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1. Introduction

The City of Hamilton has already made incredible strides towards recognizing, quantifying
and supporting its music industry, setting a precedent for a city of its size. These efforts began
with preliminary research for its 2015 music strategy, and included a census, mapping,
stakeholder outreach, SWOT analysis and action plan. Now, the city is looking to implement
an updated strategy, seeking to define a calculated and scalable approach that focuses on
talent development and retention while recognizing the competition the city faces by nearby
industry hubs such as Toronto and New York City. This document contains the groundwork for
a new strategy, collating all regulatory information and initiatives and further benchmarking
Hamilton against cities facing similar challenges of regional competition and destination
branding.

It is important that the work undertaken throughout this project, as well as those new
actionable items derived from the results, recognize the impact of the COVID-19 pandemic.
Short-term goals should continue to prioritize support and recovery strategies, with the
understanding that much of the effect will carry into the medium- and long-term music
economy as fans and professionals alike adjust to new levels of comfort in crowds and new
preferences for remote participation and digital integration. To date, many COVID-19 recovery
initiatives have been dependent on provincial stay-at-home orders. Fundraising and grant
schemes have carried on throughout the year, but program-based initiatives have been
stop-and-go. This pause and reset due to COVID-19 presents an opportunity to shift to skills
development and professional support initiatives that can be carried out virtually and, thus,
uninterrupted, giving Hamilton’s musicians and music professionals a competitive edge as the
live entertainment industry opens up and finds its ‘new normal’.

Recovery will be slow, and adjustments will need to be made, but if there is any industry that
has proven itself time and time again to be adaptable to changes in consumer trends and
advances in technology, it’s the music industry.

This work would not have been possible without the experience and support provided by
Hamilton Music Advisory Team (HMAT), Sonic Unyon, the Hamilton Chamber of Commerce,
City of Hamilton, Hamilton Public Library, Supercrawl Productions, FACTOR, Ontario Creates,
the Department of Canadian Heritage and Canada’s private broadcasters.

About Sound Diplomacy

Sound Diplomacy is the leader of the global music ecosystem movement. As strategists for
communities of all sizes, developers, foundations, large private sector organizations and
governments; Sound Diplomacy provides cutting edge research and market expertise for
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robust music and night time economy strategies in city, urban and development plans. Sound
Diplomacy works in over 20 countries and counts the Mayor of London, City of San Francisco,
Lendlease, Walton Family Foundation and City of Brisbane as clients. Sound Diplomacy also
runs the leading global series of events featuring music and public policy, called Music Cities
Events.
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2. Hamilton's Music Ecosystem

2.1 Music in Hamilton

2.1.1 Hamilton Snapshot

Hamilton is a city that sits on Lake Ontario, approximately 60 km outside of Greater Toronto
and one hour from the United States border at Niagara Falls. Historically an industrial city
providing iron and steel for the nation, Hamilton’s economy has since grown to include
healthcare and education.” It is an enticing place for young professionals to move to, offering
comprehensive transport routes to nearby hub cities such as Toronto and Buffalo, though the
relatively high cost of living can be prohibitive.? It also boasts a broad selection of local
cultural activities, such as a prime filming location, music festivals, art crawls, 15 National
Historic Sites, sporting events and outdoor activities.

Hamilton is a very diverse city, with approximately 25% of the city’s population made up of
immigrants.? It became a sanctuary city in 2014, the second in the nation after Toronto.* Over
2% citizens are from Aboriginal descent, primarily composed of First Nations, Inuit and Métis
people.® There is also a small, but present French-speaking population, supported by
French-language municipal resources,® although Arabic and lItalian are the most common
non-English speaking communities.

Hamilton’ Canada®
Population (2016) 747545 35,151,728
Average Age (2016) 416 41
49.2% male / 50.8% 49.6% male / 50.4%
Gender Balance female® female™
Median After-tax Income (2016) $32,073 $30,866

! Britannica (2021)

2 Hristova, Bobby (2021)

3 Statistics Canada (2017a)
4 Craggs (2014)

® Statistics Canada (2017b)
© Statistics Canada (2012)
7 Statistics Canada (2017a)
8 Statistics Canada (2017c)
9 Statista (2021a)

0 Statista (2021b)
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Business Establishments 15,256" 1.23 million™

Unemployment (2016) 6.6% 77%
Unemployment (November 2020; during 8.1% as of December 9.4% as of January 2021
COVID-19 pandemic) 2020" "

