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RECOMMENDATION 

That this report BE RECEIVED for information and BE CIRCULATED to area 

municipalities. 

PURPOSE 

The purpose of this report is to provide the results of the economic impact assessment of 
Niagara’s culture sector project, conducted in fulfillment of Strategic Action 1.1 of the 

Niagara Culture Plan. This initiative also supports Council Business Plan Themes 2 — 

Healthy Community, 3 — Open for Business, and 7 — Public Engagement and 
Communications, and aligns with the Sustainable Niagara Plan. 

BUSINESS IMPLICATIONS 

Funding of $77,042.00 was awarded for this project from the Creative Communities 
Prosperity Fund of Ontario’s Ministry of Tourism, Culture and Sport. While an overview of 
project results appears below, three key indicators with significant implications for 

business are worth noting here. This project found that Niagara’s culture sector 

contributes to the regional economy: 

(1) In Employment: 13,088 jobs (FTEs) 

(2) In Labour Income: $396.3 million 

(3) In Gross Regional Product: $595.2 million 

As these figures suggest, Niagara’s culture sector is a productive asset on which the 
region may wish to further capitalize to expand and sustain its transitioning economy. 

REPORT 

Project Background and Objectives 

The Niagara Culture Plan (ICP 11-2010) identifies an economic impact assessment (EIA) 
of the culture sector in Niagara as a key action in valuing and strengthening Niagara’s 

creative economy. 

This project was undertaken with the support of the Niagara Region Culture Committee 
and approval from Council in September 2011 (ICP 77-2011).
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The objectives of the project were fourfold: (1) assess the impact of the cultural sector on 
Niagara’s economy; (2) measure and promote the economic vitality of culture; (3) 

encourage the growth of culture to support both the sector and broader economic 
prosperity in Niagara; and (4) develop a user-friendly framework for updating and tracking 
economic data, and assist cultural groups to develop and refine their own indicators and 
metrics. To accomplish these aims, the project employed three central components: 

• Community Engagement- including information sessions; a comprehensive Niagara 
sector suwey; an open house; and a metrics and indicators workshop 

• Information Collection — including existing data sources such as government 
economic and demographic data (e.g., StatsCan NAICS codes); original online 

Niagara culture sector survey results; and case studies 
• Analysis — including Niagara culture industry profile; direct (employment and 

revenue flow in the culture sector) , 
indirect (economic activity associated with other 

sectors supplying goods and services to the culture sector) and induced (economic 
activity attributable to respending of labour income) impacts of culture; Niagara’s 

culture sector in context; strengths and challenges assessments; and opportunities 
and recommendations 

Stakeholders and Participants 

Most key components of the project, such as the original online survey, workshops and 
community engagement sessions, were targeted at the Niagara Region culture sector. For 
the purposes of this economic impact assessment, the culture sector was determined to 
include the five key areas outlined in the Niagara Culture Plan: people, places, history, 

expression and play. Project participants came from all 12 local municipalities and 
represented a full range of organizations and individuals in the sector including not-for- 

proht and for-profit, small and large, freelance and organizational employees, and 
subsectors including visual and performing arts, festivals, heritage, recreation, municipal 
committees and staff, and more. In addition, other sectors and the public were welcome to 
participate and provide feedback, and some (e.g., chambers of commerce and community 
service groups) did so. 

Key Findings 

A great deal of the information and data contained in the EIA report about Niagara has not 
existed, or not been compiled in one location, before now. The full study can be found in 
Appendix I, but select highlights of the study include (please note: data, drawn from 
sources indicated above, are from 2011 unless otherwise indicated): 

(1) Key Indicators 

Employment: 13,088 jobs (FTEs) — including some subsectors which are more than 
double (performing arts/spectator sports) and triple (heritage) the provincial average 

Labour Income: $396.3 million — though there is a wide variance in average earnings
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Gross Regional Product: $595.2 million —— not including spillover impacts such as 
volunteerism and non—monetized goods (e.g., quality of life) 

(2) Highlights of Niagara-specific Sector Survey 

• Fully 73% percent of Niagara’s cultural sector workforce has post—secondary 

education, compared to Niagara (19%) and Ontario (29%) workforces 
• Over $156M in purchases were made inside the region by cultural businesses 
• Niagara’s cultural freelancers operate on average 18 years, primarily in rural areas, 

deriving 35% of their total income from cultural work 
• VoIunteers’ contribution to Niagara’s culture sector is broad and critical, but difficult to 

assess 
• Lack of financial support from government was identified as the most significant factor 

limiting culture sector’s success and development 

(3) Strengths and Challenges 

Some of the strengths identified as specific to Niagara’s culture sector include: 

• A well-established cultural sector with mature artisans and organizations 
• A wide variety of existing cultural offerings 
• Access to a large pool of emerging and established professionals 
• Advantageous position for tourists (between GTA and US) 
• Easy access from outside the region 
• The potential to leverage cultural offerings with other strong draws (e.g. natural, 

historic, culinary) in the area 

Some challenges to Niagara’s culture sector were identified as: 

• Lack of cross—sectoraI and cross—community collaboration 
• Low levels of investment from all sources 
• Geographic size as an inhibitor to building brand and identity 
• Low average household income/perceived lack of economic opportunities which 

affect number, nature and renewal of culture consumers and workers; 
• Lack of facilities and infrastructure for production and presentation of cultural 

products, services or events 

(4) Opportunities and Recommendations 

Opportunities for Niagara outlined in the report underscore that promoting and supporting, 
rather than having to invent, the regional culture sector will be key to increased success. 
Suggestions in the report were to consider: 

• Encouraging greater investment in Niagara’s cultural sector 
• Strengthening and diversifying local support for Niagara’s cultural offerings 
• Building on Niagara’s existing strength as a tourism destination 
• Strengthening marketing and promotion of Niagara’s cultural sector outside the 

region 

• Engaging in more collaborative and complementary product development and cross-
° 

promotion
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• Continuing research and tracking of cultural indicators to support the cultural 

economy 

Next Steps r 

This EIA project, like the recently adopted Amendment (ICP 31-2013) embedding culture 
in the Regional Policy Plan, is a critical step fonivard in implementing key directions of the 
Niagara Culture Plan. Data, analysis, tools and recommendations generated as part of 
this project will now be used by Niagara Region and other community partners to inform 
the continuing implementation of the Niagara Culture Plan. Specific areas and tasks 
which may benefit from this project include: generating investment; encouraging inter- and 
intra-sectoral collaboration; informing cluster development, infrastructure and land-use 
planning; attracting, training and retaining creative cultural workers; creating job 

opportunities; supporting cooperative cultural marketing; promoting sustainability and 
community competitiveness; and ongoing tracking of culture sector progress (a report on 
the metrics and indicators workshop for the sector can be found in Appendix ll) and 
contributions to Niagara’s quality of life. 

REPORTS PERTINENT TO THIS MATTER 

ICP 31-2013 (May 1, 2013): Final Recommendation Report, Niagara Culture Plan 
Implementation: Proposed Regional Policy Plan 
Amendment 1-2011 

ICP 77- 2011 (September 7, 2011): Creative Communities Prosperity Fund, Economic 
Impact Assessments of Niagara’s Culture Sector 

ICP 11- 2010 (February 24, 2010): Niagara Culture Plan, Creative Niagara: Economy, 
Places, People, Identity 

Submitted by: Approved by: 

Patrick Robson Patrick Robson 
Commissioner Acting Chief Administrative OfHcer 

Integrated Community Planning 

This report was prepared by Marian Bannerman, Coordinaton Community and Corporate 
Initiatives, and reviewed by Terri Donia, Project Managen Kristen De/ong, Economist and Kirk 
Weaver; Director of Community and Corporate Planning. 

APPENDICES (Available electronically only) 

Appendix I Economic Impact Assessment of the Cultural Sector in Niagara Final Report, 
Nordicity in association with Lord Cultural Resources, April 2013 

Appendix II Cultural Indicators and Measurements Final Report, WCM Consulting Inc., 
June 2013
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Executive Summary  

Background and Mandate 

Niagara Region commissioned Nordicity to undertake an Economic Impact Assessment (EIA) 
of Culture in Niagara (the ‘study’) as part of the first Strategic Direction of the Niagara Culture 
Plan.  

The objectives of this study are: 

 Assessing the impact of the cultural sector on the Niagara’s economy; 

 Measuring and promoting the economic vitality of culture in Niagara; 

 Promoting and informing strategic initiatives for developing and growing Niagara’s 
cultural sector and the area’s broader economic prosperity; and, 

 Developing an easy-to-use framework for updating economic data and performance 
statistics related to the cultural sector in the region and tracking economic impact 
over time.  

Approach and Methodology 

The methodology applied by Nordicity for the EIA study of Culture in Niagara was composed 
of four component parts: (i) Community Engagement, (ii) Primary Research, (iii) Secondary 
Research, and (iv) Economic Impact Analysis. 

At key stages during the process of this study a series of Community Engagement Sessions 
(CES) were held. These sessions were used to consult with community stakeholders and 
representatives from the different cultural sector stakeholder groups. The CES enabled 
stakeholders to learn about the findings of the study and discuss what segments of the 
culture sector are most active, how many people are working in the sector, and how much 
the cultural sector is contributing to the region’s economy.  

In order to capture primary data as the basis for the EIA, an online survey was developed and 
hosted for two months from June – August 2012. The survey was distributed to cultural 
businesses, organizations, individual artists and freelance cultural workers across all 
segments of the cultural sector and in all 12 of the local municipalities of Niagara. 

This study referred to over 30 cultural economic impact assessments from other jurisdictions 
in Canada, the US and internationally in order to further build on the list of Key Performance 
Indicators (KPIs). A number of standard statistical framework guidelines for collecting 
cultural data were also used in order to develop the research framework for this study and to 
guide the development of research tools (such as the survey) to ensure they aligned with 
the best practices in collecting cultural data in Canada. 
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Existing secondary data relating to region’s cultural sector were collected for application 
directly in the economic impact analysis in order to determine certain KPIs and to 
supplement survey data.  

A series of case studies were conducted using publicly available cultural studies from other 
jurisdictions across Canada, including strategic plans and/or Economic Impact Assessments 
(EIA). The case studies were conducted in order to highlight the key outcomes of similar 
initiatives in other jurisdictions and help inform suggestions next steps in Niagara. The case 
studies also help to demonstrate some best practices for using and leveraging an EIA to 
drive policy change and the development of initiatives to help grow and develop a more 
vibrant cultural sector.   

Key Findings and Next Steps 

Key Findings from the EIA 

Based on the calculations of the overall economic impact of the cultural sector in Niagara’s 
12 municipalities,  total cultural sector operations and expenditures generated a total 
economic impact of $396.3 million in labour income for the Niagara economy, $595.2 million 
in total Gross Regional Product (GRP) for Niagara and resulted in 13,088 jobs for Niagara 
residents.1 This employment number represents 0.19% of Ontario’s total employed labour 
force in 2012.2 Alternatively, this employment number represents 6.4% of Niagara’s total 
employed labour force in 2012.3 If we compare Niagara’s calculated GRP number for the 
direct economic impact ($176.2 M), this represents 0.98 of 1% of Ontario’s cultural sector 
direct economic impact (in 2001).4 

 

 

 

 

 

                                                        
 
1 These numbers could not be compared to Niagara’s overall GRP since this data is only available for 2004.  
2 Statistics Canada. (2013). Labour force, employed and unemployed, numbers and rates, by province  
(Quebec, Ontario, Manitoba). Accessed April 9, 2013 from: http://www.statcan.gc.ca/tables-tableaux/sum-
som/l01/cst01/labor07b-eng.htm 
3 Statistics Canada. (2013). Labour force characteristics, population 15 years and older, by census metropolitan area. 
Accessed April 9, 2013 from: http://www.statcan.gc.ca/tables-tableaux/sum-som/l01/cst01/labor35-eng.htm 
4 Deloitte. (2005). City of Toronto: Economic Contribution of Toronto’s Culture Sector. Accessed April 9, 2013 from: 
http://www.toronto.ca/culture/pdf/Toronto_Economic-Impact-CultureSector.pdf 
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Table 1: Summary of total economic impact of cultural sector in Niagara, 2011 

 Direct Indirect Induced Cultural 

Tourism 

Total  

Employment (jobs) 5,812 1,193 210 5,873 13,088 
Labour income (i.e., wages 
and benefits) ($M) 143.6 56.1 9.9 186.7 396.3 
GRP ($M) 176.2 101.8 16.5 300.7 595.2 
Source: Estimates based on data from online survey, Statistics Canada and CMPA, Profile 2011.  

 

Next Steps – How should Niagara use this Economic Impact Study? 

This economic impact assessment combines several different sources to inform Niagara 
Region and other stakeholders in planning and cultivating cultural activities in Niagara. The 
EIA data can be used to identify the strengths in the sector and build on those strengths (see 
Sections 6.1 and 6.2 for a list of strengths). In other words, how much is the cultural sector 
contributing to Niagara’s GRP and in what capacity? By identifying these strengths and 
primary areas of importance, the Niagara Region and its cultural sector partners can assign 
priorities to develop strategies for advancing Niagara’s economy in the future.  

An EIA can also be used to: 

• Support cultural promotion; 

• Assist in financial planning for Niagara’s cultural sector;  

• Provide a clear picture of how valuable the cultural sector is to the region; 

• Foster partnerships with outside businesses and organizations by showing the 
viability of the cultural sector and its businesses in Niagara; and, 

• Strengthen the rationale for cultural investment from both government and non-
government resources by helping to demonstrate the return on investment in the 
Niagara cultural sector.  

There are opportunities for Niagara to learn from other successful cultural regions and these 
should be considered in further implementations of the Niagara Culture Plan including: 

 Strengthening local support for Niagara’s cultural offerings; 

 Strengthening marketing and promotion of Niagara’s cultural sector outside of the 
region; 

 Building on Niagara’s existing strength as a tourism destination; 

 Engaging in more collaborative and complementary product development and 
cross-promotion; and, 
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 Building a case for culture to encourage greater investment in Niagara’s cultural 
sector. 

The opportunities listed above should be taken as signals of opportunities for growth in 
Niagara. More specific details regarding each opportunity are provided in Section 6.2 of the 
report.  There are also several areas of further study (also outlined in Section 6.2 of the 
report) that would help Niagara as a region and individual municipalities further develop 
their strategic plans and decision-making processes. For example, in light of the importance 
of volunteerism in the cultural sector, further study should be given to quantifying the 
volunteer participation base, as reliable data on the cultural sector volunteer sector in 
Niagara were not available at the time of writing.  

Recommended options for growth 

Throughout the process of this study Niagara Region and the research team have consulted 
with the cultural community (via a number of Community Engagement Sessions) to discuss 
the needs, challenges and key opportunities for the growth and development of the cultural 
sector in Niagara. Combining the results of these consultations with secondary research and 
an in-depth analysis of case studies from other jurisdictions in Canada, the research team 
identified a series of Opportunities for Cultural Sector Growth in Niagara that are described 
in Section 6.2 of this report. These opportunities for growth offer suggestions for how 
Niagara Region can work to overcome some of the challenges faced by the cultural sector 
and leverage the region’s strengths in order to build the cultural sector’s capacity for 
growth. The six opportunities are as follows: 

1. Strengthen and diversify local audiences for Niagara’s cultural offerings through a 
sustained advertising and promotion campaign; 

2.  Build on Niagara’s existing strength as a tourism destination by diversifying its 
cultural and tourism offerings as a four-season destination; 

3. Establish a strong regional brand for Niagara’s cultural sector amongst potential 
audiences outside of the region by working with various media in a sustained 
campaign – with themes varied by target audiences; 

4. Engage in more collaborative and complementary product development and cross-
promotion with local, intra- and inter-regional stakeholders (e.g., joint promotional 
efforts between Toronto GTA and Niagara);  

5. Establish the business case and the community development case for culture by 
developing data on key indicators as well as an integrated analytical framework. 
Ultimately, these should lead to greater investment in Niagara’s cultural sector by 
stakeholders at the local, regional, provincial and national levels; and, 
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6. As part of the development of the business case and the community development 
case for culture, conduct further research to measure key cultural indicators 
including: volunteerism, public funding, facilities, and public participation. 
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1. Introduction and Background 

Recognizing the role of culture in “supporting a safe, healthy, diverse, culturally rich 
community where people of all ages and incomes enjoy a high quality of life”5 and fulfilling a 
recommendation from the Niagara Regional Council’s 2007 five-year Business Plan, the 
Regional Municipality of Niagara (Niagara Region)6 became one of the first upper-tier 
municipalities in Ontario to approve a Culture Plan in March 2010. The objective of the 
Niagara Culture Plan was to “create an overarching policy and planning framework including 
strategic directions and actions to guide Niagara Region’s support for the creative economy 
and development of the creative cultural sector.”7 Developed via extensive community and 
stakeholder engagement, the Culture Plan provides an important strategic framework for 
Niagara Region to work with its partners in order to foster the growth and development of a 
vibrant cultural sector in Niagara. 

The Niagara Culture Plan is composed of four Strategic Directions, each with its own series of 
Actions that together provide Niagara Region with a set of concrete and actionable 
initiatives for advancing the Niagara Culture Plan’s vision for culture in Niagara and for 
supporting the ongoing growth and development of culture in the region.  The first 
Strategic Direction—Creative Economy—has recommendations for Niagara Region to “build 
a diverse economy by strengthening cultural resources and the creative cultural sector to 
maximize their contribution to economic development.”8  Indeed, although the 
manufacturing sector is still one of the primary economic drivers in the region, recent 
declines in the sector have prompted Niagara Region to promote and support the 
diversification of the region’s economy. Niagara’s growing creative and cultural industries 
are a key component of Niagara’s new diversified economy.  

Under the first Strategic Direction, the Niagara Culture Plan recommends that Niagara 
Region “assess the value of culture on Niagara’s economy using an economic impact 
assessment and cultural asset mapping to identify strengths and growth potential.”9 Cultural 
asset mapping was already undertaken as part of the development of the Niagara Culture 
Plan and now Niagara Region has commissioned the present Economic Impact Assessment 
(EIA) of Culture in Niagara as a step toward fulfilling its vision for a region with cultural 

                                                        
 
5 Niagara Region. (2007). Niagara Region 2012-2015 Council Business Plan. Accessed November 2012 from: 
http://www.niagararegion.ca/government/council/2012-2015-cbp-text.aspx. 
6 For clarity, henceforth, the term ‘Niagara Region’ will be used to designate the organization while Niagara or 
Niagara area will be used to designate the municipalities and geographic area. 
7 Niagara Region (2010). Niagara Culture Plan. Page 4.  
8 ibid., 14. 
9 ibid., 16.  
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vitality, economic viability, social equity and environmental responsibility.10 The economic 
impact assessment will not only help Niagara Region achieve the first Strategic Direction, 
but will also contribute to the fulfillment of other strategic directions and actions outlined in 
the Niagara Culture Plan, such as:  

 “Creating and strengthening planning tools to support cultural development” 
(Action 2.2); 

 “Engag[ing] the community in supporting ongoing cultural activities through 
traditional and non-traditional communication tools” (Action 3.1); and, 

 “Promot[ing] and market[ing] Niagara as a cultural destination to both residents and 
tourists” (Action 4.2). 

Moreover, this economic impact assessment will deliver important information to cultural 
and industry leaders, elected officials at all levels of government, policy-makers, Niagara 
Region, and its municipal and community partners that will inform and influence key 
strategic decisions. The information may be used to inform decisions about resource 
allocation and future investment among the many industries in the region, with the 
potential to increase the level of support going toward culture. It will also provide key 
decision-makers with important information about potential growth areas and areas for 
improvement to guide the development of initiatives for capacity-building, workforce 
attraction and retention, and industry support and development.   

Economic impact assessments are also important tools for driving support and advocacy for 
culture, among both the public and political figures at all levels of government.  

Finally, this economic impact assessment will provide key statistics about the cultural sector 
in Niagara, which will be an important benchmark for monitoring the progress and 
development of the sector in the future.  

 

 

 

 

 

 

                                                        
 
10 Niagara Region (2010). Niagara Culture Plan. Page 11.  



 
 
 
 
 
 
 
 
 
 
 

 

Economic Impact Assessment of the Cultural Sector in Niagara 11 of 174 

 

1.1 About Niagara 

Niagara is one of 29 upper-tier municipalities in Ontario.11 Niagara is comprised of a diverse 
collection of urban and rural municipalities. The Niagara area is comprised of 12 local 
municipalities nestled between Lake Ontario and Lake Erie in southern Ontario, including:  

 Fort Erie 

 Grimsby 

 Lincoln 

 Niagara Falls 

 Niagara-on-the-Lake 

 Pelham 

 Port Colborne 

 St. Catharines 

 Thorold 

 Wainfleet 

 Welland 

 West Lincoln 

The region is bordered by the United States in the East and Hamilton in the West and is 
located less than 100 Kilometers from Toronto. 

According to the latest census data, the population in the area is over 430,000, with the 
largest concentration of residents being located in St. Catharines and Niagara Falls, 
respectively.12  

1.2 About the cultural sector in Niagara 

In the Niagara Culture Plan (2010), culture is defined as a multi-dimensional concept, 
comprised of five interconnected elements that create a sense of community and enhance 
quality of life: people, places, history, expression, and play.13  

Niagara is a pre-eminent cultural area in Ontario with unique cultural and recreational 
assets, including natural and cultural heritage sites, award-winning community festivals and 
events and cultural facilities. As part of the development of the Niagara Culture Plan, Niagara 
Region undertook a cultural mapping exercise. Its objectives were “to inform planning and 
policy,” “to support economic development and tourism” and “to expand access and 
participation” in culture.14 In a similar way, the present Economic Impact Assessment (EIA) of 
culture in Niagara will be an important part of supporting future strategic plans for the 

                                                        
 
11 Ontario Ministry of Municipal Affairs and Housing. (2008). List of Ontario Municipalities. Accessed November 
2012 from: http://www.mah.gov.on.ca/Page1591.aspx.  
12 Statistics Canada. (2012). Census 2011: Niagara, Ontario (Code 3526) and Ontario (Code 35) (tables). Statistics 
Canada Catalogue no. 98-316-XWE. Ottawa, On. 
13 Niagara Region. (2010). Niagara Culture Plan. Page.8. 
14 Niagara Region. (2010). Niagara Culture Plan, Appendix 1: Cultural Mapping Summary Report. Page.2.  
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growth and development of Niagara’s cultural sector.  Indeed, this EIA will supplement the 
results of the cultural mapping exercise published in 2010, as the analysis includes many of 
the segments captured in Niagara Region’s Cultural Map.15 

The cultural mapping exercise revealed a rich cultural base in the area, comprising over 1800 
cultural assets including 950 creative cultural industries, 162 festivals and events, 484 
cultural heritage sites, and more than 150 cultural spaces and facilities.16 

A wealth of rich cultural and historical traditions complement Niagara’s unique 
environmental setting: Niagara Falls, the Welland Canal, the shores of the Great Lakes, the 
Niagara Escarpment and the Niagara Wine Route all combine to make Niagara a prime 
destination for Canadian and international tourists. In addition, Niagara’s many local festivals 
and cultural attractions contribute to positioning Niagara as a cultural centrepiece for 
Canada, as evidenced by the Region’s designation as a Cultural Capital of Canada for 2012.   

Overall, although Niagara’s cultural sector is currently facing a number of challenges – 
particularly in terms of organizational infrastructure and resources – the sector nonetheless 
remains one of the area’s greatest strengths.17 Indeed, a 2006 report published by Hill 
Strategies reported that Niagara-on-the-Lake had the highest concentration of artists in 
Ontario (2.56%).18 Lincoln also had a relatively high concentration of artists at 1.02%.  

1.3 Purpose and Mandate of the Study 

Niagara Region has commissioned an Economic Impact Assessment of Culture in Niagara 
with the objective of: 

 Assessing the impact of the cultural sector on the region’s economy; 

 Measuring and promoting the economic vitality of culture in Niagara; 

 Promoting and informing strategic initiatives for developing and expanding 
Niagara’s cultural sector and the area’s broader economic prosperity; and, 

 Developing an easy-to-use framework for updating economic data and performance 
statistics related to the cultural sector in the region and tracking economic impact 
over time.  

                                                        
 
15 Additional detail about the scope of this study is provided further in Section 2.  
16 Niagara Region. (2010). Niagara Culture Plan – Appendix 1 : Cultural Mapping Summary Report. Page 6. 
17 The Regional Municipality of Niagara. (2001). 2011-RFP-79: Consulting Services for an Economic Impact 
Assessment of Culture in Niagara Region. Page 6.  
18 Hill Strategies. (2006). Artists in Small and Rural Municipalities in Canada. Percentage of the total population. 
Accessed February 7, 2013 from: http://www.hillstrategies.com/sites/default/files/Artists_small_rural2006.pdf. 
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Scope 

In studying the impacts of Niagara’s cultural sector, it is important to use standard 
classifications that reflect core activities in order to ensure credibility as well as comparability 
of data sets through time and with other cultural regions. Thus, the present study 
incorporates the following North American Industry Classification codes (NAICs), in 
alignment with Niagara Region’s definition of culture as outlined in the Niagara Culture Plan: 

 711 - Performing arts, spectator sports and related industries; 

 712 - Heritage institutions; 

 713 - Amusement, gambling and recreation industries (excluding 7132 - Gambling 
industries); 

 511 - Publishing Industries (except Internet); 

 512 - Motion picture and sound recording industries; 

 515 - Broadcasting (except Internet);  

 516 - Internet publishing and broadcasting; and, 

 519 – Other Information Services (including for example, Libraries and Archives).  

The Cultural Resource Framework (CRF) used by Niagara Region is the standard framework 
used in Ontario as outlined in Municipal Cultural Planning Incorporated’s (MCPI) Cultural 
Resource Mapping: A Guide for Municipalities (2010). The list of creative and cultural industries 
included in MCPI’s framework is based on Statistics Canada’s (StatsCan) Canadian Framework 
for Cultural Statistics and reflects the North American Industry Classification System (NAICS).19 
In addition, the CRF includes additional categories not found in Statistics Canada’s 
framework, based on the standard categories used by Ontario Municipalities and on natural 
and cultural heritage definitions in key provincial legislation in Ontario.20 The CRF used for 
Niagara’s cultural mapping exercise also includes peripheral or related industries in its 
scope. For example it includes suppliers, wholesalers, and support industries/suppliers 
(NAICS 81), all of which are classified under support services, distribution or manufacturing.  
The figure below illustrates the Cultural Resource Framework used to conduct Niagara’s 
cultural mapping exercise.  

                                                        
 
19 Note that the 2010 CRF would have been based on the 2004 version of the Framework for Cultural Statistics that 
was subsequently updated in 2011.  
20 Niagara Region. (2010). Niagara Culture Plan, Appendix 1: Cultural Mapping Summary Report. Page 4. 
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: Cultural Resource Framework

 
 Source: Niagara Cultural Plan: Appendix I: Cultural Mapping Summary Report, Page 5. 

The research team also consulted the frameworks used for economic impact assessments 
conducted in other jurisdictions in Canada. Other jurisdictions defined the scope of their 
analysis in various ways and used a variety of different combinations of NAICS codes in their 
definition of the cultural sector. The absence of a standardized approach makes it difficult to 
accurately evaluate the true economic impact of the cultural sector in the jurisdictions 
studied, and some studies may measure a wider scope than others. Thus, the research team 
focused on standard cultural frameworks such as the one in MCPI’s guidelines document. 
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For the purposes of the EIA, Nordicity has included only the NAICS codes that appear in the 
Statistics Canada Framework for Cultural Statistics, and of these only those that are focused 
on the primary chain of cultural production and presentation.21  In particular, we have 
excluded supplier and manufacturing NAICS from our analysis as they encompass significant 
economic activity from sectors other than culture and were not immediate enough to the 
cultural sector to be deemed prudent.  

We have excluded a number NAICs codes included by authors of other studies to be 
categories in primary cultural production. For example, NAICs code 5413 ‘Architectural 
services, engineering and related services’, was excluded as we believe this category is much 
too broad to be considered primarily as a cultural sector activity.  

In this way, the research team adopted a scope that is limited to NAICS related to the 
creation, production and presentation of cultural products, where the statistics are most 
relevant.  

This approach is more conservative and better reflects the core of the cultural sector, and 
therefore has a more solid methodological foundation that stands up better to external 
scrutiny.  Nordicity focused on NAICS that covered the creation, production and exhibition 
of cultural products or services and excluded manufacturing and supply NAICS to accurately 
reflect the true impact of the cultural sector proper and not overestimate the sector’s impact 
due to wide rim NAICS. 

Since the project team’s economic impact analysis heavily relied upon data from Statistics 
Canada’s Census and CANSIM tables, it was also methodologically prudent to follow 
Statistic’s Canada’s framework and standards. This allowed for methodological continuity 
between the data sources and the research team’s analysis.   

The Key Performance Indicators (KPIs) that are incorporated in the analysis and results 
presented in this report include: 

 Profile of the industry (i.e., number and type of cultural organizations in Niagara); 

 Direct economic impact (e.g., Gross Regional Product, Employment); 

 Indirect and induced economic impacts; and, 

 Strengths and weaknesses within the sector. 

                                                        
 
21 Please note that Statistics Canada had released the 2011 update to its Framework for Cultural Statistics by the 
time work on the EIA began. As such, Nordicity used the 2011 version rather than the older 2004 version used in 
the Cultural Mapping Exercise in order to ensure that the most current standards were being used.  
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These KPIs were identified in consultation with Niagara Region as well as the cultural 
community in Niagara via a community engagement session held in May 2012. They were 
also defined in part by the quantity and quality of data available from primary and 
secondary data sources.  

2. Approach and Methodology 

The methodology used for the EIA of Culture in Niagara is composed of four component 
parts: (i) Community Engagement, (ii) Primary Research, (iii) Secondary research, and (iv) 
Economic Impact Analysis. 

Each of these elements feed into the analysis and the results presented in this report in 
different ways. A more detailed description of each methodological component and its role 
in the study is provided in the sub-sections below.   

2.1 Community engagement  

Given the importance of this EIA in guiding the decisions and actions of key stakeholders 
and decision-makers in the culture sector towards growing and developing a more vibrant 
cultural sector in Niagara, it was critical for the research team and Niagara Region to engage 
the cultural community in the process.   

At key stages during the process of this study a series of Community Engagement Sessions 
(CES) were conducted to gain input from the community on the process and what they 
would like to see from the study, the initial findings, and the results of the survey. As far as 
possible, the sessions aimed to include representatives from a variety of cultural sector 
stakeholder groups, including representatives from: 

• Cultural businesses or organizations; 

• Municipal and provincial governments; and, 

• Individual artists or freelancer cultural professionals.   

The purpose of the community engagement process was to ensure that the EIA would 
address the needs and expected outcomes of the community, and represent the realities 
and challenges faced by the cultural sector in Niagara.  These sessions were also important 
in identifying, not only key strengths and challenges, but also the opportunities for cultural 
sector growth in Niagara. These findings are presented in Section 6 at the end of the report.  

The first community engagement session took place in the spring of 2012 and focused 
primarily on a discussion about what data would be collected and what KPIs would be 
measured in the study. The purpose of the discussion was to ensure that the study 
addressed the specific needs of the community and reflected the realities of the cultural 
sector in Niagara as closely as possible.  



 
 
 
 
 
 
 
 
 
 
 

 

Economic Impact Assessment of the Cultural Sector in Niagara 17 of 174 

 

The second community engagement session, conducted in the fall of 2012, provided an 
opportunity for the research team to present a preview of some of its findings to the 
community. The session’s discussion focused primarily on the potential outcomes that could 
result from the EIA, as well as providing a forum for envisioning the future of the cultural 
sector in Niagara, which outlined some of the key opportunities and challenges that impact 
the sector’s growth and development.   

The third community engagement session was conducted in the winter of 2013 and focused 
on a presentation of the results of the EIA.  This open house session provided an opportunity 
for the public to review the EIA process, key findings, and the strengths and weaknesses of 
Niagara’s cultural sector, and future opportunities to leverage these strengths and address 
some of the challenges facing the sector in supporting the growth and development of a 
vibrant cultural sector in Niagara. The session also provided an opportunity for the public to 
ask questions, clarify, and/or discuss this information with members of the research team. 

In addition to these three engagement sessions, Niagara Region plans to host a workshop 
with members of the cultural community on how best to leverage the results of the EIA and 
on how to collect, maintain and use such data in future. The objective of this session will be 
to equip the cultural community with the knowledge and tools necessary to leverage 
economic data both now and in the future (by updating existing data) to help them expand 
and develop their individual organizations, and the sector as a whole.  

A summary of the community engagement sessions and open house comments is provided 
in Appendix F. 

2.2 Primary research 

In order to gather additional and sufficient data about Niagara’s cultural organizations and 
artists Nordicity administered an online survey. The survey yielded important details on 
employment breakdowns and organization operating revenues and expenses as well as 
information on the activities of freelance professionals and independent artists. The survey 
also collected qualitative data from respondents regarding the most active areas of cultural 
activity in Niagara and the key challenges faced by the sector. A sample questionnaire is 
available in Appendix G. 

The survey was open to respondents in the cultural sector in Niagara between June and 
August 2012.  The survey was distributed to cultural businesses, organizations, individual 
artists and freelance cultural workers across all segments of the cultural sector via email, and 
subsequently promoted through newsletters, targeted emails to specific groups, and follow-
up phone calls with those who had not filled out the survey completely. 

The survey received 70% of all responses within the first month of issuance. The total 
number of survey responses was 225, of which 157 were complete and 68 incomplete. While 
complete responses were preferred, incomplete responses also provided some relevant 
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information and were included in parts of the analysis. This explains why some sample sizes 
change for different parts of the analysis.   

Quality of survey results 

The quality of the survey results can be viewed in two respects.  

1. Descriptive statistics: With respect to survey results that describe the composition 
of the cultural sector in Niagara, the standard margin of error can be calculated on 
the basis of the survey responses in relation to the total number of cultural 
establishments in Niagara. Data from the Niagara Culture Plan and Statistics Canada 
indicate that the 225 total survey responses comprise 35% of the estimated 684 
cultural establishments (businesses and independent artists) in Niagara.22 This 
response rate implies a 90% confidence interval of +/- 3.7%. The confidence interval 
widens to +/- 5.1% for those descriptive statistics presented in the report that were 
derived from the data reported in 157 completed surveys (there were a total of 68 
incomplete survey responses, which contained partial data). 

