created, the platform 
can be adapted for diverse intents—i.e. 
CBAC’s annual fundraising event, 
theme-based exhibitions, individual or 
group medium-specific shows, etc. The 
possibilities are many and exciting! 

An additional summer grant cycle
In early May, in discussion of a possible 
summer grant cycle—taking into 
account members’ high priority for 
assistance with website construction, 
online marketing, and e-commerce— 
it was suggested that grant parameters 
be created to respond to this need. And 
then the CBAC/Authentic Superior 
convergence occurred, providing a 
great deal of what survey responders 
requested and then some! 

At the June meeting of the Board, 
it was decided that energy and dollars 
would best be spent in support of the 
Authentic Superior roll out, providing 
revenue for promotional advertising, 
and to support artists in getting  individ-
ual stores up and running (photograph-
ing work, writing an Authentic Supe-
rior–specific artist statement, pricing, 
delivery of items to buyers, etc.)

Please note that CBAC’s use of the word “artist” 
refers to artists across the spectrum of the arts, 
and is inclusive of musicians, theatre arts people, 
dancers, performance artists, and all those who are 
called to express themselves through art. 

Encourage citizens to commission 
work from local artists
CBAC will launch a campaign to 
encourage citizens to support artists in 
these lean times through commissioning 
art for their themselves, for friends 

or family, for the community, and/or 
for early holiday gift-giving. A flyer to 
promote these actions will be created 
and distributed across the South Shore 
and beyond. The CBAC website and 
Facebook presence will encourage this 
practice and provide links to its Artist 
Directory and to the Authentic  
Superior online marketplace. We ask 
that individual artists acknowledge  
sales obtained through commissions 
(when appropriate) to encourage  
further participation.

Other actions
To date, CBAC has focused primarily 
on responding to the four highest prior-
ity items. Five other items appeared on 
the survey: artist support group, public 
art creation opportunities, sharing/ 
loaning/donating art supplies and equip-
ment, short term financial assistance, 
connect beginning artists with veteran 
artists. In supporting artists in relation 
to these five items, there is much that 
CBAC members can offer to one an-
other and in support of the health of the 
community.

Please consider...
Consider reaching out to artists in the 

community to learn how they are 
doing: What is most difficult for them 
now? What is most helpful in coping? 

Consider commissioning new work—an 
item of jewelry, a set of ceramic coffee 
cups, a porcelain vase, a painting/
print evocative of the South Shore, 
host an event featuring local musicians 
(distanced, of course), come up with a 
provocative idea for a participatory and 
fun public art event! 

Consider offering no longer needed/
wanted art supplies and equipment 
through posts on CBAC Facebook 
page or other means of publication. 

Consider offering financial support to an 
artist you know could use it. 

Consider how to consider in other not 
yet imagined ways. Create some art in 
support of local artists: paint a t-shirt, 
invent a slogan, a lawn sign, paint 
your shoes, sponsor a sunset distanced 
dance event in honor of the creative 
spirit that resides in all. 

Consider, simply consider….

Survey Results — 
Detail and Summary
By Catherine Lange

In April, the CBAC board 
brainstormed and proposed nine 
specific actions the arts council 
could take to support local artists 
affected by the pandemic. We sent 
a survey to members to receive 
feedback on which actions are most 
important to pursue immediately. 
The survey asked primarily, How can 
CBAC support area artists affected 
by the COVID-19 pandemic?

In total, 28 people responded. We’d 
like to share details of the survey 
resulsts here. The chart on the next 
page provides a summary.

DETAIL
Please note that the percentages 
indicated as “IMPORTANCE” in  
the following detail represents the 
average level of importance between 
0% and 100% chosen by respon-
dents for each individual action. (In 
contrast, the chart on the next page 
shows ranking of the level of imme-
diacy needed for each action to be 
implemented.)

Report
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How can CBAC support area artists affected by the COVID-19 pandemic?

SUMMARY

Please rank the following 
actions. Which are most 
important to implement?

Assistance with building websites, online 
marketing and e-commerce (Action #4)

0.00% 0 3.70% 1 22.22% 6 33.33% 9 40.74% 11 27 4.11

Encourage citizens to commission work 
from local artists (Action #7)

0.00% 0 7.14% 2 25.00% 7 35.71% 10 32.14% 9 28 3.93

An online art auction platform for 
members (Action #5)

0.00% 0 3.70% 1 40.74% 11 25.93% 7 29.63% 8 27 3.81

Additional summer grant cycle  
(Action #1)

0.00% 0 11.11% 3 44.44% 12 22.22% 6 22.22% 6 27 3.56

An artist support group (Action #9) 3.57% 1 17.86% 5 28.57% 8 21.43% 6 28.57% 8 28 3.54

Public art creation opportunities  
(Action #6)

0.00% 0 7.69% 2 50.00% 13 23.08% 6 19.23% 5 26 3.54

Sharing/loaning/donation of art 
materials and equipment (Action #3)

0.00% 0 15.38% 4 38.46% 10 26.92% 7 19.23% 5 26 3.5

Short-term financial assistance  
(Action #2)

3.70% 1 14.81% 4 37.04% 10 25.93% 7 18.52% 5 27 3.41

Connect beginning artists with veteran 
artists (Action #8)

8.00% 2 8.00% 2 52.00% 13 20.00% 5 12.00% 3 25 3.2
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Action #1:  
Create an additional summer grant cycle 
geared to needs arising from COVID.