Table 1: County Statistics

2.1.2 Hamilton's Music Industry

In Ontario, there is a sustained interest in music policy that has positively impacted cities like
Hamilton®™. The City of Hamilton’s 2019 Creative Industries Sector Profile provides detailed
information about Hamilton’s music industry. Data from the profile offers a snapshot which
shows that Hamilton’s creative industries make up 11% of its total workforce and 6% of its
businesses. Despite a 16% increase in sector employment figures, it is still considered an area
of skilled labour shortage. That same year, the music industry itself accounted for 541 of those
businesses and employed 7,725 people, 42% of the total creative industries workforce. Over
half of these professionals fell into the age range of 25-44. At $35,954, the median income for
music industry professionals is higher than that in Ontario and Canada ($34,273 and $33,924,
respectively), but it is not specified if this figure considers that many musicians also work in
non-music sectors to sustain a steadier income while pursuing music. The report does state
that, of those employed full-time in the music sector (excluding music creators themselves),
16% worked in the core music sector (primarily radio and television broadcasting), 42% held
core support roles (primarily education) and the remaining 43% worked general support roles
(primarily advertising and PR)."

With the fastest-growing branch of the American Federation of Musicians, Hamilton was
ranked seventh in the world for independent musicians per capita and has the sixth-largest
cluster of music businesses in the country. The majority of these businesses were
self-employed entities without any additional employees, and 16.6% of the businesses had
only four employees or less.” Research performed in 2015 looking into Hamilton’s music
businesses and assets shows a number of music retail businesses, artists, sound recording
businesses, educational institutions, promoters and venues in the city. However, there is a
lack of supporting music professionals such as agents, managers and entertainment lawyers.
The same study revealed the city to have approximately 200 live music venues, ranging in

" Canadian Business Patterns (2018)
2 Statistics Canada (2019)

3 Mitchell (2021)

“]ANS (2021)

'S Ontario Music Cities (2021)

' Invest in Hamilton (2020a)

7 Invest in Hamilton (2020a
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size from 50 seat capacity all the way up to FirstOntario Concert Hall’s 2,193 capacity. Most
are clustered in downtown Hamilton, although small clusters can also be found in east
Hamilton and Burlington.” Today, city officials estimate this figure to be around 100, although
the full impact of COVID-19 in regards to permanent venue closures is still unknown.

A more detailed look at the local live music industry was published in 2020 via A Case for
Hamilton’s Live Music Industry. The report, which was based on 2018 figures and did not take
the pandemic into account, calculated the city’s Gross Domestic Product from venues to be
CAD$32.6 million. Of this, CAD$2.6 million came from property taxes alone. The venues made
CAD$62.7 million, although only 2% of this came from ticket sales. Primary revenue
generators were food, alcohol and space rental for events. Venues were shown to be
operating with only a 4% profit margin. Further profiling of local venues showed most of them
had been operating for at least 24 years, and 20% had been operating for over 40 years. With
1100 full-time live music employees across the city, each venue had an average of 5
employees and an average staff salary of CAD$44,200.%

The background report for the Hamilton Music Strategy recognizes that scale and affordability
are large advantages for the city in terms of attracting and supporting artists. Its size makes
the city an appealing option for aspiring artists and professionals, offering a manageable
setting in close proximity to the Toronto industry hub. Its proven dedication to championing,
supporting and promoting its arts also sets it apart from other cities. According to research
conducted by the Martin Prosperity Institute analyzing the 2012 SXSW line-up, Hamilton came
in the top 10 for representation when adjusted for size of total local population, beating larger
cities such as Toronto, Montreal and New York City.?° This is most likely due to the Canadian
Independent Music Association’s work to present artists via its Canadian Blast series. This
level of opportunity creation and support can make a big difference in the experience of the
artist or resident, and Hamilton has laid a strong foundation on which to base its next steps.

2.1.3 Canada’s Music Industry

Canada is the 8th largest music market in the world, worth US$1.45 billion in 2019.%' The
recorded music sector grew 8.1% in 2020, a figure primarily attributed to an 18.2% growth in
subscription streaming revenue.? Canada’s music publishing sector has had an average
annual increase of 8.6% between 2016 and 2020, with revenues coming in at CAD$277
million in 2020, of which 92% of this revenue happened in Ontario.??