2. Economic impact estimates: Certain estimates of total economic activity were also 
based on survey data. The reliability of these economic estimates can be assessed on 
the basis of the employment coverage rate. Our own analysis (based on data from 
Statistics Canada’s Census and Survey of Employment, Payroll and Hours) indicates 
that the total cultural workforce in Niagara was an estimated 5,812 workers in 2011 
(see Section 4.2.1). The survey captured 671 cultural sector workers, or 
approximately 12% of the total cultural sector workforce. This response rate implies 
a 90% confidence interval of +/- 2.8%. In other words, the estimates of direct labour 
income and GRP derived from the survey results have only a 10% probability of 
being more than 2.8% higher or lower than the estimates in this report. 

 

 

 

                                                        
 
22 The Niagara Culture Plan indicated a total of 945 businesses in cultural NAICS in Niagara. However, when only 
the NAICS included in the scope of this analysis are included, the total number of businesses in the cultural sector 
is 244. To this amount, we added an estimate of 440 independent performers and artists (NAICS 7115), which 
represent self-employed individuals. The estimate of 440 was based on a figure of 400 from Census 2006, which 
has been adjusted by 10% to arrive at an estimate of 440 for 2011. 
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There are also a number of normal data collection challenges when it comes to collecting 
primary data of this nature via a survey tool.  Some of the challenges faced during this study 
include:  

 Under-representation of the true population of the cultural sector in Niagara 

The main challenge with surveys is to ensure it is administered to as many members 
of the target population as possible. Due the transient nature of independent artists 
and seasonal cultural operations, it is reasonable to assume the survey was not 
administered to a representative enough sample of Niagara’s cultural sector 
stakeholders. This would mean the survey has an under-representation of the true 
population. 

 Respondent error in answering the questions (e.g., questions are misread or 

erroneous information is provided) 

This error arises due to inconsistent interpretation of questions and/or erroneous 
information being provided by respondents. For example, many small and medium-
sized businesses and organizations do not have the capacity to keep exact records 
regarding volunteers and volunteer hours or other statistics required to complete 
the survey.  

 Errors in analysing the data 

As with any analysis there is a certain amount of statistical error in analysing the data 
from a survey. However, the research team has made every effort to reflect the most 
accurate data. 

 Incomplete surveys 

The incomplete survey error is particularly significant for the present study since the 
analysis included 68 incomplete survey responses. Incomplete responses are often 
the result of privacy concerns and/or capacity issues. For example, many businesses, 
organizations and freelancers are reluctant to share sensitive or competitive 
information such as detailed income, revenue and expense data. Incomplete 
responses may also be the result of capacity issues among smaller organizations that 
do not necessarily have the time and resources to gather the necessary data and 
complete all the questions in the survey. That said, the incomplete responses 
yielded a minimum of usable data and were therefore deemed to contribute enough 
vital information to be included in the analysis.  

Since the framework for data-gathering and analysis was based on (and is consistent with) 
an income-based approach to economic impact analysis, results will provide stakeholders 
with a point of comparison when assessing the performance of the cultural sector in Niagara 
with other sectors in the region as well as with the cultural sector in other regions. The 
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survey also provides a basis for future economic impact assessments of the region. By 
periodically re-issuing data requests based on the survey distributed in the summer of 2012, 
Niagara region would have a consistent framework from which to update the dataset with 
comparable data. 

2.3 Secondary research 

The research team used secondary research in three distinct ways for this study.  

Developing the research framework and KPIs 

The project team conducted a literature scan of background documents related to Niagara, 
its economy and its cultural sector in order to build an understanding of the particular issues 
facing the area—e.g., the Niagara Culture Plan (Niagara Region, 2010) and The Changing 
Economic Structure Of Niagara (Niagara Workforce Planning Board, 2010), among many 
others. This research contributed to the development of a research framework and a 
preliminary list of Key Performance Indicators (KPIs) that the study would aim to assess.  

The research team also referred to over 30 cultural economic impact assessments from other 
jurisdictions in Canada, the US and internationally in order to further develop the list of KPIs 
for this study. Some of the studies that were reviewed focused on a specific cultural 
segment, while others looked at the broader cultural sector in the jurisdiction of application. 
In particular, the research team drew upon national studies such as the Conference Board of 
Canada’s Measuring and Understanding Canada’s Creative Economy (2008); regional studies 
such as the 2008 regional economic impact assessment of arts, culture and heritage in the 
Sea-to-Sky region in British Columbia and the study of the economic impact of culture in 
Atlantic Canada (2004); as well as more localized studies such as City of Toronto’s 2005 
Economic Impact of Culture study and 2011 From the Ground Up report, and the Shaw 
Festival’s 2010 Economic Impact Study report, among others. A common element in all the 
studies and economic impact assessments that were reviewed is their focus on employment 
and commerce value. 

Finally, the research team referred to a number of standard statistical framework guidelines 
for collecting cultural data including Statistics Canada’s Canadian Framework for Cultural 
Statistics (2004) and the Creative City Network’s Cultural Resource Mapping: A Guide for 
Municipalities (2010). These resources were used primarily to develop the research 
framework for this study and to guide the development of research tools (such as the 
survey) to ensure that they aligned with the best practices in collecting cultural data in 
Canada, including the identification of which NAICS codes should be included within the 
scope of study (discussed in Section 1, above).   
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Best Practices and Case Studies 

The research team selected a series of Economic Impact Assessments and cultural studies 
from other jurisdictions across Canada and developed them into case studies. The purpose 
of the case studies is to highlight what outcomes have resulted from similar initiatives in 
other jurisdictions. The case studies also help to demonstrate some best practices for using 
and leveraging an EIA to drive the development of initiatives to support the growth of a 
more vibrant cultural sector.   

Several Canadian cultural regions were considered for the benchmarking exercise in order to 
better understand:  i) best practices in the development of cultural clusters and segments; ii) 
the interrelationships among the sector, cultural workers and institutions; and, iii) the 
strategies adopted and lessons learned.  The jurisdictions were selected as case studies 
based on their relative comparability with Niagara (see selection rationale in Section 5.2).  

Secondary Data 

The project team also collected existing data regarding Niagara’s cultural sector from 
sources such as (but not limited to): Statistics Canada, Niagara Economic Development 
Corporation23, Niagara Research and Planning Council, Niagara Workforce Planning Board, 
and others.  

Secondary data was used directly in the economic impact analysis to determine certain KPIs 
and indirectly, to determine the coverage rate of the survey data. 

The secondary research was also used in order to develop the analysis of some qualitative 
economic indicators that are difficult to capture via hard quantitative economic data (e.g., 
the impact of volunteerism). Providing measures of more qualitative economic drivers is 
important in order to lend additional context to any economic impact assessment and to 
provide a more complete picture of the economic activity generated by the cultural sector. 

 

 

 

 

 

                                                        
 
23 Now replaced by an Economic Development Department within the Regional Municipality of Niagara. 
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3. Survey: Profile of the Industry 

The following section provides a summary of the results from the survey that provides a 
profile of the cultural sector in Niagara. Although the survey yielded a reasonable response 
rate and the survey sample is considered statistically significant overall, there may be some 
areas in the region or segments of the cultural sector that are under-represented. Therefore, 
while the results presented in this section provide insights on the shape and structure of the 
cultural sector in Niagara (e.g., possible comparisons of cities/towns, key characteristics of 
the freelance/independent artist sector and characteristics of the sector in terms of 
employment, etc.) there may be some inconsistencies due to the under-representation of 
certain segments. For this reason, the information presented here should be viewed strictly 
as results of the survey.24    

3.1 Summary of Survey Results 

The survey results presented in this section provide a ‘snapshot’ of the shape and structure 
of Niagara’s cultural sector.  As indicated previously, although the survey yielded a 
reasonable response rate and the topline margin of error (at a 90% confidence interval) was 
relatively low, there may be some areas in the region or segments of the cultural sector that 
are under-represented. These results offer important insights about the profile and 
organization of the cultural sector in Niagara. 

Some of the many highlights from the survey include: 

 Total number of respondents: 225; 

 Largest municipal response rate: St. Catharines; 

 Almost half of all survey respondents were a businesses or organization while the 
next largest group (37%) were freelance/independent artists; 

 Almost half of all responding organizations or businesses operated in more than one 
municipality in the region; 

 The largest portion of responding businesses and organizations reported an 
operating income of less than $20,000; 

 An average of 34.65% of a freelancer’s total personal income comes from his/her 
work as a freelancer; 

                                                        
 
24 Due to the small sample size, any claims made on the basis of this data may over- or under-state the reality in 
Niagara and therefore guides our discretion in presenting survey data only at face value. 
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 The biggest limiting factor to the cultural sector in Niagara cited by respondents was 
access to funding; and, 

 Freelance artists tend to operate more frequently in rural communities whereas 
cultural businesses and organizations tend to operate more frequently in the urban 
areas of the region. Freelancers are not subject to the same restrictions and access to 
suppliers and markets as a business or organization might face.  

3.2 Survey Respondent Profile 

 This subsection provides a summary profile 
of who responded to the survey.   

Of the 225 responses received, the largest 
overall response rate came from the 
municipalities of St. Catharines (92 
responses) and Niagara Falls (32 responses), 
which may reflect where the bulk of cultural 
activity is taking place in Niagara. A more 
complete representation of the distribution 
of responses across Niagara’s 12 
municipalities is given in Figure 2. 

 

 

 

 

 

 

 

 

 

 

 

: Total of Survey Respondents by 

Municipality

Several definitions of terms used in 
the survey may be helpful in 
understanding the results of the 
survey. These terms (taken from 
survey instructions) are: 
 
“Last Fiscal Year” - This term refers to 
the last complete year for which the 
organization has filed taxes. For most, 
the fiscal year will end on December 
31st or March 31st -- making the last 
fiscal year January 1, 2011 to 
December 31st, 2011 OR April 1st 
2011 to March 31st 2012. 
 
“Operating Income” - This term refers 
to the gross amount that the 
company or organization received 
from any source (before any costs of 
doing business, expenses, taxes, debt 
repayments, etc. are accounted for). 
 
“Operating Expenses” - These are any 
expenditures that the company or 
organization made in the process of 
conducting its daily operations. Note 
that this does not include losses from 
investments or other assets. 
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 Source: Nordicity online data collection tool; n=225  

There is also a certain amount of mobility of goods and services across the municipalities in 
the region. Indeed, as the chart in Figure 3 illustrates, almost half (42%) of respondents to 
the survey (regardless of type of respondent) indicated that they operate in other 
municipalities in the region beyond the one in which their primary operations are located.   

 Source: Nordicity online data collection tool; n=219 

Of those respondents that answered ‘Yes’ to operating in other municipalities, the table 
below illustrates how many other municipalities they operate in. For example, 29 
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respondents say that, in addition to their primary municipality, they operate in two to four 
other municipalities.  

Number of Additional Municipalities Respondent Total (Frequency) 

One 10 

Two to Four 29 

Five to Eight 28 

Nine or more 22 

 Source: Nordicity online data collection tool; n=89 

Note: The respondent total (frequency) does not sum to 42% of ‘Yes’ respondents in Figure 3. In response to the 
question whether they operated in other municipalities, not all respondents specified the number of other 
municipalities in which they operated. 

Respondents to the survey were categorized into five groups based on the perspective from 
which they were responding to the survey. Respondents could only select one option to 
identify what type of respondent they represented when completing the survey, and their 
response to that question was linked to key survey logic so that only questions relevant to 
that type of respondent were presented. The five types of respondents included in the 
structure of the survey are:   

 Cultural Organization or Business; 

 Independent artist or freelance professional (responding on their own behalf) 
(“Freelance/Independent”);  

 Industry Association or Alliance (“Association or Alliance”); 

 University or college department, or a specialized industry training institution 
(“Education”); and, 

 Government Department or Agency. 
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Overall, 50% of all respondents were responding on behalf of a cultural organization or 
business, with the next largest respondent category being freelance/independent artists at 
37%. Below is a pie chart demonstrating the distribution of all survey respondent types.  

 
 Source: Nordicity online data collection tool; n=225 

 

The survey also asked respondents to identify which segment of the cultural sector best 
represents their primary area of activity.  Segments included:  

 Heritage 

 Libraries and Archives 

 Museums and Galleries 

 Visual Arts  

 Crafts and Artisanal Production  

 Applied Arts 

 Live Performing Arts 

 Festivals, Events and Cultural 
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 Audiovisual and Digital Media 
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 Sports and Recreation 

 Community Cultural Organizations 
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These segments were then mapped to NAICS categories.   
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As the figure below illustrates, there was quite an uneven distribution of survey respondents 
across the various segments or ‘NAICS codes’. The vast majority of respondents were in the 
NAICS 71 category (Arts, Entertainment and Recreation), whereas NAICS 51 (Information and 
Cultural Industries) was severely under-represented in the survey. For example, according to 
data from Niagara Economic Development, in 2010 there were a total of 718 cultural 
businesses and organizations in Niagara, with 486 in NAICS 71 and 232 in NAICS 51.  Given 
that there was a low response rate to the survey for NAICS 51, these survey responses were 
not used in the economic impact analysis since the results would be too weak. The response 
rate from the survey for NAICS 71 was stronger and these results were therefore used as part 
of the economic impact analysis. The NAICS 71 (Arts, Entertainment and Recreation) 
category also included all 84 freelance and independent professionals responding to the 
survey. 

The relative under-representation of NAICS 51 (Information and Cultural Services) largely 
contributes to Nordicity’s reliance on secondary data, rather than survey data, for the 
economic impact analysis in Section 4 below. However, the survey data still provide 
interesting insights into the structure of the cultural sector in Niagara. Figure 5 shows the 
NAICS respondent totals. 

 
 Source: Nordicity online data collection tool; n=208 

3.2.1  Regional Breakouts of Respondents 

The research team also conducted some analysis of responses by type and cluster. The 
analysis delineated cultural sector clusters by East-West and Rural-Urban.  

The map below shows the division using a red division line between the Eastern (St. 
Catharines, Niagara-on-the-Lake, Thorold, Niagara Falls, Welland, Port Colborne and Fort 
Erie) and the Western areas (Grimsby, Lincoln, West Lincoln, Pelham and Wainfleet). It is 
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important to note that further breakdown of respondents by municipality cannot be made 
due to low response rates in certain individual municipalities. 

 
Source: Niagara Region Website: Niagara Region Map, Area and Population. 

The Eastern municipalities have the most respondents compared to the Western 
municipalities. There were no respondents for two of the respondent type categories in the 
Western municipalities (Educational institution and Association or Alliance). The proportions 
of respondent types are illustrated in the figures below. Over 50% of Eastern respondents 
were responding on behalf of a cultural organization or business.  
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Source: Nordicity online data collection tool; n=35 (West); n=190 (East) 
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The project team also conducted regional breakout analyses using a ‘rural’ vs. ‘urban’ 
categorization of municipalities, based on each municipality’s designation within the 
Niagara's subdivision designation.25 Municipalities categorized as cities are: Niagara Falls, 
Port Colborne, St. Catharines, Thorold and Welland. The following towns are designated as 
rural: Fort Erie, Grimsby, Lincoln, Niagara-on-the-Lake and Pelham. The townships are: 
Wainfleet and West Lincoln.  

The respondent types for rural and urban municipalities are illustrated in Figure 8. Urban 
municipalities have the largest number of respondents (n=156) while also having the most 
respondents in every category of respondent types. These figures indicate that there is a 
higher concentration of cultural activity in the larger urban areas of Niagara.  

Cultural organizations and/or businesses are located in urban areas (58%) more frequently 
than rural areas (33%), reflecting the general tendency for organizations and businesses to 
establish themselves in locations where they can have easy access to key suppliers and 
support businesses as well as other businesses and organizations with whom to collaborate. 
In addition, the urban centres offer access to a larger audience as they are in areas of 
population concentration for both residents and visitors.    

On the other hand, there is a higher concentration of independent artists and freelancers in 
the rural municipalities (51%) compared to the urban municipalities (31%). These figures 
may indicate that freelancers are more mobile, working across multiple municipalities, and 
may not need to be located in urban centres. In addition, most freelancers or independent 
artists do not have a storefront but rather their own atelier/studios located in their own 
homes. The flexible and transportable nature of the freelance and independent artist’s work 
means they are able to choose between the urban and rural areas without losing business or 
the ability to work effectively.  

 

                                                        
 
25 Designations are: City, Town or Township. In our categorization, ‘urban’ includes all municipalities designated 
as cities while ‘rural ‘includes those designated as towns and townships. While somewhat arbitrary, this 
categorization is meant to assist in explaining differences in the nature of responses and response rates found in 
the study. Municipalities may self-designate in this regard, and these designations do not always reflect common 
assumptions. The distinctions are not always evident, e.g., the Town of Fort Erie (designated as ‘rural’) has a much 
larger population than the City of Port Colborne (designated as ‘urban’). 
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Source: Nordicity online data collection tool; n=156 (Urban); n=69 (Rural) 
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3.3 Cultural Organization or Business Profile  

The cultural sector in Niagara is primarily composed of non-profit organizations (82% of 
respondent organizations/businesses), most of which do not have charitable status, as 
evidenced by the results presented in Figure 9, below. On the other hand, there are very few 
public corporations in Niagara’s cultural sector.26  

 

 Source: Nordicity online data collection tool; n=112 

Respondent organizations were also asked to indicate the number of years that they have 
been in operation in the cultural sector in Niagara.  The average age reported by 
organizations was 28 years (based on 112 responses to that question). This figure indicates 
that the cultural sector in Niagara is quite mature and established. These results also indicate 

                                                        
 
26 As per the Canadian Revenue Agency and the Income Tax Act an organization can only register as a non-profit 
(non-charitable status) if it is (primarily): 

 “Organized exclusively for social welfare, civic improvement, pleasure, recreation or any other purpose 
except profit” 

 “Does not distribute or otherwise make available for the personal benefit of a member any of its 
income unless the member is an association which has as its primary purpose and function the 
promotion of amateur athletics in Canada”. 

A non-profit can achieve charitable status if the organization either operates for “the relief of poverty”, “the 
advancement of education”, “the advancement of religion” or, “other purposes that benefit the community in a 
way that the law says is charitable”.  Frequently, cultural organizations do qualify as they are deemed to provide a 
benefit to the community, cultural education and teaching, etc. 
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that the sector is fairly stable and has proven itself to be relatively sustainable. That said, 
such a high average organizational age also indicates that there is little growth in the sector 
with very few new cultural organizations or businesses establishing themselves in the 
region.  

With regard to which cultural sector segments are most active in Niagara, the figure below 
shows the primary cultural segments in which respondent organizations operate. The 
largest share of business and organization respondents identified their primary areas of 
activity were in “Museums and Galleries” and “Heritage”, indicating that these segments are 
core components of Niagara’s cultural sector. 

Source: Nordicity online data collection tool; n=111 

Many cultural businesses and organizations have a defined operating season. For example, 
many performing arts organizations operate on a seasonal basis where they only present 
their cultural offerings for a select period of time during the year and use the rest of the year 
for planning and production. Similarly, some sports or recreational organizations (such as 
outdoor water sports) are limited by seasonal weather patterns. In addition, many cultural 
businesses and organizations in Niagara only operate at full staffing levels during the tourist 
season, relying on a skeleton staff in the off season in order to better manage operating 
costs during times when they may not receive much demand for their products or services.  
Survey respondents in the business/organization category were asked to indicate whether 
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or not they operate on a seasonal basis. In total, about one third of cultural organizations or 
businesses surveyed indicated that they follow an operating season. Of those, the majority 
operated in the fall and spring months, as illustrated in the chart below.27 These results 
illustrate the strength of the industry as a potential destination in the fall and spring months. 
The mostly even distribution of the operating seasons (even the winter is almost a quarter of 
the 97 respondents) also shows an opportunity for making Niagara into a four-season 
destination.   

 
 Source: Nordicity online data collection tool; n=97 

The length of operating seasons varied greatly among respondent organizations.  That said, 
the majority of organizations indicated that their operating season was somewhere 
between 9-10 months long, followed by 7-8 months and six months (see Table 2 below). 
Very few organizations indicated that they had an operating season of five months or less.  

 Respondent Total 
(Frequency) 

Less than one month 1 
1-2 months 2 
3-5 months 1 
6 months 7 
7-8 months 6 
9-10 months 9 

 Source: Nordicity online data collection tool; n=26 

                                                        
 
27 Please note that respondents could select more than one month, which means that there is likely some double 
counting. 
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3.3.1 Financial Profile of Cultural Businesses and Organizations28 

Financial information was a significant part of the survey questionnaire and businesses and 
organizations gave detailed responses of their breakdown of income and expenses. 29  Two-
thirds of respondent organizations or businesses had a total operating income of less than 
$100,000, the majority of which reported an income of less than $20,000 (46%), indicating 
that the cultural sector in Niagara is primarily composed of small- or micro-sized 
organizations (based on income). In most cases, organizations reported having expenses 
that roughly equate to their annual operating revenue, as illustrated in Figures 12 and 13, 
below. This alignment of operating expenses and income is consistent with the structure of 
most cultural organizations in Niagara, which are primarily non-profit organizations. The 
46% of respondents operating in the less than $20,000 income bracket illustrate that many 
organizations are operating on very small budgets to offer their programs and services, 
which can have a number of implications. For example, many organizations indicated that 
they did not have any paid employees, meaning that their organizations rely entirely on 
volunteer human resources. This reality illustrates just how important volunteerism is to the 
survival and sustainability of Niagara’s cultural sector.   

30

                                                        
 
28 Please note that the figures presented in this section do not include figures for freelancers or individual artists. 
29 Note: The terminology used in the survey was ‘income’ since the survey also was administered to individuals 
who worked as freelancers and made an income rather than revenue. The term ‘income’ coincides with the 
standard Statistics Canada business income definition and therefore is more comprehensive than the use of 
‘revenues’, given that ‘income’ also includes grants/subsidies, etc. 
30 Please note that this chart only represents results for cultural businesses and organizations and does not 
include data from freelancers and individual artists. 
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Source: Nordicity online data collection tool; n=90 

Source: Nordicity online data collection tool; n=90 

The various sources of operating income for cultural businesses and organizations are 
illustrated in Figure 14 below. On average, the largest share (percentage) of income comes 
from the sale or rendering of cultural products or services (29.5%).  The next highest average 
share (percentage) of income for businesses and organizations comes from ‘grants, bursaries 
and direct public funding’ (18.9%),31 followed by ‘gifts and contributions’ (13.4%). These 
results indicate just how dependent cultural organizations and businesses in Niagara are on 
public funding and other sources of public and private contributions (e.g. donations, in-kind 
donations, corporate sponsorships, etc.). Public and private support is and will continue to 
be vital to the health and vibrancy of Niagara’s cultural sector. Without these public funds, 
the Niagara cultural sector would be without almost a third (32.4%) of their operating 
income.  

 

 

 

 

 

                                                        
 
31 Excluding tax credits. 
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Source: Nordicity online data collection tool; mode n=10232 
Note: % do not sum to 100% because the number of total respondents varied according to the specific category. Thus, % is 
calculated using different totals. 

 
Licensing is an almost negligible source of income for cultural businesses and organizations 
in Niagara. Indeed, Figure 15 below shows the average proportion of income that business 
and organization respondents earn from the sale or licensing of intellectual property vis-à-
vis all other sources of income. The sale and licensing of intellectual property contributes an 
average of 7% to the overall total operating income for cultural businesses and 
organizations in Niagara. These figures indicate that there might not be a great deal of 
original intellectual property being developed in the region.   
                                                        
 
32 The mode is used when there is a difference in the number of respondents for each question. The mode uses 
only the most frequent number of complete responses to a particular question. 
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Earnings and investments in intellectual property is a commonly used KPI to describe an 
industry or sector’s health, development and success. While intellectual property is an 
imperfect performance indicator for sectoral innovation, the survey asked respondents to 
estimate the income from sale and licensing of IP to determine how much income the sale 
of copyrights and other license fees and royalties may contribute to income. The 7% 
reported by cultural organizations is quite small compared to other industries such as 
engineering and agriculture, for example, where more activities in that sector may drive IP – 
like sale of design plans or plant chemicals/pesticides or modified seeds in the agricultural 
sector. It also indicates that the cultural sector in Niagara has a relatively small number of 
businesses that would typically produce high levels of intellectual property such as 
architectural firms and media and entertainment businesses.  

 

 Source: Nordicity online data collection tool; mode n=102 

Respondent organizations were also asked to provide a breakdown of their operating 
expenses according to type of activity. As shown in the figure below, ‘Wages, salaries and 
employee benefits’33 constitutes the biggest expenditure for cultural businesses and 
organizations in Niagara, while the overhead costs for facilities represents the second largest 
portion of expenses (14.6%  and 10.8%, respectively).  

                                                        
 
33 Excluding fees paid to freelancers. 
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 Source: Nordicity online data collection tool; mode n=102 

Note: % do not sum to 100% because respondent totals vary across questions. Thus, % is calculated using different 
totals. 
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3.3.2 Profile of the Cultural Workforce 

As discussed in the Economic Impact Analysis in Section 4, Niagara’s cultural sector employs 
a total of almost 6,000 jobs, on the basis of the NAICS codes defined in Section 1.3 above.  

Based on the responses provided to the survey, the majority of cultural workers in 
businesses and organizations appear to be employed on a full-time basis. The figure below 
shows the percentage of the survey workforce that is full-time and part-time. The 
percentages represent the total workforce reported; and therefore include seasonal, 
contract and permanent cultural and non-cultural workers. From the survey, 32 businesses 
reported they did not have any paid employees (including themselves). Almost 70% of the 
respondents who indicated that they did not have any paid employees were non-profits 
without charitable status and they were from all cultural segments. Once again, this figure 
indicates just how critical volunteerism is to the health and sustainability of cultural 
businesses and organizations in Niagara.  It may also indicate that organizations are relying 
more heavily on freelance professionals who can complete work on an as-needed basis 
rather than maintaining a full or part-time workforce which requires significant overhead.      

 Source: Nordicity online data collection tool; mode n=51 

In addition, cultural businesses and organizations indicated that they employed 
approximately 203 independent or freelance professionals in a cultural occupation in 2011. 
Out of 50 businesses responding to this question, 35 answered that they did not employ any 
freelance professionals in 2011. In terms of employment of independent or freelance 
professionals for non-cultural occupations, out of the 51 cultural businesses and 
organizations who responded to this question, 47 answered that they did not employ any of 
these individuals, while four businesses indicated that they employed approximately 27 
independent or freelance professionals in a non-cultural occupation in 2011. 

The majority of the workforce - as reported by respondent businesses and organizations - 
have a Bachelor’s Degree as the highest level of education acquired. The full distribution of 
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the level of education for cultural workers in Niagara is displayed in the figure below. This 
figure indicates that, on average, 73% of workers employed in the cultural workforce in 
Niagara have some form of post-secondary education (12%+2%+42%+17%). According to 
the Niagara Workforce Planning Board policy brief, only 19% of Niagara’s workforce holds a 
‘university certificate, diploma, or degree’.34 The provincial average for the same 
qualifications is 29%.35 In light of these statistics, we can see that Niagara’s cultural sector is a 
relatively highly educated workforce. 

 
 Source: Nordicity online data collection tool; mode n=49 n=50 n= 51 

3.4 Profile of Independent Artists and/or Freelance Professionals   

A total of 84 survey respondents indicated that they were freelance professionals or 
independent artists. Respondents indicated that the average number of years they had been 
working as an independent artist or freelance professional in the cultural sector in Niagara 
was just over 18 years. Again, this figure illustrates that the cultural sector in Niagara is quite 
mature and well established. This longevity may be both a strength and a weakness. On the 
one hand, it indicates that there is enough employment and opportunity in the region for 

                                                        
 
34 Niagara Workforce Planning Board , Policy Brief #8 (prepared by en Scholtens 
and Doug Hagar) November 2010. Accessed April 12, 2013: http://www.brocku.ca/webfm_send/15381. 
35 Ibid. 
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independent artists and freelancers to maintain long sustainable careers in the region. On 
the other hand, it also indicates that there are fewer emerging professionals and artists 
establishing themselves in Niagara.  

Freelance professionals in Niagara’s cultural sector work in a number of different capacities. 
The figure below demonstrates the types of different freelance professionals based on 
whether they were providing cultural or non-cultural services, and on whether they self-
categorized as an independent artist, independent instructor or other type of freelance 
professional. The majority of ’freelancer’ respondents identified themselves as independent 
artists, which includes preforming artists, visual artists, musicians and others.   

 
 Source: Nordicity online data collection tool; n=117 
 *Note that some respondents identified themselves as operating in more than one category. 
 

Freelancers reported that, on average, they worked on just over 106 cultural engagements 
in 2011(n=33). This fairly high number of engagements indicates that freelancers in Niagara 
are busy and very active.36 It may also indicate that there is a high reliance in the sector on 
freelance labour which can be used on an ‘as-needed’ basis. By relying more heavily on 
freelance labour, cultural organizations and businesses can manage their costs within 
limited budgets by avoiding high overhead costs related to supporting wages for a larger 
core staff.   While respondents were not asked to specify what types of engagements were 
included in this number, it may include anything from a contribution to a periodical 

                                                        
 
36 In this context a cultural engagement means a contract or project for which a freelance professional was hired 
to complete by a cultural organization or business.  
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publication (i.e. newspaper or magazine), freelance production work for a performing arts 
production, or freelance work on a museum exhibition or program development.  The 
average number of engagements reported by freelancers that indicated that they work as 
an independent instructor or training professional was just over 41 in 2011 (n=10).  

Freelancers were also asked to identify the cultural segments where they are most active. 
Due to the nature of freelance work in the cultural sector, respondents were able to select 
several different cultural segments that apply to them. Overall, there was a higher frequency 
of freelancers and independent professionals who indicated they were active in the ‘Live 
Performing Arts’ and ‘writing and publishing’ segments’. The figure below illustrates which 
segments of the cultural sector are the most active for freelance and independent 
professionals. 

 
Source: Nordicity online data collection tool; n=219 
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Freelancers and independent artists were also asked to report on their total income from 
2011 – including any income from their work as a freelancer or artist and any other source of 
income (e.g., additional employment). In total, about 58% of respondents reported they 
earned $35,000 or less. Statistics Canada data for Ontario in 2011 broke down average 
weekly earnings by industry. For the ‘Arts, entertainment and recreation’ industry, the 
average weekly earnings is $532.85.37 As a yearly income, this adjusts to about $27,700.38 For 
‘Information and cultural industries’, average weekly earnings are $1,134.03– that is 
approximately $58,970 annually.39 The freelancers in the survey earn modestly more than 
their ‘Arts, entertainment and recreation’ compatriots but 60% less than those in the 
‘Information and cultural industries’. Freelancer and independent artists in Niagara’s cultural 
sector, on the whole, are earning less than in every other industry except for the ‘Arts, 
entertainment and recreation’ and the ‘Accommodation and food service’ industries.40  

 
 Source: Nordicity online data collection tool; n=60 

                                                        
 
37 Statistics Canada. (2013). “Earnings, average weekly, by industry, monthly  
(Ontario)”. Accessed April 9, 2013 from: http://www.statcan.gc.ca/tables-tableaux/sum-som/l01/cst01/labor93g-
eng.htm 
38 Ibid. 
39 Ibid. 
40Listed by Statistics Canada in the CANSIM table 281-0028. 
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Respondents were also asked to report the percentage of their total income in 2011 that 
came from work in the cultural sector as a freelance professional and/or independent artist. 
The average percentage of total income attributed to work as a freelancer was almost 35%, 
indicating that freelancers and independent artists heavily subsidize their work with 
additional sources of income like additional employment. This means that the earnings of a 
freelancer or independent artist in Niagara are not enough to live on for the average citizen 
of Niagara. This is a weakness inherent in the cultural sector since the nature of the cultural 
sector is an ‘ebb and flow’ of interest in cultural goods and services and not always a steady 
stream of income. Ten respondents indicated that they did not earn any income from their 
work as an independent artist, freelance professional or independent instructor in the 
cultural sector in 2011. The figure below illustrates the average percentage of income 
earned by freelancers for their work as a freelance professional, independent artist and/or 
independent instructor in 2011. 41  

 
Source: Nordicity online data collection tool; income earned as an instructor n=55, income earned as an 
independent artist n=54, income earned as a freelance professional n=55 

As seen above in Figure 22, many freelancers and independent artists in Niagara have to 
supplement their income with other part-time, full-time, seasonal or contract employment; 
either with a cultural organization or with a non-cultural organization, potentially with both 
(see Figure 23 below). Indeed, 38% of respondents indicated that they were employed by a 

                                                        
 
41 Please note that some respondents may have reported income from more than one of these activities as they 
may have worked as an independent artist, freelance professional and independent instructor or any 
combination thereof during FYE 2011.  
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cultural organization and 47% indicated that they were employed by a non-cultural 
organization.42  

 
Source: Nordicity online data collection tool; with a cultural organization n=90, with a non-cultural organization 
n=88 

Very few independent or freelance cultural workers access public funding to support their 
cultural profession. As Figure 24 shows, only two respondents indicated that they received 
government assistance in their capacity as a freelance or independent artist. Given the 
importance of public funding to the cultural sector and for individual workers, this should be 
studied further. 

 

                                                        
 
42 Please note that because of the way the questions were designed these figures cannot be viewed as additive. 
Some respondents may have responded “yes” or “no” to both questions or may have answered “yes” to one 
question but “no” to the other. As such, it is not possible to deduce the total percentage of respondents who did 
or did not seek employment beyond their freelance work.   
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Source: Nordicity online data collection tool; n=70 

Most freelancers indicated that their reason for being in Niagara was that they were born 
and/or raised in Niagara. However, ‘employment opportunities’ was also frequently selected 
as a reason for being located in Niagara, which likely indicates that there are a number of 
freelancer opportunities in the region and surrounding areas. It could also indicate that 
these individuals found another source of employment in Niagara that allows them to 
supplement their freelance income. Also, very few respondents answered that their primary 
reason for being located in Niagara was the vibrant cultural sector or the sense of 
community. These results highlight a key opportunity for the Niagara Region and its 
partners to improve the visibility of Niagara as a place to locate due to its rich offerings of 
cultural experiences and vibrancy. Figure 25 illustrates the full breakdown of reasons why 
freelancer respondents indicated they are located in Niagara.  
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 Source: Nordicity online data collection tool; n=138 

3.5 Perspectives on the Cultural Sector in Niagara: Qualitative Survey 

Questions 

The survey asked respondents to offer their thoughts and insights on the vitality of the 
cultural sector in Niagara. The results of these questions are presented below.   

