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Sharing Our Visions 
Outreach for Moving Image Collections

It is a well-known truth for those in the archival professions that there is a constant need to find a balance between preservation and access.  On the one hand, an archive’s constituencies and the general public greatly emphasize the need for access to collections, more so now than ever before.  On the other hand, continued use or exhibition of a material—particularly original or rare materials—compromises its long-term preservation.  While both are critical to the overall function of an archive, traditionally, a great deal more attention has been paid to the preservation side.  Only certain aspects of the access side—controlled access, such as cataloging—have been given as much attention.  
However, when it comes to outreach and public relations, little has been done in the way of studying how moving image archives approach these activities.  In practice, very few archives engage in developing outreach policies, preferring to focus more on protecting their collections.  Yet, as it becomes increasingly easier for the general public to get access to archival video through websites like The Internet Archive, YouTube and Google Video, archives must now consider ways to promote and/or make more easily accessible their moving image collections to wider audiences.  This paper will examine outreach for moving image collections and how, recently, some archives have developed marketing and outreach strategies to gain recognition in the archival profession and in the general public.  In particular, the focus will be on individual non-profit organizations and how they are gaining success with their grassroots efforts.  The goal is not only to discuss recent trends in outreach but also to stimulate new and creative ways of thinking about methods for making these valuable collections known.
	Outreach for moving image collections can come in a variety of forms.  It includes aspects from numerous areas of interest such as public relations, marketing, programming, reference services, education and advocacy.  Outreach is used to describe a broad range of strategies from passive to active methods; from a single program to a weekly or annual activity; from serving a regional community to an international audience.  Definitions for outreach can be very broad and far-reaching.  However, for some people, outreach connotes only proactive methods.  Yet, another definition interprets outreach as those activities that are “designed for new or non-traditional audiences.” Barry Lord and Gail Dexter Lord, The Manual of Museum Management (Walnut Creek, CA: Rowman & Littlefield Publishers, Inc., 1997), 119.  In the examination of the archives’ outreach strategies discussed later in this paper, the focus will be on those archives are actively reaching out to new or otherwise atypical audiences.
Outreach has been an essential part of libraries’ operations for decades now with activities such as bookmobiles, public service announcements and after-school reading programs.  These efforts may be meant for the international public arena or may target specific groups, such as grade-school students who have English as a second language.  Libraries have already recognized how the Internet, digital world, and other factors are compelling them to be more competitive with the wealth of information that is easily available on one’s desktop computer.  
Museums have also undergone major changes in attitude over the last few decades.  In the article, “Can Museums Be All Things to All People?” the author writes, “[O]ne can assert with confidence that the most fundamental change that has affected museums…is the now almost universal conviction that they exist in order to serve the public.  The old-style museum felt itself to be under no such obligation… The museum’s prime responsibility was to its collections, not to its visitors.” Neil Kotler and Philip Kotler, “Can Museums Be All Things to All People?  Missions, Goals and Marketing’s Role,” Reinventing the Museum: Historical and Contemporary Perspectives on the Paradigm Shift, Ed. Gail Anderson (New York, Rowman & Littlefield Publishers, Inc., 2004), 167.  In short, they have become more service-oriented, stressing education and outreach.  For example, museums regularly schedule public programs and make on-going arrangements with schools to have visits to and from classrooms.  
	Moving image collections and archives have lagged behind in these areas.  Only in the past two decades have there been significant changes to outreach, and more and more archives are beginning to proudly display their collections.  Marketing of these collections and activities is also a significant task.  Some archives have begun to make their catalogues accessible to the public via websites.  Others publicize information about its organizational mission, recent acquisitions, collecting policies, on-going activities, collaborative efforts, traveling exhibits and past and present public programs.  These forms of marketing may be considered passive methods of outreach.
	In more active approaches, archives with moving image collections typically exhibit their collections with film festivals or screening series.  This has become a staple of moving image collections from the earliest days film collections with Iris Barry and Henri Langlois.  While such activities may be curated to attract newer or otherwise atypical audiences—having a series of screenings showcasing Indian cinema, for example—they are not efforts specifically designed to reach non-traditional audiences.  Moreover, many archives do not screen their own material on a regular basis, even if they have regular film festivals or series.  Most of the screenings for the Museum of Modern Art and Pacific Film Archive, for example, are not films from their respective collections.
	However, in the past decade, small and mid-sized institutions such as Northeast Historic Film, the Japanese American National Museum, and the Florida Moving Image Archive have gained attention and recognition within the archival profession for reaching out to their respective communities and actively exhibiting their moving image materials to new audiences.  
 