Ontario is a consistent leader in the national music industry, home to 44% of the nation’s
music publishing and recording jobs. Much of this is in the live industry, with approximately

'8 City of Hamilton (2015a)

9 City of Hamilton Planning and Economic Development Department (2021a)
2 City of Hamilton (2015a)

2" Ontario Creates (2021a)

2 |FPI (2021)

2 Ontario Creates (2021b)

SOUND DIPLOMACY LTD London - Berlin - Barcelona « New Orleans
info@sounddiplomacy.com www.sounddiplomacy.com

14



10,500 FTE jobs across Toronto’s music venues. However, even prior to the closures brought
on by COVID-19, Canada’s venues were facing threats from gentrification and increased
insurance costs. This effect is increasingly highlighted by the expanding ‘music cities
movement’, which recognizes music as a tool for urban development and growth. Many cities
are reassessing the relationship between the city regulations and their creative sectors. For
example, in 2019, Toronto amended its noise by-laws to specify quantitative decibel limits and
friendlier measurement tactics that take into consideration the context of the surrounding
area.”

More work is being done to highlight and support minority communities across the Canadian
music industry. Following the global Black Lives Matter protests during the summer of 2020,
many initiatives have sprung up to provide support and advocacy for Black artists, including
Canada’s Black Music Collective and the Black Music Action Coalition. These are
complemented by organizations seeking to promote women in the industry, including
SOCAN’s Her Music Awards and Keychange, the global commitment for gender
representation in music festival lineups.?®

Meanwhile, the Aboriginal Peoples Television Network (APTN) completed its National
Indigenous Music Impact Study, the first all-encompassing study of its kind. Their research
showed that Indigenous-led music contributed $78 billion to the national music industry and
accounted for 3,000 FTE jobs in 2018, but less than one quarter of those workers derive all
their income from this work. It also brought attention to Indigenous-specific challenges, such
as lack of access to resources and increased travel costs to tour or even perform.?® More
work will need to be done to address these challenges and promote equity moving forward.

2.1.4 The Global Music Industry

Despite the heavy impact of COVID-19 on the music and entertainment industries, the
International Federation of the Phonographic Industry (IFPI) reported a 7.4% global revenue
growth in 2020, with a total recorded music revenue of US$21.6 billion. This marks the sixth
consecutive year of growth for the industry, much of which can be attributed to streaming
services. With a collective 443 million paid subscribers by the end of the year, streaming grew
to account for 62.1% of the market share. Meanwhile, physical sales saw a 4.7% decline, and
performance rights revenue saw a 10.1% decline. Changes in performance rights revenue can
largely be attributed to the ongoing COVID-19 pandemic, which forced closures for venues
and festivals around the world.

Globally, the music industry continues to struggle with issues of valuation, with many artists
and professionals being asked to work for free or for exposure, and undervalued streaming

24 Ontario Creates (2021b)
2% Ontario Creates (2021b)
26 APTN (2020)

271FPI (2021)
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service compensation offerings that prompt continued calls for increased transparency and
fair payment to artists.?® Large strides were made in China and Singapore, who passed
measures to recognize public performance rights, but work is still being done around the
world to tackle safe harbour loopholes, which have allowed unlicensed music to be uploaded
to streaming platforms (for example, YouTube) without any liability to the host website.?®
Addressing this will be a key step in overcoming the value gap, or the growing difference
between the cost of creating and marketing music and the cost to consumers of obtaining the
music.*

2.1.5COVID-19

Live music is the financial stabilizer of many artists’ careers. At half a cent per stream, artists
need six million streams just to meet the annual minimum wage of $30,000, many artists rely
on ticket sales to offset the shrinking contribution of recorded music. This is a booming sector
of the industry in terms of revenue. In 2016, 55% of Canadian music audience spending went
towards live music (up from 51% in 2015). The remaining 45% of audience spending went
towards physical product purchases and streaming subscription fees.®' By 2018’s year-end
report, live music accounted for 57% of total consumer spending, showing a small but steady
increase in its share of total consumer spending.®?

However, the abrupt freeze of audience-based, in-person activities struck a huge blow to
artists and venues around the world. By February 2021, 80 venues across the nation were
forced to shut their doors permanently due to the pandemic.®® Experts estimate that 64% of
Canada’s live music industry is at risk of closure before the economy has a chance to reopen,
and artists have lost access to key resources for professional development and audience
development via performances.?