IMPORTANCE: 74% 
(27 people answered)

COMMENTS:
•  Great idea!  thank you!
•  Maybe a collection of small grants to help 

many people rather than larger grants to help 
a few

• We can always use more grants
• Not sure either way
•  Summer is prime season for earning the bulk 

of the $ for the entire year fit many artists.
•  Only would question the sustainability of it
•  I feel this is relevant yet I feel focusing 

on supporting local artists ideas that have 
bloomed during this time may be more 
beneficial. Grant cycle to really insure our 
community with more artwork.

Action #2:  
Short term financial help for basic living 
expenses due to loss of sales income. No 
strings attached. Amount and application 
process to be determined.

IMPORTANCE: 71% 
(25 people answered)

COMMENTS:
•   YES!
•   Would you have to prove prior sales amount 

to qualify? Sounds hard to implement in a 
fair way

•   I’m sure there are people who need help
•   Musicians depend on funds from playing to 

audiences in order to live. Covid 19 means 
audiences are not allowed. Therefore, musi-
cians have no income.

•   Summer is prime season for earning the bulk 
of the $ for the entire year fit many artists.

•   For those who make their living making art.
•   Right now just keeping the lights on is 

 questionable.
•   Seems this may only help very well- 

established artists where up and coming 
artists may be most affected. How will the 
application process help artists who aren’t 
super well-established yet?

Action #3:  
System to facilitate the sharing/loaning/
donation of art materials and equipment 
(visual artists, musicians, others) to 
use during this down time to sustain art 
production and/or build a new repertoire 
or portfolio..

IMPORTANCE: 68% 
(26 people answered)

COMMENTS:
•   Great idea. I have a lot to share
•   Not applicable to me but probably a good idea
•   Always a good idea to stimulate new art 
•   I’m happy to share supplies if needed
•   Doable and supports community building
•   I am doing this and folks are taking advantage
•   Yes, the community should have a pool of re-

sources for projects. This is smart on many levels. 

Continued on page 6
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Report: Survey Results— 
Detail and Summery   
Continued from page 5

Action #4:  
CBAC-sponsored assistance from 
website builders, those with experience 
in online marketing, and website store 
development, in the form of small, 
distanced sessions or one-on-one virtual 
or phone conferencing.

IMPORTANCE: 84% 
(28 people answered)

COMMENTS:
•   Another fabulous idea
•   Wow, yes. Struggling in this department 

currently!
•   This should always be available regardless of 

the pandemic
•   I would love help with building a website
•   This is important to get more ways of selling 

artwork.
•   I am resorting to an online store which 

is expense, time-consuming and new for 
me. I would love to have had guidance in 
technology I’m not familiar with

•   This can be very helpful for artists to expand 
their platforms or further develop 

Action #5:  
An ongoing online art auction platform for 
members, sponsored and supported by 
CBAC.

IMPORTANCE: 71.5% 
(27 people answered)

COMMENTS:
•    Sure, if ideas are prioritized
•    Why don’t we have this already?
•    This would give visual artist an outlet from 

which to sell their art, which cannot happen 
while galleries are closed

•    Might work to provide some sales and reve-
nue for artist

•    Any exposure to artists sales is essential
•    This seems like a great idea 

Action #6:  
Public art creation opportunities (visual, 
performance, music) that keeps art “out 
there” without the boundaries of walls 
and buildings.

IMPORTANCE: 70% 
(28 people answered)

COMMENTS:
•    Love it
•    Will bring some joy and relief 
•    Yes, music in the communities in the streets 

in the parks is always great. Movies in the 
park, or showings, and community involved 
art projects like mural mosaic, sculpture 
gardens, etc.

Action #7:  
Launch an effort to encourage citizens to 
commission work from local artists and 
then facilitate the connection of artist and 
person requesting. Could be a website 
where artists showcase what they can be 
commissioned to create.

IMPORTANCE: 75% 
(26 people answered)

COMMENTS:
•    YES
•    Connected to #5?
•    All these things we needed before the covid
•    Another way of saying shop locally
•    Yes! It all makes a difference
•    I think creating a way to highlight arts 

accessibility. To make original work available 
and show folks they don’t have to purchase 
Walmart mass produced art to have art. Also 
perhaps some welcoming language/strategy to 
get folks comfortable with their own tastes. 
I think sometimes folks can be unsure how 
to listen to what they like from art. Encour-
agement to trust the inner voice. And yes, 
encouraging local artists custom commissions 
is a life enhancer for all!

Action #8:  
Offer a service to connect beginning art-
ists with veteran artists to share not only 
skill and knowledge in a medium but also 
business building and strategies to make 
it through down marketing times.

IMPORTANCE: 66% 
(25 people answered)

COMMENTS:
•    This is a good idea any time
•    Maybe post-pandemic when we’re not so 

stressed & hopefully did figure things out
•    Not sure here
•    Great idea!
•    Apprenticeships are good but some compen-

sation for the teacher should be provided. It 
takes majority of your time to teach while you 
work and if the student isn’t cooperative and 
understand their support role this does not 
work well.

•    This can be great and not great. Perhaps 
something available would be great for 
those who need guidance. There’s benefit 
to creativity in marketing and not following 
something too structured. There really isn’t 
a cut and dry formula, variety is the spice of 
life. Innovation. Outta the box!

Action #9:  
Convene an artist support group to meet 
regularly, distanced or on-line, to share 
and support one another.

IMPORTANCE: 66% 
(28 people answered)

COMMENTS:
•    I need this
•    I am neutral on this item.
•    People talking a similiar language 
•    We need art groups to share what we are 

doing.
•    Wish we had this all the time!
•    A phone tree to share thoughts, feelings, 

encouragement, suggestions, and love.
•    Seems great for many reasons 

How Can You Help? Do you see any ways you could 
participate in helping CBAC to implement  
any of these actions?
You can respond by contacting any CBAC board member listed 
on page 14, or send an email to info@cbayarts.org.
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Opportunities Thus, we’re excited to announce the launch of what we 
hope will grow into the leading brand for the south shore 
region: Authentic Superior. The initial focus of this endeavor 
will be on activities that have the greatest potential economic 
impact on the region:

•  Setting up virtual storefronts for artists, craftspeople, and 
businesses in the region so they can sell their goods online.

