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1. Name of Cultural District: 

St. Claude Avenue Cultural District

2. Contact Information for person completing this report on behalf of the local governing authority, 
in case further clarification is needed: 

Name: - Katherine Bray

Company/Organization: - Creative Alliance of New Orleans

City/Town: - New Orleans

Email Address: - braykatherine@gmail.com

Phone Number: - 404 312 7730

3. List accomplishments during the past year. Information should include marketing efforts; special 
events; organizational meetings; status of renovations; capital projects; infrastructure 
improvements; property values; crime rate; etc. (Use as many lines as needed) 

1. - 1. Marketing: No comprehensive marketing campaign has been launched for the St. Claude Cultural District. Venues 
and events are “on their own” to market themselves, and no resources beyond the personal efforts of Cultural District 
Liaison volunteers are available for marketing the Cultural Products sales tax exemptions or renovation tax credits to 
residents and businesses within the district. Lack of marketing resources, both for the Cultural Districts programs and for 
the District’s cultural activities, venues, and dealers is a critical barrier for expanding impact of cultural economic 
development programs.

2. - 2. Special Events: Many new events and festivals have been founded this year alongside the successful continuation 
of cultural and community events established in past years.

3. - 3. Organizational Meetings: Faubourg Marigny Improvement Association (FMIA) and Bywater Neighborhood 
Association (BNA), and St. Roch organizations continue monthly meetings and programs.

4. - 4. Renovations & Capital Projects: Healing Center Façade Improvements are near completion, Ricemill Lofts are 
under construction, and renovation is anticipated to begin on five of the Mayor’s 100 projects located in the St. Claude 
Dist.

5. - 5. Infrastructure Improvements: Reinventing the Crescent (boardwalks, recreation space, other public amenities) has 
broken ground, City bus routes now service parts of this district, “French Quarter Loop” Streetcar line was approved in 
January 2011, and is eagerly anticipated to extend streetcar access to at least Elysian Fields. Basic infrastructure in this 
district remains in need of attention, such as dark streetlights, uneven sidewalks, frequent sewerage breakdowns, 
potholes, etc.

6. - 6. New Businesses: While this district continues a high incidence of blight and vacancy, this year has seen the 
opening of many restaurants, bars, and other night life and entertainment venues opening.

7. - 7. Property Values: on the rise, although rate for the entire district is not known. Improved quality of life and proximity 
to new leisure and arts venues and activities is attracting demand for residential and commercial space to the area.
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8. - 8. Crime Rate: Crime remains a salient challenge to development of commerce and residential quality of life in this 
district. While growing activity on street and at night makes people feel more safe, continued violent crime and theft, 
which validates a perception of danger in this area held by tourists residents of other neighborhoods, remains a constant 
concern for businesses and residents, especially evening and night-time operated businesses.

4. Sales Tax Exemption for Original Art- Indicate the number of businesses, organizations, artists, 
events, and members of the public taking advantage of the sales tax exemption for original art. (Use 
approximate number if actual number is not availabale) NOTE! Use only digits, no characters like $ 
or commas. 

# of Businesses - 20

# of Organizations - 3

# of Individual Artists - 5

# of Events - 15

# of Public Benefitting - 250

5. Renovation Projects- Indicate the number of building renovation projects begun in the Cultural 
District in 2010. 

# Residential Projects - estimated 100+

# Commercial Projects - estimated 30+

6. Indicate the percent of vacant buildings; compare this to the vacancy reported in initial 
application.  

Based on addresses recieving mail before Katrina vs Dec. 2011, the rate is 38%. 21% was the rate reported in 2008. 
The 2008 report indicates 7000 buildings, but 3800 buildings is a more accurate estimate.

7. List any additional local incentives offered to businesses and/or qualifying residing artists in the 
district. 

1. - Main Street Rennovation incentive programs, ReUse District programs

2. - Historic District rennovation tax credit programs

3. - Marigny Neighborhood Restoration Tax Abatement Program

8. List approximate measurements of cultural economic activity occuring within the Cultural 
District. NOTE! Use only digits, no characters like $ or commas. 