In February 2021, the Canadian Live Music Association (CLMA) published the Live Music
Industry Recovery Plan to set the foundation for relief efforts as global economies begin to
reopen. Prior to the COVID-19 pandemic, Canada’s live industry was worth $3 billion and
supported 72,000 jobs, but many of these skilled workers sought employment elsewhere as
their industry shut down indefinitely. Music Businesses were estimated to have lost 92% of
their income in 2020, prompting a call to action and an extension of government-driven relief
efforts. The CLMA also utilized the report to call for broader recognition of music venues as a
sector most in need of relief, access to rapid testing equipment to boost safety and peace of

28 |FP| (2021)

2 Cooke (2021)

% Lawrence (2019)
1Q (2016)

32 Nielsen (2018)
¥ Bliss(2021)

3 Weaver (2021)
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mind at events when things do begin to reopen, along with the introduction of a multi-year
fiscal rescue strategy targeted at live music industry recovery.?®

Although no official health organization has published or approved a reopening plan for music
venues, Ryerson University’s School of Creative Industries at FCAD (Faculty of
Communication and Design) has published an extensive guide to safe reopening precautions,
covering topics such as workplace screening, contact tracing, incorporating PPE, digitizing
common patron processes for touchless experiences, food safety, green room and backstage
hygiene and general building operations. Each section of the report gives best practice
examples for those venues and businesses who have already incorporated COVID-19 safety
procedures into their daily operations.® As vaccines begin to be distributed and recovery
starts to become a more feasible option, these will be a vital stepping stone to making
audiences, performers and supporting personnel feel safe.

3 Canadian Live Music Association (2021)
% Ryerson University (2021)
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2.1.6 Overview of Local Reqgulations and Policies

Although a full review of the city’s existing regulatory and supportive infrastructure can be
found further in this section, the table below provides a summary of key policies and how they
are implemented in the city, as well as a best practice example for each item.

LOCAL
INFRASTRUCTURE
OR POLICY THAT
SUPPORTS THE
MUSIC INDUSTRY

IN PLACE?

HAMILTON’S
INFRASTRUCTURE OR
POLICY

BEST CASE

Night transport

Most transport ends
around 10pm, with
busier routes ending
around midnight or
1lam. In August 2021
all-day transit between
Toronto and Hamilton
via GO Train service in
West Harbour will
begin with service
beginning around
5:00am and ending
around 10:00pm¥’

Toronto’s Blue Night Network is
the most extensive nighttime
transportation service in North
America, with routes picking up
after trains cease service
between 1am-2am. Routes run
approximately every 30 minutes
until morning service resumes,
and are spaced in order to keep
99% of the city within a 15
minute walk of a stop.®

Agent of
Change

While not called
“Agent of Change,”
Hamilton does have
policies that protect
live music venues from
residential complaints.
Agent of Change is an
ordinance placing
responsibility of noise
attenuation in the
hands of the newest
developer to protect
existing music venues
from noise complaints.

San Francisco Mayor London
Breed’s amendment to Chapter
116 of the local ordinances
states existing venues, so long
as they are in keeping with
existing noise laws, are
protected from the complaints of
any new residences, hotels or
motels built nearby.*

37 peesker (2021)
% Novakovic (2017)

3 City and County of San Francisco (2017)
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Music Office v

Hamilton’s Creative
Industries and Cultural
Development section
oversees a number of
functions including, but
not limited to, music
industry development,
programming and
industry engagement
through their
facilitation of the
Hamilton Music
Advisory Team (HMAT).

London, ON’s Music Office
coordinates promotional,
educational and financial
resources and initiatives for a
similar sized local industry.*°

City-led grants X/

The City Enrichment
Fund is accessible to
musicians and events
organizers via the
broader ‘arts’ category
for individual artists or
groups, festivals,
events, and nonprofits,
but this funding is only
available oncelyear.

The Vancouver Music Fund, a
collaboration between the City
of Vancouver and Creative BC,
works to disperse its $300,000
to projects serving minority
communities within Vancouver
and nearby Indigenous lands.”

Event permitting | v

Event planning
information is listed on
the city website,
although costs are not
transparent.