•  Moving regional art crawls, studio tours, and other arts 
events online via creation of virtual tours and artist/ 
craftspeople profiles.

•  Creation of a regionally focused directory of artists, 
 craftspeople, and food producers. 

•  Launching the Authentic Superior brand to our core target 
markets, starting within the greater Midwest area. 

Phase One:  
The Authentic Superior  
Online Marketplace

2020 has been a challenging year on 
many, many fronts. In recognition of the 
devastating economic impact this year has 
had on many, many of us, I wanted  
to do something to help the members  
of my community. And thus, I’m offer-
ing to set up a marketplace store for any 
artist, craftsperson, or “maker” from the 
region at no cost. Seriously. It’s my way  
of giving back and, frankly, finding a posi-
tive outlet for my time and energy. 

What’s an Online Marketplace?
If you’ve ever shopped on Etsy or even Amazon, you’re shop-
ping an online marketplace. These web sites allow shoppers 
to purchase the goods from multiple vendors but allow each 
vendor to maintain their own “storefront,” its inventory, 
pricing, and ultimately, allow each vendor to easily receive the 
revenue from items purchased on the marketplace.

How Will It Work?
Here’s the basic workflow for how the marketplace will work:

1.  We work with each seller to get their store set up (see 
more detail on this below).

2.  Buyers will be able to shop the marketplace, placing 
anything they want to purchase in their online cart (just 
like any other e-commerce site). Additionally, the market-
place will provide profile info on artists to help establish a 
more personal connection between prospective buyers and 
the artist. This will also make it easier for artists without 
physical “products” (primarily performing artists) to pro-
mote themselves and options to “purchase” lessons, private 
performances, etc.

Authentic Superior Overview 
By J Erin Hutchinson

The Vision Behind  
Authentic Superior
Those of us lucky enough to live 
near Lake Superior know how truly 
special and unique the south shore 
is. The combination of natural 
beauty anchored by the great lake, 
the renegade spirit that living up 
here requires, and sense of place 

that goes with living in a small, rural community—all attracts, 
and I’d argue, fosters creative, independent-minded folks. 
It’s thus no surprise that the area has a plethora of artists and 
craftspeople. 

Despite all that the region has to offer, 
the south shore is still a hidden gem to 
most of the “outside world.” Some would 
argue that’s not a bad thing, but long-term 
economic sustainability requires the at-
traction of outside money and an appealing 
place for newcomers to call home. And, 
ideally, the south shore region can build 
an economy that doesn’t rely so much on 
the foot traffic of tourists, so that we can 
weather future economic storms.

How can we accomplish this? We be-
lieve two key things will set us on this path: One, the belief 
that “we all do better when we all do better.” We need to 
band together across the region, from Ashland to Iron River 
to Port Wing and all points in between. Support each other 
to not just survive but to thrive. Break down silos between 
townships and collaborate so we all can truly do better.

Two, we need a strong brand for the south shore region. 
One that conveys the story of the south shore to expand 
awareness, generate curiosity and excitement to drive more 
business to the region, and, even more critically, to help us to 
bring our unique products and services to those who may not 
ever set foot in the region. 

Why a Brand?
Without a consistent and compelling brand, it’s far more dif-
ficult to get the attention of media, grant monies, and, most 
importantly, revenue from tourists and “outsiders” with money 
to spend on the rich output our artists, craftspeople, farmers, 
and other business owners produce. 

With the strength in numbers of artists and craftspeople 
from across the south shore region and a strong brand 
identity, I am confident we can create a better foundation for 
a truly sustainable local economy. 

J	Erin	Hutchinson,	with	
her	Blue	Heeler	Niko

Continued on page 8
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3.  Once a buyer is ready to check out, they’ll pay for all their 
items via a single transaction (via credit/debit card or 
 PayPal through a very secure payment gateway). The mar-
ketplace will utilize both PayPal & Stripe payment gate-
ways to protect the privacy and security of all  purchases 
and refunds made through the site (as is standard on all 
reputable e-commerce sites these days). The site will also 
utilize industry best practices for protecting vendor and 
customer data: SSL certificates, 24/7 monitoring of site 
traffic (and any attempts to “hack” the site) to protect all 
data stored within the site, as well as firewalls to protect 
against annoying email spam.

4.  The seller of each item purchased will receive an email 
alerting to the sale, containing the info on what was pur-
chased, who bought it, shipping address, and any other 
notes from the buyer (for example, if you’re selling person-
alized items, this would be how the buyer would let you 
know these details).

5.  The seller is then responsible for packaging up the item 
and shipping it (the site will calculate shipping costs so that 
you’re not burned by higher than expected shipping fees).

6.  The seller ships off the item to the buyer’s delight.

7.  Then, on a monthly basis, the seller receives an automatic 
deposit to their bank account for all sales.

8.  At any time, the seller will have a custom vendor portal 
online where they can view details on all their sales trans-
actions. The sales details will be 100% transparent to you.
Also, should the seller desire, they can also manage their 
own store inventory via this portal—adding or updating 
their inventory as often as they’d like.