Live Performing Arts and Sports and Recreation are deemed ‘Extremely Active’ in 

Niagara 

Most survey respondents indicated that the ‘Live Performing Arts’ and ‘Sports and 
Recreation’ segments of the cultural sector are ‘Extremely Active’ in Niagara (61 respondents 
and 68 respondents, respectively).  In addition, ‘Festivals, Events and Cultural Celebrations’ 
were identified as ‘Very Active’ by 71 respondents. On the other hand, respondents 
indicated that ‘Writing and Publishing’ and ‘Music and Sound Recording’ are segments that 
are ‘Not at all Active’ in Niagara (39 and 28 respondents selected ‘Not at all Active’ for these 
segments respectively). This perception is likely a reflection that the  performing arts and 
sports and recreation segments have the most media coverage of all sub-sectors as well as 
the fact that the survey occurred during the peak of performing arts and sports season. This 
relatively intense media coverage for live performing arts and sports at the community level 
(and the GTA for performing arts) could be expanded to the Niagara regional level to build 
regional audiences.  
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 Respondent Total (Frequency) 

Live Performing Arts: Extremely Active  61 

Sports and Recreation’: Extremely Active 68 

Festivals, Events and Cultural Celebrations: Very Active 71 

Writing and Publishing: Not at all Active  39 

Music and Sound Recording: Not at all Active  28 

Source: Nordicity online data collection tool 

Financial support is deemed an ‘Extremely Limiting’ factor for the success and 

development of the cultural sector in Niagara 

Respondents were also asked to identify the most significant factors limiting the success and 
development of the cultural sector in Niagara. Of the 13 factors listed in the survey, most 
respondents agreed that ‘level of financial support for the sector from the Regional 
government’ (60 respondents selected this factor as extremely limiting) and ‘level of 
financial support for the sector from the Federal government’ (53 respondents) were both 
‘Extremely Limiting’ factors.43  On the other hand, the ‘Value of the Canadian Dollar’, 
‘Availability of skilled cultural professionals’, and ‘Level of tourism in your Municipality’ were 
all identified as ‘not at all limiting’ by a large proportion of respondents (37, 22 and 27 
respondents, respectively). These results indicate that there is a need for greater financial 
support from all levels of government among cultural organizations in Niagara.  

 

 

 

 

 

                                                        
 
43 A question about levels of Municipal financial support was also asked, but did not have a significant response 
rate. 
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 Respondent Total 

(Frequency) 

Level of financial support for the sector from the Regional 
government: Extremely Limiting 

60 

Level of financial support for the sector from the Federal 
government: Extremely Limiting 

53 

Value of the Canadian Dollar: Not at all limiting  37 

Level of tourism in your Municipality:  
Not at all limiting  

27 

Availability of skilled cultural professionals: Not at all limiting  22 

Source: Nordicity online data collection tool 

Public participation in cultural products, services or activities has slightly increased 

over the last five years 

Finally, respondents were asked to comment on their perception of public participation in 
cultural products, services or activities in Niagara over the last five years. The table below 
illustrates the distribution of responses for this question. There were 58 respondents who 
agreed that public participation has slightly increased over the last five years. 

: Perception of public participation in cultural products, services or activities in Niagara over the 

last five years

 Respondent Total (Frequency) 

Don't know 16 

Greatly decreased 18 

Slightly decreased 24 

Slightly increased 58 

Greatly increased 23 

Stayed the same 21 

Source: Nordicity online data collection tool 
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4. Economic Impact Analysis 

A rich and diverse cultural sector can have far reaching benefits to a society. A number of 
assessments of cultural sectors have highlighted that a vibrant cultural sector provides 
positive outcomes for society as a whole such as: quality of life, attractiveness of 
communities to new residents and economic development. Alongside these societal 
benefits, the cultural sector also makes an important economic contribution. In the 
following section, we present the results of our analysis of the economic impact of the 
cultural sector in Niagara. 

In assessing the economic impact of the cultural sector, it is important to include both 
quantitative economic indicators as well as contextual qualitative indicators to provide a 
more complete picture of the economic activity generated by a sector. 

Using a customized Statistics Canada Input-Output (I-O) table, the research team was able to 
calculate the economic impact for the Niagara area by (in certain cases) extrapolating from 
the provincial level to the Niagara area (a sub-provincial jurisdiction). Since I-O tables are at 
the provincial level, Nordicity adjusted the import ratios44  to reflect the import ratios of 
Niagara and used this data to conduct a more robust economic impact analysis for the area. 
The research team assessed direct, indirect and induced economic impact of labour income, 
gross regional product (GRP) and employment in Niagara’s cultural sector.   

The research team’s calculation of the direct economic impact is based on employment 
and revenue inflow/outflow at the organizational level. This direct economic impact 
calculation also uses key information from the survey, such as operating income and 
expense breakdowns, which feed into the calculations of indirect and induced economic 
impacts.   

The indirect economic impact is calculated using the Statistics Canada I-O tables and 
captures the increased economic activity experienced by the region from business sectors 
associated broadly with the cultural sector that are supplying goods and services to the 
sector.  

The induced economic impact is calculated using the Statistics Canada I-O tables and can 
be interpreted as the increase in economic activity attributable to re-spending of labour 
income within an economy.  

                                                        
 
44 Import ratios: Ratio is between 0 and 1. The ratio is based on the demand of the goods and the ability of 
Niagara to supply that good. For example, bananas may be highly demanded in Niagara but Niagara does not 
produce any bananas and thus must import 100% of the bananas to satisfy the demand. Thus, the import ratio is 
1.0. 
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4.1 Summary of Economic Impacts  

 In total, the direct, indirect and induced economic impacts associated with the cultural 
sector in Niagara generated over 13,000 jobs within the region. The sector also generated 
$396.3 million in labour income for Niagara residents and $595.2million in GRP for Niagara’s 
economy.   

 
: Summary of total economic impact of cultural sector in Niagara, 2011, employment

 

  
Source: Nordicity estimates based on data from online survey, Statistics Canada and CMPA, Profile 2011. 
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: Summary of total economic impact of cultural sector in Niagara, 2011, total labour income 

 
 

Source: Nordicity estimates based on data from online survey, Statistics Canada and CMPA, Profile 2011. 
 
 

: Summary of total economic impact of cultural sector in Niagara, 2011, GRP

 
Source: Nordicity estimates based on data from online survey, Statistics Canada and CMPA, Profile 2011 
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4.2 Direct Impact 

In this section we quantify the direct economic impact of the cultural sector in Niagara. The 
direct impact refers to the employment and GRP effects within the cultural sector itself.  

4.2.1 Employment 

In 2011, the cultural sector in Niagara generated an estimated 5,812jobs. The largest 
employment contribution came from the amusement and recreation sub-sector, which 
accounted for 1,949 jobs, or 35% of total employment. The amusement and recreation sub-
sector was followed by the performing arts and spectators sport sub-sector (27%), 
publishing sub-sector (17%) and heritage institutions sub-sector (13%). The film and video, 
broadcasting and music sub-sectors all accounted for 5% or less of Niagara’s cultural sector 
employment in 2011. 

 

 

Several definitions of terms used in the EIA may be helpful in understanding the results 
of the EIA. These terms are: 
 
Labour income ($) comprises the direct, indirect and induced impact in terms of the 
wages and employment benefits earned by workers. Since wages are paid directly to 
households in exchange for labour, these households spend their income directly into 
the regional economy and this money cycles through the economy and has direct, 
indirect and induced economic impacts for the Niagara area.  

 GRP ($) is the Gross Regional Product and is measured using goods and services 
production and import ratios. Since businesses sell and buy goods and services, these 
expenditures cycle through the economy and have direct, indirect and induced economy 
effects in the Niagara area. 
 

’Jobs’ measures the number of full-time equivalent jobs generated in the Niagara area 
by the economic activity in the area. Jobs are created (i.e., hired) in the economy directly 
in the cultural sector, hired indirectly through business sectors associated broadly with 
the cultural sector, and the induced hiring effect is a result of hiring in the peripheral 
industries that are marginally affected by the cultural industry. 
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Source: Nordicity calculations based on data from Census 2006, Survey of Employment Payroll and Hours, CANSIM matrix 
281-0024 
* Includes production, distribution and exhibition of film and video 
** Excludes gambling industry 

In Figure 30 we benchmark Niagara’s cultural sector employment by comparing it on a per-
capita basis to cultural sector employment across Ontario. We calculated the number of jobs 
in each cultural sub-sector on a per-capita basis for Niagara and Ontario and then compared 
these per-capita amounts to determine if Niagara’s level of cultural employment was higher 
or lower than the Ontario average in 2011. The results are expressed on an index basis.  

Benchmarking index 

An index value of 100 indicates that Niagara’s population-adjusted employment was on 
par with the Ontario average. An index value of over 100 indicates that the population-
adjusted employment in Niagara was above the provincial average. For example, an index 
value of 150 indicates that population-adjusted employment in Niagara was 50% higher 
than the provincial average. Conversely, an index value below 100 indicates that Niagara’s 
population-adjusted employment was below the provincial average. For example, an 
index value of 89 indicates that Niagara’s population-adjusted employment was 11% 
below the provincial average. 
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The results indicate that population-adjusted employment in Niagara in 2011 was above the 
provincial average in five of the seven cultural sub-sectors. Employment in the heritage 
institutions sub-sector was over three times the provincial average; and employment in the 
performing arts and spectator sports sub-sector was more than double the provincial 
average.  

Niagara’s level of employment in the amusement and recreation (excluding gambling), 
publishing and music sub-sectors were also above the provincial average. Only the film and 
video and broadcasting sub-sectors displayed employment levels below the provincial 
average. Overall, in 2011, the population-adjusted employment in Niagara’s cultural sector 
was 51% higher than the provincial average. 

 
Source: Nordicity calculations based on data from Census 2006, Survey of Employment Payroll and Hours, CANSIM matrix 
281-0024 
* Includes production, distribution and exhibition of film and video 
** Excludes gambling industry 
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4.2.2 Labour Income 

Overall, Niagara’s cultural workforce earned an estimated $143.6 million in labour income in 
2011. This estimate is based on a combination of data collected from the online survey, 
Statistics Canada and the Canadian Media Production Association (see Appendix C for 
additional detail on data sources). The publishing sub-sector accounted for the largest share 
of labour income at $59 million (or 41% of the total).  

Employees of organizations engaged in arts, sports, heritage, amusement and recreation 
activities earned an estimated $43.3 million, while freelancers working in these sub-sectors 
earned an estimated $12.0 million in 2011. Labour income in the film and video sub-sector 
totalled $15.4 million. The broadcasting sub-sector accounted for $12.3 million in labour 
income, while the music sub-sector accounted for $1.6 million in 2011. 

 
Source: Nordicity estimates based on data from online survey; Statistics Canada, Census 2006, Survey of Employment 
Payroll and Hours, CANSIM matrix 281-0024, CANSIM matrix 381-0014 
* Includes production, distribution and exhibition of film and video 
** Includes performing arts, spectator sports, heritage institutions, amusement and recreation activities; excludes 
gambling industry 
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Underlying the labour income statistics is the fact that there is a wider variance in the 
average earnings across the cultural sub-sectors. Average salaries appear to be the highest 
in the broadcasting sub-sector, where the average annual labour earnings were just under 
$85,000 per full-time worker in 2011. Average annual earnings in the publishing, film and 
video, and music sub-sectors were in the range of $53,000 to $60,000. The survey data 
indicate that average annual earnings of employees and freelancers in the arts, sports, 
heritage, amusement and recreation sub-sector was $13,600 in 2011. 

 
Source: Nordicity estimates based on data from online survey; Statistics Canada, Census 2006, Survey of Employment 
Payroll and Hours, CANSIM matrix 281-0024, CANSIM matrix 381-0014 
* Includes production, distribution and exhibition of film and video 
** Includes performing arts, spectator sports, heritage institutions, amusement and recreation activities; excludes 
gambling industry 

4.2.3 Gross Regional Product 

While GRP in the cultural sector is largely comprised of labour income, it also includes 
operating surplus (i.e., the economic returns earned by suppliers of capital). Niagara’s 
cultural sector earned an estimated $32.6 million in operating surplus in 2011, including 
operating surpluses earned by businesses and the income of sole proprietors. Adding this 
estimate of operating surplus to total labour income results implies that Niagara’s cultural 
sector generated a direct GRP of $176.2 million in 2011. 
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Source: Nordicity estimates based on data from online survey; Statistics Canada, Census 2006, Survey of Employment Payroll 
and Hours, CANSIM matrix 281-0024, CANSIM matrix 381-0014 

The publishing sub-sector accounted for the largest single share of GRP in 2011: it generated 
a GRP of $73.8 million, or 42% of the total GRP for the cultural sector. The publishing sub-
sector was closely followed by the arts, sports, heritage, amusement and recreation sub-
sector, which generated $63.3 million, or 36% of the total GRP for the sector. The 
broadcasting, film and video, and music sub-sectors account for the remaining 22% of 
cultural sector GRP in Niagara in 2011. 
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Source: Nordicity estimates based on data from online survey; Statistics Canada, Census 2006, Survey of Employment 
Payroll and Hours, CANSIM matrix 281-0024, CANSIM matrix 381-0014 
* Includes production, distribution and exhibition of film and video 
** Includes performing arts, spectator sports, heritage institutions, amusement and recreation activities; excludes 
gambling industry 

4.3 Indirect Impact 

The indirect impact measures the increase in economic activity in other industries that 
supply inputs to the cultural sector in Niagara. To estimate the indirect impact the research 
team developed a model based on Statistics Canada’s I-O tables for the Ontario economy. In 
preparing this model we took into account key differences between the Ontario and Niagara 
economies. Specifically, we reviewed the import ratios for each industry in the Ontario 
economy and made adjustments to those import ratios so that the model better reflected 
the nature of the Niagara economy.45  

In general, as one moves from a national to a provincial and then to a regional economy the 
rate of importation (i.e., economic leakages) would increase. Therefore, the import ratio in 
Niagara for a particular commodity would be equal to or greater than the provincial rate. 

                                                        
 
45 For example, the import ratio for financial services industry for the Niagara economy would be much higher 
than that of the Ontario economy. Given that Ontario’s (and most of Canada’s) financial industry is based in 
Toronto, Ontario residents’ expenditures on financial services are unlikely to leave the province. Niagara 
residents’ expenditures on financial services are just as likely not to leave the Ontario economy, however, they 
are more likely to leave the Niagara economy, and therefore, a higher import ratio is warranted. 
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This rate does vary from commodity to commodity, depending on the degree to which the 
commodity can be supplied from within the Niagara economy. This rate can also vary over 
time, as the Niagara economy changes. The import ratios for this analysis are based on 
Statistics Canada’s 2008 I-O tables, and therefore, reflect the Niagara economy at that point 
in time. The results of the review and adjustments to the import ratios can be found in 
Appendix B.46 

In modeling the indirect impact, the research team also took into account that cultural 
sector organizations and firms in Niagara would directly purchase goods and services from 
outside the region. The survey data indicated that approximately 63% of non-labour 
expenditures are first spent in Niagara while 37% of expenditures on non-labour inputs are 
paid to entities outside Niagara.  

 
Source: Nordicity estimates based on data from online survey 
* Note: While this survey question was directed at all organization respondents participating in the online survey, 
the question was answered, in large part, by respondents from the performing arts, spectator sports, heritage 
institutions, amusement and recreation sub-sectors 
n=84 

                                                        
 
46 Typically economic injections are a result of changes in foreign demand/output, not domestic demand/output. 
In theory, of course, one could argue that an increase in demand/output in Niagara would increase demand for 
inputs in the rest of Ontario or Canada, which in turn, could result in increased demand for Niagara products. For 
example, higher demand for TV services in Niagara would lead to a leakage in the form of rights payments to 
Toronto based producers/distributors, who, in turn might buy some Niagara ice wine for a party. However, this 
sort of injection is negligible and is therefore not included in the analysis. 
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The modeling of the indirect impact took into account the expenditure profile of cultural 
sector organizations and firms in Niagara. The survey data were used to develop an 
expenditure profile for the NAICS 71 segments. Since there was limited survey data for the 
NAICS 51 segments, the research team consulted Statistics Canada’s I-O tables for NAICS 51 
in order to develop an expenditure profile that could be applied across all of the NAICS 51 
subsectors. A detailed breakdown of the non-labour expenditures for each NAICS category 
can be found in Appendix C. 

Out of total operating expenditures of $392.9 million, our analysis indicates that $248.1 
million was devoted to non-labour expenditures. Out of these total non-labour 
expenditures, $91.8 million was paid to suppliers located outside of Niagara, while $156.3 
million was paid to suppliers inside Niagara. 

: Summary profile of operating expenditures, 2011 ($M)

 Total cultural sector 
Total operating expenditures 392.9 
   Labour expenditures 144.8 
   Non-labour expenditures 248.1 
      Purchases from outside Niagara 91.8 
      Purchases from Niagara suppliers 156.3 
Source: Nordicity estimates based on data from online survey, Statistics Canada and CMPA, Profile 2011. See Appendix C for 
additional detail on calculations and data sources.  

Using this breakdown of the Niagara cultural sector’s non-labour expenditures, the research 
team modeled the economic impact that the sector has on the wider Niagara economy 
through its purchases of inputs from local businesses – i.e., the indirect economic impact. 
This model was on Statistics Canada I-O tables for the Ontario economy adjusted to take into 
account the economic leakages from the Niagara economy (discussed above).  

Niagara’s cultural sector payments of $156.3 million to Niagara suppliers generated 1,193 
workers employed in Niagara across a variety of industry sectors. These workers earned a 
total of $56.1 million in labour income;47 the average salary across these supplier 
occupations was $47,000. In total, the purchases of inputs from Niagara suppliers generated 
an indirect impact of the cultural sector generated $101.8 million of GRP for Niagara.  

 

                                                        
 
47 This estimate of labour income includes all employees of Niagara-based supplier companies regardless of 
whether these employees reside inside or outside Niagara. While there is no need to separate the labour income 
impact on the basis of residency, the assumption is that any labour income by non-residents is offset by labour 
income of Niagara residents employed by suppliers located outside of Niagara. 
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: Summary of indirect economic impact in Niagara, 2011

 Total  

cultural sector 
Employment (jobs) 1,193 
Labour income (i.e., wages and benefits) ($M) 56.1 
GRP ($M) 101.8 
Source: Nordicity estimates based on data from online survey, Statistics Canada and CMPA, Profile 2011. 

4.4 Induced Impact 

The induced economic impact arises as laborers that earn income at the direct and indirect 
impact stages re-spend their income throughout the economy. While Statistics Canada’s 
Input-Output (I-O) tables do provide a basis for calculating the indirect economic impact of a 
given economic activity, they do not permit one to directly calculate the induced economic 
impact. In the absence of multipliers from Statistics Canada, the research team developed a 
simple approach for deriving an induced economic impact multiplier, which follows the 
general principle of induced economic impacts and infinite mathematical series. 

: Summary of induced economic impact in Niagara, 2011

 Total  

cultural sector 
Employment (jobs) 210 
Labour income (i.e., wages and benefits) ($M) 9.9 
GRP ($M) 16.5 
Source: Nordicity estimates based on data from online survey, Statistics Canada and CMPA, Profile 2011. 

4.5 Other Spillover Impacts 

Spillover impacts are the intangible economic effects generated either by non-commercial 
stakeholders (i.e., suppliers and producers) within the sector or stakeholders outside of the 
cultural sector but which feed into or out of the cultural sector indirectly. Some spillover 
impacts include non-monetized goods and volunteerism. Since volunteerism cannot be 
quantified in a traditional ‘payment for services rendered’ method, it falls into the spillover 
qualitative analysis section.   

Non-monetized goods 

Non-monetized goods and services are those generated in a sector for which a monetary 
value cannot be readily attributed. Access to and participation in cultural events, programs, 
products and services are often cited as key factors impacting the quality of life in a city or 
region for current and potential citizens and are used by many jurisdictions in setting 
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strategies for community and economic development.48 For example, access to and 
availability of cultural events are cited in location surveys as a factor in retaining and 
attracting young families, investors and visitors in a region.  

The methodological issues in trying to monetarily quantify these impacts are numerous, 
including attribution to specific events/programs/institutions in a complex, multi-variable 
world and attribution of dollar values to an intrinsically qualitative good. Generally, the 
approach in past surveys has been to ask respondents - on an ordinal scale - to indicate how 
important specific cultural events, programs and institutions are to their overall quality of 
life and/or how important they were in specific decisions such as visiting or moving to a city 
or region.  

While a vibrant cultural sector is key to making Niagara an attractive place for young 
families, investors and visitors, as discussed in the Niagara Culture Plan, measuring the 
impact of Niagara’s cultural sector on quality of life and the influx of new families and young 
professionals was not within the scope of this study. That said, the high median age in 
Niagara (44 years)49 compared to the rest of the province (39.6)50 may be an indicator that 
attracting young families and young professionals to the region is currently a challenge.  
Investing in developing a more diverse cultural sector could be an important step toward 
overcoming that challenge. 

Volunteerism 

The vast majority of organizations that responded to the survey indicated that they make 
use of volunteers. These results indicate that the value of volunteerism is significant, 
particularly in terms of its role in helping to support the ongoing vitality of the sector.  

The volunteer sector cannot be analyzed fully because there are no standards in economic 
literature for capturing the economic value of volunteers. In addition, there are difficulties 
inherent in the survey data and there is a lack of external secondary research regarding 
volunteers in the cultural sector in Niagara, which prevents a thorough analysis.51  In sum, 

                                                        
 
48 To cite but one example, see Chapter 2- “Economic Development: Quality of Life”, and Chapter 11- “Culture” in 
the City of Newport, Virginia’s comprehensive plan titled: ‘Framework for the Future 2030’. Initially part of the 
second update 2005, revisions made on an ongoing basis. Accessed February 7, 2013 from: 
http://www2.nngov.com/newport-news/plan/framework2008/index.html. 
49 Niagara Economic Development Corporation. (2010). Population Profile. Accessed February 7, 2013 from: 
http://www.niagaracanada.com/INVEST-IN-NIAGARA/Economic-Profile/Population-Profile/  
50 Statistics Canada. (2011). Canada’s Population Estimates: Age and Sex. Accessed February 7, 2013 from: 
http://www.statcan.gc.ca/daily-quotidien/110928/dq110928a-eng.htm 
51 We have outlined the state of current economic thought on the volunteerism issue in Appendix H. The 
discussion outlines the different ways to model volunteerism, including a method applied to the survey 
 



 
 
 
 
 
 
 
 
 
 
 

 

Economic Impact Assessment of the Cultural Sector in Niagara 65 of 174 

 

the research team was unable to value volunteerism in Niagara’s cultural sector in this study. 
Given the importance of the volunteer sector to the cultural industries in Niagara (and the 
rest of Canada), further research should be undertaken specifically in this area (see 
suggestions for further study in Section 6.2).52  

5. Niagara in Context  

5.1 Economic impact of Niagara’s cultural sector: comparison with other 

Canadian jurisdictions (direct impact) 

In the analysis, the research team compared the relative economic impact of culture in 
Niagara with various jurisdictions in Canada, based on per-capita direct impact GDP data. 
Such a cross-jurisdictional comparison of economic impacts of the cultural sector can only 
be made for direct economic impacts for the following reasons: 

The calculation of direct economic impacts is based on standard economic methodology 
using employment and wages. The indirect and induced economic impact numbers can be 
calculated using various economic models; thus, the latter two impacts cannot be 
considered comparable to the results generated by this study’s analysis.  

In calculating the direct economic impacts, it is important to standardize the results based 
on per capita calculations since the results of the economic impact assessments conducted 
in other jurisdictions vary according to the geographic scope. A simple comparison by size 
of population is therefore somewhat problematic. For example, some of the comparable 
studies are provincial in scope while others are municipal or regional. These differences in 
geographic scope mean that there are a number of uncontrolled variables and factors that 
could affect the impact of the cultural sector.  For instance, a provincial jurisdiction will likely 
experience a higher than average amount of “domestic tourism” than a regional or 
municipal jurisdiction.53  There are other factors that can also affect the length of stay and 
the spending patterns of tourists, which is, in turn, reflected in the cultural sector impact. 
These other factors include: proximity to the US border, proximity to major urban centres 
(such as the GTA in the case of Niagara), proximity to a major port for cruise ships (as is the 
case in Halifax), or relative isolation (as with Newfoundland and Labrador). Further to the 

                                                                                                                                                                  
 
responses. We note that this should be used only for demonstration purposes and not as indicative results, as 
explained in the Appendix text. As well, we have included a synopsis of the results of a study on Niagara: ‘Niagara 
Voluntary Sector Labour Force Study’ by the Centre of Community Leadership at Niagara College, published in 
2003. The results of this study could not be used in this study due to several inconsistencies in methodology. 
52 A more complete discussion of volunteerism in Niagara is contained in Appendix H. 
53 Governmental jurisdiction is also operative, as there may be more per capita investment in a provincial 
geographic area than a regional one. 
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consideration of the cross-regional comparisons, the calculation of each direct economic 
impact may differ according to the definition of the components to be included in the 
cultural sector and, as such, might either inflate or underestimate the effects of the cultural 
sector depending on what limitations were placed on the study’s scope. The dates also 
varied widely across the studies and so the tourism economy’s strength in the year 
measured for a particular area/event may have been a factor in affecting the direct 
economic impact numbers. 

As stated, the research team’s analysis was limited to the per-capita direct impact GDP for 
each jurisdiction. Figure 36 below provides a summary of the comparison between the 
direct economic impacts of culture in Niagara and other cities/regions in Canada.  Niagara’s 
per capita direct impact GDP is significantly smaller than Halifax and Toronto. Halifax’s result 
is most comparable in this case since it has a comparable population size to Niagara. On a 
total direct economic impact GDP basis, Niagara’s cultural sector generates $408.48 per 
capita in direct economic impact.  

As part of this comparison, the population data were either contained in those studies or 
were obtained from Statistics Canada for the year closest to the publication year of the 
study. The research team notes that the direct impact comparators are a mix of cities, 
regions, or provinces and include the national average (Canada). The results for Toronto are 
relatively high given the large of number of cultural activities that occur in the Greater 
Toronto Area (GTA).  

: Summary of direct economic impact in other studies - Cities only

 

 
 Source: Various Studies. Complete citations in Appendix E. 
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Further to this analysis, in the following figure the research team provides the estimated per 
capita direct GDP impact for provinces, regions and the national per capita amount. These 
figures were separated for easier comparisons among similar factors like designations as a 
province or region or city-to-city comparisons. 

Summary of direct economic impact in other studies – Province, Region, and Country only

 
Source: Various Studies. Complete citations in Appendix E. 

In addition to the comparisons provided above, a number of jurisdictions that conducted 
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Study (2008), the Prince Edward County Economic Development Study (2008) and the Economic 
Impact Assessment of the Creative Sector in Kelowna (2010). These case studies provide an 
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one presented in this report. 

5.2 Outcomes of Economic Impact Assessments: Case Studies 
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cultural studies have acted as catalysts for a number of initiatives –whether encouraging 
targeted investment to deal with specific needs and gaps, to the development of strategies 

$1,504.62  

$1,241.13  

$952.93  $957.07  $897.44  $910.44  
$806.05  

$0.00  
$200.00  
$400.00  
$600.00  
$800.00  

$1,000.00  
$1,200.00  
$1,400.00  
$1,600.00  

$
 P

e
r 

C
a

p
it

a
 

Province, Region, Country 



 
 
 
 
 
 
 
 
 
 
 

 

Economic Impact Assessment of the Cultural Sector in Niagara 68 of 174 

 

towards growing and developing a more vibrant cultural sector.54  This section contains a 
series of case studies from other regions in Canada that have conducted an EIA and/or 
strategic planning exercise for culture.  

Three case studies were selected for inclusion in this section – Sea to Sky-Whistler, Central 
Okanagan-Kelowna and Prince Edward County— in light of the following considerations:  

 Similarity of structure and dynamics to the Niagara region (e.g., regional scope, 
structure of the economy, urban/rural, presence of a metropolitan centre, similar 
population demographics, etc.);  

 Existence of previous EIA and/or cultural planning studies;  

 Development and application of regional-based strategies for culture; 

  Similarity of community-based economic planning including all sectors 
(environment, social, cultural); 

 Existence of major attractions that can be leveraged to extend visits to other smaller 
attractions throughout the community; and, 

 Existence of complementary sectors that can be leveraged to extend visits. 

For example, like Niagara, the three selected case study regions are located near major 
metropolitan areas (MMA) and their cultural sectors either draw their clientele from those 
MMAs or are part of the production value chain based in those MMAs. All three regions have 
a medium-to-large centre, surrounded by smaller peripheries and experience both 
competitive and collaborative dynamics between rural and urban communities as well as 
between marquis attractions and more community-based cultural assets.  

In addition, all three case study regions have adopted strategies that recognize the need to 
diversify the economic focus away from “tourism” to focus on community development and 
cultural place-making from a local perspective in which tourism development strategies are 
balanced with community-based, quality-of-life strategies.   

All three regions are also facing similar demographic challenges related to an aging 
population—compounded by an influx of baby boomers looking for a second home or 

                                                        
 
54 It was beyond the scope of this study to assess the methodology and data used in these studies for 
comparability with the current EIA study in the Niagara region. Thus, we simply note the results and use of these 
studies in developing initiatives and strategies in their respective regions. We also note that the series of studies 
undertaken in the Okanagan region appear to be the most comprehensive and thus the most comparable – 
subject to verification cited above – with Niagara. 
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retirement destination in a more rural setting—and the attraction and retention of  young 
professionals and families.  

5.2.1 Central Okanagan Region / Kelowna, British Columbia 

The Regional District of the Central Okanagan is situated along the shores of Okanagan Lake 
in the southern interior of British Columbia. The area is an attractive tourist destination and 
has a wide range of businesses. The region is comprised of seven separate municipalities, 
with the City of Kelowna being the largest urban centre.   

: Map of Okanagan Region/Kelowna, British Columbia
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The region’s population in 2011 was 187,351 with Kelowna’s population accounting for 
121,921.  The table below compares some basic statistics from the Central Okanagan and 
Niagara.   

Facts Central Okanagan Region/ 
Kelowna CMA 

Niagara Region 

Geographic Area 2,904 km2 1,852 km2 
No. of municipalities 7 12 
Metropolitan Centre Kelowna Niagara Falls;  St. Catharines 
Population size 187,35155 431,346 
Median average age 44.256 44.1 
Average individual income $38,207 (2007)57 $53,047 (2012)58 
Average household income $79,008 (2011)59 $74,367 (2012)60 
 

The Central Okanagan is currently home to a number of rich cultural assets, including: 

 10 museums and sites; 

 Over 20 festivals annually; 

 Hundreds of professional cultural workers; 

 Numerous arts organizations; and, 

 A vibrant downtown cultural district in Kelowna featuring 5 art galleries, 2 theatres, 4 
museums, and a conference centre (a 6,000 seat venue). 

                                                        
 
55 BC Stats (2012). 2012 Sub-Provincial Population Estimates. Accessed April 9th, 2013 from: 
http://www.bcstats.gov.bc.ca/Files/7b7c178e-da8e-468c-922b-0faae039c8db/2012Sub-
ProvincialPopulationEstimates.pdf 
56 Statistics Canada. (2013). Census Metropolitan area of Kelowna, British Columbia. Accessed April 9, 2013 from: 
http://www12.statcan.gc.ca/census-recensement/2011/as-sa/fogs-spg/Facts-cma-
eng.cfm?LANG=Eng&GK=CMA&GC=915 
57 Our Okanagan. (2010). Okanagan Valley regional Profile. Accessed April 11, 2013 from: 
http://www.ourokanagan.ca/assets/files/OK%20VALLEY%20PROFILE.pdf 
58 Niagara Economic Development. (2010). Population Profile. Accessed March 2013 from: 
http://www.niagaracanada.com/INVEST-IN-NIAGARA/Economic-Profile/Population-Profile/ 
59 Central Okanagan Economic Development Commission. (2012). 2012 Economic Profile: Regional District of the 
Central Okanagan. Accessed April 9, 2013 from: 
http://www.investkelowna.com/sites/default/files/uploads/2012_regional_economic_profile_final_2012-05-
10.pdf 
60 Niagara Economic Development. (2010). Population Profile. Accessed March 2013 from: 
http://www.niagaracanada.com/INVEST-IN-NIAGARA/Economic-Profile/Population-Profile/ 
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The region also offers a multitude of attractions and events for all demographics and all four 
seasons. It is rich in Aboriginal heritage attractions, indoor and outdoor events, as well as 
featuring a vibrant arts community. There are also a number of free outdoor music 
performances offered in downtown and neighborhood parks with acts ranging from 
acoustic folk to alternative rock.  

Finally, much like Niagara, the Central Okanagan boasts rich complementary industries such 
as the viticulture and culinary industry that attract thousands of visitors to the region 
annually and can be leveraged to expose visitors to extended cultural experiences.   

The region of Central Okanagan and Kelowna has undertaken a number of studies relating 
to their cultural sector over the past fifteen years, culminating with: 

  The Creative Sector in Kelowna, British Columbia an economic impact assessment 
(2010);  

 Vital Signs Report (2011); and, 

  Our City, Ourselves (2011), which examined a number of cultural indicators.  

Some of the key findings from the Economic Impact Assessment conducted in 2010 are 
summarized in the following table.  