The City of Ottawa maintains a
61-page PDF document outlining
the event planning process from
start to finish, with hyperlinked
text to make additional
information convenient and
accessible. Topics include
vendor licenses, crowd
management, site plan drawing

and environmental sustainability.
42

Liquor v
permitting

Permits are issued
through the provincial
body, The Alcohol and
Gaming Commission of
Ontario.

Because permits and laws are
controlled provincially, there is
no relevant local best practice
example.

40 City of London (2021a)
4 Creative BC (2021a)
“2 City of Ottawa (2021)

SOUND DIPLOMACY LTD London - Berlin « Barcelona « New Orleans
info@sounddiplomacy.com www.sounddiplomacy.com

19




Noise By-laws

XV

Events with exemption
permits must not
exceed 60 dB(A) at
point of reception or
90 dB(A) 10m from
source. Hamilton’s
Entertainment on
Outdoor Patios Pilot
Project allows certain
geographic areas to
have music on patios,
but even then the
sound limit is lower
than most other
Canadian cities.

Toronto’s 2019 amendment to its
noise bylaws quantified
measurement strategies by
implementing specific decibel
limits (the greater of 55dB(A) or
ambient between 7am-11pm),
redefining the point of
measurement and taking
ambient noise into
consideration.*®

district

Hamilton does not
currently have a formal
Entertainment District,
an Entertainment
precinct has been
announced (refer to
2.3.2).

Busking X/ Though Hamilton has a | Vancouver operates a permit
busking policy, it program allowing amplified
requires additional performances between
promotion and 10am-10pm in certain high-traffic
educational outreach areas. Permits cost $45 for four
as the affected months or $135 for one year.
population is not Permits are not required for
necessarily aware of unamplified busking throughout
its terms or conditions. | the rest of the city.*

44
Entertainment X Although the City of Montreal’s Quartier des

Spectacles contains 43
performance venues and an
additional 31 exhibition spaces
within 1 square km. Visuals,
lights shows and art installations
are integrated into previously
unused or dilapidated spaces,
and several open spaces now
host free shows throughout the
year.*®

43 Rancic (2019)
4 Priel (201)

5 City of Vancouver (2021a)
6 Quartier des Spectacles Partnership (2021)
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Music
workspace/
hub

There is currently no
dedicated music
workspace or Music
Hub in Hamilton.

The Music District in Fort Collins,
CO has 10 music-related
businesses, and its offices are
80% music-related. Tenants
have below-market rent. The
district has soundproof
rehearsal spaces, a variety of
practice rooms, a beats lab,
educational resources,
networking opportunities and an
Airbnb for touring artists.*’
Though it is currently closed due
to COVID-19, The District still
hosts online events to support
the creative community.

Economic
Development
Incentives

There are currently no
incentives in place
specifically for
music-based
businesses. Hamilton’s
incentives are mainly
based on geographic
location rather than
sector or business

type.

Tennessee’s Scoring Incentives
Program led by the Tennessee
Entertainment Commission
offers a rebate of up to 25% for
qualifying expenses like payouts
for Tennessee-based musicians,
producers, engineers, recording
studios, instruments, and other
expenditures. Eligible music
scoring projects must leave at
least US$25,000 in the State (or
US$50,000 in Nashville) to
benefit from the incentive.*®

Music tourism
policy

There is no formal
music tourism policy in
place, although the
Hamilton Music
Strategy touches on
the sector.

Austin, TX branded itself as ‘The
Live Music Capital of The World’,
and has a cultural tourism plan
that is implemented alongside a
music marketing strategy from
the City’s tourism agency.
City-led music programs include
concert series, local artist
performances at trade shows, a
comprehensive website with gig
listings and professional

4’ The Music District (2021)
8 Tennessee Entertainment Commission (2021)
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contacts and support with
regulatory challenges via the
Austin Music Office.*

Development/Tr
aining

has held an annual
Musician Entrepreneur
Conference which
offers practical career
assistance to
musicians. The City
also hires local music
businesses to offer
free one-on-one
mentoring and support
for musicians, further
aiding their
development.

Environmental v Hamilton aims to Lollapalooza has committed to

Sustainability & achieve an 80% sustainability and net zero

Recycling energy reduction by emissions by placing recycling,
2050. The city is a composting and water bottle
member of the refill stations frequently across
Sustainable Business their festival site, promoting
Initiative to reduce sustainable and socially
greenhouse emissions. | responsible merchants on its
In terms of music, all grounds, calculating and
events must have a offsetting carbon emissions,>®
waste management and donating portions of their
planin place in order profits to Chicago’s parks
to be issued a permit. projects.”