How Will it Be Promoted?
I’ve run a successful design and marketing firm for nearly the 
past 10 years (and launched many, many successful compa-
nies 15 years+ prior to this), so I’m able to bring all my new 
venture and marketing expertise to the promotional efforts 
behind Authentic Superior. Here’s a high-level summary of 
how we’ll be working to build brand awareness and get traffic 
to the marketplace during the remainder of 2020:

•  The basics: social media accounts with a consistent content 
schedule, including regular features on artists/makers fea-
tured in the marketplace.

•  We have a ton of plans around this—so much content avail-
able to share! And, efforts to network with supporters and 
influencers to help us build brand awareness.

•  Advertising on Facebook, Google, etc.

•  A comprehensive launch campaign that will include press 
releases and direct outreach to media in the region as well 

Opportunities: Authentic Superior Overview   
Continued from page 7

Recipients of 2020 Artistic 
Development Grants Announced
By Christine Lindsey 
The Artistic Development Grant is made possible by grant 
funding from the Wisconsin Arts Board, which requires 
a local match of an equal amount of funding before grant 
distribution can take place. The purpose of this grant is to 
promote ongoing learning and to encourage area residents 
to further their artistic abilities for reasons of personal 
growth and enhanced community artistic excellence. This 
year three artists have been awarded funding through the 
CBAC Artistic Development Grant program.

Congratulations to the following artists!

•  Lissa Flemming ($1,640) to attend “From the River 
Silversmithing Workshop” late October.

•  Marlin Ledin ($1,000) to participate in a training for 
audio engineers at The Weight Room Recording Studio 
in Washburn with Ryan Rusch.

•  Parker Sterling ($200) to join an online theatre class 
in directing through Primary Stages.

Grants

Board Member Profile
Name: Tiffany Darling  
Year you became a board member:  
2019

City of residence: Washburn

Profession: Pediatrician   

What is your interest in the 
arts?  Music, dance (especially 
ballet), theatre 

What is your involvement with CBAC?  As a board member, 
I have been getting to know CBAC and all it can do.    

What is your  vision for CBAC? I would like to encourage 
the support and promotion of the performing arts as 
that is where I feel I have the most experience.    

Other interests:  My children: Eleanor, training to be a 
professional ballerina. Matthew, training to be a profes-
sional musician. Gloria, deeply involved in visual arts.
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as regional metro areas (Twin Cities, Duluth, Madison, 
Milwaukee, Chicago) as well as social media and advertising 
campaigns.

•  Inclusion in regular email blasts via each of the region’s 
chambers

•  Development of an email membership list for those interest-
ing in being kept in the loop on all things related to Authen-
tic Superior and the South Shore (with special incentives 
like discounts, giveaways, etc.).

•  Development of sales database for doing direct email out-
reach to prospective customers and ally organizations and 
companies outside the region.

•  Considerable networking within the region to get small busi-
nesses, farmers/food producers, other artists, and makers 
aware of Authentic Superior, promoting it to their networks, 
and joining us. 

•  Paid advertisement on select print and digital publications 
(this last piece requires far more money than we have in 
start up capital, so we’ll be pursuing grant monies to fund 
advertisements in as many high profile publications that 
align to our target buyers as possible).

How Do I Sign Up?
If you’d like to get set up with a storefront, or just learn  
more about Authentic Superior and how the marketplace 
will work, the first step is to reach out to me and my team 
at: erin@authenticsuperior.com or via phone at the office: 
(715) 774.3849 or mobile at: (510) 333.8360. 

After a brief chat, if you decide to join on board, you’ll be 
provided with detailed instructions on everything that we’ll 
need from you to set up your storefront (and the artist/maker 
profile page that accompanies each store). Here’s what we’ll 
be gathering from you:

• Photos of each of the items you want to sell (there’s really 
no limit, but we ideally would like to start with 10-15 items 
max, just to get your store up and running). You don’t have 
to worry about the dimensions of the images - as long as 
they are good enough quality to highlight your work on the 
web, we’ll get them formatted as necessary. If you need help 
taking photos, we can help with that as well!

• Description of each item: this should include the name of 
the artwork or item, a brief description (what’s the medi-
ummedia, materials, etc.). If the item is a bathbody product 
or food item, then the ingredients are also necessary. 

• Pricing for each item.

• For larger or heavier pieces, dimension and weight is also key 
so that shipping can be accurately calculated.

• For those who don’t create “physical” items (dancers, singers, 
musicians, actors, etc.), we can work with you to set up the 
ability for customers to purchase things like lessons, private 

performances, or just make it possible for customers to view/
listen to recordings of your work and contact you to discuss 
any of these things.

• Profile info about you/your company:

• Your name and contact info (town you’re located in, phone 
if you want, email, social media handles, and web site 
URL if you have one)

• Logo graphics (if you have one)

• A headshot or other image that captures who you are (you’re 
welcome to provide 2-3 images if you’d like. We love ones 
that feature an artist in their studio/work environment)

• A brief summary of your background—anything you want 
to share about yourself that helps create a personal con-
nection between potential buyers and your work.

• Of key importance: a brief statement about what makes 
the South Shore special to you and/or how it informs your 
creative process. 

• Once the storefront is set up (we’re aiming for the 
 marketplace to be launched by the end of this month), 
we’ll work with you to connect it to your preferred bank 
account so that any sales will get deposited directly into it.

Bio: J Erin Hutchinson
As the owner of Narrative Shift, a design and marketing firm 
focused on helping healthcare technology and biotech start-
ups, the common thread running through Erin’s career history 
is her passion for the launch of new business ventures. Prior 
to starting Narrative Shift, Erin was on the ground floor of 
launching more than 20 new ventures, encompassing every-
thing from restaurants and retail establishments to software 
start-ups and consulting firms. Her graphic design and mar-
keting experience also stretches back over two decades. Prior 
to founding Narrative Shift, she provided both marketing and 
design services to the majority of the new ventures in which 
she’s been involved, as well as offering pro bono services to 
a wide range of nonprofit organizations. She still mourns the 
demise of Aldus Freehand.