Number of new businesses opened. - 50

How many were arts/cultural businesses? - 20

Number of businesses closed. - 10

How many were arts/cultural businesses? - 5

Approximate number of customers/sales? - 35

Approximate number of cultural events? - 300

Approximate number attending events? - 400

9. Describe impacts within the Cultural District during 2010. These comments should describe the 
progress toward goals stated in the initial Cultural District application related to each of the items 
below. Be concise. A. Artistic or cultural development - the promotion of the arts, encouraging 
creativity, attracting artists or other cultural businesses, new artist housing and studio spaces. B. 
Community development - engaging residents, providing a sense of community, serving as a 
gathering place, strengthening community partnerships, developing a positive image of your 
District C. Economic development - revitalizing the neighborhood, enhancing property values, 
stimulating the economy, drawing tourists, establishing new businesses 
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With low rents, ample studio space, and freedom from expectations and creative constraints associated with more 
market-driven arts districts such as Julia Street or Magazine Street, the neighborhoods within the St. Claude Cultural 
District have been attractive to local contemporary artists for decades. In 2008, Prospect.1, the international 
contemporary visual art exhibition, brought the art-world spotlight to New Orleans. During this important year, artists and 
cultural producers in this district established several arts venues, galleries, and organizations for showcasing their work; 
an independent alternative to more established arts venues and galleries. These largely independent, “DIY” (do-it-
yourself) galleries and venues have continued to generate significant momentum over the past three years, despite 
uncertainty that another major Prospect exhibition will happen in New Orleans. The clustering of these contemporary arts 
venues and events makes the district an attractive living and working location for other artists, events and markets, 
collectives, and artist studios. Galleries, artist co-ops, and other arts venues are have synchronized their monthly 
openings and events to every “Second Saturday”, which attracts easily 200 visitors to each venue each month. On 
Second Saturday evenings, hundreds of pedestrians can be found on and around St. Claude Avenue, mingling with 
friends and neighbors as they make their way from gallery to gallery before catching one or two of dozens of live 
performances at clubs and bars throughout the district. This informal, cooperative network between arts venues is not 
coordinated or organized by any umbrella entity or organization. Still, the phenomenon may be the single most impactful 
in terms of the district’s economic and community development. First, it affirms the community’s shared identity in 
shaping an artistic and creative place to live and work. Galleries and arts events in the district have received positive 
media coverage and critical acclaim in local and even national arts media. Second, the “safety in numbers” phenomenon 
makes residents feel safe to be out at night in what otherwise might be considered very dangerous circumstances. Third, 
the “Second Saturdays” demonstrates an active and engaged creative community, with the ability to patronize and 
support cultural venues, restaurants, and other leisure amenities. As a result, a substantial number of new businesses in 
the area are restaurants, clubs, galleries, and performance venues. As predicted in the 2008 St. Claude Cultural District 
application, renovation incentives available in the area, including the Cultural District Renovation incentives play a major 
role in attracting businesses and residents to the area, and in reducing blight. Still, blight remains a major burden to 
economic and quality of life development in the district. The Faubourg Marigny Improvement Association Blight 
Committee has published a detailed survey of blight within the boundaries of the Faubourg Marigny. The Marigny is the 
most developed of the three neighborhoods which comprise the St. Claude Cultural District. Still, 189 properties, 7% of 
all buildings in the neighborhood, were classified as “blighted”. One-third of these blighted properties were corner 
buildings, with formal commercial uses. The report recommends that more should be done to attract businesses to the 
area, and to take advantage of the “Residential Diversity Overlay” (est. 2002) which welcomes “neighborhood-friendly” 
small business to the neighborhood. The 2008 St. Claude Cultural District application also describes designation of the 
cultural district as a potential synergy-building force between the “trifurcated” organizations operating within the district. 
While much progress has been made toward promoting a cultural identity in the district, little to none of this progress is to 
the credit of the Cultural District designation. The low-impact status of cultural district programs, especially the tax-
exempt program, is disproportionate to the relative high volume, diversity, artistic merit, and community participation 
attributed to cultural events and production happening within the district. To be clear, the Cultural District designation is 
important to this district, and should not be considered for decommission. In my analyses, based on informal surveying of 
cultural venues and individuals, the cultural district programs could be more impactful if the following issues were 
addressed: Program Awareness, Marketing, and Administrative Capacity. Program awareness: At the time that this 
application was filed, much of the cultural activity taking place in the St. Claude District was undocumented. On two 
occasions in 2010, the Cultural District Liaison and Cultural Districts Coordinator made personal visits to galleries and 
other cultural venues to introduce the sales tax programs. The Cultural District Liaison has made personal efforts to 
increase awareness about the programs, and has followed up with online resources and sales tax exempt paperwork. 
Despite these efforts, a critical-mass awareness and understanding among potential program participants has not been 