Professional v Since 2017 Hamilton Located in Ryerson University,

The Music Den is a free
incubation program that
provides guidance and support
to entrepreneurs and innovators
focused on the music industry.
Anyone with an innovative idea
for music businesses,
technologies and services is
eligible to apply to the Music
Den and pitch their concept to
the steering committee for
consideration. The benefits from
this incubator include
mentorship, workspaces, audio
and video facilities, and editing
suites and equipment.®?

Loading Zones v

Hamilton installed

“Musicians Welcome”
signs outside of local
music venues across

Austin’s Musician Loading
Permits allow musicians to park
in designated areas outside
venues for 30 minutes before

9 Visit Austin (2021a)

0 Hieggelke (2014)

*' Rolling Stone (n.d.)

52 Ryerson University (2021)
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the city. In addition,
venue owners have
been provided with
signs which musicians
can place in their
windshields to defer
law enforcement while

and after the show. Venues can
apply for the permits online and
are responsible for issuing them
to and retrieving them from
artists.>*

Task Force, in
collaboration with the
Hamilton Musicians
Guild, instituted a fair
payment for
city-contracted
musicians. “Fair
payment” is stipulated
by the Canadian
Federation of

unloading.®
Fair Payment v Hamilton’s COVID-19 The Musician’s Union (U.K.)
Policy Economic Recovery developed a Fair Play Guide and

Fair Play Venue Scheme which
seeks to “recognize good
practice and stamp out the
unfair treatment of musicians” by
encouraging venues to adhere
to their publicly accessible fair
play guidelines, advising
musicians on how to avoid
exploitative performance
expectations, and allowing

May 2019. This archive
chronicles Hamilton’s
diverse music history
across a multitude of
styles and genres.”’

Musicians.”®® musicians space to report on
their positive and negative
experiences with venues.
Compliant venues received
badges to publicly display.®®

Resources for v The Hamilton Music Liverpool uses its musical
Music History Archives at Central heritage to gain millions in
and Research Library launched in tourist revenue each year.*®

Liverpool has tours, exhibitions,
and hotels that highlight The
Beatles’ legacy. The British
Music Experience Museum
displays memorabilia from artists
and groups like Freddie Mercury
and the Spice Girls, and has a
specific section dedicated to

%3 City of Hamilton (2017)

4 City of Austin (2021)

5 Hamilton Musician Media (2021)
¢ Musicians Union (2019)

" Hamilton Public Library (2021)
8 UK Music (2017)
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music attractions on their
tourism website.>®

Trademarked v The City of Hamilton The Nashville Convention and
Branding developed a logo, Visitors Corp “sells and markets
officially owned and Nashville as Music City to the
trademarked by the world...” Music is incorporated in
city, illustrating its everything from tourism
embrace of music as a | campaigns to local architecture
cultural and historical and signage.®®
asset. In addition,
there are

city-managed social
media accounts which
promote and support
the local music scene.

Table 2. City at a Glance

2.1.7 SWOT Analysis

The below analysis represents key takeaways regarding the state of Hamilton’s music
economy developed through a series of surveys and workshops as well as extensive
research. Though inexhaustive, the observations and accompanying recommendations are
the result of input from a diverse group of stakeholders, consumers, and artists invested in the
growth and success of Hamilton’s creative industries.

il
]

STRENGTHS WEAKNESSES
e There is a large pool of high caliber e There is a lack of local music
talent in Hamilton. promotion in local radio stations and

%9 Visit Liverpool (2019)
%% Nashville Convention and Visitors Corp (2021)
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Hamilton’s proximity to Toronto is

convenient for touring shows and

traveling audiences to stay and/or
visit the city.

The City of Hamilton, the Tourism
Department and Economic
Development understand the value
of music as a part of an economic
development strategy.

Hamilton’s existing music strategy
has helped improve the music
ecosystem which has benefited

many businesses and artists overall.

university stations need more
support.

Artist’s financial sustainability has
decreased. Although the city has
passed a fair-wage policy for its own
events, it is still outpaced by
increasing property values and living
costs.®”

The economic impact recovery of
the music sector does not seem to
be prioritized by the City.