Erin moved to Herbster full-time in January of 2019, driven 
by her love of the area and her desire to return to life in a 
small, rural community (she comes from a dairy farming fami-
ly and has always preferred country to city life). She’s passion-
ate about being an active member in her community, which is 
the driving force behind her founding of Authentic Superior.

Fun Facts About Erin:
Current	Home	Town:	The�tiny�township�of�Herbster,�Wisconsin,�on�

the�south�shore�of�Lake�Superior
Favorite	Past	Job:	Pastry�chef
Hidden	Talent:�Has�a�certificate�in�clowning,�having�gone�to�clown�

college�in�her�teens
Family	Life:	Niko,�Freyja,�and�Rupert

Motto:�“Life’s�too�short�to�sweat�the�small�stuff.”
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Make a Date With the Arts 

Music, Theater, Dance 
‘Make Music Day’ 
June 21, 2-7 p.m.
www.makemusicday.org/chequamegonbay

Garland City Consort
https://www.facebook.com/GarlandCityConsort 
garlandcityconsort@gmail.com

Garland City Chamber Players
https://www.facebook.com/
garlandcitychamberplayers 
andrewmcinnes@hotmail.com

Big Lake Orchestra
https://www.facebook.com/BigLakeOrchestra 
biglakeorchestra@gmail.com

Big Top Chautauqua
www.bigtop.org  715-373-5552

Bayfield Summer Concerts
baysumcon@icloud.com

Madeline Island  
Chamber Music
Part of the Madeline Island Summer Music Camp
www.micm.org/ 715-747-6045

Bayfield Concerts  
by the Lake
www.bayfield.org/ 715-779-3335

Ashland Chamber Music Society
Concerts year-round.  
acms@ashlandchambermusic.org

Chequamegon Bay  
Concert Band
Ashland BandShell

ChequamegonTheatre Association
www.ctatheatre.org 
715-682-5554

StageNorth Groundlings
www.thegroundlings.org

Compiled by Grace Hogan and Kathleen Broadwell

Since	many	(if	not	all)	art	events	have	been	postponed	or	canceled,	due	to	
the	pandemic,	we	have	put	together	a	list	of	art	related	resources	in	our	
area.	While	we	may	not	be	able	to	visit	or	experience	these	in	person,	we	can	
support	and	be	involved	with	many	of	them	virtually.	Visit	or	reach	out	via	
website,	social	media	or	phone!

Literary & Museums
Ashland Historical Museum
www.ashlandwihistory.com

Bayfield Carnegie Library
www.bayfieldlibrary.org

Bayfield Heritage Association and Museum
www.bayfieldheritage.org/museum.html

Bayfield Maritime Museum
bayfieldmaritimemuseum.org

Madeline Island Museum
www.madelineislandmuseum.wisconsinhistory.org

Port Wing Museum and Library
www.portwingmuseum.org

Vaughn Public Library
www.vaughnlibrary.org

Washburn Public Library
www.washburnlibrary.org

Visual Arts
Artists Squared Gallery
www.artistssquaredgallery.com

Austin Miller Studio and Gallery
www.austinmillerstudio.com

Bate’s Art Gallery
batesartgallery.wordpress.com

Bayfield Artist Guild
bayfieldartistsguild.weebly.com

Bell Street Gallery on Madeline Island
www.bellstgallery.com

Black Cat
www.blackcatashland.com

Boreal Woodworking and Studio
www.facebook.com/Boreal-Woodworking- 
and-Studio-442185356277952/

Deena’s Pottery Studio and Gallery
facebook.com/Deenaspottery/

Eckels Pottery and Fine Craft Gallery
www.eckelspottery.com

Hoth-Lee Gallery
www.hothleegallery.com

Hestekin Pottery
www.facebook.com/HestekinPottery/

Iron Apostle Studio and Outdoor Gallery
facebook.com/theironapostle/

Island Carvers
www.islandcarvers.biz

Karlyn Yellowbird Gallery
www.karlynholman.com

Kerr Studio and Gallery
www.kerrart.com

Kickapoo Coffee
www.kickapoocoffee.com/pages/bayfield-cafe

La Pointe Center Art Gallery  
on Madeline Island
lapointecenter.org/la-pointe-center-art-gallery/

Oulu Glass Gallery
www.ouluglassgallery1.com

Salmagundi
www.salmagundifairtrade.com

Silverwaves Jewelry Working  
Studio and Gallery
www.silverwaves.net

Stone’s Throw
www.stonesthrowbayfield.com

Trout Run Art
www.troutrunart.com

Washburn Cultural Center
www.washburnculturalcenter.com/ 
upcoming-events

Woods Hall Gallery and Studios
www.woodshall.com
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Resources for creative workers  
and businesses
And, there are growing numbers of emergency, stimulus, 
and recovery efforts happening in Wisconsin and around 
the country.

