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INTRODUCTION

The Vermont Creative Network is a broad collective of organizations, 
businesses, and individuals working to advance Vermont’s 
creative sector. The network is organized into six zones, each with 
a local coordinator and committee. In the spring semester of 
2020, a University of Vermont Community Development and 
Applied Economics class (CDAE 278) prepared a profi le for each 
zone. Volunteer students from Champlain College provided 
graphic design support.

These profi les offer a snapshot of the creative economy including 
assets, challenges, and action ideas. They pull data from past 
plans and studies as well as a 2019 study by Mt. Auburn Associates. 
The information from these various sources is compiled 
and organized by the Vermont Creative Network’s four strategic 
priorities, which are:

1. Marketing Creativity;

2. Investing in creative enterprises and individuals;

3. Educating, training, & supporting emerging entrepreneurs; and,

4. Leveraging cross-sector intersections/ partnerships.

The COVID-19 pandemic introduced a major disruption during the 
student’s research and forced everyone to work remotely. The 
students shifted gears by interviewing creatives across the state 
about their experiences during the pandemic. Just over a dozen 
interviews were completed and will be published in the next draft of 
these profi les.

The UVM and Champlain College students hope that these 
profi les will help the Vermont Creative Network make progress 
towards a stronger, more resilient creative economy in Vermont.

— David Hohenschau
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EXECUTIVE SUMMARY

Jobs in the creative economy have grown since 2010 in the Southern 
Vermont Zone as well as overall in Vermont. The majority of this 
growth was seen in Artisan Foods, and Culture and Heritage 
segments of creative jobs. 

A common theme throughout the various reports and focus groups 
of the Southern Vermont Zone was the aging population, 
unaffordable housing, a need for more education opportunities, 
and livelier town centers. 

Each report and focus group touched on the weak youth 
population of their town and how to combat Vermont’s aging 
population. The high housing rates have also contributed 
to this issue. Young people moving to Vermont struggle to fi nd 
affordable housing, and often have to work multiple jobs or 
work outside of their hometown. 

There has also been an expressed need for more dynamic 
downtowns. Suggestions such as having more basic stores, improving 
or introducing a farmers market, and hosting creative events have 
been expressed as a solution to this problem. 

Education in the creative sector  is one of the top solutions to 
improving Vermont’s creative economy. This is a broad topic that 
includes education for youth, seniors, and the creatives themselves. 
In terms of youth and seniors, improving their art literacy and 
abilities is an expressed goal. As for the creatives and artists 
themselves, having educational resources for fi nancing, marketing, 
and business tactics is one the expressed goals. 

The Southern Vermont Zone has many assets and a lot of potential 
with the current conditions. Towns such as Bennington, who
 have colleges and previously established education centers have the 
means to utilize such amenities, and many towns already have. 
Southern Vermont has many valuable assets like local businesses 
and farmers markets, and outdoor recreation access. 
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SOUTHERN VERMONT
 BY THE NUMBERS
SOUTHERN VERMONT
 BY THE NUMBERS

Jobs in the creative economy are 

of regional jobs in the Southern 
Vermont zone

9.9%
The most signifi cant segment is the 

Visual Arts and Crafts with 24% of jobs

Higher than all zones, the state as a whole (18%) 
and the U.S. (15%)

Jobs in the creative economy grew by 

between 2010 and 2018

2%
Most growth in Artisan Foods (63% increase) 

and Culture and Heritage (12% increase)
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SOUTHERN VERMONT BY THE NUMBERS
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SOUTHERN VERMONT BY THE NUMBERS
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PAST PLANS REVIEW

In this section we have reviewed and summarized relevant plans from this zone. 

The plans include:

Creative Communities Programs Final Report and Action Plan, Windsor, VT, 

Vermont Council on Rural Development, July 2006 

Creative Communities Programs Final Report and Action Plan, Manchester, VT,

Vermont Council on Rural Development, August 2007 

Bennington County Cultural Plan, Bennington County, 

Arts and Culture Visioning and Planning Consultant, May 2019

We have organized these summaries as much as possible using the four priorities of the Vermont Creative 
Network. These four priorities were identifi ed in from VCN’s outreach in 2019 and provide a helpful 
starting point for this year’s conversations.

Workplace Culture Solutions
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PAST PLANS REVIEW

1.1 Priority:  
Marketing Creativity

Objectives for this priority include:

Build Vermont’s reputation for creativity and innovation

Retain and attract creative entrepreneurs and young people to our state.