achieved. The application recommends an annual Cultural District Forum “to allow for networking and information 
sharing among Cultural District residents, discussing issues and needs related to administration of Cultural Districts, and 
provide opportunities for planning District events”. So far, no such event has taken place. This open-to-the-public event 
could provide a one-stop shop for one-on-one interaction with Cultural Districts Liaisons, and with City and State 
representatives of the Cultural District program to circulate accurate information about programs, and about the overall 
cultural and economic development goals of the City and State. Such an event could be co-sponsored between 
neighborhood organizations in the district, which is a step toward reducing fragmentation described in the application. 
The most effective means for continuing to promote access to information about Cultural Districts programs to new 
cultural producers and businesses should be established at this annual meeting. Marketing: Even among individuals, 
organizations, and businesses well aware of the program, participation in the tax-exemption program is low. This is due 
simply to the extremely low incidence of artwork sales, despite the extraordinarily high level of participation in art 
openings and events. Members of the district are confident that sales would increase significantly if openings, venues, 
and events were marketed beyond their otherwise passive and informal means. For instance, gallery openings are 
promoted primarily through free channels such as email blasts, social media, and free listings with local media and 
culture websites. While effective at motivating a fun-loving crowd, these outlets rely heavily on already established 
networks; in the case of these galleries, that means friends, neighbors, and other artists or creative professionals. 
Operating independently, and with no staff or discretionary operating budgets, galleries in this district cannot afford paid 
marketing campaigns that most traditional galleries or venues use to reach arts patrons and access new audiences. 
Venues and individuals surveyed were confident that a dedicated marketing effort could boost arts sales in the district, 
and thereby increase participation in the Cultural Districts programs. Two inexpensive programs are suggested: 1. The 
St. Claude Cultural District Liaison should draft a basic marketing budget and plan that focuses on the “Second 
Saturday” event, designed to attract regular visitors from within the district and from other neighborhoods, and tourists 
from the French Quarter. With partnership from City and State Cultural Districts entities, the Liaison will seek private 
grant funding for a pilot run of the campaign, for evaluating the impact on art sales and participation in the Cultural 
Districts program. Through a process derived in partnership with cultural venues and neighborhood organizations, 
possibly a design competition, the Liaison will select an artist from within the district and award a stipend for marketing 
materials design representing the “Second Saturdays” every month (or as often as funding and marketing plan allow). 
Marketing materials will indicate the artwork tax-exempt designation of the district. First-hand engagement from artists 
within the district connects artists to the programs, and communicates authenticity and diversity of artistic style and 
expression emerging from within the St. Claude district. This method promises more impact than a City-generated map 
or brochure about the Cultural District, which is identified in the application and still needed. 2. The Cultural District 
Liaison, with endorsement from the City and State Cultural District entities, will partner with cultural venues and galleries 
to host educational events around issues and aspects of art collecting and patronage. These events can be marketed as 
part of the “Second Saturday” campaign. Local experts will present lectures that inspire confidence and a culture of art 
collecting in a new generation of local patrons. These events will also promote the sales tax-exempt programs to 
residents and consumers. Administrative Capacity: Galleries and collectives that generate the bulk of cultural activity in 
the St. Claude Cultural District are in large part the result of cooperative, volunteer efforts of artists, whose lives are full 
between day-jobs, their artistic practice, and families. None of the galleries in the St. Claude District have paid staff, 
making bookkeeping, tax filing, and other administrative activities a daunting task. The inability to operate in a fully 
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legitimate capacity discourages participation in the program for fear of raising possible enforcement against themselves, 
presenting a major barrier to participation in the sales tax-exempt programs for almost all galleries and individual artists 
in the district. Business and Administrative capacity-building programs that can develop entrepreneurial skills, assist with 
administrative tasks, and assist with business start-up tasks such as incorporation, permits, etc. would reduce suspicion 
around the program, and help strengthen cultural venues as businesses, allowing them to capitalize on their successes. 
Finally, surveys to venues in the district reflected consistent agreement regarding challenges to expanded development 
faced in the District. Violent crime and the perception of crime in this area discourages patronage from tourists and 
residents from other parts of the city. Dark streetlights and generally blighted and neglected conditions still pervade many 
streetscapes, giving free reign to graffiti and worse crimes to carry on. Lastly, many artists and residents express 
concern that after years of hard work making their neighborhoods great places to live, they run the risk of losing the 
artists and cultural venues which cannot compete with rising property and cost-of-living prices that often come as a 
matter of course along with gentrification. A strategic plan for protecting the ownership of efforts on behalf of cultural 
producers to catalyze improvement to communities, neighborhoods, and local economies should be formulated for this 
and every cultural district.