____________________


The following sections examine the components that make up outreach and how some archives have begun to branch out to new audiences with refreshingly creative methods.  (It is important to note here that while Home Movie Day is not the effort of a particular archive, it is a major on-going collaborative effort that deserves mention for its growing recognition as a successful outreach strategy.)  In developing a plan for outreach, some of the aspects to take into consideration—in no particular order—are the institution, the audience and the methods and goals of the outreach activities.  Also pertinent throughout this discussion are the various challenges to consider when implementing changes to institutional policies.  

The Institution

A.  The Institution’s Mission
Developing an outreach strategy is not only an added function to an institution.  Rather, such a change to an institution’s policies will affect all current and future activities of an archive and its staff.  Determining if an organization is able to accommodate financial and administrative changes are only part of developing an outreach plan.  The archivist must also consider how the institution’s reputation will be affected by a new or changed public image.  
Many archives and institutions have a written mission statement that communicates the overarching goals for that institution.  All policies and activities for that organization are developed with those goals in mind.  As already mentioned, writing an organization’s mission statement on its website or other published materials is one form of marketing and outreach.  Often, the goals are general, such as those of Northeast Historic Film, which is “dedicated to collecting, preserving, and making accessible film and videotape related to northern New England.” Northeast Historic Film website accessed on 12/14/06 at <www.oldfilm.org>.  Similar goals are stated on the website for the Gay, Lesbian, Bisexual and Transgender (GLBT) Historical Society, which “collects, preserves, and interprets the history of GLBT people and the communities that support them.” “About GLBT Historical Society,” GLBT Historical Society website accessed on 12/10/06 at <www.glbthistory.org/index.html>.  For these examples, outreach is not explicitly mentioned as part of their respective missions.  Occasionally, however, other organizations state or imply that advocacy, education and/or outreach are components of that archive’s goals.  For instance, “The mission of the Japanese American National Museum is to promote understanding and appreciation of America’s ethnic and cultural diversity by preserving, interpreting, and sharing the experience of Japanese Americans.” Japanese American National Museum, Volunteer Program (Los Angeles, Japanese American National Museum, 2002).  The words “promote” and “sharing” suggest the organization’s advocacy and outreach mission.  
However general or specific an organization’s mission statement may be, it can serve as a starting point when developing an outreach policy.  Would the new outreach and marketing strategies fit in the institution’s mission?  If so, how would it achieve or complement those goals?  The answer to this question can inform all aspects of developing an outreach strategy whether it is creating administrative policy or promoting an institutional identity.

B.  The Institution’s Collections
Deciding what to exhibit from an archive’s collection can depend on a number of factors.  The archivist, curator or any other staff may choose a film or video, depending on the intended use of the materials.  Usually, content is one of the first considerations when deciding what to show an audience.  An archive may chose to show footage that best represents the collection as a whole.  An archive may also decide that it only wants to emphasize a certain portion of the collection—a portion that is decidedly unique or otherwise special.  The popularity of the Internet Archive and YouTube points to a desire in the general public to see something different from the usual mainstream images.
What an archive chooses to exhibit can increase awareness of the organization’s collections, engage new audiences with the organization’s programs and promote donations, either monetary donations or donations to the collection.  However, the organization should be mindful when showing moving images that may negatively impact its image and reputation.  For example, many moving image archives hold material that may be considered pornographic, but these archives will not likely exhibit those films or videos in an outreach plan.
The Florida Moving Image Archive (FMIA) at the Miami-Dade Public Library has a large moving image collection ranging from home movies to travelogues to local television news.  Beginning in 1996, FMIA began its regular Magical History Film and Video Bus Tour, in which visitors take a tour through towns in Southern Florida, and video monitors showing local amateur film bring to life the history of those areas. Patricia Rodden Zimmermann, “Magical History Film and Video Bus Tour, Florida Moving Image Archive, January 2002 (review),” in The Moving Image 3, no. 1, (Spring 2003), 161 – 163.  The Minnesota Historical Society, in 2000, received a grant to preserve and distribute to educational institutions its collection of documentary footage of the Ojibwe communities in Minnesota. “Case Study: Minnesota Historical Society,” The Film Preservation Guide (San Francisco, National Film Preservation Foundation, 2004), 92.  The Japanese American National Museum has gained a good deal of attention for its emphasis on preserving home movies.  And Northeast Historic Film has, in the past, toured recently restored films in traveling exhibitions.  These activities not only show audiences what is in their collections.  They also educate audiences on the process of restoration, the importance of preservation and the on-going activities of the organizations.  
However, archivists must consider more than the content when it comes to using their collections for exhibitions and outreach.  The format and condition of the moving image materials is another essential consideration.  In most cases, if not all, archives do not have access or viewing copies available for every item in their collections.  This often poses a problem for film and video that require several different pieces of playback equipment, which most archives cannot afford or maintain.  Furthermore, from a preservation standpoint, excessive use of any film or videotape will be detrimental over time.  If only the original or unique film or videotape can be exhibited, then limited screenings should be considered.
One must also consider any viewing restrictions stated in donor agreements.  There are various copyright and privacy issues to consider as well, particularly if moving image materials are intended to be used for marketing or activities with admission fees.
	