Assets of Southern Vermont 

• Strong sense of place

• Quality education system

• Environmental awareness 

• Windsor is the “Birthplace of Vermont”

• Affordable housing in Windsor

• Physical attributes like Mt. Ascutney and Paradise Park

• Assets: Library, Hospital, Farm, River, School, ect.

• Enthusiastic arts community

• Extensive cultural history

• Many long-standing annual events

• Establish Manchester as a leader in Sustainability  

and Green Business

• Design and implement plans for a sustainable  

Windsor community

• Create a communication tool for residents

• Coordinate county wide open studios

• Create new residency options

Limitations of Southern Vermont

• High housing prices/Limited affordable housing

• Lack of nightlife and a clear downtown

• Lack of safe walkways, bike paths,  

and public transportation

• In Windsor there is a heavy drug usage

• Divisions in geography, class, culture, residential identity, 

and politics

• Aging population

• It takes a long time to build customers; constantly  

doing outreach

• No spokesperson for the arts community

• “Need more networking”

• Space for artists to sell their work

• More cohesion and information about  

economic importance

• Creative database

• How do we measure progress?

2019 Feedback:

“...skill set can drive communication and demand…”

Arts management and finance help

Senior population is key to help embed the arts into the community

Various venues and studio spaces/infrastructure that could be utilized
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PAST PLANS REVIEW

1.2 Priority:  
Investing in creative enterprises and individuals

Objectives for this priority include:

Encourage & sustain creative enterprises

Assets of Southern Vermont 

• Wide diversity of activities (farming, shopping, etc.)

• Strong performing arts

• High involvement in local economy

• Museums

• Recording studios

• Utilize community communication methods such as Front 

Porch Forum and the local paper

• Film production demand

• Ensure town is well connected through technology

• Create the infrastructure for state-of-the-art 

communications technology

• Create music venues

• Better integrate public art

• Convene working groups to better fund, schedule,  

and promote activities of the cultural and  

historical institutions

Limitations of Southern Vermont

• Some places lack internet and cell service

• Some ambiguity of town’s image

• Lack of a dynamic downtown

• Few basic stores  

• Financial resources and professional development 

opportunities are not available or accessed

• Many festivals have come and gone

• Need arts management

• “To get people to pay artists for fundraisers and have art 

without an apology…” (Bennington Focus Group)

• New creative equipment

• Improve signage and wayfinding for arts and  

cultural assets

2019 Feedback:

Incentivizing people to grow here (Bennington)

“Formerly locally owned businesses are no longer local”

Investing in youth and education

Making underutilized spaces more engaging

New creative infrastructure
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PAST PLANS REVIEW

1.3 Priority:  
Educating, training, & supporting emerging entrepreneurs

Objectives for this priority include:

Provide creative sector-related skills matched to the workforce needs  

of Vermont’s businesses.

Assets of Southern Vermont 

• Strong interest in local volunteerism

• Southern Vermont Arts Center

• Library, museums, and school near downtown

• Mentoring program, Windsor Town Partners

• Community Resource Center

• Strong arts education

• Colleges invested in downtown

• Colleges starting to address local workforce needs

• Youth programs, education

• Reward and encourage entrepreneurs

• Establish proactive outreach and experiential programs 

to bridge community divides

• Encourage pop-up events and activities in under  

utilized spaces 

• Better marketing for the farmers market 

• Provide training for restaurant owners

Limitations of Southern Vermont

• Weak youth population

• Not enough jobs for people with higher education

• Large elderly population who is “bored”

• Not many activities for kids

• “Community access isn’t what we do”

• Some youth unengaged

• Lacking marketing and presentation skills

• How to do taxes correctly

• Changing from old to new ways of business

• Need creative database

Need to educate youth in art literacy

Brattleboro invest more art money in school

Need business support and resources

“Young people also want to feel like a member  
of the community”

Training for film doesn’t exist

Schools don’t prioritize art

Lack of funding for artists to come to schools  

New creative infrastructure

2019 Feedback:
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PAST PLANS REVIEW

1.4 Priority:  
Leveraging cross-sector intersections/ partnerships

Objectives for this priority include:

Forge profitable connections between creative businesses and other sectors  

of Vermont’s economy

Amplify economic and community development

Assets of Southern Vermont 

• Strengthen relationship with local and regional tourism 

and hospitality businesses and organizations

• Connected to smaller communities

• Outdoor recreation

• Green Mountain Summer Festival

• Heritage days, the Byway

• Local businesses/partnerships

• Media freelancers are already connected

• High perception of arts and culture

• Close to big cities

• Establish a food co-op and local foods retail center

• Forming a Public Relations Campaign

• Network and connect creatives across media, industry, 

and geography

• Cultivate creative partnerships in community 

development projects

• Position the farmers market so that businesses 

experience it as a net positive 

Limitations of Southern Vermont

• Zoning regulations surround car culture

• Can’t rely on tourism

• Maintaining town’s identity while collaborating  

with other towns

• Historically a blue collar town, might push away  

high-tech employees

• Competition for audience

• People don’t buy art in town

• Community doesn’t see artists as “working people”