1. Please describe the organizational structure of your Cultural District. Organizational structure 
refers to who is responsible for implementing tasks and responsibilities for your district. This may 
be a local government office, community organization, staff person, volunteer, or other; and may be 
structured as the responsibility of a single person or a committee or board.  

The St. Claude Cultural District was applied for by the St. Claude Main Street under 2008 management. The current 
manager of the St. Claude Main Street is co-liaison with a community volunteer.

2. Do you have a plan for the development of your Cultural District? These can include existing 
plans of city agencies, urban plans, strategic plans, operational plans, etc.  

No

3. If you answered "YES" to the previous question, please provide a brief description of the type of 
plan and the key objectives, tasks, financing and cost of implementing the plan. Email related 
documents to Gaye Hamilton, Cultural District Program Manager in the Office of Cultural 
Development to ghamilton@crt.state.la.us.  

A plan is suggested within this report, but it has not been fully designed, adopted, or implemented.

4. Communication within the Cultural District about Tax Incentives These communication tools 
would be used WITHIN your Cultural District to communicate with individuals, businesses, or 
organizations selling original works of art, or in regard to historic preservation tax credits. Please 
indicate which, if any, promotional tools were used by the Local Governing Authority, or designee, 
to promote the rules and regulations for implementation of the tax incentives. Also, rate the 
effectiveness of each tool.  

 Excellent (1) Good (2) Average (3) Poor (4) Not Used (0)

Website   X   

Brochure   X   

Newsletter     X

Flyers   X   

TV/Radio     X

Advertisements     X

Stories/Articles    X  

State sponsored public meetings     X

LGA sponsored public meetings     X

District sponsored public meetings     X

Other ~ Explanation: personal visits, word of mouth.

5. Promotion of the Cultural District to the Public These promotional tools would be used for 
promoting visibility of the district, encouraging audiences and visitors to the district, engaging 
residents, developing a positive image of the district, etc. Please indicate which, if any, promotional 
tools were used to promote the existence of your Cultural District. Also, rate the effectiveness of 
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each tool.  

 Excellent (1) Good (2) Average (3) Poor (4) Not Used (0)

Website     X

Public Meetings     X

Events Calendar     X

Brochure    X  

Newsletter     X

Flyers    X  

TV/Radio     X

Advertisements     X

Stories/Articles    X  

Logo     X

Boulevard Pole Signage     X

Street Signs     X

Land Markers     X

Other ~ Explanation: 

6. Please rank your top 5 choices for new services that could be provided by the State as it relates 
to the future development of your Cultural District?  

 
1st 

Choice 
(1)

2nd 
Choice 

(2)

3rd 
Choice 

(3)

4th 
Choice 

(4)

5th 
Choice 

(5)

Yearly and mandatory meeting of all cultural districts 
representatives     X

Series of educational and training meetings throughout the year, 
regionally and/or based on theme    X  

Initial grant of $3,000 upon certification as a cultural district to be 
used for district promotions   X   

Competitive grant of $5,000 for implementation of cultural district 
plans and activities  X    

Competitive grant of $10,000 for implementation of cultural 
district plans and activities X     

Grants for infrastructure improvements - streetscapes, lighting, 
landscaping, sidewalks.      

Grants for building improvements      

Market analysis and consumer spending analysis for your District      

Consultants and other staffing services to implement plans and 
activites for your district      

Webinars      

Social networking between cultural districts representatives - 
listservs, Facebook, etc.      

Consultants and grants to assist in the development of a cultural 
district plan      

State sponsored paid advertisements promoting all cultural 
districts      

State sponsored promotional materials for promoting sales tax 
exemption of original works of art at retail outlets on on the web 
(rack cards, window signage, web banners, etc.)

     

Other (please specify): A unique marketing plan that engages cultural producers is the best option for our district, and 
likely for others. Competitive grants should maximize income potential of cultural producers in marketing themselves and 
the characted their districts.
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