Arts	Wisconsin’s	COVID-19	Resource	Center:     
https://www.artswisconsin.org/covid-19/

COVID-19	and	the	Arts	in	Wisconsin—Wisconsin	Arts	Board     
https://artsboard.wisconsin.gov/Pages/COVID-19-Update.aspx

The	Wisconsin	Economic	Development	Corporation’s	We’re	All	
In	Small	Business	Grant	program will help small businesses 
throughout Wisconsin get back on their feet. Independent 
creative workers who are incorporated as sole proprietors or 
LLC are eligible and encouraged to apply. Nonprofit busi-
nesses are not eligible. NOTE: The online grant application 
will be accessible for one week from 8 a.m. Monday, June 15, 
through 11:59 p.m. Sunday, June 21. https://wedc.org/�
programs-and-resources/wai-small-business-grant/��

Americans	for	the	Arts’	Resources	and	Research			

https://www.americansforthearts.org/by-topic/disaster-prepared-
ness/coronavirus-covid-19-resource-and-response-center

3Arts	in	Chicago—Emergency	Resources	for	Artists
https://3arts.org/resources/funding/

Perspective: We Need Creativity at this Moment in Time   
Continued from page 3

A	list	of	resources	for	freelance	artists	and	performers:	
Specifically designed to serve freelance artists and those 
 interested in supporting the independent artist community, 
curated by independent group of advocates.
https://www.freelanceartistresource.com

Creative	Capital’s	List	of	Arts	Resources		
During	the	COVID-19	Outbreak
https://creative-capital.org/2020/03/13/list-of-arts-resourc-
es-during-the-covid-19-outbreak/?fbclid=IwAR0yHs6OwG-
ckk-sHcwYXHkMthO8zVlmNduR1pYZhHpIGjS5g48-Cg3y9ncc

Artist	Relief	Fund: A $10 million national emergency relief fund 
for artists and creative workers that will provide $5,000 no-
strings-attached grants  https://www.artistrelief.org

USDA	Rural	Development: COVID-19 Federal Rural Resource 
Guide https://www.rd.usda.gov/sites/default/files/USDA_
COVID-19_Fed_Rural_Resource_Guide.pdf

This moment in time requires flexibility, innovation, imagina-
tion, and creativity to create and deliver impact. The cracks 
in our systems and our communities have been laid bare, and 
we must create, and imagine, a better world for all. Arts 
Wisconsin is working tirelessly to advocate for investment in 
the state’s creative resources and to serve Wisconsin’s creative 
sector as the pandemic and its effects continue. 

If you have questions, comments, or ideas, please feel free to 
contact Anne Katz, Director, ArtsWisconsin at: 
608.255.8316   akatz@artswisconsin.org

Wren Fine and Functional Art
www.wrenfineandfunctionalart.weebly.com

Special Events
Anishinaabe Culture Days 
(715) 747-2415 or email  
madelineisland@gmail.org

Ashland Chamber of Commerce
www.visitashland.com

Ashland Downtown Days 
www.visitashland.com

Bay Days Festival
www.ashlandbaydays.com

Bayfield Chamber of Commerce
www.bayfield.org

Bayfield Heritage Tours
www.bayfieldheritagetours.com

CHARAC Art Crawi
www.cablehaywardarts.org

Chequamegon Bay Arts Council
www.cbayarts.org

Chequamegon Food Co-op
www.chequamegonfoodcoop.com/ 
news-events/events/

Cornucopia
www.cornucopiawisconsin.net

Festival of the Arts and Gallery Tour
www.bayfield.org

La Pointe Center for the Arts
www.lapointecenter.org

Madeline Island Chamber of Commerce
www.madelineisland.com

Port Wing Plein Air Painting Festival
www.portwingpleinair.com

Washburn Brownstone Block Party
(715) 373-5017

Washburn Chamber of Commerce
www.washburnchamber.com

Washburn Pottery Festival
Bayfield Peninsula Potters. www.facebook.com/pg/
BayfieldPeninsulaPotters/about/?ref=page_internal

White Winter Winery
www.whitewinter.com

Classes/Workshops
Cooking with Lars
www.cookingwithlars.com

Karlyn’s Gallery
www.karlynholman.com 

Madeline Island School of the Arts
www.madelineartschool.com

Northern Great Lakes Visitor Center
www.nglvc.org

Oulu Glass Gallery
www.ouluglassgallery1.com

Washburn Art Camp
www.facebook.com/washburnsummerartcamp/

Wild Rice Retreat
www.wildriceretreat.com

https://www.artswisconsin.org/covid-19/
https://artsboard.wisconsin.gov/Pages/COVID-19-Update.aspx
https://wedc.org/programs-and-resources/wai-small-business-grant/
https://wedc.org/programs-and-resources/wai-small-business-grant/
https://www.americansforthearts.org/by-topic/disaster-preparedness/coronavirus-covid-19-resource-and-response-center
https://www.americansforthearts.org/by-topic/disaster-preparedness/coronavirus-covid-19-resource-and-response-center
https://www.americansforthearts.org/by-topic/disaster-preparedness/coronavirus-covid-19-resource-and-response-center
https://3arts.org/resources/funding/
https://www.freelanceartistresource.com
https://creative-capital.org/2020/03/13/list-of-arts-resources-during-the-covid-19-outbreak/?fbclid=IwAR0yHs6OwGckk-sHcwYXHkMthO8zVlmNduR1pYZhHpIGjS5g48-Cg3y9ncc
https://creative-capital.org/2020/03/13/list-of-arts-resources-during-the-covid-19-outbreak/?fbclid=IwAR0yHs6OwGckk-sHcwYXHkMthO8zVlmNduR1pYZhHpIGjS5g48-Cg3y9ncc
https://creative-capital.org/2020/03/13/list-of-arts-resources-during-the-covid-19-outbreak/?fbclid=IwAR0yHs6OwGckk-sHcwYXHkMthO8zVlmNduR1pYZhHpIGjS5g48-Cg3y9ncc
https://www.artistrelief.org
https://www.rd.usda.gov/sites/default/files/USDA_COVID-19_Fed_Rural_Resource_Guide.pdf
https://www.rd.usda.gov/sites/default/files/USDA_COVID-19_Fed_Rural_Resource_Guide.pdf
mailto:akatz%40artswisconsin.org?subject=
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Wrap-up
‘What Matters Most? 
Take a Stand!’
By Sarah Lund 

As is usual, CBAC’s spring show 2020 
was held during the month of March at 
the Washburn Cultural Center with 
a reception on March 5th. Despite the 
snowy night, approximately 75 people 
turned out for the opening to view the 
73 entries all of which addressed this 
years’ theme: “What Matters Most? Take 
a Stand!” The theme’s relevance in an 
important election year seemed self-
evident, though there was considerable 
discussion as to how explicitly “political” 
artists wanted to be in their work. 