• Perception that the arts is only for tourists

“Formerly locally owned businesses are no 
 longer local”

“No spokesperson for the arts community in  
our area” (Bennington)

Climate brings people together

“Arts council is looking to incorporate arts into 
town planning”

2019 Feedback:
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Bellows Falls: Julie &Arthur

BenningtonFarmer’sMarket.org
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2019 FEEDBACK ANALYSIS

There is a large need for access to funding, social media, and marketing professionals

Organizing an optimized schedule or hub for coordination

Expressed need for more affordable living and health insurance

Creatives are looking for resources that can help get their work “out there” and get noticed

Vermont has a well connected community because of its size, culture, and history

Despite being spread out and rural, the arts bring people together

Vermont hosts people with various skills and talents

Vermont has a “quality of life” brand that serves as an asset to creatives

Creatives are faced with the challenge of affordable living 

Some creatives feel isolated from other parts of Vermont and fi nd it diffi cult to stay connected

Some creatives struggle selling their work and fi nding supportive people

It has been expressed that there is a lack of grants and fi nancial support for creatives  

2019 FEEDBACK ANALYSIS
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NETWORK ANALYSIS:
STEAKHOLDERS

Art Galleries

John Zaccheo Fine Art Gallery
• 92 Country Club Estates, Manchester Center

• (802) 366-1066

Fine Arts Vermont
• 485 West River Rd., Brattleboro

• (802) 257-2787

Whetstone Watercolor Arts
• 22 Willow St., Brattleboro

• (802) 275-2525

Mitchell-Giddings Fine Arts
• 181-183 Main St., Brattleboro

• (802) 251-8290

Community Centers

Vermont Arts Exchange
• 28 Main St., North Bennington

• (802) 442-5549

Southern Vermont Arts Center
• 930 Southern Vermont Arts Center Dr., Manchester

• (802) 362-1405

Arts Manchester
• 32 Center Hill Rd., Manchester

Manchester Arts Studio and Gallery
• 4479 Main St., Manchester

• (802) 768-8593

Mahalo Art Center
• 972 Western Ave, Brattleboro

• (802) 451-9495

Brattleboro Arts Initiative
• 50 Main St., Brattleboro

• (802) 254-1109

Aegis Art Work
• 74 Cotton Mill Hill, Brattleboro

• (802) 380-4026

Education

Bennington College
• 1 College Dr., Bennington 

• (802) 442-5410

Community College of Vermont
• 324 Main St., Bennington

• (802) 447-2361

Marlboro College
• 2584 South Rd., Marlboro

• (802) 257-4333

Riley Center for the Arts
• 143 Seminary Ave., Manchester 

• (802) 362-1775

Harmony Arts Cafe
• 22 Harmony Pl., Brattleboro 

• (802) 490-2077

NETWORK ANALYSIS:
STEAKHOLDERS
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NETWORK ANALYSIS: 
STEAKHOLDERS

Museums

Bennington Museum
• 75 Main St., Bennington 

• administration@benningtonmuseum.org

Brattleboro Museum and Art Center
• 10 Vernon St., Brattleboro

• brattleboromuseum.org

The Museum for Families
• 186 Townshend Rd., Grafton

• info@nature-museum.org

Theatres

Mountain Park Cinema
• 2 Mountain Park Plaza, West Dover

• (802) 464-8411

Old Castle Theater
• 331 Main St., Bennington 

• (802) 447-0564

Bennington Cinemas
• 125 Phyllis Ln., Bennington

• (802)442-8170

The Arkell Pavilion
• 930 Southern Vermont Arts Center Dr.,  

Manchester Center

• (802) 362-1405

Hooker-Dunham Theater and Gallery
• 139 Main St. #407, Brattleboro

• (802) 254-9276
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APPENDIX

Priority Drafts Lists : Plus

• Strong sense of place

• Quality education system

• Environmental awareness 

•  Windsor is the “Birthplace of Vermont”

• Continues historic traditions in modern form

• Physical attributes like Mt. Ascutney and Paradise Park

• Library, Hospital, Farm, River, School, ect.