61

Key Findings Central Okanagan 

Region/Kelowna CMA 
Niagara Region62 

Employment (direct jobs) 87063 5,812 
Annual wages generated $37.8 million64 143.6 million 
Economic impact (GDP) $73.2 million65 176.2 million (GRP)  

 

 

                                                        
 
61Momer, B. (2010). The Creative Sector in Kelowna, British Columbia: An economic impact assessment. Accessed 
April 9, 2013 from: 
http://www.kelowna.ca/CityPage/Docs/PDFs/Cultural%20District/2010%20A&C%20EIA%20FINAL.pdf 
62 See Table 1 in the Executive Summary of this report. 
63Momer, B. (2010). The Creative Sector in Kelowna, British Columbia: An economic impact assessment. Accessed 
April 9, 2013 from: 
http://www.kelowna.ca/CityPage/Docs/PDFs/Cultural%20District/2010%20A&C%20EIA%20FINAL.pdf 
64 Ibid. 
65 Ibid. 
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While the economic impact assessment did not itself make any clear recommendations, the 
Our City, Ourselves report made a number of recommendations, listed below: 

 Measure cultural indicators every five years following the Canada Census for 
demographic data accuracy and to monitor the progress of the community in 
cultural areas; 

 Identify and collect robust arts and culture statistics to inform the next cultural 
assessment; 

 Encourage policy-makers to think strategically about the inclusion of cultural 
resources into Kelowna’s planning processes to achieve key objectives in areas such 
as place-making and community development; 

 Achieve an authentic, creative city through the provision of everyday cultural spaces 
by encouraging more flexible zoning and the creation of vibrant public spaces; 

 Maintain and enhance the current level of funding to arts and culture 
notwithstanding any major changes to the provincial or federal funding 
environment; and, 

 Improve communication with the arts and culture community as well as with the 
community at large to celebrate various cultural achievements, including initiatives 
in which local government support has played a key role. 

In addition, these reports were used by the region as a tool along with other cultural 
indicator reports to demonstrate the tangible and intangible value of the cultural and 
creative sector and ultimately resulted in the development of the region’s 2012-2017 
Cultural Plan.   

The plan includes the following recommendations: 

 Enhance the existing Municipal Grant Program; 

 Optimize existing cultural facilities; 

 Find more and different kinds of affordable cultural spaces; 

 Integrate heritage as part of cultural vitality; 

 Enhance cultural viability at street level; 

 Build personal connections to cultural vitality; 

 Improve data collection and measure progress with a cultural report card; 

 Convene and connect the cultural community; 
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 Integrate culture into plans and processes & use innovative funding approaches; 
and, 

 Leverage culture in tourism. 

These recommendations fall into five categories or themes: 

 Building the capacity of the cultural sector; 

 Reflecting culture throughout community; 

 Ensuring heritage is appropriately represented; 

 Addressing current and future space requirements; and, 

 Improving communication within the culture sector and the larger community. 

The cultural plan was approved by Council in 2012 and staff were directed to move forward 
with all non-monetary recommendations.  

The cultural planning process in Central Okanagan has succeeded in encouraging policy-
makers to think strategically about the inclusion of cultural resources into policy 
development and planning processes in other areas and departments. As a result, the region 
has a plan to continue to measure cultural indicators every five years in order to be able to 
monitor progress.  

This community-based approach to economic and cultural planning aligns with Niagara’s 
own approach. Through its various research initiatives Kelowna/Central Okanagan has 
shown its ability to develop a common vision and strategy from its diverse constituent 
stakeholders and move forward in partnership with the province in developing culture and 
tourism in the Central Okanagan region.  

In Niagara, the EIA is being conducted as a result of recommendations from the Culture Plan 
and therefore will not have the same role as it did in Central Okanagan in terms of 
encouraging further measurement of cultural indicators. That said, the findings of the 
economic impact assessment in Niagara can still be used to make the case for culture 
among policy- and decision-makers along with the results of other complementary research 
initiatives.  It can be used to further the Niagara Culture Plan’s recommended actions in order 
to bring culture to the forefront of community and identity building, and economic 
development in Niagara.  
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5.2.2 Prince Edward County, Ontario 

Prince Edward County (PEC) is located in Southern Ontario on a large irregular headland at 
the eastern end of Lake Ontario, just west of the head of the St. Lawrence River. This 
headland (officially named Prince Edward County in 1792) is surrounded on the north and 
east by the Bay of Quinte. Given that the Murray Canal now connects the bay to Lake Ontario 
across the only land connection, the county is technically an island. 

: Map of Prince Edward County, Ontario

 

The following table provides a summary of some key statistics for the region compared to 
Niagara: 

Key Statistics Prince Edward County Niagara Region 

Population size 25,25866 431,346 
Median average age 51.667 44.4 
No. of municipalities Single tier – 10 wards 12 
 

                                                        
 
66 Statistics Canada. (2013). Focus on Geography Series, 2011 Census: Census subdivision of Prince Edward County. 
Accessed April 9, 2013 from: https://www12.statcan.gc.ca/census-recensement/2011/as-sa/fogs-spg/Facts-csd-
eng.cfm?LANG=Eng&GK=CSD&GC=3513020 
67 Ibid. 
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In 2000 the municipal council in PEC established the Economic Development Office.  Council 
hired a marketer rather than an economic developer as a leading member of the Office’s 
staff, which resulted in the adoption of an asset-based development approach, whereby 
community strengths were identified and products were developed around those strengths. 
The products were then marketed and promoted as a means of stimulating growth in the 
region.   

The Economic Development Office completed a report, Market Readiness Assessment and 
Economic Development Plan, in 2004. The main conclusion of the report was that Prince 
Edward County had zero competitive advantage to attract traditional industry, but rather 
“quality of place” was the county’s main draw. The plan focused on using this advantage to 
attract people to the community who would create local business activity and jobs. This 
economic synergy is being perpetuated as more and more artists move to the region and 
more public cultural events are scheduled. 

People who specialize in design or in multi-media, film and video production have also 
gravitated to PEC in search of a calm, rural lifestyle and a like-minded peer group. These 
cultural professionals are using the power of the Internet and remote working tools to live 
their dream while catering to clients across the country.  

The county also promotes its own history and heritage to attract visitors interested in 
heritage tourism. PEC showcases its loyalist past, heritage houses, historic buildings and 
agricultural roots. Indeed, the main streets are full of commemorative historical plaques.  

Given this unique combination of a rural setting, rich local history and heritage, and a 
burgeoning cultural and creative cluster, the Prince Edward County Economic Development 
Office focused its efforts on adapting an urban economic development concept trend, that 
of the “creative economy”, to rural conditions. This led to an approach that made the county 
known as an incubator of “creative rural economy”. 

In 2005, again under the auspices of the Economic Development Office, a Strategic Cultural 
Plan was presented to Council.  The goals of the plan were to: 

 Define a more systematic approach to cultural development; 

 Leverage greater benefit from PEC’s rich cultural resources in support of economic and 
community development; and 

 Help improve the environment for both foreign and domestic investment.  

Three broad themes emerged from the study: 

1. Managing Growth: taking steps to ensure that growth and development, though 
necessary for ongoing prosperity, do not undermine the “quality of place” which is 
core to PEC’s value proposition. 
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2. Cultural Places & Spaces: extending and improving the places where culture 
happens in PEC, including:  

 Promoting an integrated vision of cultural places;‘Hub and Spokes’; and, 

 Improving and extending access to cultural venues across PEC. 

3. Cultural Tourism: building on existing strengths and overcoming barriers to 
collaboration.  For example:   

 Extend the tourism season (i.e., build shoulder seasons through programming); 

 Strengthen tourism packaging; 

 Exploit strong links to cultural, eco and culinary tourism; and, 

 Strengthen marketing and promotion through collaboration and shared investment.  

Prince Edward County’s approach has shifted somewhat since the release of the 2005 
Cultural Plan.  Indeed, PEC has just recently adopted a strategy for community development 
that moves beyond economic development. This approach will build on past economic 
successes and focus on retaining PEC’s quality of life and sense of place. 

The cultural planning process in PEC has resulted in a number of new initiatives and 
outcomes to help support the growth and development of the cultural sector, such as: 

 The Development of Financial Incentive programs to respond to the following needs 
in the cultural sector: 

o Attraction of creative entrepreneurs; 

o Job creation; 

o Training of creative workers; 

o Small business start-up, business expansion or new product development in 
one or more creative business clusters identified in the County’s Creative 
Rural Economy approach; 

o Development or redevelopment of creative work or live/work space; and, 

o Adaptive reuse of heritage property as creative work or live/work space. 

 The Arts Council is currently undertaking a Cultural Economic Impact Assessment 
and has concluded the initial phase of completing surveys. 

 The Municipality is in the process of considering participation in a pilot project with 
the province regarding performance measurement techniques. 
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PEC has spent the last ten years or so coming to grips with how to develop the county, 
leveraging heritage and culture as economic drivers and using a one-window approach to 
economic development.  The recent creation of a Community Development Commission 
goes beyond what was originally referred to as economic development in that it 
encompasses a broader spectrum of services, all focused and aligned to provide maximum 
benefit to residents, visitors, businesses and investors.  PEC is trying to do more with less by 
accessing and working collaboratively with the existing resources and expertise within the 
community.  

Prince Edward County has looked at the creative economy from the perspective of 
investment policies and strategies that address “Quality of Place” from both the private and 
public sectors (municipal investment) as well as aligning strategies with the County Official 
Plan and policies. They do not single out the creative industry sector but rather roll all of 
PEC’s needs under one umbrella for a more holistic economic and community development 
approach, using a community-based approach to economic and cultural planning.  

While much more involved because of the sheer number of municipalities and a much larger 
population base, Niagara’s unique combination of strong culinary and viticulture sectors, 
key marquis attractions (e.g., Canal Days, Shaw Festival, Niagara Falls), rich array of cultural 
and recreational offerings, rich local history and unique landscape setting (e.g., Niagara 
Escarpment) make it ideal for such a holistic approach to economic and community 
development that places the cultural sector at the center of the discussion given its role in 
community identity-building and place-making. While Niagara’s Culture Plan does 
acknowledge the role of culture in identity-building and place-making and recommends 
actions that bring culture to the center of community building, the EIA provides additional 
data to make the case for culture among policy- and decision-makers to support initiatives 
that further those actions.   
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5.2.3 Sea-to-Sky Corridor / Whistler, British Columbia  

The Sea-to-Sky Corridor stretches from North Vancouver at Horseshoe Bay to Mount Currie, 
including Bowen Island. The term ‘Sea-to-Sky Corridor’ is derived from the common term 
used to designate Highway 99 and linking the area’s three main centres: Squamish, 
Pemberton and Whistler. 

: Map of Sea-to-Sky Corridor/Whistler, British Columbia

 

The following table provides a summary of key statistics for the region compared to Niagara: 

Key Statistics Sea-to-Sky/Whistler  Niagara Region 

Population size 245,00068 431,346 
Median average age 3269 44.4 
No. of municipalities 9 towns70 12 

                                                        
 
68 Whistler Arts Council. (2012). Sea to Sky Corridor Initiatives. Accessed April 9, 2013 from: 
http://www.artswhistler.com/building-the-arts/sea-to-sky-corridor-initiatives 
69 Whistler 2020. (2011). Population and Demographics. Accessed April 12, 2013 from: 
http://www.whistler2020.ca/whistler/site/genericPage.acds?instanceid=2985334&context=2985223 
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The region has a rich and diverse cultural sector and throughout the year, a variety of events 
celebrates the uniqueness of each community within the region. That said, historically there 
has been little cultural collaboration between these communities, and even less of an 
attempt to develop a corridor-wide cultural agenda.  

The Sea-to-Sky Corridor has the makings of a regional place-based initiative: It features the 
Britannia Mine Museum, the Westcoast Railway Heritage Park, Canada’s Sea-to-Sky GeoTour 
and the multiple components of the Squamish Lil’wat Cultural Journey, with Whistler 
positioned as the Corridor’s ‘jewel in the crown’.  

Similar to Niagara Falls, Whistler is a global destination that enjoys a robust tourism industry 
built on the alpine sports (downhill skiing and snowboarding in the winter) and mountain 
biking and nature exploration in the shoulder and summer seasons.   

Whistler also offers visitors a variety of cultural experiences, ranging from date-specific 
cultural festivals, such as the Whistler Film Festival and Cornucopia, through to seasonal 
cultural programs that are designed to animate the Village (e.g., Whistler Street 
Entertainment and ArtWalk).  

As with Niagara Falls in Niagara region, having such a major attraction as Whistler in the Sea-
to-Sky region offers both major opportunities and challenges. On the one hand, a major 
marquis attraction can be leveraged to draw visitors in and cross-promote other offerings in 
a region. On the other hand, when there is such a major attraction in the region it is often 
more of a challenge to build awareness about the other rich cultural offerings available in 
the region.  However, adopting a place-based approach to cultural planning has helped the 
Sea-to-Sky region overcome this challenge and leverage the opportunity it presents in 
optimal ways.  

An economic impact assessment of the arts in the region was conducted in 2008 and 
Whistler conducted its own EIA in 2010, which was later re-conceived with a focus on place-
based tourism.  

Some of the recommendations that came out of the regional EIA conducted in 2008 include: 

 Communicate results of impact assessment widely to raise profile of the arts and 
culture sector in the region; 

 Mobilize the sector in each community; 

                                                                                                                                                                  
 
70 APEG. (n.d.) About Us. Accessed April 12, 2013 from: 
http://www.apeg.bc.ca/services/branches/seatosky/about.html 
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 Strengthen collaboration; and, 

 Monitor and review progress regularly. 

The 2008 Economic Assessment of the Corridor was the basis of the 2020 Arts, Cultural & 
Heritage Strategy in Whistler, which concluded that the visitor experience should encounter 
the destination as a whole.  It also led to Whistler’s Cultural Tourism Development Plan 
(2010), which recognized that a place-based approach leverages a destination’s sense of 
place to set itself apart in the cultural tourism marketplace. Other outcomes include: 

 Increased awareness of arts and culture within the community and amongst 
potential visitors; 

 Increased awareness of the role of culture in the region and the impact of cultural 
tourism; 

 Opportunities presented by the 2010 Olympic and Paralympic Winter Games 
brought about the creation of the Sea-to-Sky Cultural Alliance, an initiative to 
stimulate engagement in cultural experiences throughout the Corridor;  

 An Action Plan was developed by the arts and culture task force leading to the 2010 
Olympics; and, 

 The Arts Council is currently working toward a Community Cultural Plan 2012-2013. 
They have developed and distributed a community survey and are hosting a 
workshop for community residents as well as meetings with visual and performing 
artists in the area. 

Whistler’s Cultural Tourism Development Strategy focuses on place-based cultural tourism 
where the heart of the visitor experience is encountering the destination as a whole – its 
history and heritage, stories, people, landscape, townscape and culture. It focuses on 
discovering what makes the destination distinctive, authentic, memorable and on the 
experience of ‘place’ – which includes the destination’s cultural attractions, but is not 
defined by those attractions alone.71 Recognizing that “place” is the heart of the visitor 
experience, place-based cultural tourism leverages a destination’s sense of place to set itself 
apart in the cultural tourism marketplace. A single phrase captures the essence of the 
approach: “The place is the product.”72 

                                                        
 
71 Resort Municipality of Whistler. (2011). Resort Looks to Place-based Cultural Tourism. Accessed April 9, 2013 
from: http://www.whistler.ca/resort-looks-place-based-cultural-tourism 
72 Glacier Community Media. (2013). Cultural tourism plan under development: Success is in marketing Whistler’s 
story, not specific events or attractions, expert says. Accessed April 9th, 2013 from: 
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As suggested by recommendations in the Niagara Culture Plan, Niagara could also benefit 
greatly from taking a place-based approach to both tourism and community development.  
Given that one of Niagara’s main challenges is to retain visitors for extended multi-day stays 
and the attraction of new businesses and the professionals they employ, adopting a place-
based approach would help the region to market itself as a destination with rich offerings. 

5.2.4 Case Studies: Lessons Learned 

These three case studies provide some insights into potential outcomes and initiatives that 
Niagara could adopt to further grow and develop its cultural sector.  

While Niagara is a much larger region and has more than one ‘hub’, it has many similarities 
to the three case studies examined above. For example, members of the cultural community 
in Niagara have indicated (via the community engagement sessions) that product 
development, marketing and investment in infrastructure to help artists and cultural 
producers are among their top priorities. The key focus in Niagara seems to be around 
building capacity and establishing a plan that develops and coordinates the cultural sector 
so that it can retain and expand its role as a vibrant, vital part of the region’s economy and 
community life.  In addition, much like Niagara, all of the selected case study regions have 
communicated widely with the cultural sector and local businesses and organizations and 
appear to have integrated cultural activities into the fabric of the community. In fact the 
word ‘community’ is now part of the lexicon; instead of economic development they are 
using the term ‘community development’. 

All three case studies have expanded their cultural offerings over the timeline of their 
cultural planning processes and see arts and culture as economic drivers.   

Of the three models, Central Okanagan has the most economic diversity. The region boasts 
four seasons of recreational and cultural events as well as tourism, agriculture, 
manufacturing, technology, urban development, business and other industries.  Similarly, 
Niagara boasts a wealth of recreational and cultural events and activities as well as a rich 
cultural history and culinary tourism industry. The region is an important tourist destination. 
Niagara’s diverse economy also includes agriculture, manufacturing and a burgeoning 
creative industry.  

Prince Edward County engages in agriculture, but tourism has significantly impacted the 
structure of the area’s economy. In fact, tourism is such an important industry in the County 
that a number of segments of the tourism industry have begun to distinguish themselves 
                                                                                                                                                                  
 
http://www.whistlerquestion.com/article/20100623/WHISTLER01/306239976/-1/WHISTLER/cultural-tourism-
plan-under-development 
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(e.g., heritage tourism, eco-tourism, agro and culinary tourism, retail or boutique tourism, 
and arts and culture tourism). There is a large degree of cross-over and integration among 
these segments that creates a strong place-based cultural tourism experience.   

Indeed, Prince Edward County and Whistler are both great examples of regions with place-
based cultural tourism experiences. For example, cuisine is connected to art, agricultural 
heritage and natural history.  Understanding the interconnectivity among cultural clusters 
and experiences is vital to place-based cultural tourism. Supporting and strengthening 
cross-sectoral partnerships and collaboration with business and community partners was 
also recognized in Kelowna’s 2012 Cultural Plan. All three of these case study regions appear 
to understand this process and have successfully adopted the place-based approach, which 
is one of the reasons they have been successful. The cultural community in Niagara has also 
expressed a desire to move towards this type of cross-sectoral collaborative approach in 
order to turn the entire region into a multi-day tourism destination. Indeed, Niagara has a 
strong culinary and viticultural sector which is an important tourism driver. By adopting a 
place-based strategy that encourages residents and visitors to explore culinary and 
viticulture experiences alongside recreational and natural heritage experiences, cultural 
history experiences and other arts and culture experiences, Niagara will be able to leverage 
its existing strengths in order to encourage greater engagement with other rich cultural 
experiences at the community level across the region.  

In addition to cultural tourism, quality of life for local residents is another common focus of 
cultural planning among the three case studies examined. People are attracted to places 
that can provide a heightened sense of quality of place, often found in the presence of local 
amenities, such as cultural and historical festivities, recreational opportunities and an 
abundance of outdoor, natural resources. What sets these case studies apart is that in 
addition to offering a unique mix of culinary, artistic and heritage amenities and 
experiences, they demonstrate ongoing efforts to grow a knowledge-intensive creative rural 
economy.  Cultivating creativity and talent in rural communities is a way to promote 
continued economic growth. The creative economy in rural areas is typically based upon the 
presence of arts and cultural experiences. Morgan, Lambe and Freyer (2009) suggest that 
creativity-driven economic development in rural communities can be cultivated using 
artistic talents and vocationally targeted apprenticeships and training programs in crafts and 
design.73 Similarly, Niagara is currently working hard to attract to the region creative cultural 
workers and the businesses that hire them as well as skilled professionals from non-creative 
industries. Adopting a place-based approach that focuses on community building and 

                                                        
 
73 Morgan, J.Q., W. Lambe, and A. Freyer. (2009). “Homegrown Responses to Economic Uncertainty in Rural 
America”. Rural Realities, 3(2). Page 1-15. 
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quality of life in Niagara will be important for being able to attract and retain both residents 
and visitors to the region.   

Canada has an aging population, with retirees being attracted to places that offer a rural 
landscape along with a wealth of cultural and other amenities.  Like Niagara, Prince Edward 
County has a large proportion of retirees. By 2031 its population is expected to increase by 
only 1,310 people, but the number of seniors in the County will nearly double from 6,270 to 
12,000.74 In Central Okanagan, the 65-and-over age group is expected to increase from 
18.1% in 2011 to 25.29% in 2036.  An aging population will have a major impact on the 
cultural industries in those regions. While per capita income for seniors is lower than in the 
non-senior population, those who are culturally active may spend more of their disposable 
income to consume culture within the region. Performing art centers, theatre productions, 
etc. target seniors for matinee events that the non-senior population cannot regularly 
attend. Thus, a senior population is an essential element to the sustainability of cultural 
institutions and the cultural sector overall within the region.  

Another commonality among the case studies is that they all emphasized measuring 
cultural indicators, or at the very least identifying and collecting cultural statistics, and 
monitoring progress over time. More importantly, all of the regions examined also 
encouraged policy makers to think strategically about the inclusion of cultural resources in 
economic and community development planning. This is likely the most important 
recommendation; once policy makers and the local community understand the importance 
of culture to the local economy and get behind investment in local cultural resources, it will 
make a significant difference. Niagara has already engaged in comprehensive cultural 
planning resulting in the Niagara Culture Plan, which in turn has helped leverage 
unprecedented but one-time investment in culture through the Cultural Capital of Canada 
2012 designation.  The data resulting from this extensive program coupled with the current 
study and other work will help demonstrate culture’s multi-faceted contributions to the 
region.  Nevertheless, there is an ongoing need to make the case for culture in order to 
inform future policy and investment decisions and encourage further cultural development 
initiatives.   

Whistler and Kelowna have successfully developed themselves as four-season destinations, 
while Prince Edward County is moving toward extending its shoulder season.  Similarly, 
making Niagara a four-season destination is one of the opportunities for growth that the 

                                                        
 
74 Statistics Canada. (2011). 2011 Census Community Profiles: Prince Edward. Accessed February 7, 2013 from: 
http://www12.statcan.gc.ca/census-recensement/2011/dp-
pd/prof/details/page.cfm?Lang=E&Geo1=CD&Code1=3513&Geo2=PR&Code2=35&Data=Count&SearchText=Pri
nce%20Edward&SearchType=Begins&SearchPR=01&B1=All&GeoLevel=PR&GeoCode=3513&TABID=1 
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cultural community in Niagara has identified. It is also one of the recommendations featured 
in Niagara’s Economic Growth Strategy 2009-2012.  

Using tourism as part of a broader strategy designed to leverage the quality of place 
required to be a tourist destination with other regional quality of life amenities, appears to 
be the path to follow. This two-pronged strategy will attract not only tourists, but also new 
permanent residents to Niagara and lead to a more sustainable economic situation.  

6. Opportunities for Cultural Sector Growth in Niagara 

As seen in the case studies explored above, economic impact assessments are an important 
part of cultural planning and development, though only one of many steps in the process. 
Niagara Region has already developed a cultural plan and conducted a cultural mapping 
exercise. The present economic impact assessment is an assessment of the impact of culture 
on Niagara’s economy and a measure of the economic vitality of culture in Niagara.  

The next stage in cultural development for Niagara will be to identify, prioritize and 
implement strategic initiatives for developing and growing Niagara’s cultural sector, which 
will be informed by the results of this economic impact assessment and other existing and 
future research studies.   

Throughout the process of this study the cultural community (via a number of Community 
Engagement Sessions and an Open House) has been consulted to discuss the needs, 
challenges and key opportunities for the growth and development of the cultural sector in 
Niagara. Combining the results of these consultations with secondary research and an in-
depth analysis of case studies from other jurisdictions in Canada, a series of opportunities for 
Cultural Sector Growth in Niagara has been identified that are summarized in Section 6.2 
below.  First however, Section 6.1 provides a brief summary of some of the key strengths and 
weaknesses of Niagara’s cultural sector as identified through the economic impact analysis, 
community consultations, and secondary research.  

6.1 Strengths and Weaknesses of Niagara’s Cultural Sector 

Drawing from the community engagement process, as well as the primary and secondary 
research, the research team identified Niagara’s cultural sector’s primary strengths and 
weaknesses.  

Niagara’s Strengths 

 Niagara offers a wide variety of cultural and recreational offerings, including a 
number of ‘marquis’ cultural attractions such as Niagara Falls, the Shaw Festival, and 
the Niagara Wine Festival, among others.  In particular, survey respondents indicated 
that the most active cultural segments in Niagara are: live performing arts; sports 
and recreation; and festivals and events. In addition, the greatest number of 
respondent organizations identified museums and galleries or heritage as the 
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primary segment in which they operate.  This wealth of cultural offerings both 
contributes to a greater quality of life for residents and a richer tourism experience 
for visitors.  

However, cultural sector stakeholders indicated that the sector could improve upon 
the marketing and promotion of the additional attractive cultural and recreational 
offerings of all sizes located throughout Niagara to both local residents and visitors, 
beyond the core marquis attractions.  

The Sea-to-Sky region has also had to struggle with the challenge of leveraging the 
existing strength of its key marquis attraction (Whistler) while also boosting 
awareness of the wealth of other cultural and recreational assets that the region has 
to offer.   

 The combination of natural and cultural attractions, captivating local culture and 
history, and a strong wine and culinary culture means that Niagara is an attractive 
tourism destination. In addition, the various attractions in the region can be 
leveraged off one-another, much as Prince Edward County and Central Okanagan 
have done with great success with their wineries and culinary attractions.  

 Niagara’s cultural sector appears to be well established as evidenced by the high 
average age of cultural organizations and businesses who responded to the survey 
(28 years) and the high longevity of the careers of freelancers operating in the region 
(18 years). Such maturity indicates that the sector has succeeded in establishing a 
certain measure of sustainability in spite of challenges such as low public support 
and small budgets. That said, this maturity also indicates that there is a certain 
measure of stagnation in the sector with very little new growth and development 
happening.  

 Niagara is ideally positioned in terms of access to tourists. The region’s proximity to 
the US means that it receives many cross-border tourists, particularly travelers who 
are visiting Niagara Falls from New York. In addition, the region is ideally positioned 
so that much of the through- traffic of tourists traveling from the US to Toronto pass 
through the region.  

Niagara’s proximity to the GTA is also beneficial as there are many visitors who travel 
to the region from the GTA to attend key cultural events or attractions.  
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However, although Niagara’s location is beneficial, the challenge remains keeping 
tourists in the region for multi-day stays.75 For example, the latest Regional Tourism 
Profile indicates that the average length of stay for visitors to the region is only 0.9 
nights.76  

 Accessing the region from outside is relatively easy. For example, the region is in 
relatively close proximity to the Buffalo Niagara International Airport, Hamilton 
International Airport, Pearson International Airport and Billy Bishop Airport.  Major 
highways coming from the GTA and other parts of Southwestern Ontario also serve 
the area. In addition there are a number of access points that connect the region to 
major highways in the US, which link the region to Buffalo and Rochester.  

The area is also well-served by long-distance public transit, including GO Transit and 
Via Rail (by way of Amtrak), particularly the large urban centres in the region.  

Similarly, the Central Okanagan is well served by a number of highways the lead into 
the region from Vancouver, Calgary and the US (e.g., Seattle) and a busy 
international airport.  

However, while it is easy to access the region, particularly the large urban centres, 
one of Niagara’s major challenges is that access to its smaller communities is more 
limited, particularly for travelers relying on public transit. The most popular forms of 
public transit route in-bound travelers through major hubs. This means that there is 
an added layer of transportation requirements and possible complications (i.e., the 
need to rent a car) to access smaller communities, reducing the chance of exposure 
to Niagara’s cultural diversity. 

 Niagara has access to a large pool of well-educated emerging professionals. Locally, 
renowned institutions of higher education such as Brock University and Niagara 
College serve the region. In addition, the region is relatively close to other 
educational hubs such as Toronto, Hamilton, and other parts of Southwestern 
Ontario (e.g., Kitchener-Waterloo). As a result, cultural organizations in Niagara have 
access to a wealth of emerging talent, both locally and from adjoining jurisdictions.    

                                                        
 
75 The cultural community indicated that this was a major challenge during the community engagement sessions 
in the spring and fall of 2012. In addition, Niagara’s Economic Growth Strategy recommends that Niagara take 
action to develop itself as a multi-night or overnight destination indicating that this is a challenge for the region.  
76 Ministry of Transportation. (2011). Regional Tourism Profile, 2008 -CD26: Niagara Regional Municipality. Accessed 
April 9, 2013 from: http://www.mtc.gov.on.ca/en/research/rtp/2008/cd26/index.pdf 
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However, retention of young, emerging professionals educated in Niagara and the 
attraction of young professionals from other educational hubs nearby remains a 
major challenge for Niagara. 

 Finally, while Niagara’s high median age indicates that the region is struggling to 
attract younger professionals, it also indicates that there are high numbers of 
established residents and retirees. This presents a unique opportunity for Niagara’s 
cultural sector in two significant ways. First, older, more established individuals tend 
to have a greater amount of disposable income that can be spent on participation in 
a variety of cultural offerings.  

Second, Niagara’s cultural sector relies heavily on volunteer human resources as 
evidenced by the large number of organizations who reported having no paid 
employees. A high percentage of retirees in the region’s population means that the 
cultural sector has a larger pool of potential volunteers to draw from.  

Niagara’s Weaknesses 

 Niagara’s geographic size (covering a total of 12 municipalities) is a major challenge 
for building a unified regional identity and branding the region. In addition, public 
transit infrastructure in many of the smaller communities and between communities 
in the region is very poor or non-existent, which exacerbates the challenge related 
to building a unified regional identity and brand. As a result of this wide geographic 
spread, the cultural sector struggles to engage local residents across the region and 
retain visitors in the region for multi-day stays. 77   

 The average household income in Niagara is $74,367 – significantly lower than the 
provincial average in Ontario ($82,225) and the national average (about 13% less – 
~$84,034). 78 While low wages may be an attractive factor for businesses considering 
location in Niagara, the low average income only serves to contribute to the 
perception, particularly among young professionals, that Niagara does not offer as 
many economic opportunities as other regions.  

For this reason, Niagara needs to build and promote its cultural sector to continue to 
build on its high quality-of-life. In doing so, the region will attract more businesses as 
well as young professionals and families. Attracting more businesses increases 

                                                        
 
77 These concerns were expressed by participants during group discussions at the ccommunity engagement 
sessions held in the spring and fall of 2012.  
78 Niagara Economic Development Corporation. (2010). Population Profile. Accessed February 7, 2013 from: 
http://www.niagaracanada.com/INVEST-IN-NIAGARA/Economic-Profile/Population-Profile/ 
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competitive wages and attracting young professionals who possess increasingly 
higher levels of post-secondary education and expertise. By extension, this process 
has the potential to adjust average incomes in the region.  

 Niagara’s cultural sector also struggles from a lack of accessible physical 
infrastructure and facilities for the production and presentation of cultural products 
(e.g., performing and visual arts spaces, public spaces for festivals and events, etc.). 
Although there is some local investment happening to remedy this (such as the new 
Performing Arts Centre being built in St. Catharines), there is not enough new 
development to meet the needs of the sector (in terms of the expectations outlined 
in the Niagara Culture Plan).  

 The sector is also hindered by low levels of investment from the local, regional, 
provincial and the federal governments79. Niagara Region and its partners need to 
work together to make the case for culture in order to drive greater investment in 
the sector and the region.  To further illustrate how critical funding is to the cultural 
sector, a recent evaluation exercise conducted for the Cultural Capitals of Canada 
program (which was federally and regionally funded) indicated that 93.6% of project 
leaders leading projects under the Nights of Art program indicated that their event 
could not have taken place without the funding provided by the Cultural Capitals of 
Canada program.80 

 Finally, lack of cross-sectoral and cross-community collaboration is a major weakness 
for Niagara’s cultural sector.  This lack of collaboration hinders the region’s ability to 
present itself as a unified regional destination.  It also results in missed opportunities 
for cultural organizations to pool their resources and leverage their efforts in order 
to develop stronger cultural offerings and provide a richer, more rounded and 
extended cultural experience to both local residents and visitors.81   

The Sea-to-Sky region similarly struggled from a lack of collaboration in the cultural 
community and a lack of a region-wide cultural strategy or agenda. However, 
opportunities presented by the 2010 winter Olympics have gone a long way toward 

                                                        
 
79 As indicated in the survey portion, access to government funds is limited. See Section 3.3. 
80 Data provided by Chimpanzee Inc. Please note that Nordicity was not involved in the data collection for the 
evaluation of the Cultural Capitals of Canada program and cannot vouch for the methodology used by 
Chimpanzee in administering the evaluation surveys.  Therefore, any data and analysis presented here from 
those surveys is limited and should be taken at face value.  
81 These ideas were discussed at length by participants at the community engagement sessions help in the 
spring and fall of 2012. Lack of collaboration was frequently mentioned during the community engagement 
sessions. See Section 6.2 for more discussion. 
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helping the region develop a more holistic and collaborative approach. Similarly, the 
Cultural Capitals of Canada program, which saw great success in 2012 in Niagara and 
required extensive collaboration across the region and the entire cultural 
community, could be used as a model for encouraging greater cultural collaboration 
in the region.  

The opportunities for growth outlined in the following section offer suggestions for how 
Niagara Region can work to overcome some of the challenges faced by the cultural sector 
and leverage the region’s strengths.  

6.2 Summary of Opportunities for Growth 

1. Strengthen local support for Niagara’s cultural offerings 

Many members of the cultural community indicated that the key to success for culture 
would be to integrate culture into community (and not only economic) development, build 
the cultural sector’s local reputation as a source of diverse, vibrant cultural experiences, and 
establish strong relationships with local audiences. The objective would be to make Niagara 
a cultural destination for local residents as well as for external visitors. A strong local 
reputation can then be leveraged to promote the region externally in order to attract visitors 
as well as new businesses and residents to the region.   

The Niagara Culture Plan recommends that the Region “support initiatives which promote 
shared identity, unique communities and stories in order to encourage participation and a 
sense of belonging in Niagara” (Action 4.1). 

In addition to contributing to a greater sense of shared local identity, building stronger 
relationships with local audiences – as evidenced by attendance at local cultural events and 
programs – would generate greater public support for culture in the region, including 
volunteerism. This is critical to ensure culture is an integral part of the quality of life in the 
region. Indeed, the Cultural Capitals of Canada program was a perfect example of how local 
promotion of the value of culture can encourage great local participation in cultural 
activities.  Recently collated program evaluation data shows that 89.8% of events under the 
Nights of Art program made use of volunteers.82  

                                                        
 
82 Data sourced from Chimpanzee’s evaluation surveys for the CCC program. Ideally, it would have been 
interesting to also provide data related to the number of volunteers who worked at these events and the number 
of hours they volunteered. In addition, Nordicity would have liked to provide some data related to the origin of 
event attendees (i.e., local vs. external) to further provide insight into how events such as those included in the 
CCC program can help with citizen engagement and local identity building. However, the data collection process 
has not been completed by Chimpanzee in these areas. The data made available as of writing this report often 
only provided response rates for individual questions rather than the actual data related to the question.  
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Building local audiences would also increase ‘gate receipts’ for live performance venues, and 
sales of cultural goods and services by local cultural workers. Greater local participation 
would improve the viability and long-term sustainability of cultural enterprises as well as 
enabling the creation of new jobs, particularly for the youth sector in local cultural 
enterprises. Strong and sustainable local audiences for cultural events would provide 
greater income security to cultural institutions and workers and likely attract outside visitors 
looking for ‘authentic’ regional experiences.   