There is a perceived small
contribution of private investments
to the music ecosystem

Lack of awareness for professional
development infrastructure

While there is branding to promote
Hamilton as a music city, the music
community is unaware or has not
fully adopted and utilized the
branding offered

Lack of rehearsal spaces,
creating-leaning office or coworking
spaces and recording studios

Public transportation services
(including bus routes) make

nighttime businesses inaccessible to
some communities making it difficult
for the music sector located
downtown to engage with broader
audiences such as communities
uptown (mountains)

Lack of mid-sized venues, which
decreases the availability of

" Hristova, Bobby (2021)
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performance space for artists that
draw mid-level audiences

OPPORTUNITIES

The performing arts activities in
bigger cities are an opportunity for
Hamilton to strengthen relationships
with their music and cultural
ecosystems.

Targeting traveling audiences from
surrounding bigger city events to
stay and participate in Hamilton’s
nighttime economy can increase
local talent visibility.

Hamilton is less expensive than
bigger cities like Toronto and
Vancouver which poses
opportunities to incentivize more
work and accommodations in
Hamilton.

THREATS

The effect of the COVID-19
pandemic on local venues has been
a major challenge for live
performances and events to plan for
future functions.

The COVID-19 crisis has affected the
platforms in which entertainment
events are promoted and therefore,
the depletion of media coverage or
informed critique of the
entertainment sector has decreased
local events’ and artists’ visibility.

Hamilton’s proximity to Toronto is
challenging for Hamilton due to
radius clauses, and the possibility of
being overshadowed.
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2.2 Literature Review

Transforming Hamilton through Culture: The Cultural Plan 2013°2

Hamilton’s cultural plan was published in 2013, with the latest update and progress report
published in 2017. The plan outlines eight goals, 12 recommendations and 78 actions
(consolidated from over 250 recommendations) to help recognize and utilize culture as a
building block of the city’s brand and economy. The entire cultural project consisted of three
phases, which include a mapping phase, a community engagement phase, and the resulting
plan. The project was funded as part of the Capital Budget with the assistance of several
Federal and Provincial grants. Background research for the report identified three major
challenges for Hamilton’s cultural leaders: funding, stability and accessibility. The three
biggest opportunities were communication of arts opportunities, collaboration and building
social capital.

The eight transformational goals into which the recommendations are divided are:

Culture as an Economic Engine
o Recognize culture as an essential tool in city building and plan for culture in
our community
o Develop cultural businesses
o Investin culture

e Downtown Renewal
o Leverage culture as a tool in downtown and community rejuvenation

e Quality of Life Quality of Place
o Develop and animate public spaces
o Celebrate and preserve Hamilton’s cultural assets

e Build Tourism
o Enhance tourism development

e Neighbourhood Revitalization
o ldentify and develop culture as a key asset in neighbourhoods

e Build Community Identity, Pride and Image
o Recognize and celebrate achievement in culture

e Encourage Welcoming Communities
o Develop and facilitate cultural programming

52 City of Hamilton (2013)
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e Creativity for All
o Facilitate and increase access to and participation in cultural activities
o Target youth for cultural experiences and work opportunities

Cultural planning has become a mainstream element of city-led strategy and Hamilton’s plan
earned national recognition from the Creative City Network of Canada for its “collaborative
processes in public engagement ... and innovative approach relevant to the community.” A
2017 update to the plan confirmed that 60% of the actions were complete, and an additional
1% were underway. The press release announced that a review and update would be
completed at the plan’s five-year anniversary in 2018, although no announcements have been
made to date.®®

Hamilton Music Strategy Background Report, 2013%

In 2013, as part of a growing recognition of the correlation between creative industries and
economic development, the City of Hamilton directed its City Council to create a music
working group in order to help define an official music strategy and assess the possibility of
introducing a Hamilton Music Office. The full responsibilities of the working group involved
defining the mission, vision and objectives of the strategy; collecting information on the local
industry and its trends; facilitating connections between and communication with local
stakeholders and the community; and acting as the go-between for the local music industry,
the city and the Ontario government.