Bay area artists were invited to reflect 
over their experiences of our culture, 
the nation and its history, and life on 
the planet in their efforts to answer 
artistically the provocative question. 
The result was an exceptionally forceful 
and personal exhibit when viewed as a 
whole. Because of the personal nature 
of the theme, there were no judges or 
prizes awarded that evening. However, 
the public awarded a “People’s Choice” 
by casting votes gathered over the 

The	spring	community	show:	73	entries	on	the	theme	of	“What	Matters	Most?	Take	a	Stand!” Marc	Wanvig’s	photograph,	“Red	Dress,”	
was	named	“People’s	Choice—First	Place.”

Dorothy	Hoffman’s	door	favor	magnets	given	
to	attendees	of	the	spring	show.

J.	R.	Lince-Hopkins’	oil	painting,	“The	Voice	of	Climate,”	was	named	“People’s	Choice—
Second	Place.”
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course of the exhibit. First place went 
to Marc Wanvig for his piece, “Red 
Dress.” Second place was awarded 
John Lince-Hopkins for his skyscape 
entitled “The Voice of Climate.” An 
artisitc performance of the hymn of 
the suffrage movement was sung by 
Tiffany Darling. Door favor magnets 
by Dorothy Hoffman and her grandson 
depicted an open-hearted human em-
bracing the world. These presumably 
now grace many a pin up board and 
refrigerator in our own neighborhoods.

Unusual events overtook the world 
during the following weeks and 
months. By mid-March, the state of 
Wisconsin had closed all public venues 
and instituted a total lockdown under 
emergency orders. As the COVID-19 
pandemic filtered through our state, 
we were instructed to shelter-in-place 
and venture out only when absolutely 
necessary. The exhibit was left hanging, 
both literally and figuratively, and was 
finally taken down piecemeal in late 
April. When the exhibit went up at the 
very end of February, the theme “What 
Matters Most? Take a Stand!” resonat-
ed strongly with the political reality of 
an important election year. As it was 
taken down, the meaningful content 
had shifted to a global pandemic with 

Susan	Lince’s	paintings	of	her	grandchil-
dren:	“Hair	Love”	and	“A		Message	for	My	
Grandson	of	Color.”

life and death implications for all of 
humanity. “What matters most?” has be-
come a question of universal concern in 
a unifying moment crying out for artistic 
expression. Simply, we have arrived at 
a new place in contemplating the stand 
we might take in facing the future. 
May you be well! 

A	range	of	media	was	represented	in	the	
show.

(Top)	“Enbridge	Impact”	by	Janette	Christie.		
(Lower	image)	“Story	of	Place—Conserve	
School”	by	Hayden	Suske-Funk

The	walls	of	the	Washburn	Cultural	Center’s	galleries	were	filled	wtih	exceptionally	forceful	
answers	to	the	provocative	question	of	“What	Matters	Most.”
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Who We Are
The Chequamegon Bay Arts  Council  
is a member-oriented, non-profit orga-
nization promoting the arts in north-
ern Wisconsin. Run by a dynamic all- 
volunteer Board of  Directors, CBAC 
supports local arts and  believes that 
a vibrant arts community invigorates 
the  community at large.

Board of Directors
Joanne Meierhofer, President  
(715) 685-2350 
jcmeierhofer@msn.com

Kathleen Broadwell, Vice  President   
(715) 774-3743 
kathleenbroadwell@gmail.com

Sharon Stewart, Treasurer 
(715) 373-2556 
Sharon.stewart08@gmail.com

LeeAnn Frey, Secretary 
nlafrey05@gmail.com

Christine Lindsey,   
Grant Coordinator  
(715) 373-2259 
chrissie6454@gmail.com

Ann Christensen 
donannc@hotmail.com 
(715) 373-5013

Tiffany Darling 
akeliin@me.com

Dorothy Hoffman 
dohof001@gmail.com 

Grace Hogan 
gracehoganjewelry@gmail.com

J Erin Hutchinson
(715) 774.3849 or (510) 333.8360
erin@narrative-shift.com

Susan Lince and  
J.R. (John) Lince-Hopkins 
artistssquaredgallery@gmail.com 
lynxnorthstudio@gmail.com

Sarah Lund 
deansar@hotmail.com 

Beth Folsom, Bookkeeper 
(715) 331-9385  
Bfolsom30700@gmail.com

Catherine Lange, Newsletter Editor 
(708) 275-8868 
langecate@gmail.com

Grant Report
2020 Arts Initiative Grant:

Washburn Public Art 
By Susan Lince

I was awarded a 2020 Arts Initiative 
Grant early this year, and I’m happy to 
report that four bright new reproduc-
tions of original art by local artists have 
been produced and placed on three 
Washburn business buildings. 

“Sandhill Cranes” by Karen Maki is 
the image that greets customers as they 
use the drive through at North Coast 
 Coffee. A large and luminous abstract 
by Nyle Eichorst is high on the north-
east wall at Artists Squared Gallery. 
And two playful images (a cat and a 
dog) by Betty Sitbon can be seen on 
the southwest wall of Country Care  
Pet Hospital.