Realizing all three levels of benefits would, in turn, help with making the ‘case for culture’ 
(developed further in the text below) when it comes to future investments by local, regional, 
provincial and federal governments.  

In order to build local audiences, Niagara Region and its partners should consider the 
promotion of cultural offerings within Niagara’s communities as complementary to the 
existing advertising campaigns and branding efforts promoting the region’s rich cultural 
offerings externally.  Additional detail regarding improvements to Niagara’s marketing and 
communication efforts is provided below.  

2. Build on Niagara’s existing strength as a tourism destination 

Communities that have a robust cultural tourism economy are those that also enjoy high 
public and private sector investment in culture and where residents have access to a wide 
range of cultural amenities.  The Niagara Culture Plan recommends that the region “Promote 
and market Niagara as a cultural destination to both residents and tourists” (Action 4.2).83  
Cultural tourism is not just about tourism, it is an opportunity through which the arts and 
culture sector can leverage its own development and also serve the local community.   

With a wealth of key natural and cultural attractions—such as Niagara Falls, the Niagara 
River, the many parks and nature sites along the escarpment, the Welland Canal, the Shaw 
Festival, Fort George, Fort Erie, the Winter Festival of Lights, and others—and a rich culinary 
and viticulture scene, Niagara has already established itself as a major tourist destination. 
That said, Niagara still faces some core challenges when it comes to fully realizing its 
potential as a tourist destination. 

In places like Niagara, lead attractions and experiences, which often act as cultural flagships, 
can be leveraged to attract visitors into the region.  However, as mentioned during the 
community engagement sessions, additional effort is needed to ensure that those visits and 
experiences are extended beyond the core attractions to lesser -known cultural attractions 
and events in smaller communities elsewhere in the region. If successful, such a strategy 

                                                        
 
83 Regional Municipality of Niagara. (2010). Niagara Culture Plan. Page 27. 
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would increase spending on cultural products and services throughout the region as well as 
in related retail services (hotels, restaurants, etc.).  Extending the cultural tourism experience 
in this way encourages additional spending in the region by both local residents and visitors. 
The challenge lies in successfully extending the experience beyond those core attractions.  

By way of example, Whistler offers more than 150 cultural experiences, but its major 
challenge is that the community itself is not recognized as a cultural destination.  In order for 
Whistler to successfully achieve recognition as a cultural destination, some cultural 
experiences may need to be developed, while cultural tourism products that are currently in 
place will need increased promotion. It is believed that by weaving together authentic arts, 
culture and heritage experiences it will enhance the overall Whistler experience for both 
visitors and locals.  In the coming months the Cultural Tourism Advisory Group in Whistler 
will draft a governance model, identify development priorities and funding sources as well 
as programming and promotional opportunities. Similarly, Niagara will also have to 
overcome challenges in further promoting the Niagara brand as a cultural tourism 
destination, particularly one that extends beyond the core flagship attractions in the region.  

Indeed, during community consultations the cultural sector community in Niagara 
corroborated this point. Participants agreed that one of the keys to the sector’s future 
growth and prosperity would be to leverage Niagara’s core tourist destinations, along with 
the region’s rich cultural history and the diversity and wealth of other cultural and 
recreational offerings available across the region, to turn Niagara into a multi-day 
destination where visitors will stay and explore a multitude of rich arts, heritage, culinary 
and recreational offerings.  

Location also plays a major role in cultural/destination tourism. Niagara Region is on the 
doorstep of the largest population base in Canada. However, many visitors are same-day 
visitors who come to the region for a specific event or attraction. Strategies to extend these 
visits to overnight stays that incorporate lesser-known attractions in smaller communities in 
the region will be critical for increasing the region’s cultural tourism. Niagara will also need 
to leverage its proximity to the US and the “through” traffic it receives from US tourists on 
their way to Toronto.  

 Make Niagara into a four-season destination 

As shown in the case studies, development of four-season tourism leverages existing capital 
investment in cultural facilities and provides year-round employment for cultural workers. 
Niagara currently has a strong tourism industry during the summer months, but it peters out 
during the winter months. However, Niagara has a number of great cultural offerings for 
visitors across all four seasons as evidenced by the large number of organizations that 
responded to the survey who indicated that their core operating season was during the 
winter and spring seasons. The cultural community expressed the need for Niagara Region 
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and its partners to collaborate in order to further develop and promote the region as a four-
season destination.  

3. Strengthen marketing and promotion of Niagara’s cultural sector outside of 

the region 

One of the needs identified during the Community Engagement process was the need for 
more internal as well as external communication and marketing of Niagara’s cultural sector. 
It was felt that delivering compelling and coordinated communication will encourage more 
support and participation, both locally and from visitors to the region. 

Similarly, one of the challenges mentioned in the Kingston Culture Plan was lack of 
communications and information flow, deficit in promotional skills and lack of faith in the 
local media.    In the Kelowna Culture Plan one of the recommendations was to annually 
host an issue-based forum, Extend Your Reach: Marketing and Promotions in the Media for 
Kelowna’s Arts, Cultural & Heritage sector. It involved local media and the arts, culture and 
heritage groups. The purpose was to: 

 Approach media and gain an understanding of their challenges; 

 Help media to understand the challenges faced by  arts, culture and heritage groups; 
and, 

 Generate ideas for promoting events and collaborating with other groups and 
organizations.85 

In a similar way, Niagara’s cultural sector would benefit from increased cross-regional 
marketing and communication efforts. There remains a challenge in Niagara in that the key 
media outlets are often highly localized. This means that it takes additional effort to liaise 
with the media in each municipality to ensure coverage across the region—a time-
consuming and resource-intensive endeavor.  

In order to successfully promote the region, there needs to be a strong brand around which 
to build marketing and promotional efforts. Building on existing branding efforts will be an 
important factor in further promoting Niagara as a cultural destination for local residents, 
incoming residents and long- or short-term visitors.  

                                                        
 
84 City of Kingston. (2010). Kingston Culture Plan. Page 19. Accessed February 7, 2013 from: 
http://www.cityofkingston.ca/pdf/culture/KingstonCulturePlan_2010.pdf 
85 City of Kelowna. (2012). Extend Your Reach: Marketing and Promotions in the Media for Kelowna’s Arts, Cultural 
and Heritage Sector. Accessed February 7, 2013 from: http://www.kelowna.ca/CM/AssetFactory.aspx?did=11519 
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Additional branding efforts should focus on promoting Niagara as a region with rich cultural 
offerings and a high quality of life as well as reflecting the personality of the region and the 
vitality and creativity of its residents.  

Messaging should also be aligned strategically to promote the region as one connected 
destination, where the various communities are interconnected and work together.  A 
common brand should present a unique and attractive vision for those seeking to relocate, 
whether businesses (e.g., from the high tech industry) and/or young professionals and 
families.  Branding creates value for a region by aligning strategic vision with the talent of 
people who live there, stimulating investment to fulfill the region’s needs and creating new 
cost-effective ways to give the region a memorable voice.  

For example, in Prince Edward County, the Tourism Destination Alliance ties tourism, 
economic and artistic communities through a single brand of common ‘place’ and markets 
itself as a ‘getaway’ brand. “Come back to Earth” is a common brand used to position and 
promote Prince Edward County. In Kelowna attractions and services located in neighbouring 
communities are marketed with the Kelowna brand to leverage its high level of brand 
awareness and the resulting drawing power. “Those visitors attracted to Kelowna travel 
throughout the area, regardless of municipal boundaries, and through their exploration 
discover neighbouring communities such as The District of Lake Country and more fully 
understand the identity and sense of place of these unique communities.”86 

Although there are existing efforts to create a strong regional brand (e.g., Niagara Economic 
Development’s Niagara Original initiative) and focus on promoting Niagara as a single 
destination, one of the strongest needs identified during the community engagement 
process in Niagara was the need for a more centralized regional marketing initiative for the 
cultural sector.  

Members of the cultural community expressed that cultural marketing efforts tend to be 
focused at the municipal or even organizational level. However, a more consolidated 
approach to marketing and promoting the region as a whole would benefit all cultural 
organizations across the region. Of particular note, the transition of regional economic 
development has resulted in a new organizational structure, which will be reviewing 
regional promotion. 

                                                        
 
86 Lake Country. (2011). News Release: Lake Country leverages relationships to enhance tourism marketing. Accessed 
February 7, 2013 from: http://www.okanaganway.ca/2012/11/lake-country-leverages-relationships-to-enhance-
tourism-marketing/ 
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Indeed, a more consolidated effort would allow Niagara to leverage its core cultural 
attractions and build awareness about the wealth of other cultural and recreational offerings 
available across the region.  

Centralized marketing and promotion initiatives for Niagara’s cultural sector, led and 
managed centrally by the Niagara Region in partnership with Tourism Niagara, and that 
leverage existing regional branding efforts will be an important factor in improving the 
vitality and vibrancy of the cultural sector across Niagara.  

A consolidated, centralized marketing effort would: 

i. Help build local awareness of and participation in cultural offerings across the 
region, contributing to a greater ‘sense of place’ and helping to build a stronger 
shared regional identity.  For example, a special event or program being 
promoted locally by an organization could have a greater impact if it were also 
promoted to other communities across Niagara. Ensuring that cultural events, 
activities and businesses are reaching out beyond the local to the wider Niagara 
community would help build a local regional audience for culture and 
contribute to increasing the vibrancy of the sector. 

ii.  Promote Niagara as a whole as a destination (for both tourists and new 
residents), with a multitude of offerings.  A more centralized, regional-level 
promotional effort will help to extend the perception of the Niagara experience 
beyond core attractions and events and contribute to building Niagara’s brand 
as a multi-day, four-season destination.  

4. Engage in more collaborative and complimentary product development and 

cross-promotion 

As seen with the case studies above, increased cross-regional and cross-sectoral 
collaboration is an important part of building a more vibrant cultural sector.  

Cultural community members expressed that one of the weaknesses of Niagara’s cultural 
sector is a lack of collaboration. While cross-sectoral collaboration was identified as an area 
that needs to be strengthened, cross-regional collaboration was emphasized as a much 
more pressing issue. Indeed, community members indicated that it is not uncommon for 
organizations across the various cultural sector segments to collaborate at the local, 
community level. However, organizations from the same cultural sector segment and 
especially from different cultural segments in different local communities rarely collaborate. 
Indeed, local cultural organizations are often not even aware of what is being offered in 
other communities.  

Stronger local and intra-regional marketing and promotion would certainly help to increase 
awareness of what other organizations and communities are offering. However, more active, 



 
 
 
 
 
 
 
 
 
 
 

 

Economic Impact Assessment of the Cultural Sector in Niagara 95 of 174 

 

purposeful information sharing and collaboration among cultural organizations is needed in 
the region. The Cultural Capitals of Canada is a great example of cross-regional and cross-
sectoral collaboration in order to provide coordinated and complimentary cultural offerings.  

Central to being able to collaborate more often and more effectively is the ability to share 
information efficiently so that there is greater awareness of the various cultural offerings 
available across the region at any given time. While face-to-face meetings and networking 
events would help create a community of collaboration, the cultural community already 
struggles with limited time and human resources so attendance at such events can be 
challenging in spite of their potential benefits.  Therefore, other more efficient tools for 
information sharing and communication would be more beneficial. For example, leveraging 
existing tools such as the new site cNiagara.ca would be a great way to encourage greater 
information sharing and collaboration among cultural organizations in the region.  

These tools would provide an easy way for cultural organizations to access information 
about cultural offerings elsewhere so that duplicate offerings and efforts could come to light 
and be addressed. For example if two organizations were to hold complementary events, it 
would be mutually beneficial for them to work together to ensure that their respective 
events are strengthened. Two organizations with complementary offerings could also 
engage in cross-promotion to encourage their own audiences to take advantage of the 
offerings elsewhere as a compliment to their own offering.  

Similarly, two organizations with very similar offerings could collaborate to ensure that they 
do not duplicate their offerings but rather work collaboratively to strategically develop 
complimentary offerings that can be leveraged together. Alternatively, two organizations 
with duplicate offerings could combine their resources and efforts to develop a single 
enhanced product (e.g., event, series or program) to better serve audiences.  

The recent Cultural Capitals of Canada program was a great example of how collaboration in 
the cultural community can bring culture to the forefront and ensure the successful delivery 
of high-quality cultural products and events that attract and engage audiences from within 
the local community and visitors from outside the community.  

Niagara Region should consider ways to support more collaboration in the sector by:  

i) Assisting in the creation or further development of tools such as regional web portals (e.g., 
cNiagara.ca);  

ii) Increasing the flow of information across the community; and, 

iii) Providing on-going, timely and easy access to data and reports regarding Niagara’s 
cultural sector.  
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Indeed, Niagara Region could take on a leadership role in developing and maintaining a set 
of information-sharing tools to encourage and enhance greater collaboration in the cultural 
sector in the region.  

5. Build a case for culture to encourage greater investment in Niagara’s cultural 

sector 

Culture plays an important role in the tourism industry. Similarly, culture plays a key role in 
developing a more diversified, knowledge-based economy that emphasizes creative 
workers. In today’s knowledge economy, many economic indicators now include indicators 
related to the vibrancy of a jurisdiction’s cultural sector.  Local communities can leverage 
this discourse across Canada in order to build a case for investment in culture to drive 
greater economic diversity and prosperity in an ever-increasing knowledge-based economy.   

Investment in culture in Niagara at various levels of government was identified as a 
significant limitation to the growth and development of the cultural section in the region in 
the survey. In addition, many cultural community members during the consultation process 
indicated that there was a strong need for building a ‘case for culture’ in Niagara both at the 
local and regional level, as well as provincially and federally. By making use of the findings 
and recommendations in this study, Niagara Region could develop this ‘case for culture’ and 
work with community and municipal partners to ensure that key decision- and policy-
makers are made aware of the impact and value of culture. The Cultural Capitals of Canada 
program in 2012 is a great example of how successfully bringing Niagara’s cultural sector to 
the forefront of decision-makers and promoting its importance to the community can help 
to encourage large amounts of investment from all levels of government. Indeed, the 
program received a total of $1.625 million from the Federal Government and $670,000 of 
investment from Niagara Region.   

A strong ‘case for culture’ could lead to increased investment in culture—both public at all 
levels of government and private investment from local residents and private-sector 
organizations; increased support for local individual artists; increased investment in cultural 
infrastructure; and the development of capacity-building initiatives to help support sector 
growth.  

Niagara Region could also help ensure that a ‘case for culture’ has as great an impact as 
possible by working with local municipal partners to ensure that there is a cultural sector 
representative and advocate in all 12 local municipal governments.   

In order to be able to build a case for culture, Niagara Region needs to first identify and 
measure key indicators.  The Niagara Culture Plan calls for the “development of measures 
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and indicators to assess progress in building culture into all facets of how the Region plans 
for its future.”87 The EIA is one of the tools that can be used to continue to monitor the 
growth and health of the cultural sector.  

There are many types of indicators for the cultural community.  The Community 
Foundations of Canada developed indicators for various aspects of arts and culture as part of 
its 2006 Vital Signs community indicators project, which included five cities. In 2011 the City 
of Kelowna used the results of the Central Okanagan Foundation’s 2011 report to aid in the 
development of priorities for their Cultural Plan. Vital Signs aims to measure perceptions of 
community members and develop an understanding of key issues facing the region and its 
cultural sector. 

Potential quantitative cultural indicators include: 

 Contribution of the cultural sector to the economy; 

 Contribution of cultural tourism to the economy; 

 Spending by cultural tourists; 

 Number of workers in creative jobs by age/sex/ethnicity/qualification/region; 

 Number of jobs requiring training in culture; and, 

 Level of creative innovation coming from a local economy (e.g., the number of new 
patents registered). 

Qualitative cultural indicators include: 

 Community perceptions of cultural tourism; 

 Importance of arts for creative workers (i.e., quality of life); 

 The attractiveness of a community to creative workers (i.e., quality of life); 

 Perceived benefits to business due to engagement with culture; 

 Value added contributions by cultural industries; 

 Consideration of culture in economic strategies; and, 

 Consideration of culture in local development plans. 

The Niagara Region’s Economic Impact Assessment of Culture provides a snapshot of some 
key quantitative indicators. By coupling the findings of the EIA with findings from the 

                                                        
 
87 Regional Municipality of Niagara. (2010). Niagara Culture Plan. Page 13. 
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ongoing Sustainable Niagara process, the Region will be able to develop a model to engage 
with the provincial and federal governments and make a case for the benefits of investing in 
Niagara’s cultural sector. In addition, leveraging funding from senior levels of government 
and the private sector and working with community partners to identify ways in which 
individual cultural producers and non-incorporated groups can access financial support will 
decrease the reliance on local public funding.   

6. Conduct further research to measure additional cultural indicators.  

A number of key areas should be identified for further study including volunteerism, public 
funding for culture in Niagara and more. Gathering additional data and evidence regarding 
Niagara’s cultural sector will better help Niagara Region identify priorities, address current 
challenges, and make a stronger case for culture.  

 Volunteerism 

There is a clear lack of quantitative and qualitative data regarding volunteerism in the 
cultural sector in Niagara. However, cultural community stakeholders have expressed how 
critical volunteerism is to the sector’s sustainability. In addition, survey data indicates that a 
number of organizations in Niagara’s cultural sector are entirely volunteer-operated and 
most organizations are operating with a very small budget which could also indicate a high 
reliance on volunteer labour.  Reliable data on volunteerism in Niagara’s cultural sector are 
an important indicator of citizen engagement, public support and general cultural activity 
that require further study. 

 Public Funding 

In addition, public funding for culture in Niagara should be further investigated. Many 
survey respondents indicated that a lack of public funding was a significant limiting factor 
for the cultural sector in Niagara.  Research should be conducted in order to identify what 
support exists for Niagara’s cultural sector. 

The survey also identified that very few freelance professionals or independent artists in 
Niagara are accessing public funding. However, the survey did not address why there is such 
little access to these funds happening in Niagara. Given that freelancers and independent 
artists are generally just as, if not more, reliant on public support and other grants than 
cultural businesses and organizations, further research should be conducted into what 
support is available to Niagara artists and why they may not be accessing it.   

 Facilities 

Although the cultural map and inventory of cultural assets identified existing facilities and 
infrastructure, community consultation with the cultural sector indicated that there is a lack 
of facilities and infrastructure to serve the cultural community. This was identified as a major 
capacity issue for the sector and its growth.  
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Follow-up research should be conducted in order to update data regarding what facilities 
and infrastructure exist along with a needs analysis, capacity-building analysis and 
sustainability analysis regarding access to those facilities for cultural organizations and 
events across the sector. 

 Public participation 

Survey respondents indicated that participation in the arts has increased, and the success of 
the Cultural Capital of Canada events illustrates there is a large potential audience for 
cultural events and programs in Niagara.  However, the scope of this study did not allow for 
further investigation into public participation, why it may be increasing and its impact on 
the sector.  In addition, one of the recommended options for growth that emerged from this 
analysis indicated that increasing local awareness and support would be critical to the 
growth and development of the Niagara’s cultural sector.  

Further research into public participation (both local residents and visitors) in the cultural 
sector (including volunteerism, as indicated above) should be conducted to gather 
additional information about the health and vitality of Niagara’s cultural sector.  

 

All six of the opportunities for growth outlined above would contribute to the growth and 
on-going health and vibrancy of Niagara’s cultural sector. However, the key ingredient to 
ensure maximum impact from these opportunities is a central, regional-level leader to help 
coordinate and implement these centralized efforts and initiatives across the region—a role 
that Niagara Region would be best positioned to undertake.  
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Appendix A: List of secondary research sources used for KPI and survey 

development 

Resource Title Source Jurisdiction 
Niagara Region Background Research 

Niagara Region Cultural Plan Niagara Region Niagara 

Policy Brief: The Changing Economic 
Structure Of Niagara (2010) 

Niagara Workforce Planning 
Board 

Niagara 

Regional Agricultural Economic Impact 
Study (2010 update) 

Niagara Region Niagara 

Regional Tourism Profile (2008) Ontario Ministry of Tourism, 
Culture and Sport 

Niagara 

Report: Examining Niagara’s Labour 
Force through the Creative Class Lens 
(2011) 

Niagara Workforce Planning 
Board 

Niagara 

Economic and Cultural Indicators 

Ontario in the Creative Age Martin Prosperity Institute Ontario 

Bigger Thinking for Smaller Cities series: 
How arts and culture can tackle 
economic, social and democratic 
engagement challenges in smaller cities 
(Paper 2) (2010) 

Regional Cities East Regional (East England) 

Framework for Cultural Statistics (2011) Statistics Canada National (Canada) 

Industry Competitive Advantage 
Analysis Tool 

Ontario Ministry of Agriculture, 
Food and Rural affairs 

Provincial (Ontario) 

Leveraging Growth and Managing 
Change: Prince Edward County 
Strategic Cultural Plan (Cultural 
Resource and Cultural Labour Force 
Frameworks-Appendices) (2005) 

Corporation of the County of 
Prince Edward 

Regional (Prince Edward County) 

Strategic Study - The Economy of 
Cultural Heritage and Landscape: A 
Systemic and Integrated Vision (2010) 

Florens 2010 Italy 

The Economic Impact Model for the 
Arts and Heritage (EIMAH) 

Canadian Heritage Information 
Network 

National (Canada) 

Sample Economic Impact Assessments (Canada) 

City of Richmond Arts & Culture 
Economic Impact Study (2008) 

City of Richmond Website Municipal (City of Richmond) 
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Resource Title Source Jurisdiction 
Durham region: Creativity on the City's 
Edge (Creative Economy Strategy) 

Region of Durham Regional (Durham Region) 

Economic Contribution of Toronto's 
Culture Sector (2005) 

City of Toronto Municipal (City of Toronto) 

Economic Impact and Needs Analysis 
Study for a Performing Arts Centre in 
Ajax/Pickering Area (2005) 

Durham West Arts Centre Regional (Durham Region) 

Economic Impact of Parks Canada Parks Canada Organization or Event (Parks 
Canada) 

Economic Impacts of 97 Festivals and 
Events (2003) 

Ontario Arts Council Provincial (Ontario) 

From the Ground-Up: Growing 
Toronto's Cultural Sector (2010) 

City of Toronto Municipal (City of Toronto) 

Greater Victoria Arts And Culture Sector 
Economic Activity Study (2010) 

Capital Regional District (Victoria) Regional (Greater Victoria) 

Growing the Creative-Rural Economy in 
Prince Edward County (2008) 

Prince Edward County Institute  
for Rural Development 

Regional (Prince Edward County) 

HRM Arts & Culture Economic Impact 
Study (2005) 

Halifax Regional Municipality Regional (Halifax Regional 
Municipality) 

Regional Economic Impact Assessment 
and Strategy for Arts, Culture & 
Heritage: Sea to Sky Corridor, From 
Lions Bay to the Pemberton Valley 
(2008) 
  

Whistler Arts Council Regional (Sea to Sky 
Corridor/Whistler region) 

Shaw Festival Economic Impact Study 
(2010) 

The Shaw Festival Theatre Organization or Event (Shaw 
Festival) 

South Georgian Bay Cultural Mapping 
Project - Economic Analysis (2009) 

South Georgian Bay Cultural 
Mapping Project  

Regional (South Georgian Bay)  

The Creative Sector in Kelowna, British 
Columbia: An Economic Impact 
Assessment (2010) 

City of Kelowna Municipal (City of Kelowna) 

The Culture Sector in Atlantic Canada: 
Its Economic Impact and Export 
Potential (2004) 

Atlantic Canada Opportunities 
Agency  

Regional (Atlantic Canada) 
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Resource Title Source Jurisdiction 
The Economic Impacts of Cultural and 
Sport Tourism in Canada (2007) 

Department of Canadian 
Heritage  

National (Canada) 

The Economic Impacts of Cultural and 
Sport Tourism in Canada (2009) 

Department of Canadian 
Heritage 

National (Canada) 

Valuing Culture: Measuring and 
Understanding Canada’s Creative 
Economy 

Conference Board of Canada National (Canada) 

Sample Economic Impact Assessments (US & International) 

Creative and Cultural Industries - An 
Economic Impact Study for South East 
England 

South East England Cultural 
Consortium and South East 
England Development Agency 

Regional (South-East England) 

Culture and Sport Evidence Programme 
(CASE) Economic Impact database 
(ongoing) 

Department for Culture Media 
and Sport 

National (UK) 

Economic Impact of developing the 
West Kowloon Cultural District (2007) 

West Kowloon Cultural District Local (West Kowloon District, 
Hong Kong) 

Economic Impact of Sports Sport England National (UK) 

Economic Impact of the Arts and 
Culture Industry in the Blue Ridge 
Region of Virginia (2008) 

Roanoke Valley – Alleghany 
Regional Commission and The 
Arts Council of the Blue Ridge 

Regional (Roanoke Valley, US)  

St. Louis Arts and Economic Prosperity: 
The Economic Impact of Nonprofit Arts 
and Culture Organizations in the city 
and county of St. Louis (2007) 

St. Louis Regional Arts 
Commission 

Regional (County of St. Louis, US)  
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Appendix B: Use of Adjustment Factor in Developing Import Ratios for 

Niagara 

The adjustment factors outlined in the table below were based on a qualitative assessment 
whereby the research team compared the Niagara economy to the Ontario economy to 
determine the outstanding demand/strength of supply for the industries listed. To support 
the adjustment factor ratings, the team looked at relative employment levels as an indicator 
of the strength of each industry.  



 
 
 
 
 
 
 
 
 
 
 

 

Economic Impact Assessment of the Cultural Sector in Niagara 104 of 174 

 

 

 

 

 

Ontario

Number Commodity Import ratio Equal
Higher 

imports

Much 
higher 

imports
Adjustment 

factor Import ratio
1 Grains 0.501040999 X 0.20 0.600833
2 Other agricultural products 0.334014557 X 0.20 0.467212
3 Forestry products 0.127559169 X 0.40 0.476536
4 Fish and seafood and hunting and trapping products 1.000000000 X 0.00 1.000000
5 Metal ores and concentrates 0.638337821 X 0.20 0.710670
6 Mineral fuels 0.982563352 X 0.00 0.982563
7 Non-metallic minerals 0.499546554 X 0.25 0.624660
8 Services incidental to mining 0.175133043 X 0.25 0.381350
9 Meat, fish and dairy products 0.479024156 X 0.00 0.479024

10 Fruit, vegetable and other food products and feeds 0.461507573 X 0.25 0.596131
11 Soft drinks and alcoholic beverages 0.40042245 X 0.00 0.400422
12 Tobacco and tobacco products 0.28722334 X 0.00 0.287223
13 Leather, rubber, and plastic products 0.756176344 X 0.00 0.756176
14 Textile products 0.928408863 X 0.00 0.928409
15 Hosiery, clothing and accessories 0.976031527 X 0.00 0.976032
16 Lumber and wood products 0.472825728 X 0.00 0.472826
17 Furniture and fixtures 0.691109652 X 0.00 0.691110
18 Wood pulp, paper and paper products 0.652984828 X 0.25 0.739739
19 Printing and publishing 0.263834078 X 0.75 0.815959
20 Primary metal products 0.67573242 X 0.25 0.756799
21 Fabricated metal products 0.488186981 X 0.50 0.744093
22 Machinery 0.995026654 X 0.00 0.995027
23 Motor vehicles, other transportation equipment and parts 0.792085168 X 0.00 0.792085
24 Electrical, electronic and communication products 1.000000000 X 0.00 1.000000
25 Non-metallic mineral products 0.405429756 X 0.25 0.554072
26 Petroleum and coal products 0.465752493 X 0.50 0.732876
27 Chemicals, pharmaceuticals and chemical products 0.825355937 X 0.25 0.869017
28 Miscellaneous manufactured products 0.956242884 X 0.00 0.956243
29 Residential building construction 0 X 0.00 0.000000
30 Non-residential construction 0 X 0.00 0.000000
31 Repair construction 0 X 0.00 0.000000
32 Transportation and storage 0.292454006 X 0.50 0.646227
33 Communications services 0.153481794 X 0.25 0.365111
34 Other utilities 0.037358806 X 0.75 0.759340
35 Wholesaling margins 0.138148062 X 0.20 0.310518
36 Retailing margins and services 0.02885807 X 0.00 0.028858
37 Gross imputed rent 0 X 0.00 0.000000
38 Finance, insurance, and real estate services 0.12859342 X 0.25 0.346445
39 Business and computer services 0.162330782 X 0.50 0.581165
40 Education, tuition and other fees services 0.084932335 X 0.00 0.084932
41 Health and social services 0.012279459 X 0.00 0.012279
42 Accommodation services and meals 0.357514218 X 0.00 0.357514
43 Other services 0.140494196 X 0.00 0.140494
44 Transportation margins 0.37863097 X 0.00 0.378631
45 Operating, office, cafeteria and laboratory supplies 0 X 0.00 0.000000
46 Travel, entertainment, advertising and promotion 0 X 0.00 0.000000
47 Services provided by non-profit institutions serving households 0 X 0.00 0.000000
48 Government sector services 0 X 0.00 0.000000
49 Non-competing imports 1.00000000 X 0.00 1.000000
50 Unallocated imports and exports 0 X 0.00 0.000000
51 Sales of other government services 0.072261605 X 0.00 0.072262

Niagara Region
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Appendix C: Economic Impact Analysis – Data and Calculations 

This appendix provides a detailed description of the methodology used to derive the 
estimates of the economic impact of the cultural sector in Niagara. 

Direct Economic Impact 

The direct impact refers to the employment and GRP effects within the cultural sector itself, 
specifically the segments within NAICS 51 and 71, which comprise the core of cultural sector.  

First, the research team quantified the economic impact of the NAICS 51 segments included 
in the analysis. This was followed by the quantification of the economic impact of the NAICS 
71 segments included in the analysis. 

NAICS 51 Information and Cultural Industries 

Within NAICS 51 four segments can be considered part of the overall cultural sector. These 
segments include:  

• NAICS 5111 Newspaper, periodical, book and directory publishing;  

• NAICS 5121 Motion picture and video industries;  

• NAICS 5122 Sound recording industries; and  

• NAICS 5151 Broadcasting (except Internet).  

The response rate to the online survey from organizations that fall under these NAICS 
categories was too low to directly derive an accurate estimate of the economic impact. Thus, 
the research team adopted an approach by which the direct economic impact was 
estimated on the basis of regional employment data. The research team then combined the 
employment data from Statistics Canada’s 2006 Census with various financial statement 
data from industry-specific Statistics Canada surveys to derive estimates of revenue, 
operating expenses, wages and GRP. 

According to the 2006 Census, employment across the four cultural sub-sectors included 
under NAICS 51 totalled 1,435 in 2006. 88 The largest share of this employment (69%) for 
Niagara was in the Newspaper, periodical, book and directory publishers sub-sector.  

Although the available Census employment data are from 2006, the research team found no 
trend-lines that would require adjustments to account for employment growth or 
contraction between 2006 and 2011. Indeed, the team reviewed data from the Survey of 
Employment, Payroll and Hours (SEPH) for Ontario and found no compelling trend towards 
                                                        
 
88 Note: more recent data were not available at the time of writing.  
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employment growth or contraction in the cultural segments.89 As a result, the team made no 
adjustment and assumed that the employment levels from the 2006 Census provided the 
best indicator of 2011 employment levels in these segments. 

: Total cultural employment in NAICS 51 in Niagara

NAICS Subsector 2011 

employment 

(expected) 

Share 

5111 Newspaper, periodical, book and directory publishers 985 69% 
5121 Motion picture and video industries 275 19% 
5122 Sound recording industries 30 2% 
5151 Broadcasting (except Internet) 145 10% 
 Total 1,435 100% 
Source: Statistics Canada, 2006 Census 

On the basis of various Statistics Canada industry surveys and the Canadian Media 
Production Association’s annual economic profile of the Canadian film and TV production 
industry, the research team derived estimates of per-worker revenue, wages, operating 
expenses and operating profits (after interest expenses) in Ontario, and applied these 
averages to Niagara employment statistics. This process yielded estimates of operating 
revenue, wages, operating expenses and operating profits. Most of these amounts were 
from 2010, and therefore in some cases the team applied an inflation adjustment to convert 
the data to 2011 dollars. 

Based on this approach, the NAICS 51 cultural sector segments in Niagara earned an 
estimated $311.4 million in operating revenue in 2011 and paid wages and benefits of $88.2 
million. Total operating expenses were $284.4 million and operating profit (after interest 
expenses) was $25.1 million.90  

 

 

 

 

                                                        
 
89 The research team also acquired a special tabulation of employment statistics for the Hamilton-Niagara 
Peninsula Region for the relevant NAICS (5111, 5121, 5122, and 5151), however much of the data were 
suppressed by Statistics Canada due to concerns of statistical reliability.  
90 Additional detail on the calculations and data sources for each NAICS subsector can be found in Appendix C. 
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: Estimated financial performance of NAICS 51 cultural segments in Niagara, 2011 (in thousands of 

dollars)

NAICS Subsector Operating 

revenue 

Wages 

and 

benefits 

Operating 

expenses 

Operating 

profit† 

5111 Newspaper, periodical, book and directory 
publishers 197,818 58,958 182,296 14,799 

5121 Motion picture and video industries 40,423 15,422 39,312 1,091 
5122 Sound recording industries 20,653 1,561 18,287 2,365 
5151 Broadcasting (except Internet) 52,459 12,274 44,488 6,844 
 Total 311,353 88,216 284,383 25,100 
Source: Nordicity estimates based on data from Statistics Canada and CMPA Profile 2011. See Appendix C for additional detail 
on calculations and data sources. 
† After interest expenses 

Using this financial data, the team prepared estimates of the direct economic impact of key 
indicators. According to this estimate, the cultural segments in NAICS 51 accounted for 
1,435 jobs in Niagara. These 1,435 workers earned a total of $88.2 million in labour income. 
In total, the subsectors generated $113.3 million in GRP in 2011. 