C.  The Institution’s Resources
Limited finances, staff, time and facilities are certainly not new to any archive.  This is especially true for non-profit organizations.  Outreach programs for moving image materials have the added complication of needing trained staff, sufficient equipment and proper facilities to exhibit them.  That is why all of these resources are, no doubt, taken into consideration when developing an outreach strategy.  
However, developing creative strategies requires looking outside the institutional budgets, walls and operating business hours of the organization.  Potential resources can extend into collaborative partnerships with local businesses and regional event planning organizations.  Additional support may be obtained from grants, members, and the occasional donor who is willing to pay to have materials made available to the public.  The possibilities for finding resources are varied, and a wide range of opportunities can result in significant advantages if one finds them.  For example, with the support of members and other donors, Northeast Historic Film bought the historic Alamo Theatre at a foreclosure auction in 1992. “About the Alamo Theatre,” Northeast Historic Film website accessed on 12/20/06 at <www.oldfilm.org/nhfWeb/visit/visit.htm>.  “One of the oldest surviving cinemas in northern New England,” it has since been renovated and is now a premiere venue for exhibiting, promoting and providing access for NHF’s collection of moving images. Ibid. 
Resources for marketing an organization can also be varied.  In addition to advertising in the traditional print publications, websites and links from other websites are less expensive ways to market the archive’s collections and activities.  While some have viewed YouTube as competition and a potential threat to traditional archival policies, at least one organization, the GLBT Historical Society, has used YouTube as a resource for promoting its moving image collection.  YouTube does not charge a fee when uploading or viewing videos on their website.  So, in 2006, the GLBT Historical Society created a YouTube page in which users can easily watch, link and comment on clips from its collection, including home movies of gay pride parades, protest demonstrations, GLBT sporting events and interviews with people significant to the GLBT community. “GLBT Historical Society,” YouTube website accessed on 12/13/06 at <www.youtube.com/profile?user=glbthistory>.  (Currently, there are 27 clips uploaded on the page).  The GLBTHS even goes so far as to post a two and a half minute clip of the organization’s director, Gerard Koskovich, conducting a brief tour of the archive’s storage and collections materials—giving users all over the world a glimpse of the San Francisco-based archive. Gerard Koskovich, “Archive Tour: Film and Photos – GLBTHISTORY.ORG,” YouTube website accessed on 12/13/06 at <www.youtube.com/watch?v+M4flUFml_E>.