The grant had several goals: 

• Highlight Washburn artists

•  Bring attention to Washburn as a 
community rich in art

•  Beautify a part of town that greets 
people as they travel in on the  
Scenic Byway

•  Demonstrate that public art can be 
created easily and inexpensively in 
collaboration with businesses

Artists will be promoted within each 
business where their art is displayed.  
It is hoped that this will be a stimulus 
for other Washburn businesses to do 
the same.

The project is supported in part by a 
grant from the Chequamegon Bay Arts 
Council and the Wisconsin Arts Board 
with funds from the State of Wisconsin. 
Matching funds donations came from 
business owners and supporters of the 
artists, and in-kind donations included 
lumber, volunteer construction of 
mounting frames from community and 
family members of one of the artists, 
and coordination/publicity for the 
project. “Dog”	and	“Cat”	by	Betty	Sitbon

Untitled	abstract	by	Nyle	Eichorst

“Sandhill	Cranes”	by	Karen	Maki
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Supporter & Member
For membership benefits:  
cbayarts.org/membership.

n  $1,000 Champion     
n  $500 Benefactor 
n  $250 Patron     
n  $100 Partner
n  $75 Business
n  $50 Art Enthusiast (Family)
n  $25 Art Enthusiast  
  (Individual) 
n  $15  Senior/Student/ 

Starving Artist
 

n      Included	in	all	of	the	above	membership	fees: 
You will receive Artifacts, CBAC’s 
quarterly news letter, as an email 
 attachment. Please provide your 
email address below.

n    $12  Hard-copy subscription of 
 Artifacts, CBAC’s quarterly news-
letter —mailed to the address 
you provide below.

nn      My check payable to CBAC  
for $                         is enclosed. 

Name

Organization

Address

City State Zip

Phone Fax

Email 

Website

nn    I am also an artist. 
Media:  nn  Visual Artist nn  Filmmaker  
  nn  Literary nn  Design   
  nn    Musician nn  Dance   
  nn  Theater nn  Fiber
  nn  Sculpture nn  Photography  
   nn  Other:

P.O. Box 25, Washburn, WI 54891

Questions: Call CBAC  President  
Joanne Meierhofer at (715) 685-2350

nnYes!    I support the arts! 
I’d like to commit now  
at this level of support:

www.cbayarts.org

Vision:   
What We Want
To assure that residents 
and visitors have access to 
art’s enriching possibilities.

Values:   
Why We Do It
Because we believe that:

•  the arts enrich lives, 
 promote community, 
 foster creativity and 
showcase diverse cultural 
 perspectives in positive 
ways;

•  the arts foster 
understanding of our 
unique place through 
time;

•  artists need assistance to 
grow, so our organization 
invests in the future of 
the arts.

Mission:   
What We Do

The Chequamegon Bay Arts 
 Council is a non-profit member 
organization that supports, 
develops, and promotes art and 
artists in northern Wisconsin. 
CBAC was established in 1981 
and  accomplishes this mission by 
providing:

•  grants and scholarships in support 
of artistic  development, creation, 
and presentation;

•  communication with members 
and the public through various 
media;

•  art exhibitions, workshops, and 
special events, including annual 
fund raising and membership 
activities designed to enable us  
to meet our goals.

Supporters
Thanks	to	all	our	supporters	and	new	and	renew	ing	
members	for	this	quarter.	We	couldn’t	do	it	without	you!

Special Donors  
(in response to COVID-19)
Joanne Meierhofer
Pat Noordsij  and Dave Jones

Partners
Donn and Ann Christensen
Catherine Lange
Elizabeth Lexau
Robert Schlack
Carolyn Sneed
Sara Ungrodt

Business
Hannah Fawver
Kate Miller, Make a Mindful 

Mark
Heidi Nelson, Flamingos Up 

North
Ron Piercy, Karlyn’s Yellowbird 

Gallery
Diana and Kelly Randolph, 

Once in a Blue Moon Studio

Art Enthusiast 
(Family)
Don and Connie Chase
Karen Ruedi Crowell
Terry Burns and Claire 

Duquette
Bill Getts and  

Linda Nelson
Mark and Megan 

Perrine
Thomas and Ellen 

Potterton
Sara Qualey
Vydunas and Jenny 

Tumas 

Art Enthusiast
Barbara Gover
A A Koeller
Susan Masterson
Lori Meilberg
Lois Osterberg
Nancy Sandstrom

Senior/Student/ 
Starving Artist
Karen East
Aaron Folsom
Patricia Gierczic
Margaret Motiff
Emily Sytsma
Lucy Tyrrell



Scholarships Application deadline extended to July 1, 2020!
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h igh school sen ior$$
If a $1,000 scholarship from CBAC would help you  
to reach your artistic career goal, answer the following 
four questions to see if you qualify.

1. Do you reside and attend high school in Ashland County or Bayfield County?

2. Are you planning to enroll in a higher education course of study leading to a career 
in visual, literary, or performing arts?

3. Could you get a couple of teachers to say something nice about you?

4. Can you provide a sample of your art, performance, or writing?

Then go to http://www.cbayarts.org/scholarships.html to review the requirements and 
download an application. Completed applications are due by July 1, 2020. 
You are going to get very busy as graduation approaches, so get working on this as 
soon as possible. Don’t miss out on this opportunity. It’s easier money than shoveling 
sidewalks or babysitting, and there is no penalty for getting your application in early!

P.O. Box 25, Washburn, WI 54891

Sign up for the Authentic Superior  
Online Marketplace!

Apply for a college scholarship!

VISIT WWW.CBAYARTS.ORG and
LIKE US ON FACEBOOK