:  Summary of direct economic impact in Niagara in NAICS 51 segments, 2011

 Amount 
Employment (jobs) 1,435 
Labour income ($M) 88.2 
GRP ($M) 113.3 
Source: Nordicity estimates based on data from Statistics Canada and CMPA, Profile 2011. 

 

NAICS 71 Arts, Entertainment and Recreation 

NAICS 71 comprises four segments of the cultural sector:  

• NAICS 711 Performing arts, spectator sports and related industries;  

• NAICS 712 Heritage institutions;  

• NAICS 7131 Amusement parks and arcades; and  

• NAICS 7139 Other amusement and recreation activities.  

The estimated direct economic impact of the NAICS 71 segments was based on the data 
from the 2006 Census and the online survey.  

To estimate total employment in the NAICS 71 segments, the research team used the 2006 
Census as the baseline. Once again, employment trends for Ontario were reviewed as 
reported in the Survey of Employment Payrolls and Hours (SEPH) for the four NAICS 71 
segments in order to determine if some adjustment was necessary to reflect the growth or 
contraction in employment.  
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 In NAICS 711 employment in Niagara/Hamilton increased by 10% between 2006 and 
2011.  

 In NAICS 712 employment in Niagara/Hamilton decreased by 5% between 2006 and 
2011.  

 For NAICS 7131, data were not available for Niagara/Hamilton. Instead, the team 
referred to the Ontario-wide employment trend. Between 2006 and 2011, 
employment decreased by 14% in Ontario.  

 In NAICS 7139, employment in Niagara/Hamilton decreased by 4% between 2006 
and 2011. 

Overall, the research team estimated that 4,377 persons were employed in the NAICS 71 
sub-sectors in Niagara in 2011.  

: Total cultural employment in NAICS 71 in Niagara

NAICS Subsector 2006 

employment 

Adjustment 

factor 

2011 

employment 

711 Performing arts, spectator sports and related 
industries 

1,410 10% 1,551 

712 Heritage institutions 805 (5%) 765 
7131 Amusement parks and arcades 130 (14%) 112 
7139 Other amusement and recreation activities 2,030 (4%) 1,949 
 Total 4,375  4,377 

Source: Statistics Canada, 2006 Census and Survey of Employment Payroll and Hours. 

The estimates of direct wages and GRP were derived from the survey data. Survey 
respondents in NAICS 71 reported a total output (i.e., operating expenditures) of $106.1 
million. This included $94.1 million in output attributable to cultural organizations and firms 
and $12.0 million in output produced by freelancers.  

Cultural organizations and firms reported that 46.4% of their operating expenditures were 
devoted to employee wages. In other words, they paid $43.3 million in wages and made 
payments totalling $49.8 million to other inputs. Meanwhile, among freelancers, 100% of 
their total output was earned in the form of their own wages. In other words, total wages 
were equal to a total output of $12.0 million. 

In total, therefore, the NAICS 71 segments combined yielded $56.3 million in wages and 
$49.8 million in expenditures on other inputs to their operations. 
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: Total output, wages and other expenditures, NAICS 71 subsectors, 2011 ($M)

 Total 

output 

Total 

wages 

Other 

expenditures 

Cultural organizations and firms 94.1 43.3 49.8 
Freelancers 12.0 12.0 -- 
Total 106.1 55.3 49.8 

Share 100% 51% 49% 
Source: Nordicity estimates based on data from online survey. 

To calculate GRP in the NAICS 71 segments, the research team also took into account the 
operating surplus generated by cultural organizations and firms. Since the survey data did 
not provide with the data necessary to use as a basis for estimating the operating surplus, 
the team developed a proxy model based on the average operating surplus rate across 
NAICS 71, as reported in the Statistics Canada I-O tables for Canada. According to the 
Statistics Canada I-O tables, operating surplus accounted for 15.2% of operating 
expenditures in NAICS 71. This rate of operating surplus translates into $7.6 million for 
cultural organizations and firms in Niagara. In total, the GRP generated by cultural 
organizations and firms under NAICS 71 was $50.9 million. 

No estimate was made for operating surplus for freelancers, since the employee and owner 
are one and the same for these entities.  

In total, the NAICS 71 segments generated an estimated $62.9 million in GRP in Niagara in 
2011. 

: Calculation of GRP, NAICS 71 segments, 2011 ($M)

 Labour  

income 

Operating 

surplus 

GRP 

Cultural organizations and firms 43.3 7.6 50.9 
Freelancers 12.0 -- 12.0 
Total 55.3 7.6 62.9 
Source: Nordicity estimates based on data from online survey and Statistics Canada, CANSIM 381-0014. 

In total, the NAICS 71 segments employed 4,377 persons in Niagara in 2011, including self-
employed freelance workers. These workers earned $55.3 million in labour income. In total 
the NAICS 71 segments generated $62.9 million in GRP for Niagara in 2011. 

: Summary of direct economic impact in Niagara in NAICS 71 segments, 2011

 Amount 
Employment (jobs) 4,477 
Labour income ($M) 55.3 
GRP ($M) 62.9 
Source: Nordicity estimates based on data from online survey and Statistics Canada. 
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Direct Impact Summary 

The direct economic impacts of the NAICS 51 and 71 segments are summed in order arrive 
at the total direct economic impact of the cultural sector in Niagara. Overall, the cultural 
sector in Niagara generated employment for 5,812 persons in 2011. These workers earned 
$143.6 million in labour income. Altogether, the cultural sector generated $176.2 million in 
GRP for Niagara in 2011. 

 NAICS 51 

subsectors 

NAICS 71 

subsectors 

Total cultural 

sector 
Employment (jobs) 1,435 4,377 5,812 

Labour income ($M) 88.2 55.3 143.6 

GRP ($M) 113.3 62.9 176.2 
Source: Nordicity estimates based on data from online survey, Statistics Canada and CMPA, Profile 2011. 

 

Indirect Impact 

The indirect impact measures the increase in economic activity in other industries that 
supply inputs to the cultural sector in Niagara. To estimate the indirect impact the research 
team developed a model based on Statistics Canada’s I-O tables for the Ontario economy. In 
preparing this model the research team took into account key differences between the 
Ontario and Niagara economies. Specifically, the team reviewed the import ratios for each 
industry in the Ontario economy and made adjustments to those import ratios so that the 
model better reflected the nature of the Niagara economy.  

In general, as one moves from a national to a provincial to a regional economy the rate of 
importation (i.e., economic leakages) would increase. Therefore, the import ratio in Niagara 
for a particular commodity would be equal to, or greater than, the provincial rate. This rate 
does vary from commodity to commodity, depending on the degree to which the 
commodity can be supplied from within the Niagara economy. This rate can also vary over 
time, as the Niagara economy changes. The import ratios for this analysis are based on 
Statistics Canada 2008 I-O tables, and therefore, reflect the Niagara economy at that point in 
time.  

In modeling the indirect impact, the team also took into account that cultural sector 
organizations and firms in Niagara would directly purchase goods and services from outside 
the region. The survey data indicated that approximately 63% of non-labour expenditures 
are first spent in Niagara while 37% of expenditures on non-labour inputs are paid to entities 
outside Niagara.  
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Source: Nordicity estimates based on data from online survey 
* Note: While this survey question was directed at all organization respondents participating in the online survey, the question 
was answered, in large part, by respondents from the performing arts, spectator sports, heritage institutions, amusement and 
recreation sub-sectors 
n=84 

The research team’s modeling of the indirect impact took into account the expenditure 
profile of cultural sector organizations and firms in Niagara. The survey data was used to 
develop an expenditure profile for the NAICS 71 segments. Since there was limited survey 
data for the NAICS 51 segments, the team consulted Statistics Canada’s I-O tables for NAICS 
51 in order to develop an expenditure profile that could be applied across all of the NAICS 
51 subsectors. A detailed breakdown of the non-labour expenditures for each NAICS sector 
can be found below. 
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Commodity NAICS 51 NAICS 71 

Grains -- -- 
Other agricultural products -- -- 
Forestry products -- -- 
Fish and seafood and hunting and trapping products -- -- 
Metal ores and concentrates -- -- 
Mineral fuels 0.2% -- 
Non-metallic minerals -- -- 
Services incidental to mining -- -- 
Meat, fish and dairy products -- -- 
Fruit, vegetable and other food products and feeds -- -- 
Soft drinks and alcoholic beverages -- -- 
Tobacco and tobacco products -- - 
Leather, rubber, and plastic products -- -- 
Textile products -- -- 
Hosiery, clothing and accessories -- -- 
Lumber and wood products -- -- 
Furniture and fixtures -- -- 
Wood pulp, paper and paper products 2.3% -- 
Printing and publishing 3.4% -- 
Primary metal products -- -- 
Fabricated metal products -- -- 
Machinery 0.1% -- 
Motor vehicles, other transportation equipment and parts -- -- 
Electrical, electronic and communication products 6.8% -- 
Non-metallic mineral products -- -- 
Petroleum and coal products 0.6% -- 
Chemicals, pharmaceuticals and chemical products 0.1% -- 
Miscellaneous manufactured products 1.6% -- 
Residential building construction -- -- 
Non-residential construction -- -- 
Repair construction 0.6% -- 
Transportation and storage 1.1% 2.4% 
Communications services 12.3% 25.2% 
Other utilities 0.8% 4.4% 
Wholesaling margins 1.0% 0.0% 
Retailing margins and services 0.5% 11.0% 
Gross imputed rent -- 16.3% 
Finance, insurance, and real estate services 16.9% 4.9% 
Business and computer services 23.2% 35.7% 
Education, tuition and other fees services 0.2% -- 
Health and social services -- -- 
Accommodation services and meals 0.1% -- 
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Commodity NAICS 51 NAICS 71 

Other services 14.4% -- 
Transportation margins 0.5% -- 
Operating, office, cafeteria and laboratory supplies 5.7% -- 
Travel, entertainment, advertising and promotion 7.7% -- 
Services provided by non-profit institutions serving households 0.0% -- 
Government sector services 0.1% -- 
Total 100.0% 100.0% 

Source: Nordicity estimates based on data from online survey and Statistics Canada I-O tables 

Out of total operating expenditures of $392.9 million, the analysis indicates that $248.1 
million was devoted to non-labour expenditures. Out of these total non-labour 
expenditures, $91.8 million was paid to suppliers located outside of Niagara, while $156.3 
million was paid to suppliers inside Niagara. 

: Summary profile of operating expenditures, 2011 ($M)

 NAICS 51 

subsectors 

NAICS 71 

subsectors 

Total cultural 

sector 
Total operating expenditures 108.5 284.4 392.9 

Labour expenditures 56.6 88.2 144.8 
Non-labour expenditures 51.9 196.2 248.1 
Purchases from outside Niagara 19.2 72.6 91.8 

Purchases from Niagara suppliers 32.7 123.6 156.3 
Source: Nordicity estimates based on data from online survey, Statistics Canada and CMPA, Profile 2011. See Appendix C for 
additional detail on calculations and data sources.  

Using this breakdown of the Niagara cultural sector’s non-labour expenditures, the research 
team modeled the economic impact that the sector has on the wider Niagara economy 
through its purchases of inputs from local businesses – i.e., the indirect economic impact. 
This model was based on Statistics Canada’s I-O tables for the Ontario economy adjusted to 
take into account the economic leakages from the Niagara economy (discussed above).  

Niagara’s cultural sector payments of $156.3 million to Niagara suppliers generated 1,193 
jobs in Niagara across a variety of industry sectors. These jobs earned a total of $56.1 million 
in household income. In total, the purchases of inputs from Niagara suppliers generated an 
indirect impact of $101.8 million on Niagara’s GRP.  

: Summary of indirect economic impact in Niagara, 2011

 Total  

cultural sector 
Employment (jobs) 1,193 
Household income (i.e., wages and benefits) ($M) 56.1 
GRP ($M) 101.8 
Source: Nordicity estimates based on data from online survey, Statistics Canada and CMPA, Profile 2011. 
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Induced Impact 

The induced economic impact arises as households that earn income at the direct and 
indirect impact stages re-spend their income throughout the economy. While Statistics 
Canada’s Input-Output (I-O) tables do provide a basis for calculating the indirect economic 
impact of a given economic activity, they do not permit one to directly calculate the induced 
economic impact. In the absence of multipliers from Statistics Canada, the research team 
developed a simple approach for deriving an induced economic impact multiplier, which 
follows the general principle of induced economic impacts and infinite mathematical series. 

As noted previously, the induced economic impact arises from re-spending that occurs 
throughout the economy. This rate of re-spending is a function of the marginal propensity 
to consume (MPC) within an economy, that is, the percentage of total income those 
households spend on the purchase of goods and services. For example, if the MPC of 
households is 0.7 then they will spend 70% of their income on the purchase of goods and 
services. The recipients of the income from these purchases will then spend 70% of their 
income on the purchases of goods and services, and so on--i.e. the resulting mathematical 
series:  

 

This equation can be expressed as an infinite geometric sum that is equal to: 

 

 Or approximately 3.33. 

With an estimate of the MPC, one can derive an induced impact multiplier by using the 
following formula: 1/ (1-MPC). The research team uses this approach with an additional 
adjustment for the marginal propensity to import (MPM) to arrive at an induced impact 
multiplier for the Canadian economy. 

Data published by Statistics Canada for the Ontario economy indicates the MPC in the 
province between 1981 and 2010 was equal to 0.78. These data also indicate that the MPM 
between 1981 and 2010 was equal to 0.58. In order to reflect the additional rate of 
importation experienced by the regional economy, the team added five percentage points 
to the MPM. Thus, an MPM of 0.63 was used in the calculation of the induced impact 
multiplier.  

Based on this data, the team used the following formula to arrive at the induced impact 
multiplier of 1.18. 
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The1.18 multiplier was then applied to the total wages generated at the direct and indirect 
stages of the economic impact to arrive at an estimate of the induced impact output. This 
induced impact output was then converted to GRP using the Ontario-wide GRP-to-output 
ratio (0.47) and converted to wages using the Ontario-wide wages-to-output ratio (0.29). 
Induced impact employment was estimated by dividing the estimate of total induced 
impact wages by an average job salary of $47,000.91 

Tourism Spillover Impact 

Thus far, the analysis has considered the economic impact arising from the activities of 
artists, workers and organizations in the cultural sector, including the impact they have 
further down the supply chain – i.e., the purchases of goods and services. The cultural sector, 
however, also generates significant spillover impacts for other industries in the Niagara 
economy, independent of its supply chain impacts.  

One of the biggest sources of spillovers is tourism. The festivals, cultural performances and 
cultural attractions in Niagara draw thousands of visitors from outside the region, Ontario 
and Canada every year. These tourists not only spend on cultural activities, but they also 
purchase travel, accommodation, food and other retail goods and services. 

To estimate the economic value associated with the tourism spillover from the cultural 
sector, Nordicity developed a model that utilized tourism data from the 2008 Regional 
Tourism Profile for Niagara and the Tourism Regional Economic Impact Model (TREIM) 
maintained by the Ontario Ministry of Tourism, Culture and Sport. The TREIM is capable of 
generating estimates of GRP, labour income and employment on the basis of tourism 
spending data and statistics on tourism visits. 

                                                        
 
91 According to Statistics Canada, “Survey of Employment, Payroll and Hours,” CANSIM table 281-0027, the 
average weekly wage in Ontario in 2011 was $895. We multiply this average weekly wage by 49 weeks, and 
adjust it for employer CPP contributions (5.0%) and employer EI contributions (2.5%) to arrive at an average job 
cost of $47,122, or approximately $47,000 ($895 x 49 x 1.075 = $47,122). GRP and wage ratios from Statistics 
Canada, “Provincial input-output tables, inputs and outputs, summary level, basic prices,” CANSIM table 381-
0028. 
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On the basis of tourism spending statistics from the 2008 Regional Tourism Profile, the 
research team derived estimates of the gross economic impact using TREIM.92 These gross 
estimates were then adjusted to isolate cultural tourism from other types of tourism. The 
results were also adjusted to isolate the impact attributable to tourists from inside the 
Niagara region. Since the Regional Tourism Profile was based on 2008 data, a final inflation 
adjustment was made to TRIEM results to convert them to 2011 dollars. 

Overall, the economic impact of cultural tourism in Niagara was approximately equal to the 
impact generated by the tourism sector itself through its direct, indirect and induced effects. 
In total, cultural tourism accounted for an estimated 5,873 workers and $186.7 million in 
labour income. The GRP impact in 2011 was equal to $300.7 million.  

: Summary of cultural tourism impact in Niagara, 2011

 Gross  

impact* 

Cultural tourism 

impact** 

Inward tourist 

impact*** 
Cultural tourism 

impact in 

2011**** 

Employment (jobs) 18,108 6,136 5,873 5,873 
Labour income (i.e., wages 
and benefits) ($M) 543.0 184.0 176.1 186.7 
GRP ($M) 874.6 296.3 283.7 300.7 
Source: Nordicity estimates based on data from 2008 Regional Tourism Profile, TREIM and Statistics Canada. 
Note: See Appendix for additional data and calculations. 
* Includes direct, indirect and induced impacts within Niagara region. 
** Gross impact multiplied by 33.9%, which represents the share of tourist visits accounted for by festival/fairs, cultural 
performances, museums/art galleries, historic sites. 
*** Cultural tourism impact reduced by 4.3%, which represents the share of visits accounted for by residents of the Niagara 
region. 
**** Adjustment based on Statistics Canada’s Consumer Price Index for Ontario.  
 

 

 

 

 

 

 

                                                        
 
92 In order to avoid double-counting with the economic impact results derived for NAICS 51 and 71, we removed 
tourists’ expenditures on cultural activities from the overall tourism spending profile. 
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: 

 Ontario, 

2010 

($000s) 

Number 

workers in 

Ontario, 

2010 

Ontario, 

2010 per 

worker 

Employment and CPI 

adjusted to estimate levels 

for Niagara Region, 2011 

Estimates for 

Niagara Region, 

2011 

Operating 
revenue 

4,775,827 

÷ 24,470 = 

195,200 

× 985 workers × 1.029 CPI = 

197,818,000 

Operating 
expenses 

4,401,089 179,900 182,296,000 

Operating 
profit 

357,295 14,600 14,799,000 

Wages 
 

1,423,406 58,169 58,898,000 

Source: Statistics Canada, 2006 Census; Statistics Canada, Consumer Price Index; Statistics Canada, Survey of 
Employment Payroll and Hours, CANSIM table 281-0023; Statistics Canada, Book Publishers, catalogue no. 
87F0004X; Statistics Canada, Periodical Publishers, CANSIM, table 361-0010; Statistics Canada, Newspaper 
Publishers, catalogue no. 63-241-X. 

: 

 Ontario, 

2010 

($000s) 

Number 

workers in 

Ontario, 

2010 

Ontario, 

2010 per 

worker 

Employment and CPI 

adjusted to estimate levels 

for Niagara Region, 2011 

Estimates for 

Niagara Region, 

2011 

Operating 
revenue 

1,714,200 

÷ 12,000 = 

142,900 

× 275 workers × 1.029 CPI = 

40,423,000 

Operating 
expenses 

1,667,100 138,900 39,312,000 

Operating 
profit 

46,283 3,900 1,091,000 

Wages 
 

654,000 54,500 15,542,000 

Source: Statistics Canada, 2006 Census; Statistics Canada, Consumer Price Index; Statistics Canada, Survey of 
Employment Payroll and Hours, CANSIM table 281-0023; Statistics Canada, Film, Television and Video production, 
catalogue no. 87-010-X; CMPA, Profile 2011: An Economic Report on the Canadian Screen-based Production 
Industry. 
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: 

 Ontario, 

2010 

($000s) 

Number 

workers in 

Ontario, 

2010 

Ontario, 

2010 per 

worker 

Employment and CPI 

adjusted to estimate levels 

for Niagara Region, 2011 

Estimates for 

Niagara Region, 

2011 

Operating 
revenue 

492,400 

÷ 736 = 

669,000 

× 30 workers × 1.029 CPI = 

20,653,000 

Operating 
expenses 

436,000 592,400 18,287,000 

Operating 
profit 

56,378 76,600 2,365,000 

Wages 
 

69,300 50,575 1,561,000 

Source: Statistics Canada, 2006 Census; Statistics Canada, Consumer Price Index; Statistics Canada, Survey of 
Employment Payroll and Hours, CANSIM table 281-0023; Statistics Canada, Sound Recording and Music 
Publishing, catalogue no. 87F0008XWE. 

: 

 Canada, 

2010 

($000s)* 

Number 

workers in 

Canada, 

2010* 

Canada, 

2010 per 

worker* 

Employment and CPI 

adjusted to estimate levels 

for Niagara Region, 2011 

Estimates for 

Niagara Region, 

2011 

Operating 
revenue 

9,458,290 

÷ 33,303 = 

284,000 

× 145 workers × 1.029 CPI = 

42,375,000 

Operating 
expenses 

8,087,449 242,800 36,234,000 

Operating 
profit 

1,200,599 36,100 5,379,000 

Wages 
 

2,562,064 76,932 11,479,000 

Source: Statistics Canada, 2006 Census; Statistics Canada, Consumer Price Index; Statistics Canada, Survey of 
Employment Payroll and Hours, CANSIM table 281-0023; Statistics Canada, Radio Broadcasting Industry, 
catalogue no. 56-208-XWE; Statistics Canada, Television Broadcasting Industries, catalogue no. 56-207-XWE. 
* Data for Canada was used in place of data for Ontario in order to avoid distortions due to concentration of 
Canadian television broadcasting industry in Ontario. 
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: 

Ontario 

Other 

Canada US Overseas Total 

Festivals/fairs 90 20 144 205 459 
Cultural performances 274 34 216 160 684 
Museums / Art Galleries 80 45 398 313 836 
Historic Sites 324 54 616 534 1,528 
Total cultural visits 768 153 1,374 1,212 3,507 

Total visits 5,420 166 3,923 841 10,350 
Share of total visits accounted for by cultural 
activities 33.9% 
Total visits by Niagara residents 443 
Visits by Niagara residents as a share of total 
visits 4.3% 

Source: 2008 Niagara Regional Tourism Profile 

: 

Category Total tourist spending ($M) 

Public Transportation 26.5 
Private Transportation - Rental 16.5 
Private Transportation - Operation 135.1 
Local Transportation 9.5 
Accommodation 418.4 
Food & Beverage - At Stores 79.3 
Food & Beverage - At Restaurants/Bars 397.4 
Recreation  44.3 
Culture --* 
Retail - Clothing 165.9 
Retail - Other 46.3 
Total 1,339.2 

Source: 2008 Niagara Regional Tourism Profile 

* Tourist expenditures on culture have been set to zero in order to avoid double counting with the analysis of the 
economic impact of NAICS 51 and 71. 
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Appendix E: Jurisdictional Studies: Direct Economic Impact Comparisons 

The table below outlines the research team’s analysis for cross-jurisdictional comparisons of 
per-capita GDP.  

Study/Jurisdiction (Year of GDP Number) Direct Impact (GDP, 

$) 
 Population Per capita 

Atlantic Canada (2002 numbers)93 
 Newfoundland & Labrador 

 Prince Edward Island 

 Nova Scotia 

 New Brunswick 

2.1 B 
473 M 

 
131 M 

 
891 M 
604 M 

 2.34 M94  
519,53195 
136,87696 

 
935,01597 
749,33198 

$897.44 
$910.44 

 
$957.07 

 
$952.93 
$806.05 

 
City of Richmond (2007 numbers)99 37 M  185,400 

(2007)100 
$199.57 

 
Halifax Regional Municipality (2003 
numbers)101 

490 M102  300,500 
(2003)103 

$1,630.62 
 

Kelowna (2009 numbers)104 40.1 M  120,812 
(2009)105 

$331.92 
 

                                                        
 
93 Barrieau, Nicole. The Canadian Institute for Research on Regional Development. “The Cultural Sector in Atlantic 
Canada: Its Economics Impact and Export Potential.”. 2004 
94 Statistics Canada.  Table   051-0001 - Estimates of population, by age group and sex for July 1, 2002 Canada, 
provinces and territories, annual (persons unless otherwise noted), CANSIM (database).  
95 Ibid.  
96 Ibid 
97 Ibid 
98 Ibid 
99 InterVISTAS Consulting inc. (2008). City of Richmond Arts & Culture Economic Impact Study. Accessed February 8, 
2013 from: http://www.richmond.ca/__shared/assets/eistudy21450.pdf 
100 InterVISTAS Consulting inc. (2008). City of Richmond Arts & Culture Economic Impact Study. Accessed February 8, 
2013 from: http://www.richmond.ca/__shared/assets/eistudy21450.pdf 
101 Gardner Pinfold Consulting Economists Ltd. (2005). HRM Arts & Culture Sector Economics Impact Study. 
Accessed April 16, 2013 from: 
http://www.halifax.ca/capitaldistrict/Publications/documents/FINALARTSCULTURE.pdf 
102 Measured in 1997 dollars. 
103 Gardner Pinfold Consulting Economists Ltd. (2005). HRM Arts & Culture Sector Economics Impact Study. 
Accessed April 16, 2013 from: 
http://www.halifax.ca/capitaldistrict/Publications/documents/FINALARTSCULTURE.pdfy   
104 Momer, Bernard. (2010) The Creative Sector in Kelowna, British Columbia: an economic impact assessment. 
Accessed April 16, 2013 from: 
http://www.kelowna.ca/CityPage/Docs/PDFs/Cultural%20District/2010%20A&C%20EIA%20FINAL.pdf 
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Study/Jurisdiction (Year of GDP Number) Direct Impact (GDP, 

$) 
 Population Per capita 

Toronto (Purely Estimated 2001 numbers)106 8-9 B   4,682,898 
(CMA, 2001)107 

$1,815.12 
 

Ontario (2001)108 17.9 B  11,896,663 
 (2001)109 

$1,504.62 
 

Canada (2001)110 38.5 B111  31.02 M (2001) $1,241.13 
 

Niagara (2012)112 176.2 M  431,346 

(2011)113 

$408.49 

 

  

                                                                                                                                                                  
 
105 Momer, Bernard. (2010) The Creative Sector in Kelowna, British Columbia: an economic impact assessment. 
Accessed April 16, 2013 from: 
http://www.kelowna.ca/CityPage/Docs/PDFs/Cultural%20District/2010%20A&C%20EIA%20FINAL.pdf 
106 City of Toronto, Deloitte, Economic Contribution of Toronto’s Cultural Sector April 4, 2005 
107  http://www12.statcan.ca/census-recensement/2006/dp-pd/92-596/P1-
2.cfm?Lang=eng&T=CMA&GEOCODE=535&PRCODE=35&TID=0 
108 Deloitte. (2005). City of Toronto: Economic Contribution of Toronto’s Culture Sector. Accessed April 9, 2013 from: 
http://www.toronto.ca/culture/pdf/Toronto_Economic-Impact-CultureSector.pdf 
109 Statistics Canada.   Table   051-0001 - Estimates of population, by age group and sex for July 1, Canada, 
provinces and territories, annual (persons unless otherwise noted),   CANSIM (database).  
110 Deloitte. (2005). City of Toronto: Economic Contribution of Toronto’s Culture Sector. Accessed April 9, 2013 from: 
http://www.toronto.ca/culture/pdf/Toronto_Economic-Impact-CultureSector.pdf 
111 Ibid. 
112 See Table 1. 
113 Niagara Region website. 
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Appendix F: Summary of Community Engagement Sessions and Open 

House 

The table below summarizes the results of the two Community Engagement sessions hosted 
during the course of the study. During these sessions, Niagara Region, the research team and 
members of the cultural community identified a number of key challenges facing the cultural 
sector in Niagara, some potential opportunities for growth and development, potential 
outcomes that could result from the EIA of culture in Niagara, and a vision for the future of the 
Niagara cultural sector.  

Summary of the community engagement process 

Barriers to growth and development 

 Geography & distribution: Large region with many municipalities, large distances between 
municipalities/communities.  

 Transportation within the region (e.g., between municipalities) 
 Cultural facility infrastructure 
 Lack of information sharing and collaboration between organizations across sub-sectors and 

municipalities 
 High workforce turnover. It’s hard to build a cultural community when there is so much attrition and 

loss of workforce.  
 Low private investment in culture in Niagara 

Opportunities for growth and development 

 Capitalize the rich cultural history of the region. Make Niagara a history destination (e.g., Black history, 
War of 1812 history, rich aboriginal history) 

 Niagara has rich offerings for all four seasons; promote Niagara as a four-season destination 
 Regional marketing initiatives  
 Centralized information sharing about what is going on in other sub-sectors and other municipalities  
 Cross-promotion across sub-sectors and municipalities 
 Collaboration and development of complementary offerings across sub-sectors and municipalities 
 Build loyalty and reputation with local audiences and then use that to promote the region externally 

Potential benefits and outcomes of the EIA 

 Drive collaboration between cultural organizations across cultural sub-sectors and across the 12 
municipalities 

 Provide information for long-term planning for cultural development and cultural investment at the 
organizational, municipal and regional level 

 Provide critical information to support funding applications 
 Create awareness of the value (in economic and social terms) of the cultural sector to drive public 

support and advocacy for culture in Niagara 

Vision for the Niagara cultural sector 

 A cultural sector in Niagara that is a self-sustaining contributor to the Regional economy 
 Increased influx of cultural workers, audiences and supporters to the region 
 Enhanced understanding of the cultural sector as an important economic contributor and driver in 

Niagara 
 Strengthened support for culture from politicians at all levels of government (through advocacy) 
 Increased investment in culture  
 Increased support for individual artists 
 More frequent cross-sectoral  and cross-regional/municipal collaboration and partnerships 
 Enhanced buy-in and support for culture among local audiences and citizens 
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The following table summarizes the the discussion from the Open House session where the 
research team presented the findings of the EIA study to the community. The public asked 
questions about the study’s results, provided feedback and discussed the EIA information 
with members of the consulting team.  

Summary of the open house 

Barriers to development of artists’ craft and commercial opportunities in the cultural sector 

 

 Artists within Niagara need to work with those in similar niches outside to improve their craft, broaden 
their artistic horizons and access market opportunities.  

 Commercial outlets for art (galleries, art stores) in the region select artists for exhibition based on their 
marketability and not their location. Typically more artists from outside the region are exhibited than 
from within the region as a distinct regional artistic style – comparable to the Baie St. Paul region for 
example - has (yet) to develop and tourists are principally looking for aesthetics and quality rather than 
regional art. 

 Artists are already excessively reliant on subsidies even though (additional) public funding was 
identified as a key issue by cultural workers. 

 Niagara’s artists and cultural businesses lack business planning skills and a basic understanding of the 
value chain leading to commercial sales. They don’t understand the needs of the retail side of the 
market (e.g., painters produce a tableau without an idea whether there is a demand for a particular 
style or price point).  

 Artists also don't work together to develop and ensure success of exhibitions and showcases. 
 Cultural workers’ incomes are low because of lack of commercial skills, focus and low number of years 

of education – characteristic of workers in Niagara in general. 
Barriers to development of regional cultural strategies 

 

 Niagara tourism could develop using synergies between commercial and cultural activities to extend 
overall stays and draw tourists to smaller centres and lesser known cultural attractions.  

 Inter-regional rivalry among cities has frustrated previous initiatives to effectively market the region. In 
the same vein, commercial tourism in Niagara Falls is dominated by a few long time family-owners with 
a narrow city and commercial-focus. These family-owners believe that the Niagara Falls tourism model 
is fully adequate and, as such, they are unwilling to leverage tourism-cultural synergies or develop 
attractions on a regional basis. 

 Other cities – St. Catharines and Niagara-on-the-Lake also demonstrate a similarly excessive city-focus. 
The origin of this was attributed to the blue collar history of much of the region when workers had 
relatively well paying secure jobs and identified with a few large employers and their cities. 

Moving Forward with the Results 

 The EIA does not have a specific enough focus on the emerging cultural markets – this could be a 
specific focus in future studies. 

 The inclusion of sports may have detracted from the focus and clarity of the study when administering 
the survey, thus preventing ‘buy-in’ from either the cultural sector or the sport and recreation sector. 

 The market and the supply chain gap prevent arts from becoming truly profitable – addressing this gap 
may be part of a future strategy.  

 A cluster analysis may uncover specific cultural clusters that can be developed or have potential to be 
developed in the future. 
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Appendix G: Survey Questionnaire 

The survey questionnaire is provided below. Please note that this questionnaire includes all 
survey questions and that survey logic is not reflected.  Only those questions relevant to 
specific respondents based on their responses to previous questions would have appeared 
in the web-based survey.    

Basic Information 

Please fill in the following contact information. 

Remember: At no time will your responses be attributed to you or your organization.  This 
information simply lets us know that you've taken the time to participate in the survey. 

Respondent Name 
  

Email address 
  

Name of Organization (if applicable) Please Note: If you are responding 
on behalf of an organization, indicate the name of that organization. If you 
are responding on behalf of yourself as a freelance professional or 
independent artist, enter n/a. 

  

1. In which Niagara municipalities are you or your organization based out of?  

 Fort Erie   

 Grimsby   

 Lincoln   

 Niagara Falls   

 Niagara-on-the-Lake   

 Pelham   

 Port Colborne   

 St. Catharines   

 Thorold   

 Wainfleet   

 Welland   

 West Lincoln   
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Do you or your organization also operate in other municipalities in the Niagara 

region?  

 Yes 

 No 

Please select the other Niagara municipalities in which you or your organization 

operate. 

Please select all that apply 

 Fort Erie 

 Grimsby 

 Lincoln 

 Niagara Falls 

 Niagara-on-the-Lake 

 Pelham 

 Port Colborne 

 St. Catharines 

 Thorold 

 Wainfleet 

 Welland 

 West Lincoln 

 

In what capacity are you responding to this survey? 

 I am responding on behalf of a cultural organization or business 

 I am an independent artist or freelance professional responding on behalf of myself 

 I am responding on behalf of a government department or agency Please Note: This 
category includes municipal public libraries and museums or heritage sites operated by a 
municipality 

 I am responding on behalf of a university or college department, or a specialized 
industry training institution 
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 I am responding on behalf of an industry association or alliance 

A. Industry Identification 

A1. Please select the cultural sector segment that best represents your company or 

organization's primary area of activity. 