The Audience

A. The General Public
	Again, the opportunities for reaching a general audience are limitless, and some can even be inexpensive.  Any information about an organization found its website or somewhere on the Internet is reaching a worldwide audience.  The GLBT Historical Society is building a small audience through its YouTube page.  Through this site, users can “subscribe” to the GLBT History “playlist” and be updated whenever new clips are uploaded on YouTube.  Some of those users are creating links on their own websites to GLBTHS’s page, opening up to newer audiences.  Users can post comments for any of the clips, and they can also upload their own video clips related to GLBT history creating a tangential collection of moving images.  Since the GLBTHS’s YouTube page opened up—seven months ago, as of the writing of this paper—a few of the clips have been viewed over 6,000 times.  While many of these users may never have the opportunity to visit the GLBTHS archive, there is a level of community-building that is occurring.  Increased awareness by that general audience promotes understanding of the significance and preservation of those materials—and not only those materials in GLBTHS’s collection, but those clips uploaded by the users themselves.
	Similarly, the efforts of the Center for Home Movies (CHM) and UNESCO are looking to promote awareness and preservation of moving image materials as significant historical records.  CHM’s Home Movie Day and UNESCO’s World Day for Audiovisual Heritage—currently, in development—do not promote any specific archival collection.  Rather, they are professional collaborative efforts that emphasize the importance of saving moving images, that educate the public on care and preservation, and that reach an international audience.
	The Japanese American National Museum has gained recognition for reaching out to wider audiences with the promotion of its moving image collection.  Almost since its inception, the museum has produced, exhibited and distributed documentaries compiling home movie footage from its archive.  Notably, the museum’s award-winning documentary, Something Strong Within, compiles home movies that were shot discreetly in American concentration camps during World War 2.  This film is sold at the museum store and has been shown in several film festivals and classrooms throughout the United States and abroad. 
Outreach strategies with a general public in mind does not necessarily mean reaching out to an international arena.  Both Northeast Historic Film and the Florida Moving Image Archive have outreach programs that mainly connect with their respective regional audiences.  FMIA’s Magical History Film and Video Bus Tour takes visitors to areas in southern Florida showing moving images that reveal how the neighborhoods have evolved over the decades.  The bus tour is an opportunity for audiences to interact with the history of their communities.  Occasionally some of the visitors are even able to give some background information about the films because they were around when the footage was being shot. Zimmermann, 162.
Northeast Historic Film also actively tours with their collections throughout northern New England.  In these tours, they also seek out people who may be able to identify people, places and events depicted in the films.  Every year, they also attend and showcase their collections at the 8-day Fryeburg Fair, Maine’s largest agricultural fair held annually in the Fall. “Introduction,” Fryeburg Fair website accessed on 12/30/06 at <www.fryeburgfair.com>.  In addition, at NHF’s Alamo Theatre, before each weekly screening of a first-run recently-released feature film, NHF screens a short from its collection in their “Archival Moment.”  As it is stated on NHF’s website, “The Archival Moment series provides an opportunity for the public to see a variety of images from the NHF collections…  Sometimes serious, sometimes silly, the Archival Moment often consists of moving images which would never have the opportunity to be screened anywhere else.” “Movie Schedule,” Northeast Historic Film website.  All these outreach efforts are made for general audiences, and NHF has been very successful in building community support through these proactive programs.

B.  Targeted Audiences
	For some, outreach implies activities that are designed specifically for non-traditional audiences not typically a part of an organization’s regular audience or core constituencies.  An archive may decide it wants to create more awareness of its collection for certain groups in the community.  Outreach policies may be directed toward certain demographics such as specific ethnic/nationality, age, and socioeconomic groups and/or other communities traditionally underserved by archives, museums and libraries.  For instance the GLBT Historical Society seeks out historical moving images depicting GLBT life and culture, while the Japanese American National Museum looks for home movies of Japanese Americans living their lives.  
	Not only do archives target members of the community, but they also look to create stronger connections with professional organizations as well.  Exhibiting collections at conferences for the Association of Moving Image Archivists is one major example.  Developing collaborations with organizations outside the archival profession is another.  Again, Northeast Historic Film has taken the initiative to partner with public schools in Maine to encourage teachers and students to research the archive’s collection as an educational tool and use moving images in student projects.  This educator’s Roundtable is to help support Maine’s Learning Technology Initiative (MLTI). “Educational Resources,” Northeast Historic Film website.  The Minnesota Historical Society’s collection of films documenting Native American communities in the region have been distributed to educational institutions as well, forming a relationship with the Native American communities and their organizations.

Methods and Goals

	Whether they are passive or proactive strategies, methods to connect an organization with its audience come in a wide array of forms.  As one can see from the above examples outreach plans can include screening series, public programs, collaborative projects, publications, and other marketing techniques.  However, these methods should not stop once the audience has interaction with the collection.  Getting audience feedback and monitoring attendance at programs, analyzed with the associated outreach program or marketing strategy, will help to determine if the outreach strategies are meeting the goals and expectations of the archive.  
	Setting goals is also a crucial aspect of developing an outreach policy.  The goals set throughout the institution are interrelated and, “therefore, have to be determined as part of a broader strategic framework.” Kotler, 170.  Similar, and interrelated, to the methods, goals for an outreach policy will affect all the identity and activities of the entire organization.  A simple goal may be fundraising.  However, that relies on increased awareness of the organization’s activities, which may, in turn, rely on community building and education.  General goals for outreach strategies may be raising funds, developing partnerships and collaborations, increasing awareness of collections and their historical significance, educating the public on preservation and the organization’s topics of interest, encouraging scholarship and research, and building relationships with new and diverse communities.
	For the Florida Moving Image Archive, the Magical History Film and Video Bus Tour had immediate results when it was launched in 1996.  The Tour was publicized in film screenings and profiled in the Miami Herald. Zimmermann, 163.  Over the years it continued to have sold out bus tours, which would always inspire visitors to donate money or their own collections of films.  In this respect, the patrons are actively engaged with the collections, the community’s history, and the on-going efforts to preserve both.
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