• Affordable housing in Windsor

• Enthusiastic arts community

• Extensive cultural history

• Many long-standing annual events

• Robust summer and fall cultural season

• Establish Manchester as a leader in Sustainability  

and Green Business

• Design and implement plans for a sustainable  

Windsor community

• Create a communication tool for residents

• Coordinate county wide open studios

• Create new residency options

• The arts played a major role in the 1990’s revamping  

of the town 

• Wide diversity of activities (farming, shopping, etc.)

• Strong performing arts

• High involvement in local economy

• Many green spaces: Paradise Park, 1000 acres of forest, 

Mt. Ascutney, etc.

• Museums

• Recording studios

• Impactful local media

• Front Porch Forum

• Film production demand

• Ensure town is well connected through technology

• Create the infrastructure for state-of-the-art 

communications technology

• Revive film festival

• Sponsor a Winter Performance Series

• Strengthen local paper

• Create music venues

• Improve signage and wayfinding for arts and  

cultural assets

• Establish public art commissions or committees to better 

integrate public art

• 

• Convene working groups to better fund, schedule,  

and promote activities of the cultural and  

historical institutions

• Strong interest in local volunteerism

• People live life in the community

• Southern Vermont Arts Center

• Library, museums, school near downtown

• Mentoring program, Windsor Town Partners

• Community Resource Center

• Windsor on Air Studio

• Strong arts education

• Colleges invested in downtown

• Colleges starting to address local workforce needs

• Teach youth entrepreneurship

• Ensure town is well connected through technology

• Launch a teen ambassadors program

• Organize a media training program for high  

school students

• Expand preschool options

• Provide seniors with an activities center

• Collaborate with Area Business on a technology 

education series 

• Reward and encourage entrepreneurs

• Establish proactive outreach and experiential programs 

to bridge community divides

• Encourage pop-up events and activities in  

underutilized spaces 

• Expand existing financial and business training programs

• Better marketing for the farmers market 

• Provide training for restaurant owners on how to market 

as unique, basic business planning, and building  

strong local bases

• Connected to smaller communities

• Southwestern-most Vermont resort

• Outdoor recreation

• Green Mountain Summer Festival

• Heritage days

• Harpoon Brewery

• Waypoint

• Media freelancers are already connected

• The overall perception of arts and culture in Bennington 

County is very high

• Close to big cities
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APPENDIX

• Relationships to neighboring communities

• Establish a food co-op and local foods retail center

• Coordinate with ski areas and incoming traffic

• Heritage Days as an opportunity to collaborate  

with other towns

• The Byway is an opportunity for towns up and down  

the river to collaborate

• Exchange public access TV videos with other stations

• Begin with local partnerships

• Forming a Public Relations Campaign

• Network and connect creatives across media,  

industry, and geography

• Strengthen relationship with local and regional tourism 

and hospitality businesses and organizations

• Cultivate creative partnerships in community 

development projects

• The Island: long history of industry, railroads, and tourism 

• Position the farmers market so that businesses 

experience it as a net positive 

Priority Drafts Lists : Plus

BCRCVT.org
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APPENDIX

Priority Drafts Lists : Delta

• High housing prices/Limited affordable housing

• People have to work elsewhere to afford living

• Lack of nightlife and a clear downtown

• Lack of safe walkways and bike paths

• Limited public transportation

• In Windsor there is a heavy drug usage

• Divisions in geography, class, culture, residential identity, 

and politics

• Aging population

• Artists work multiple jobs to make a living

• It takes a long time to build customers; constantly  

doing outreach

• No spokesperson for the arts community

• “Need more networking”

• Space for artists to sell their work

• More cohesion and information about  

economic importance

• Creative database

• How to measure progress?

• Some places lack internet and cell service

• Some ambiguity of town’s image

• Poor environment for high-tech workers

• Lack of a dynamic downtown

• Main Street doesn’t have many basic stores  

• Financial resources and professional development 

opportunities are not available or accessed. 

• Many festivals have come and gone

• Need arts management

• “To get people to pay artists for fundraisers and have art 

without an apology…” (Bennington Focus Group)

• Technical support

• New creative equipment

• Weak youth population

• Not enough jobs for people with higher education

• Large elderly population who is “bored”

• Not many activities for kids

• “Community access isn’t what we do”

• Lots of good music under the radar

• Youth not engaged

• Lacking marketing and presentation skills

• How to do taxes correctly

• Changing from old to new ways of business

• Need creative database

• Zoning regulations surround car culture

• Can’t rely on tourism

• Maintaining town’s identity while collaborating with 

other towns

• Historically a blue collar town, might push away  

high-tech employees

• Need more collaboration

• Competition for audience

• People don’t buy art in town

• Community doesn’t see artists as “working people”

• Perception that the arts is only for tourists