 Heritage 

 Libraries and Archives 

 Museums and Galleries 

 Visual Arts  

 Crafts and Artisanal Production  

 Applied Arts 

 Live Performing Arts 

 Festivals, Events and Cultural Celebrations 

 Writing and Publishing 

 Audiovisual and Digital Media 

 Music and Sound Recording 

 Sports and Recreation 

 Community Cultural Organizations and Societies 

 Other, please specify: ______________________ 

 

 

 

 

 

 

 

A2-a. Please select the Heritage sub-categories that best represent your organization's 

primary area of activity. 
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Please select all that apply 

 Historic and cultural heritage sites 

 Nature parks and natural heritage sites 

 Zoos and botanical gardens 

 Other, please specify: ______________________ 

A2-b. Please select the Libraries and Archives sub-categories that best represent your 

organization's primary area of activity. 

Please select all that apply 

 Archives 

 Libraries 

 Other, please specify: ______________________ 

A2-c. Please select the Museums and Galleries sub-categories that best represent your 

organization's primary area of activity. 

Please select all that apply 

 Museums 

 Public art galleries 

 Private art galleries 

 Arts centres 

 Other, please specify: ______________________ 

A2-d. Please select the Visual Arts sub-categories that best represent your 

organization's primary area of activity. 

Please select all that apply 

 Visual art production facilities (e.g. studios) 

 Original visual art production 

 Art restoration and conservation 

 Original art sales (e.g. art dealers) 

 Other, please specify: ______________________ 
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A2-e. Please select the Crafts and Artisanal Production sub-categories that best 

represent your organization’s primary area of activity. 

Please select all that apply 

 Craft and artisanal production facilities (e.g. studios, workshops) 

 Original craft or artisanal production 

 Craft and artisanal retail 

 Other, please specify: ______________________ 

A2-f. Please select the Applied Arts sub-categories that best represent your 

organization's primary area of activity. 

Please select all that apply 

 Commercial photography 

 Advertising 

 Architecture 

 Design 

 Other, please specify: ______________________ 

A2-g. Please select the Live Performing Arts sub-categories that best represent your 

organization's primary area of activity. 

Please select all that apply 

 Dance 

 Theatre and musical theatre 

 Comedy 

 Opera 

 Variety shows 

 Live musical performances (i.e. musical performances that are not linked to the 
promotion of a sound recording product) 

 Other, please specify: ______________________ 

A2-h. Please select the Festivals, Events and Cultural Celebrations sub-categories 

that best represent your organization’s primary area of activity. 
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Please select all that apply 

 Festival and event facilities 

 Community or cultural celebrations 

 Festivals 

 Other, please specify: ______________________ 

A2-i. Please select the Writing and Publishing sub-categories that best represent your 

organization's primary area of activity. 

Please select all that apply 

 Books 

 Magazines and Periodicals 

 Newspapers 

 Blogs and other web publications 

 Other, please specify: ______________________ 

A2-j. Please select the Audiovisual and Digital Media sub-categories that best 

represent your organization's primary area of activity. 

Please select all that apply 

 Film and video production and post-production services 

 Film and video distribution 

 Film and video exhibition 

 Radio and TV broadcasting 

 Pay and specialty television  

 Digital media content development and production 

 Software publishing  

 Digital content publishing 

 Other, please specify: ______________________ 

A2-k. Please select the Music and Sound Recording sub-categories that best 

represent your organization's primary area of activity. 
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Please select all that apply 

 Sound recording studios 

 Record production  

 Music publishing 

 Other, please specify: ______________________ 

A2-l. Please select the Sports and Recreation sub-categories that best represent your 

organization's primary area of activity. 

Please select all that apply 

 Sports and recreation event facilities 

 Sports groups, clubs, societies and associations 

 Spectator sports events 

 Fitness and recreational sports centres 

 Providers of recreation experiences and activities 

 Other, please specify: ______________________ 

A2-m. Please select the Community Cultural Organizations and Societies sub-

categories that best represent your organization's primary area of activity. 

Please select all that apply 

 Community cultural organizations serving special interest groups  

 Community cultural groups, clubs and societies organized around common interests, 
shared ethnicity, geography and/or shared religion 

 Other, please specify: ______________________ 

 

 

 

B.  Corporate Profile 

B1. Which of the following options best describes the structure of your organization or 

company? 
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 Private Corporation 

 Private Partnership 

 Private Sole Proprietorship 

 Public Corporation 

 Crown Corporation 

 Non-profit with charitable status 

 Non-profit without charitable status 

B2.  For how many years has your company or organization been in operation?  

Please Note: Responses must be provided in numerals (i.e. "5", not "five"). 

  

B3. Does your organization operate on a seasonal basis?  

 Yes 

 No 

B4. If yes, how long is your operating season? 

 1-2 months 

 3-5 months 

 6 months 

 Other, please specify: ______________________ 

 

 

 

 

 

B5. When is your operating season?  

Please select all that apply 
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 Spring 

 Summer 

 Fall 

 Winter 

C.  Financial Profile & Sales Data 

C1. In your last fiscal year, what were your organization’s total operating income and 

expenses? 

 Operating Income Operating Expenses 

  Less than $20,000 

 $20,000 to $29,999 

 $30,000 to $39,999 

 $40,000 to $49,999 

 $50,000 to $74,999 

 $75,000 to $99,999 

 $100,000 to $199,999 

 $200,000 to $299,999 

 $300,000 to $399,999 

 $400,000 to $500,000 

 $500,000 to $1.0 million 

 More than $1.0 million 
 

 Less than $20,000 

 $20,000 to $29,999 

 $30,000 to $39,999 

 $40,000 to $49,999 

 $50,000 to $74,999 

 $75,000 to $99,999 

 $100,000 to $199,999 

 $200,000 to $299,999 

 $300,000 to $399,999 

 $400,000 to $499,999 

 $500,000 to $1.0 million 

 More than $1.0 million 
 

 

 

 

 

 

C2. In your last fiscal year, what was the approximate breakdown (in %) of your 

organization’s operating income? 
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 % of Operating Income 

Income from the sale or rendering of cultural products or services: 
  

Licensing of cultural products or services: 
  

Sale of unrelated (non-cultural) products or services: 
  

Grants, bursaries and direct public funding (excluding tax credits): 
  

Tax credits (incl. provincial and federal): 
  

Gifts and contributions: 
  

In-kind contributions (i.e. contributed goods & services):  
  

Investment income:  
  

Other: 
  

C3. In your last fiscal year, what was the approximate breakdown (in %) of your 

organization’s operating expenses? 

 % of Operating 
Expenses 

Wages, salaries and employee benefits (excludes fees paid to 
freelancers):   

Compensation paid to non-employees (e.g. freelancers): 
  

Cost of external services (e.g. outsourced professional, technical 
or program-related services):   

Cost of developing or producing products or program services:  
  

Cost of delivering, publishing or distributing products or program 
services:    
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Overhead costs – Facilities: 
  

Overhead costs - Utilities:   
  

Overhead costs – Equipment and supplies:  
  

Other general administrative and management costs (e.g. HR): 
  

Marketing, promotion and advertising: 
  

Travel costs: 
  

Legal, Accounting, Insurance Premiums, and bank charges 
(excluding interest payments):    

Other: 
  

C5. Please indicate what portion (in %) of your total operating income during your last 

fiscal year originated from the following jurisdictions. 

 % of Operating Income 

Niagara: 
  

Ontario (excluding the Niagara Region): 
  

Other Canadian Provinces or Territories: 
  

International: 
  

Remaining expenditures (i.e. jurisdiction unknown):  
  

 

C6. Please indicate what portion (in %) of your operating expenses during your last 

fiscal year—excluding those incurred for employee salaries, wages or benefits—were 

paid to businesses and suppliers based in the following jurisdictions. 
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 % of Operating Expenses 

Niagara: 
  

Ontario (excluding the Niagara Region): 
  

Other Canadian Provinces or Territories: 
  

International: 
  

Remaining expenditures (i.e. jurisdiction unknown):  
  

C7. What portion of your operating income (in %) during your last fiscal year was 

earned from the sale or licensing of intellectual property owned by your company or 

organization (e.g. original copyright works such as digital media content, books, films, 

photographs or other cultural products)? 

 % of Operating Income 

 
  

C8. What portion of your operating expenses (in %) during your last fiscal year was 

devoted to the development and creation of intellectual property owned by your 

company or organization (e.g. original copyright works such as digital media content, 

books, films, photographs or other cultural products)? 

Please note: Exclude the direct costs of duplicating (e.g. printing), marketing, distributing or 
selling intellectual property. 

 % of Operating Expenses 

 
  

 

 

 

D.  Employment  
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D1. How many people (on average) did your organization employ during your last 

fiscal year in each of the following employment categories in both cultural and non-

cultural occupations? 

Please Note: All employees in your organization should be accounted for, including yourself. 

 Cultural Occupations Non-cultural Occupations 

Owners/Proprietors 
    

Full-time permanent:  
    

Part-time permanent:  
    

Full-time contract: 
    

Part-time contract: 
    

Permanent Full-time 
seasonal:     

Permanent Part-time 
seasonal:     

Contract Full-time seasonal: 
    

Contract Part-time 
seasonal:     

Independent or Freelance 
professionals:     

 My organization does not have any paid 
employees (including myself). 

 

 

 

D2. How many hours (on average) do your part-time employees work in a normal work 

week?  

Please Note: Responses must be provided in numerals (i.e. "5", not "five") 
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D3. What are the average salaries for your organization's full-time employees at the 

following employment levels?  

Please Note: If your organization does not employ any workers at a certain employment 
level, please select N/A for that employment level. 

 Junior-Level Intermediate-Level Senior-Level 

Average 
Salary 

 $1-$9,999 

 $10,000 - $19,999 

 $20,000 - $29,999 

 $30,000 - $39,999 

 $40,000 - $49,999 

 $50,000 - $59,999 

 $60,000 - $69,999 

 $70,000 - $79,999 

 $80,000 - $89,999 

 $90,000 - $99,999 

 More than 
$100,000 

 n/a 
 

 $1-$9,999 

 $10,000 - $19,999 

 $20,000 - $29,999 

 $30,000 - $39,999 

 $40,000 - $49,999 

 $50,000 - $59,999 

 $60,000 - $69,999 

 $70,000 - $79,999 

 $80,000 - $89,999 

 $90,000 - $99,999 

 More than 
$100,000 

 n/a 
 

 $1-$9,999 

 $10,000 - $19,999 

 $20,000 - $29,999 

 $30,000 - $39,999 

 $40,000 - $49,999 

 $50,000 - $59,999 

 $60,000 - $69,999 

 $70,000 - $79,999 

 $80,000 - $89,999 

 $90,000 - $99,999 

 More than 
$100,000 

 n/a 
 

 

 

 

 

 

D4. Please estimate what percentage of your employees claim the following levels of 

education as their highest level of education attained. 

 % of Employees 
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No post-secondary education: 
  

Community College or CEGEP diploma: 
  

Bachelor's Degree: 
  

Master's Degree: 
  

Doctorate (Ph.D.): 
  

Other specialized training or professional development: 
  

D5. Please estimate what percentage of your employees was hired from within Niagara 

or from other jurisdictions.  

 % of Employees 

Niagara Region: 
  

Ontario (outside of Niagara): 
  

Other Canadian Provinces or Territories: 
  

International: 
  

D6. Does your organization make use of volunteers? 

 Yes 

 No 

 

 

D6(a). How many people (on average) worked as volunteers for your organization 

during your last fiscal year in the following categories and at the following levels? 

 Cultural Occupations Non-cultural Occupations 

Junior-Level 
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Intermediate-Level 
    

Senior-Level 
    

D6(b). On average, how many hours do your volunteers work in a week? 

Please Note: Responses must be provided in numerals (i.e. "5", not "five") 

  

A.  Independent Artist and Freelance Professional Profile 

A1. Which of the following categories do you identify with?  

 I am an independent artist 

 I am an independent instructor or training professional 

 I am a freelance  professional providing cultural services to cultural organizations 

 I am a freelance professional providing non-cultural services to cultural organizations 

A2.  For how many years have you been working as an independent artist or freelance 

professional in the cultural sector?  

Please Note: Responses must be provided in numerals (i.e. "5", not "five"). 

  

A3.  For how many years have you been living and/or working in Niagara?  

Please Note: Responses must be provided in numerals (i.e. "5", not "five"). 

  

 

 

A4.  What brought you to Niagara?  

Please select all that apply 

 I was born and/or raised in Niagara 

 Close to family and/or friends 
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 Cost of living and/or operating 

 Vibrant cultural sector 

 Quality of life 

 Strong sense of community 

 Employment opportunities 

 Other, please specify: ______________________ 

 

A3. During the last calendar year, did you also maintain part-time, full-time, seasonal 

or contract employment with a cultural organization? (e.g. a part-time position 

working in an Art Gallery) 

Please note: This is in addition to any work you did as an independent artist or freelance 
professional. 

 Yes 

 No 

A4. During the last calendar year, did you also maintain part-time, full-time, seasonal 

or contract employment with a company or organization outside of the cultural 

sector? (e.g. a full-time position working for a bank) 

Please note: This is in addition to any work you did as an independent artist or freelance 
professional. 

 Yes 

 No 

 

 

 

B. Industry Identification 

B1. Please select the cultural sector segment(s) that best represent the areas in which 

you worked as an independent artist or freelance professional in2011? 

Please select all that apply 

 Heritage 
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 Libraries and Archives 

 Museums and Galleries 

 Visual Arts  

 Crafts and Artisanal Production  

 Applied Arts 

 Live Performing Arts 

 Festivals, Events and Cultural Celebrations 

 Writing and Publishing 

 Audiovisual and Digital Media 

 Music and Sound Recording 

 Sports and Recreation 

 Community Cultural Organizations and Societies 

 Other, please specify: ______________________ 

B2(a). Please select the Heritage sub-categories that best represent the areas where 

you worked as an independent artist or freelance professional in2011. 

Please select all that apply 

 Historic and cultural heritage sites 

 Nature parks and natural heritage sites 

 Zoos and botanical gardens 

 Other, please specify: ______________________ 

 

B2(b). Please select the Libraries and Archives sub-categories that best represent the 

areas where you worked as an independent artist or freelance professional in2011. 

Please select all that apply 

 Archives 

 Libraries 
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 Other, please specify: ______________________ 

B2(c). Please select the Museums and Galleries sub-categories that best represent the 

areas where you worked as an independent artist or freelance professional in2011. 

Please select all that apply 

 Museums 

 Public art galleries 

 Private art galleries 

 Arts centres 

 Other, please specify: ______________________ 

B2(d). Please select the Visual Arts sub-categories that best represent the areas where 

you worked as an independent artist or freelance professional in2011. 

Please select all that apply 

 Visual art production facilities (e.g. studios) 

 Original visual art production 

 Art restoration and conservation 

 Original art sales (e.g. art dealers) 

 Other, please specify: ______________________ 

 

 

 

 

 

B2(e). Please select the Crafts and Artisanal Production sub-categories that best 

represent the areas where you worked as an independent artist or freelance 

professional in2011. 

Please select all that apply 

 Craft and artisanal production facilities (e.g. studios, workshops) 
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 Original craft or artisanal production 

 Craft and artisanal retail 

 Other, please specify: ______________________ 

B2(f). Please select the Applied Arts sub-categories that best represent the areas 

where you worked as an independent artist or freelance professional in2011. 

Please select all that apply 

 Commercial photography 

 Advertising 

 Architecture 

 Design 

 Other, please specify: ______________________ 

B2(g). Please select the Live Performing Arts sub-categories that best represent the 

areas where you worked as an independent artist or freelance professional in2011. 

Please select all that apply 

 Dance 

 Theatre and musical theatre 

 Comedy 

 Opera 

 Variety shows 

 Live musical performances (i.e. musical performances that are not linked to the 
promotion of a sound recording product) 

 Other, please specify: ______________________ 

B2(h). Please select the Festivals, Events and Cultural Celebrations sub-categories 

that best represent the areas where you worked as an independent artist or freelance 

professional in2011. 

Please select all that apply 

 Festival and event facilities 
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 Community or cultural celebrations 

 Festivals 

 Other, please specify: ______________________ 

B2(i). Please select the Writing and Publishing sub-categories that best represent the 

areas where you worked as an independent artist or freelance professional in2011. 

Please select all that apply 

 Books 

 Magazines and Periodicals 

 Newspapers 

 Blogs and other web publications 

 Other, please specify: ______________________ 

B2(j). Please select the Audiovisual and Digital Media sub-categories that best 

represent the areas where you worked as an independent artist or freelance 

professional in2011. 

Please select all that apply 

 Film and video production and post-production services 

 Film and video distribution 

 Film and video exhibition 

 Radio and TV broadcasting 

 Pay and specialty television  

 Digital media content development and production 

 Software publishing  

 Digital content publishing 

 Other, please specify: ______________________ 

B2(k). Please select the Music and Sound Recording sub-categories that best 

represent the areas where you worked as an independent artist or freelance 

professional in2011. 

Please select all that apply 
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 Sound recording studios 

 Record production  

 Music publishing 

 Other, please specify: ______________________ 

B2(l). Please select the Sports and Recreation sub-categories that best represent the 

areas where you worked as an independent artist or freelance professional in2011. 

Please select all that apply 

 Sports and recreation event facilities 

 Sports groups, clubs, societies and associations 

 Spectator sports events 

 Fitness and recreational sports centres 

 Providers of recreation experiences and activities 

 Other, please specify: ______________________ 

B2(m). Please select the Community Cultural Organizations and Societies sub-

categories that best represent the areas where you worked as an independent artist or 

freelance professional in2011. 

Please select all that apply 

 Community cultural organizations serving special interest groups  

 Community cultural groups, clubs and societies organized around common interests, 
shared ethnicity, geography and/or shared religion 

 Other, please specify: ______________________ 

 

C.  Financial Profile  

C1(a). How many engagements did you work on as a freelance professional in 2011? 

Please Note: Only count those engagements you received from cultural businesses or 
organizations. Be sure to include any engagements that started prior to 2011 and any 
engagements that continued beyond 2011.    

Engagements: 
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C1(b). How many engagements did you have as an independent instructor or training 

professional in 2011? 

Please Note: Be sure to count the number of teaching engagements you received from 
private clients and those you received from cultural businesses or organizations and formal 
training or education institutions. Be sure to include any engagements that started prior to 
2011 and any engagements that continued beyond 2011.    

Engagements: 
  

C1(c). As an independent artist, how many projects did you work on in 2011? (e.g. if 

you are a visual artist how many artworks did you work on; if you are an independent 

writer how many published works did you work on) 

Please Note: Include any projects that you started prior to 2011 and any projects that 
continued beyond 2011.    

Projects: 
  

 

 

 

 

 

 

 

 

 

 

C2. What was your total income in 2011? 

Please Note: Include income from all sources, including income from your work as an 
independent artist, freelance professional or independent instructor and any other 
additional sources of income you have (e.g. a full- or part-time job). 

Total Income  Less than $10,000 

 $10,000 to $24,999 
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 $25,000 to $34,999 

 $35,000 to $49,999 

 $50,000 to $74,999 

 $75,000 to $100,000 

 $100,000 to $199,999 

 $200,000 to $299,999 

 $300,000 to $399,999 

 $400,000 to $499,999 

 $500,000 to $1.0 million 

 More than $1.0 million 
 

C3. What percentage of your total income in 2011 came from your work in the cultural 

sector as a freelance professional and/or independent artist and/or independent 

instructor? 

 % of total income 

 
  

 I did not earn any income as an independent artist, freelance professional or 
independent instructor in the cultural sector in 2011. 

 

 

C4. What percentage of the income you earned as a freelance professional and/or 

independent artist and/or independent instructor in 2011 came from the following 

activities? 

 % of income 

Income earned as an independent artist 
  

Income earned as a freelance professional 
  

Income earned as an instructor 
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C5. What percentage of the income you earned as a freelance professional and/or 

independent artist and/or independent instructor in 2011 was earned from work you 

did in the following cultural sector segments? 

 % of income 

Heritage 
  

Libraries and Archives 
  

Museums and Galleries 
  

Visual Arts 
  

Crafts and Artisanal Production 
  

Applied Arts 
  

Live Performing Arts 
  

Festivals, Events and Cultural Celebrations 
  

Writing and Publishing 
  

Audiovisual and Digital Media 
  

Music and Sound Recording 
  

Sports and Recreation 
  

Community Cultural Organizations and Societies 
  

C6. Did you receive government assistance in 2011 as a freelance professional or 

independent artist?  

 Yes 

 No 
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C7. How much government assistance did you receive in 2011? 

Federal Assistance  None 

 Less than $10,000 

 $10,000 to $24,999 

 $25,000 to $34,999 

 $35,000 to $49,999 

 $50,000 to $74,999 

 $75,000 to $100,000 

 $100,000 to $199,999 

 $200,000 to $299,999 

 $300,000 to $399,999 

 $400,000 to $499,999 

 $500,000 to $1.0 million 

 More than $1.0 million 
 

Provincial Assistance  None 

 Less than $10,000 

 $10,000 to $24,999 

 $25,000 to $34,999 

 $35,000 to $49,999 

 $50,000 to $74,999 

 $75,000 to $100,000 

 $100,000 to $199,999 

 $200,000 to $299,999 

 $300,000 to $399,999 

 $400,000 to $499,999 
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 $500,000 to $1.0 million 

 More than $1.0 million 
 

Other Government Assistance  None 

 Less than $10,000 

 $10,000 to $24,999 

 $25,000 to $34,999 

 $35,000 to $49,999 

 $50,000 to $74,999 

 $75,000 to $100,000 

 $100,000 to $199,999 

 $200,000 to $299,999 

 $300,000 to $399,999 

 $400,000 to $499,999 

 $500,000 to $1.0 million 

 More than $1.0 million 
 

 

 

 

A. Government Department Profile 

A1. Please select the option that best describes your government department or 

agency. 

 Planning Department 

 Corporate Services Department 

 Office of the Chief Administrative Officer 

 Department of Sports and Recreation or Leisure 

 Department of Community Services 
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 Municipally-operated Museum or Heritage Site 

 Municipal Public Library 

B.  Employment  

B1. How many employees in your department (including yourself) were dedicated to 

cultural services or activities during your last fiscal year  in the following employment 

categories? 

 2011 

Full-time permanent:  
  

Part-time permanent:  
  

Full-time contract: 
  

Part-time contract: 
  

Independent or Freelance professionals: 
  

 

 

 

 

 

A. Association Profile 

A1. Please select the option that best describes your organization.  

 Industry or Professional Association  

 Professional Union or Guild (or a local chapter thereof) 

 Industry Alliance 

 Foundation or Funding Body 

A2. Please select the cultural sector segment that best represents your organization's 

primary area of activity. 
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 Heritage 

 Libraries and Archives 

 Museums and Galleries 

 Visual Arts  

 Crafts and Artisanal Production  

 Applied Arts 

 Live Performing Arts 

 Festivals, Events and Cultural Celebrations 

 Writing and Publishing 

 Audiovisual and Digital Media 

 Music and Sound Recording 

 Sports and Recreation 

 Community Cultural Organizations and Societies 

 Other, please specify: ______________________ 

 

 

 

A3(a). Please select the Heritage sub-categories that best represent your 

organization's primary area of activity. 

Please select all that apply 

 Historic and cultural heritage sites 

 Nature parks and natural heritage sites 

 Zoos and botanical gardens 

 Other, please specify: ______________________ 

A3(b). Please select the Libraries and Archives sub-categories that best represent your 

organization's primary area of activity. 

Please select all that apply 
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 Archives 

 Libraries 

 Other, please specify: ______________________ 

A3(c). Please select the Museums and Galleries sub-categories that best represent your 

organization's primary area of activity. 

Please select all that apply 

 Museums 

 Public art galleries 

 Private art galleries 

 Arts centres 

 Other, please specify: ______________________ 

 

 

 

 

 

 

 

A3(d). Please select the Visual Arts sub-categories that best represent your 

organization's primary area of activity. 

Please select all that apply 

 Visual art production facilities (e.g. studios) 

 Original visual art production 

 Art restoration and conservation 

 Original art sales (e.g. art dealers) 

 Other, please specify: ______________________ 
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A3(e). Please select the Crafts and Artisanal Production sub-categories that best 

represent your organization's primary area of activity. 

Please select all that apply 

 Craft and artisanal production facilities (e.g. studios, workshops) 

 Original craft or artisanal production 

 Craft and artisanal retail 

 Other, please specify: ______________________ 

A3(f). Please select the Applied Arts sub-categories that best represent your 

organization's primary area of activity. 

Please select all that apply 

 Commercial photography 

 Advertising 

 Architecture 

 Design 

 Other, please specify: ______________________ 

 

 

 

A3(g). Please select the Live Performing Arts sub-categories that best represent your 

organization's primary area of activity. 

Please select all that apply 

 Dance 

 Theatre and musical theatre 

 Comedy 

 Opera 

 Variety shows 

 Live musical performances (i.e. musical performances that are not linked to the 
promotion of a sound recording product) 
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 Other, please specify: ______________________ 

A3(h). Please select the Festivals, Events and Cultural Celebrations sub-categories 

that best represent your organization's primary area of activity. 

Please select all that apply 

 Festival and event facilities 

 Community or cultural celebrations 

 Festivals 

 Other, please specify: ______________________ 

A3(i). Please select the Writing and Publishing sub-categories that best represent your 

organization's primary area of activity. 

Please select all that apply 

 Books 

 Magazines and Periodicals 

 Newspapers 

 Blogs and other web publications 

 Other, please specify: ______________________ 

 

A3(j). Please select the Audiovisual and Digital Media sub-categories that best 

represent your organization's primary area of activity. 

Please select all that apply 

 Film and video production and post-production services 

 Film and video distribution 

 Film and video exhibition 

 Radio and TV broadcasting 

 Pay and specialty television  

 Digital media content development and production 

 Software publishing  
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 Digital content publishing 

 Other, please specify: ______________________ 

A3(k). Please select the Music and Sound Recording sub-categories that best 

represent your organization's primary area of activity. 

Please select all that apply 

 Sound recording studios 

 Record production  

 Music publishing 

 Other, please specify: ______________________ 

A3(l). Please select the Sports and Recreation sub-categories that best represent your 

organization's primary area of activity. 

Please select all that apply 

 Sports and recreation event facilities 

 Sports groups, clubs, societies and associations 

 Spectator sports events 

 Fitness and recreational sports centres 

 Providers of recreation experiences and activities 

 Other, please specify: ______________________ 

A3(m). Please select the Community Cultural Organizations and Societies sub-

categories that best represent your organization's primary area of activity. 

Please select all that apply 

 Community cultural organizations serving special interest groups  

 Community cultural groups, clubs and societies organized around common interests, 
shared ethnicity, geography and/or shared religion 

 Other, please specify: ______________________ 

B.  Organizational Profile 

B1. Which of the following best describes the structure of your company?  
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 Non-profit with charitable status 

 Non-profit without charitable status 

 Other, please specify: ______________________ 

B2.  For how many years has your organization been in operation?  

Please Note: Responses must be provided in numerals (i.e. "5",not "five"). 

  

C.  Financial Profile  

C1. In your last fiscal year, what were your organization’s total operating income and 

expenses? 

 Operating Income Operating Expenses 

  Less than $20,000 

 $20,000 to $29,999 

 $30,000 to $39,999 

 $40,000 to $49,999 

 $50,000 to $74,999 

 $75,000 to $99,999 

 $100,000 to $199,999 

 $200,000 to $299,999 

 $300,000 to $399,999 

 $400,000 to $500,000 

 $500,000 to $1.0 million 

 More than $1.0 million 
 

 Less than $20,000 

 $20,000 to $29,999 

 $30,000 to $39,999 

 $40,000 to $49,999 

 $50,000 to $74,999 

 $75,000 to $99,999 

 $100,000 to $199,999 

 $200,000 to $299,999 

 $300,000 to $399,999 

 $400,000 to $499,999 

 $500,000 to $1.0 million 

 More than $1.0 million 
 

C2. In your last fiscal year, what was the approximate breakdown (in %) of your 

organization’s operating income? 

 % of Operating Income 

Sale of cultural products or services: 
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Membership fees or dues: 
  

Sale of unrelated (non-cultural) products or services: 
  

Grants, bursaries and direct public funding (excluding tax credits): 
  

Tax credits (incl. provincial and federal): 
  

Gifts and contributions: 
  

In-kind contributions (i.e. contributed goods & services):  
  

Investment income:  
  

Other: 
  

 

 

 

C3. In your last fiscal year, what was the approximate breakdown (in %) of your 

organization’s operating expenses? 

 % of Operating 
Expenses 

Wages, salaries and employee benefits (excludes fees paid to 
freelancers):   

Compensation paid to non-employees (e.g. freelancers): 
  

Cost of external services (e.g. outsourced professional, technical 
or program-related services):   

Cost of developing or producing products or program services for 
members:    

Cost of delivering program services to members:  
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Overhead costs – Facilities: 
  

Overhead costs - Utilities:   
  

Overhead costs – Equipment and supplies:  
  

Other general administrative and management costs (e.g. HR): 
  

Marketing, promotion and advertising: 
  

Travel costs: 
  

Legal, Accounting, Insurance Premiums, and bank charges 
(excluding interest payments):   

Other: 
  

 

 

C5. Please indicate what portion (in %) of your total operating income during your last 

fiscal year originated from the following jurisdictions. 

 % of Operating Income 

Niagara: 
  

Ontario (excluding the Niagara Region): 
  

Other Canadian Provinces or Territories: 
  

International: 
  

Remaining expenditures (i.e. jurisdiction unknown):  
  

C6. Please indicate what portion (in %) of your operating expenses during your last 

fiscal year—excluding those incurred for employee salaries, wages or benefits—were 

paid to businesses and suppliers based in the following jurisdictions. 
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 % of Operating Expenses 

Niagara: 
  

Ontario (excluding the Niagara Region): 
  

Other Canadian Provinces or Territories: 
  

International: 
  

Remaining expenditures (i.e. jurisdiction unknown):  
  

D.  Employment  

D1. How many people did your organization employ during your last fiscal year in 

each of the following employment categories in both cultural and non-cultural 

occupations? 

Please Note: All employees in your organization should be accounted for, including yourself. 

 2011 

Full-time permanent:  
  

Part-time permanent:  
  

Full-time contract: 
  

Part-time contract: 
  

Permanent Full-time seasonal: 
  

Permanent Part-time seasonal: 
  

Contract Full-time seasonal: 
  

Contract Part-time seasonal: 
  



 
 
 
 
 
 
 
 
 
 
 

 

Economic Impact Assessment of the Cultural Sector in Niagara 164 of 174 

 

Independent or Freelance professionals: 
  

D2. How many hours (on average) do your part-time employees work in a normal work 

week?  

  

 

 

 

 

 

 

 

 

 

 

 

D3. What are the average salaries for your organization's full-time employees at the 

following employment levels?  

Please note: If your organization does not employ any workers at a certain employment 
level, please select n/a for that employment level.  

 Junior-Level Intermediate-Level Senior-Level 

Average 
Salary 

 $1-$9,999 

 $10,000 - 
$19,999 

 $20,000 - 
$29,999 

 $30,000 - 
$39,999 

 $40,000 - 

 $1-$9,999 

 $10,000 - 
$19,999 

 $20,000 - 
$29,999 

 $30,000 - 
$39,999 

 $40,000 - 

 $1-$9,999 

 $10,000 - 
$19,999 

 $20,000 - 
$29,999 

 $30,000 - 
$39,999 

 $40,000 - 
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$49,999 

 $50,000 - 
$59,999 

 $60,000 - 
$69,999 

 $70,000 - 
$79,999 

 $80,000 - 
$89,999 

 $90,000 - 
$99,999 

 More than 
$100,000 

 n/a 
 

$49,999 

 $50,000 - 
$59,999 

 $60,000 - 
$69,999 

 $70,000 - 
$79,999 

 $80,000 - 
$89,999 

 $90,000 - 
$99,999 

 More than 
$100,000 

 n/a 
 

$49,999 

 $50,000 - 
$59,999 

 $60,000 - 
$69,999 

 $70,000 - 
$79,999 

 $80,000 - 
$89,999 

 $90,000 - 
$99,999 

 More than 
$100,000 

 n/a 
 

 

 

D4. Please estimate what percentage of your employees was hired from within Niagara 

or from other jurisdictions.  

 % Employees 

Niagara Region: 
  

Ontario (outside of Niagara): 
  

Other Canadian Provinces or Territories: 
  

International: 
  

D5. Please estimate what percentage of your employees claim the following levels of 

education as their highest level of education attained. 

 % of Employees 

No post-secondary education: 
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Community College or CEGEP diploma: 
  

Bachelor's Degree: 
  

Master's Degree: 
  

Doctorate (Ph.D.): 
  

Other specialized training or professional development: 
  

 

D6. Does your organization make use of volunteers? 

 Yes 

 No 

 

D6(a). How many people (on average) worked as volunteers for your organization 

during your last fiscal year in the following categories and at the following levels? 

 Cultural Occupations Non-cultural Occupations 

Junior-Level 
    

Intermediate-Level 
    

Senior-Level 
    

D6(b). On average, how many hours do your volunteers work in a week ? 

Please Note: Responses must be provided in numerals (i.e. "5",not "five"). 

  

A. Educational Institutions Organizational Profile  

A1. Please select the option that best describes your education or training 

organization  
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 University Department 

 College Department 

 Specialized industry training institution 

 Other, please specify: ______________________ 

Please provide the name of your university or college department.  

  

Please provide the name of your specialized industry training institution. 

  

 

 

 

A2. Please select the cultural sector segments that best represent your institution or 

department's primary area of focus. 

Please select all that apply. Please Note: If you are a university or college department, please 
indicate which segment(s) best represent your department’s primary focus. If you are a 
specialized industry training institution, please indicate which segment(s) best represent 
your institution's primary focus. 

 Heritage 

 Museums and Galleries 

 Visual Arts and Crafts 

 Applied Arts 

 Live Performing Arts 

 Festivals, Events and Cultural Celebrations 

 Writing and Publishing 

 Audiovisual and Digital Media 

 Music and Sound Recording 
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 Sports and Recreation 

 Other, please specify: ______________________ 

B.  Employment  

B2. How many people (on average) did your department or institution employ in each 

of the following employment categories during your last fiscal year in both faculty and 

non-faculty occupations? 

 Faculty (including 
instructors) 

Non-faculty 
occupations 

Full-time permanent:  
    

Part-time permanent:  
    

Full-time contract: 
    

Part-time contract: 
    

Independent or Freelance 
professionals:     

E. Perspectives on the Cultural Sector in Niagara (All respondents) 

Thank for completing the economic portion of the survey. Here we will ask you a few 
questions about your perspectives on the vitality of the cultural sector in Niagara. 

E1. Which of the following cultural sector segments do you think are most active in 

Niagara? 

 Not at 
all 
active 

Not 
very 
active 

Somewhat 
active 

Very 
active 

Extremely 
active 

Don't 
know 

Heritage       

Libraries and Archives       

Museums and 
Galleries 

      

Visual Arts       
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Crafts and Artisanal 
Production 

      

Applied Arts       

Live Performing Arts       

Festivals, Events and 
Cultural Celebrations 

      

Writing and Publishing       

Audiovisual and 
Digital Media 

      

Music and Sound 
Recording 

      

Sports and Recreation       

Community Cultural 
Organizations and 
Societies 

      

E2. In your opinion, what are the most significant factors limiting the success and 

development of the cultural sector in Niagara?  

 Not at all 
limiting 

Not very 
limiting 

Somewhat 
limiting 

Very 
limiting 

Extremely 
limiting 

Don't 
know 

Level of collaboration 
among cultural 
organizations in the 
region 

      

Level of collaboration 
among cultural 
organizations in your 
Municipality 

      

Level of financial 
support for the sector 
from the Federal 
government  

      

Level of financial 
support for the sector 
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from the Provincial 
government 

Level of financial 
support for the sector 
from the Regional 
government 

      

Level of financial 
support for the sector 
from your Municipal 
government 

      

Level of private donor 
support for the sector 

      

Availability of skilled 
cultural professionals  

      

Level of demand for 
cultural products and 
services in Niagara 

      

Availability of cultural 
facilities 

      

Cost of operating in 
your Municipality 

      

Value of the Canadian 
Dollar 

      

Level of tourism in 
your Municipality 

      

E3. In your experience, has the level of public participation in cultural products, 

services or activities in Niagara increased, decreased or stayed the same over the last 5 

years? 

 Greatly decreased 

 Slightly decreased 

 Stayed the same 

 Slightly increased 
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 Greatly increased 

 Don't know 

Thank you for your participation. 

We'd just like to ask you a few parting questions.  

Does your organization regularly collect and analyze data relating to its impact in Niagara? 

 Yes 

 No 

Would you or your organization be interested in participating in a workshop to create your 

own user-friendly metrics for collecting economic data going forward, and outlining how this 

information could assist your work?  

 Yes 

 No 

Are there any final thoughts or comments you would like to leave for us? 

Appendix H: Valuing Volunteers 

There is no existing, clear standard for capturing the economic value of volunteers and there 
are several different models and methods that can be used. Generally there are two different 
approaches to assessing the value of volunteerism that are rooted in economic principles.114  

 Replacement cost valuation; and/or, 

 Opportunity cost valuation.115 

To determine the replacement cost of volunteer work, the number of work-hours provided 
by volunteers is compared against the cost of purchasing the same services in the paid 
labour market. 116 While this approach is conceptually valid, it has several flaws – namely, 
that all volunteer work is treated equally. As a result an inaccurate valuation of volunteerism 
may occur. In reality, a volunteer who curates an exhibit for an art gallery may be valued 

                                                        
 
114 Salamon, L., S. Sokolowski, and M. Haddock. (2011). “Measuring the Economic Value of Volunteer Work 
Globally”. Annals of Public and Cooperative Economics; 82 (3). Page 219.  
115 ibid.,226 
116 Mook, L., and J. Quarter. (2003). How to Assign a Monetary Value to Volunteer Contributions: A Manual. Accessed 
February 7, 2013 from: http://library.imaginecanada.ca/files/nonprofitscan/kdc-cdc/quarter_final_eng.pdf. 
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differently from a volunteer usher at a local theatre or volunteer board member. Each has a 
specific paid labour market associated with their work, and each labour market is different.  

On the other hand, the opportunity cost evaluation method calculates the value of a 
volunteer based on the value of the activity forgone by the volunteer in favor of 
volunteering. That is, more simply, what the volunteer would otherwise be doing, were they 
not volunteering. This approach could include an analysis of the number of real wage labour 
market hours forgone in order to volunteer or the value of the hours related to another 
activity that may add to the GRP. The only issue to keep in mind with this approach is that 
volunteers come from different backgrounds, which means that measuring their 
opportunity costs needs to be done on a case-by-case basis to determine which activity is 
contributing most to the economy and, therefore, whether volunteering is adding more to 
the economy than the activity forgone. In addition, many volunteers are retirees, who would 
not otherwise be contributing to the direct GRP as part of the labour market.  

In either case, the numbers required for calculating the value of volunteerism are not 
entirely captured through real market data. However, a starting point for measuring the 
value of volunteers can be roughly estimated by taking the standard wage for the cultural 
sector, as reported by Statistics Canada117, and multiplying that number by the number of 
volunteer hours reported. In addition, the calculation would require the addition of 12% of 
wages to account for the cost of non-wage compensation and benefits, as noted by Mook 
and Quarter (2003).118  

In the survey, respondents reported employing a total of 3,331 volunteers in both non-
cultural and cultural occupations in 2011. Of that total, 2,556 were cultural occupation 
volunteers and 775 were volunteering in non-cultural occupation categories.  Therefore, the 
research team used the average hourly wage for ‘Occupations in art, culture, recreation and 
sport’ and the average hourly wage for ‘Occupations in social science, education, 
government service and religion’ for 2011.119 This last wage was selected since several 
respondents were reporting in the capacity of a government/municipal organization that 
had volunteers and miscellaneous non-cultural sectors. Since data regarding the number of 
hours reported for each type of volunteer separately (i.e., cultural vs. non-cultural) was not 

                                                        
 
117 Statistics Canada. (2013). Average hourly wages of employees by selected characteristics and profession, 
unadjusted data, by province (monthly). Accessed February 7, 2013 from: http://www.statcan.gc.ca/tables-
tableaux/sum-som/l01/cst01/labr69a-eng.htm. 
118 ibid. 
119 The second wage - Occupations in social science, education, government service and religion -was selected 
since several respondents were reporting in the capacity of a government/municipal organization that had 
volunteers and miscellaneous non-cultural sectors. 
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available, the research team took an average of these two wages and applied this number to 
the total hours reported.  

Unfortunately, reporting on the number of volunteer hours was largely inconsistent among 
survey respondents due to variations in the way the question was interpreted and answered. 
For example, some respondents entered the average number of volunteer hours per week 
for all volunteers, while others provided the average number of hours worked per week per 
volunteer.  Therefore, the data provided is not consistent enough to be used as a basis for 
determining the value of volunteerism in the cultural sector for Niagara.  

Nevertheless, the research team has provided some estimates in Table 28 based on the 
survey data that provide insights into volunteerism in Niagara’s cultural sector. However, 
given the methodological issues associated with the data captured in the survey, these 
estimates should only be taken at face value.  

 

: Volunteer Estimates as Reported in Survey Data120

Volunteer 

Type 

Number of 

Volunteers 

Reported 

Total of Average 

Volunteer Hours 

reported per week  

Average hourly 

wage ($) 

Total* volunteer 

value + 12% 

Cultural and 
Non-

cultural 
Volunteers 

3,331 708 (23.23+30.30)/2= 
26.77 

$21,227 

Source: Nordicity estimates based on survey results and Statistics Canada wages. 
*This is a total and NOT per person.  

To further explore the value of volunteers in Niagara’s cultural sector, the research team has 
benchmarked its calculations against a study that referred to valuations from other sectors 
to assist in calculating what the relative value of volunteers might be in Niagara’s cultural 
sector.  

In 2003, the Centre of Community Leadership at Niagara College published the Niagara 
Voluntary Sector Labour Force Study.121 The study provided a snapshot of the key issues 
affecting organizations in the non-profit sector in Niagara and also provided 

                                                        
 
120 The survey data results are extremely weak and cannot be compared with any other results in other studies 
since these results are neither indicative nor demonstrative of the Niagara volunteer sector within the cultural 
industries. 
121 Funded by Human Resources Development Canada. 
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recommendations that are critical to the sector’s survival and sustainability, particularly as it 
pertains to employment and training needs.  

This study does not provide a breakdown of volunteers in the cultural sector but draws its 
numbers from over 19subsectors – of which culture is one. The cultural subsector, however 
has 227 “voluntary sector organizations”122 This is just below the total for the recreation 
subsector (248) and the social services subsector (262) totals.  

The key results of this study were based on a survey and a focus group and show that, on 
average, each voluntary sector organization in Niagara has 60 volunteers who contribute 
469 hours/month. The study estimates that this is roughly 3.12 full time jobs. Niagara 
volunteers save these organizations $131,326 in wages and together contribute an 
estimated $29.4 M123 to the economy. These numbers are in 2003 dollars since there has 
been no update to this study since 2003.  

As a final note on volunteerism, a discussion paper on “Attaching Economic Value to 
Volunteer Contribution” also discusses the difficulties in measuring volunteer efforts and 
includes a ‘risks of measurement’ table that notes that the complexities of ‘social capital’ are 
difficult to capture and that focusing on the monetary value of volunteering may detract 
from the social benefits, which cannot be monetized.124  

 

                                                        
 
122 As it is defined in the study: “if an employer is not a for-profit enterprise or a government organization than it 
is typically part of what has recently been termed as the “voluntary sector”.” 
123 Number as reported in the study, however, Nordicity calculations using the study methodology reveals the 
number to be $294 M. 
124 Wisener, R. (2009). Discussion Paper: Attaching Economic Value to Volunteer Contribution. Volunteer Canada. 
Page 4. Accessed February 7, 2013 from: http://volunteer.ca/content/discussion-paper-attaching-economic-
value-volunteer-contribution. 
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WCM CONSULTING INC. 
 
 
 
 
 
 
George Schrijver 
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A  Executive Summary 
 
As part of the project to assess the economic impact of Niagara’s culture sector, Niagara Region wished 
to conduct a workshop to assist cultural groups in Niagara to develop indicators and metrics for a wide 
range of purposes and specifically tailored to their particular needs.  WCM Consulting was asked to 
assist with this process.  
 
Cultural organizations from across the Region were invited to participate in a workshop.  Prior to the 
workshop, invitees were asked to provide information on their organizations via a survey, and this 
information was used to focus and refine the workshop agenda.  As part of the workshop a roundtable 
discussion was held and further specific needs were identified.  Although expressed in different ways, 
many of the “measurement” needs and indicators of the various organizations were found to have much 
in common. 
 
This intelligence was compiled and a set of strategies and tactics were developed to guide the cultural 
groups in identifying appropriate indicators to meet the various measurement needs and in designing 
effective means by which to gather the necessary data. 
 
 

B  Background and Objectives 
 
The 2011 Canadian Urban Institute’s (CUI)   Municipal Cultural Planning Indicators and Performance 
Measures guidebook is an invaluable reference document and can be treated as a highly rated “Best 
Practices.”  However, as with all such references, these should not be appropriated as is, but the intent 
well understood and the methods adapted, rather than adopted, for local usage. 
 
The CUI guidebook is very much focused on “tangibles” that are derived from, in many cases, pre‐
existing data. Perhaps a dozen will have relevance at the level of an individual cultural group. Further, 
they are “impact‐centric” on economic indicators, or those that have some correlation with an economic 
metric. Once the economic impact assessment of Niagara's culture sector report is available then it 
should be possible to construct some good measures from both documents for use by the local 
organizations. 
 
The less tangible indicators are not so readily discerned.  That is, cultural groups do not usually have 
economic impact as their primary objective (while some economic measures remain key for these 
groups, they would not be measured in the same ways outlined in the CUI study).  Establishing metrics 
for the less tangible factors will depend on the particular objectives of the group and this must, at first 
glance, be customized.  It is likely that there will be many common indicators that will apply across all 
such groups, while not force‐fitting any particular metric purely for convenience.  
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Niagara Region wished to conduct a workshop to assist cultural groups in Niagara to develop indicators 
and metrics for a wide range of purposes and specifically tailored to their particular needs.  WCM 
Consulting was asked to assist with this process. 
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C  Approach and Methodology 
 

1  General principles 
 

 At all times, respect the desires and goals of each group, with no attempt to mould the 
objectives to fit the metrics. The latter must always conform to the former. 

 The information derived from the metric message must always be audience‐centric; that is, 
understand the audience and craft the message that you wish to send in a manner which will 
best meet their interests. 

 By developing a menu of the metric options, the groups can themselves identify their diverse 
and specific objectives and tracking needs and customise their own measurement strategies to 
suit. 

 
At least two main categories of audiences/cultural consumers must be contemplated by the 
organizations, with many possible subsets, as shown below. 
 

It is vital that the internal 
indicators and metrics be 
solidified first. Apart from 
forming the basis for the 
external versions, they are an 
excellent means by which to 
bring the individuals in a 
group together and to 
cement their mutual 
understanding of what they 
wish to achieve. 
 

 
2  Work Plan 
 
a.  Pre‐Workshop Survey 
 
The participants were asked to consider certain key points ahead of time and to come prepared to share 
these with the other participants.  For example: 
 

 Do they have a Mission statement or thoughts along those lines?  

 What are the organization's key objectives?  What is important to them?  

 Why do they want to measure and how will they use the measurements?  

 What plans would they want to change, or create, based on the information from indicators? 
 

FUNDERS 

OTHERS 

 

INTERNAL AUDIENCE  EXTERNAL AUDIENCE

This is probably the FIRST 
set to be developed. 

Without this, the base upon 
which to build the “external 
metrics” will be weaker. 

OTHERS 
OTHERS 
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Some material for the workshop was prepared based upon the survey feedback received from the 
groups.  The full pre‐Workshop survey is included as Appendix I to this report.  
 
b.   Workshop session 
 
The Workshop was conducted in Niagara on May 31, 2013, and lasted approximately 3.5 hours, with an 
additional hour of informal discussion following.  Representatives of a diverse number of cultural 
organizations from across Niagara, primarily non‐profit and ranging from libraries to festivals to film 
groups, and culture and heritage staff from several municipalities as well as Regional economic and 
culture staff attended the Workshop.   
 
There were two main elements to the Workshop. The first half was a PowerPoint presentation by WCM 
on the objectives of the session, what makes a good indicator or measurement, some examples of day‐
to‐day measurements and a brief discussion of common themes derived from the pre‐Workshop survey 
completed by the participant groups.  Facilitated by WCM and representatives from Niagara Region, the 
second half of the Workshop was a group discussion on the needs of each organization, with comments 
and suggestions made by the other organizations, according to their individual experience. 
 
The main elements of this PowerPoint are shown below, with the full presentation included as Appendix 
II to this report. 
 

 Everyday Measurements 

 What Makes a Good Measurement? 

 Outcome and Process Measurements 

 Results Can be Misleading 

 Some Measurements Currently Used by Participant Organizations 

 Purpose of Measurements Currently Used by Participant Organizations 

 Purpose of Additional/New Indicators and Measurements Desired by Participant Organizations 
 
c.  Report with recommendations for strategies and tactics  
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D  Strategies and Tactics for Cultural Organization Indicators and 
Measurements 

 
For each of the suggested strategies and tactics, the organization must determine the value for its 
particular purposes. This should include an assessment of the resources available to carry out the 
measurement (funds and people), the value to be obtained compared to the objectives of the 
organization and the practicality in their particular circumstances.  In particular we recommend that all 
decisions are made bearing in mind the principles discussed in the Workshop.  An overall approach is 
shown in the diagram below; in this example, a survey is used as the means by which to collect the data 
but the concept can be applied to other methods of data collection. 

 
 
 

What information 
is sought? 

Which indicators 
are most relevant? 

Starting with the highest priority information, identify which indicators are most relevant. 
Then determine which other information needs are met with these indicators. Where 
one or two additional indicators can readily satisfy additional information needs then 
consider adding them. Depending on how long the survey is intended to be, add more 
indicators based upon the priority of the required information. However, NEVER 
compromise the indicators for the highest priority objectives and always ensure that 
these questions are asked first and foremost. 

Identify the 
optimum 

mechanisms by 
which to collect 
the indicators 

Factors to consider include: 
 Nature of the respondents 
 Resources available 
 Timing 
 Length of survey or other means used 
 Benefits versus Investment/Cost (Value) 

Conduct the Survey 

Continuous 
Improvement. 

Do it better  
next time! 

Prioritise these, from “essentials” to “desirable”. A thorough method is to list everything 
and then identify, one by one, which one you would be prepared to sacrifice to be 
certain of obtaining another. Track the order in which they are removed from the list. 
Keep doing this until only one is left, the highest priority, with all other following in order. 

Review the information obtained and improve the plan for the next opportunity based 
upon factors such as: 

 Was the desired information obtained? 
 What indicators should be added, dropped or changed? 
 Should the deployment methods be rethought? 
 Did you actually use the information obtained? If not, drop it. 

Those conducting the survey are often in the best position to provide feedback on the 
dynamics of the process. 
 

Be alert to live feedback suggesting changes that should be made right away as the 
survey unfolds. If possible, adjust the plan immediately.  
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Some of the measurement methods will have common aspects, and many will lead to an opportunity to 
expand upon the indicators collected.  For example, engaging the audience to learn how they enjoyed 
the performance also provides the opportunity to learn whether they would like to see more of the 
same, alternative programming, the most convenient times for the performances to start, ad so on. 
 
Often two or more tactics must be employed.  For example, in order to learn about programming 
preferences, a means to engage the respondent must first be designed. This will entail selecting from, 
for example, one‐on‐one interviews, or E‐Mail, or web surveys, and then designing the indicators 
collected to best understand the respondents programming preferences. 
 
When obtaining information directly from people many measurements can be made. For example, they 
might start to talk about factors of interest that were not part of your original data collection intent; this 
opportunity to gain additional information should not be wasted.  However, this opportunity is subject 
to their patience. It is essential to first focus on the most critical aspects of any measurement 
opportunity, in case their patience runs out, and to then allow them to expand upon the topics that they 
have raised voluntarily. 
 
Prizes or rewards offered as inducements to participate must be considered worthwhile by the 
participant, else they will achieve very little. 
 

1  Common mechanisms by which to obtain information 
 
For convenience the term “event” is used.  This should be taken to mean a specific event (annually, for 
example), a continuous program (held on a regular basis), a continuous service (such as a library) or any 
other opportunity to showcase the works of the cultural organization. 
 
Some or all mechanisms may be used.  The organization must decide which best suits its needs and 
which will provide the best value (benefit versus cost). 
 

Note that no attempt should be made to claim statistical accuracy using any of these methods.  
A credible statistical survey requires very careful design by trained personnel, and in most cases 
hundreds of carefully conducted individual responses, using trained data gatherers. The purpose 
here is to gain intelligence to assist the organization in furthering their goals and the described 
methods should provide an effective and efficient means of so doing. 

 
a.  In‐person surveys at the event 
 
Depending upon the willingness of the respondent much information can be obtained.  For information 
not necessarily related to the specific event, it can be beneficial to conduct these before the event, 
particularly if it is a performance.  Audience members will arrive at varying times beforehand and may 
be more willing to invest time while waiting.  After the event, most will wish to head elsewhere. 
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Intermissions are another potential time to conduct (brief) surveys.  A post‐event refreshment gathering 
can provide another opportunity to gain the attention of participants but there may be some cost 
involved. 
 
b.  In‐person surveys in the general public 
 
These are similar to the gathering of information for statistical purposes and require many surveyors 
willing to go into malls and similar public places.  For many organizations, these may provide little value 
relative to the effort required. 
 
c.  Telephone surveys 
 
These are time‐consuming for the persons conducting the survey and they can be very annoying to 
recipients, which risks a negative association with the event or organization.  Asking potential 
respondents if they are willing to participate at the outset will minimize the disturbance.  A good tactic is 
to state that the time required could be as little as a minute, but longer if they wish to be more 
forthcoming. 
 
Keep accurate track of the numbers called and ensure that the same number is not contacted twice.  
 
Leaving a message is not likely to gain much unless you direct them to a website at which to participate, 
or a telephone number is always staffed during normal hours of operation.  However, only the 
interested will respond. 
 
d.  Email surveys 
 
The first challenge is to obtain an Email address.   Paper surveys can be contained within other general 
mailings such as municipal water bills, or can even reach respondents as an unaddressed mailing in a 
mailbox (see below).   Specific Email addresses are much harder to come by.   
 
Although somewhat less annoying to receive than unsolicited telephone calls, many people do not 
appreciate that others have obtained their Email addresses without permission.  The issue is not one of 
absolute privacy; more that they do not wish to receive countless “spam” messages (possibly containing 
a computer virus).  Be prepared to explain how you obtained an Email address and offer to delete it 
from your listings should a respondent wish. 
 
Personalised Emails sent to recipients can have a stronger impact, since it appears that they have been 
singled out specifically.  However, sending these is more time consuming than one “blast” to many 
recipients.  
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Once the multiple Email addresses have been assembled then DO NOT paste them into the “To…” line in 
the Email message; this would reveal the address of each recipient to all others and, as mentioned 
before, some people object strongly to this (it may also violate privacy regulations depending on which 
are operative for the organization).  Instead, paste them into the “Bcc…” line.  In this manner all of the 
Email addresses remain hidden from view by the recipients.  However, for future reference purposes, 
the sender will be able to see all of the addresses if they automatically store their transmissions in their 
“SENT” file. 
 
It is polite and considerate to offer the recipient an easy means by which to say that they do not wish to 
receive any more Emails from you. A simple method is to include a line saying: “If you do not wish to 
receive any more communications from us then simple REPLY with the words ‘NO THANKS’ in the title 
line.”  When you receive this back from them it is clear that they are no longer interested. 
 
More sophisticated methods involve including a hyperlink in the Email which, if clicked, will tell your 
website that the respondent is not interested and relay this to you, perhaps in the form of an Email to 
the administrator of the survey.  Of course, you must have a website and a system set up in order to 
invoke this method. 
 
e.  Website‐based surveys 
 
Especially if the organization already has a website, web surveys can be convenient and low cost once 
they are established. The challenge is in getting the target respondents to go to the website and 
complete the survey.  Having the website survey address on all documents that the organization 
publishes can help, over time. 
 
If developing a website for the first time, choose the website address name carefully.  Make it easy to 
remember; simplicity is best and it should be relevant to the target respondent when they think about 
your organization.  It is important also to check the content of closely related web addresses and 
purchase a domain name for your site if necessary.  
 
Website surveys can be configured using one of the commonly used free services, such as 
SurveyMonkey, or they can be custom‐built and resident on the organization website.  The latter 
method costs more but it appears “professional” and “serious‐minded” to many observers. 
 
The questions should be kept to the minimum necessary so that the potential respondent is not faced 
with what appears to be a large investment in time.  
 
The use of multiple choice answers, backed up with a block in which to provide a free‐form response, is 
a good strategy.  Those with little time will choose from the multiple choice options alone while the 
more forthcoming will add more information. An opportunity should be incorporated to allow the 
respondent to provide optional contact information such as name, Email address and telephone 
number.  Respondents should always be thanked for taking the time to complete the survey. 
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Many web surveys contain “mandatory” question fields which must be completed in order in order for 
the form to be submitted. This can be annoying to some respondents, who may give up if they do not 
complete all of them. We do recommend that the submission form include fields identified as 
mandatory since many respondents will make some effort to comply.  However, the web survey can be 
established such that the form is submitted to the organization regardless of how many fields are 
completed. In this manner no information, or partial information, is lost.  A website technician can set 
this up. 
 
f.  Paper survey forms for continuous use 
 
These can be prepared for long term use for many different purposes and occasions; they can be 
handed out at events and other venues, as well as included as “flyers.”  Depending on the nature of the 
survey they may be able to be given to event participants to pass on to acquaintances.  
 
As a minimum these should contain the “Priority Base Data” described below in section 2(a). 
 
In addition, the full organization contact and additional information should be included, such as: 
 

 Formal name 

 Address 

 Contact telephone number 

 Website identification 

 Organization logo 

 A general Email address 

 A space for general comments 
 
Depending on purpose, resources, needs, other metrics employed, etc., one useful strategy may be to 
design a “timeless” survey; that is: 
 

 Not event‐specific 

 No contact names – staff may change over time 

 No date information 
 
g.  Paper survey s via the regular mail 
 
Canada Post will place paper surveys in all mailboxes in an area or particular postal code for a price.  Be 
aware that mailboxes contain many such unsolicited and unaddressed mailings which are, very often, 
thrown out without much regard. 
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If the municipality is willing, a common approach is to include the survey form in a water bill mailing. 
The timing of this may not always coincide with the needs of the organization and, once more, such 
flyers are often discarded without examination. 
 
Surveys may also be included like flyers in local papers for a cost.  All of the above methods will require a 
way, usually a pre‐paid return post envelope, for respondents to return the surveys (which is also 
associated with a cost).  
 

2  Some measurements of interest to cultural organizations 
 
Many of the measurements noted below as well as conversations with respondents may lead to 
questions, revisions, and/or additional measurements.    
 
a.  Priority base data 
 
At all times these are probably the most vital pieces of information.  All of the following are important 
but they are listed in probable order of priority: 
 

 Opinion of the event (post‐event only) 

 What would encourage them to participate again? 

 Home postal code/zip code (provides geographic coverage data and for potential marketing use) 

 How did they learn about this event? (provides advertising effectiveness data, whether through 
the media, word‐of‐mouth or other means) 

 Email address, if they are willing to provide it (provides a key means for future marketing, 
additional feedback and the possibility that they will forward the communications to other) 

 
Please note most surveys can be anonymous even when asking for contact information – asking for 
names may deter some respondents. 
 
Gathering of specific information 
 
These are listed in bullet menu form, since each organization must select and adapt these to their 
specific needs and at different times. Using one or more of the selected mechanisms described above, 
the following information, or derivatives may be useful.  Many more can be added to each category as 
needs arise, or the existing list refined for more specific needs. 
 
b.  Audience/Customer/Client Base 
 
This can be applied generally or for a specific event, when appropriate.  For some organizations, the 
client is the community as a whole, not just those who partake in the events.   
 
Some key questions might be: 
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 Why do you participate in our event and for how long have you been doing so? 

 Age demographic; if not asked directly then this can be estimated or age group options 
provided. 

 What would improve the experience for you? 

 Do you have suggestions to improve any aspects of the event/program? 

 Have you encouraged acquaintances to participate and what do you think that they would 
enjoy? 

 Is the date/time of the event convenient for you? 
 
c.  Volunteer Base 
 
An eager and active volunteer base can be crucial to the success and survival of many organizations. 
 

 How many volunteers come out for what events and what factors might influence these 
numbers? 

o Timing, day, date of the event? 
o Weather? 
o Theme of the event? 

 By volunteer, how many come out how often and what characteristics might be ascribed to any 
variations in volunteer participation? 

 Why is the person a volunteer and what factors encouraged them to become involved? 
o A love of the art form? 
o The social interaction? 
o Other? 

 Has the volunteer’s enthusiasm changed over time, and why? 

 What would increase their enjoyment and enthusiasm towards volunteering? 

 What issues, major or less so, detract from their enjoyment as a volunteer? 

 Would they be prepared to put more time in if the number of opportunities increased? 

 Have they / would they attempt to recruit acquaintances as volunteers? If not, why not? 
 
d.  Event attendance of Audience/Customer/Client Base 
 
Correlating attendance with the variables that might cause upswings and downswings is very important. 
Assumptions may be incorrect, causing changes to be made that do not result in any improvement, or 
worse still, detract from the next event. 
                                                                                                          

 What factors might influence event attendance? 
o Timing, day, date of the event? 
o Weather? 
o Theme of the event? 
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o Event duration , whether it should be shorter or longer 
o Information obtained from in‐person surveys at the event or through post‐event 

mechanisms. 

 Event‐to‐event attendance variations, which might show a correlation with the factors noted 
above. 

 
e  Those who do not participate in organization events 
 
The vast majority of the population will fall into this category and they represent the main base from 
which to increase participation.  The first challenge is reaching them, the second is finding out what 
might attract them and the third is deciding whether providing that falls within the acceptable bounds 
and resources of the organization. 
 
The survey must be short and basic if the general public is to respond.  If the population target base is 
20,000 then even 100 responses would provide valuable information.  
 

 Have you heard of our organization? If so, by what means? 

 What would encourage you to participate in one of our events? 
o Content 
o Date/timing? 
o Other factors 

 May we ask for your postal code? 

 From time to time, may we send you information on our organization and events? You may 
unsubscribe to this at any time. 

 
 
f.  Revenue 
 
Although rarely the rasion d’etre of a cultural organization, it is often important to permit the 
continuation of the group, to stage future events and may be a necessary contributing factor when the 
organization receives funding from outside (most often from governments at various levels).  
 
Measuring revenue is generally simple but more important is understanding what causes increases and 
decreases and these are related to sub‐factors such as attendance, vendor participation and so on. 
These sub‐factors must be measured and the resulting effect on revenue correlated. 
 
g.  Vendor participation 
 

 Vendor types and attendance counts from event to event, and what factors might influence 
these numbers? 

 Was the event successful for the vendor? Why and why not? 

 What would make them more likely to return for subsequent events? 
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 What changes to the event might provide a better result for the vendor? 
 
Be careful not to make any promises to the vendor respondent when obtaining the information.  Unless 
the vendor is a core part of the event (such as an artist selling paintings), the objectives of the vendor 
are not always well aligned with that of the cultural organization, so any changes must be considered 
very carefully. While an artist displaying works for sale will have well aligned objectives with an art 
festival, the same may not be said of a food vendor at a street festival. 
 
h.  Contributor participation 
 
Contributors are those persons or organizations that contribute their talent toward making an event or 
program successful.  They may be craft makers, artists, performers, etc. 
 
The measurements are very similar to the vendor participation factors. 
 

 Contributor types and attendance counts from event to event, and what factors might influence 
these numbers? 

 Was the event successful for the contributor?  Why or why not? 

 What would make them more likely to return for subsequent events? 

 What changes to the event might provide a better result for the contributor? 
 
i.  Coupons and draw tickets presented 
 
Coupons or draw tickets provide an indication of the attraction of the item presented as well as the 
effectiveness of the media used to make the holders of these coupons aware of the event.  The success 
of these can give direction to their future use. 
 
A good question to ask the presenter is what coupon attributes would make them even more likely to 
participate in the future. 
 
j.  Sub‐event and attractions sales 
 
If treated as independent subsets of the main event, these can be measured, with appropriate 
indicators, in the same manner as the larger event. 
 
k.  Obtaining funding 
 
As with revenue, measuring success is simple.  Clarifying what might increase the success rate, or 
amount obtained, is the critical information required.  Understanding the objectives of the funder is vital 
since, in essence, the cultural organization is providing some service for which the funder is paying in 
part or in whole.  The funder is no different from any other client and the more closely their objectives 
are met the more likely that they are to consider future applications. 
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It is not essential that the goals of the funder be perfectly aligned with those of the cultural 
organization.  However, it is vital to provide for those funder needs as well as those of the organization. 
Overachievement with respect to funder needs is even better; funders often have budgetary limits and 
many requests for assistance.  Organizations with a strong track record of meeting or exceeding funder 
needs, demonstrated with data, may find greater favour in this regard. 
 
l.  Advertising effectiveness 
 
This measurement is in the priority list described above.  The responses are key in determining how 
effective and efficient the selected media are at promoting the event.  Advertising can be costly and 
knowing its effectiveness is vital, or much may be invested for little benefit.  Any of the mechanisms 
described above can ask the question “How did you find out about us, or the event?”  
 
m.  Media coverage 
 
To determine this, all media in the target audience area must be examined to see whether the event has 
been covered beforehand.  Where coverage is missing then extra effort must be made to persuade the 
media organization to change this.  
 
Media coverage at the event can be very effective in demonstrating that the nature and content of the 
event, its general reception, and potentially may identify the next opportunity at which people may 
participate in organization events.  This is free advertising and every effort should be made to encourage 
media to be present, even for a short while.  
 
Media representatives should be hosted by key members of the organization who can interpret and 
explain.  It is also a good idea to have some members of the audience handy who are known strong 
supporters since they can give a positive “candid” opinion. 
 
A concise but compelling statement concerning the organization and event should be prepared so that 
the media can more effectively publish the desired message of the organization. 
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Appendix I    Pre‐Workshop Survey  
 
To tailor this workshop to your needs, we would like to know something about your cultural 
organization. This information will be used solely to develop the workshop and for no other purpose.  
Please use your own words, in as much detail as you wish; there are no wrong answers.  We request 

that you submit this form with your RSVP to culture@niagararegion.ca no later than Thursday May 23, 
2013 to ensure your space.  Thank you! 

 

Organization Name: ________________________________  Date formed: ______________ 

Organization web address if applicable:_________ __________________________________ 

 

1. What are the primary cultural activities of your organization? 

 

 

2. Do you have a Mission, Mandate, Goals or Objectives for your organization, or simply an idea of why 
you do what you do?  Essentially, what do you seek to accomplish? 

 

 

 

3. What are the most important things your organization seeks to achieve when you do what you do? 

 

 

 

 

4. Are you self‐funding, e.g. do you generate enough income from your activities to support them 
fully?    

Yes _____    No _____ 

 

5. Do you obtain funds from outside of your organization?  Yes _____  No ____ 

If yes, from what sources outside your organization do you receive funding?  

 

 

 

6. Who are your audience members/customers/clients? 
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7. When you create a product, mount a performance/exhibit or provide a service,  

____Is it for pleasure?  ____Is it for profit?  ____Is it donated to the community? 

____Other purposes (please specify): 

 

 

8. Do you want to retain or expand your: 

____Organization base     ____Volunteer base       ____Audience/customer/client base 

 

9. Are you pleased with the public profile of your group?  ____Yes    _____No 

If you wish to change it, in what way(s)? 

 

 

 

10. WHAT do you currently measure about your organization, if anything (e.g., attendance, media 
coverage, public reception, partnerships, revenue, volunteers, etc.)? 

 

 

 

 

11. HOW and HOW OFTEN do you measure it? 

 

 

 

 

12. WHY do you measure it?  Please explain the purpose this data serves within your organization and 
whether it meets your needs effectively. 

 

 

 

 

13. What do you WISH to measure and why (e.g., to improve what we do/ how we do it, measure 
progress, generate media opportunities, bolster recruitment, obtain funding, etc.)? 

 

Appendix II – Workshop PowerPoint Presentation  
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