The initial work for this involved gathering music industry stakeholders, consulting with the
local community and hosting an Open House to promote information-sharing. This
foundational research and outreach resulted in the drafting of a SWOT analysis of the
Hamilton music scene, which would later inform the full music strategy.®® Standout items
included:

Strengths:

® Recognition of music as a tool for economic development and accompanying
government support

Migration of creatives to Hamilton and retention of existing producers

Historic and ongoing reputation of local music scene, including its festivals and events
Proximity to Toronto

Post-secondary education programs

83 City of Hamilton Planning and Economic Development Department (2017)
64 City of Hamilton (2015a)
% City of Hamilton (2015b)
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Weaknesses:

Lack of coordinated music strategy, to include marketing and representation
Lack of funding

Little perceived value in local music vs. commercial/traveling acts

Lack of mid-sized venues and closure of existing venues over time

Lack of networking opportunities

Little K-12 music education

Opportunities:

Collect the many significant music heritage points into a museum or center
Create partnerships with post-secondary institutions to introduce internships and
retain graduates locally

e |ower cost of living
e Develop a local brand to market to tourists and prospective business partners
e Take advantage of federal/provincial fundings and tax breaks/incentives
e Create a mid-sized venue in the downtown area
Threats:
e Proximity to Toronto risks Hamilton getting lost in the shadow
e Failure to recognize grassroots music industry in support initiatives
e Perception of danger in the downtown
e Other cities’ increasing recognition of their local music industries makes for a

competitive environment

Stakeholder outreach provided feedback for strategy-drafters, highlighting local desire for
more diverse programming and recognition, more supportive city policies and legislature and
more music in schools. The information collected in this report further informed the city’s final
Music Strategy, summarized below.®®

Hamilton Music Strategy, 2015%

Hamilton’s music strategy sets an early standard for recognizing the role music plays in the
city. The strategy expands on Greater Ontario’s Live Music Strategy, which aims to put the
province’s music scene on a global stage. The vision for Hamilton, as set out in the strategy, is

66 City of Hamilton (2015b)
57 City of Hamilton (2015b)
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to promote a ‘thriving, creative and eclectic music scene’. It sets out four goals, each of which
has its own set of objectives and further subset of actions. These are:

1. Strengthen the local music industry

a. Link with other major music initiatives, strategies and cities
Build connections within the music scene
Embed music in City of Hamilton initiatives
Provide tools to support music business development
Remove barriers to live music presentation

© a0 o

2. Grow audiences and appreciation of music
a. Brand Hamilton as a music city
b. Promote local music

3. Increase access to music experiences
a. Provide live music throughout the City
b. Encourage a diversity of venues for music

4. Cultivate music creation and talent
a. Celebrate Hamilton’s music legacy and potential
b. Involve youth in the music industry
c. Encourage strong music education

Measurable success indicators for these goals include growth in the number of local industry
jobs, more attraction of music businesses and artists, rise in the number of live music venues,
larger audiences at performances and more students in music education programs. Periodic
updates were published from 2018-2020. The updates, which are a best practice example in
transparency and accountability in and of themselves, outline initiatives and changes which
were introduced as part of action items. To date, the following goals have been accomplished:

Year Accomplishments®®

%8 City of Hamilton (2021a)
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2018

A Music Career Day, hosted in partnership with Mohawk College,
helped students explore potential pathways in the music industry

The Musician Entrepreneur Conference featured a full day of free
panels and workshops covering subjects such as funding, booking
gigs, mental health and songwriting.

Free one-on-one mentoring sessions were offered to musicians and
managers in partnership with Canada’s Music Incubator to assist them
with professional development.

Hamilton became the first municipality in the nation to be designated
with the SOCAN Licensed to Play award as a recognition of fair pay to
musicians.

A lunchtime performance series, Live Music Mondays, brought music to
City Hall over the summer months, as well as an Evening Showcase
coordinated alongside Canadian Music Week.

A video series was created in partnership with the Hamilton Public
Library to highlight six local music professionals with diverse
perspectives, backgrounds and musical connections.

Hamilton artists began creating displays for the Anne Foster Windows,
a window display created by a Hamilton artist that celebrates and
recognizes an element of Hamilton’s musical past, present or future
which rotate every four months.

The Music Strategy, HMAT itself and other music projects saw
widespread local and national media coverage.

2019

City Council approved and published a music-focused Creative
Industries Sector Profile.®®

The Hamilton Public Library Music Archive officially opened, presenting
resources and memorabilia from over 100 years of Hamilton music
history.

A social media campaign was launched featuring 20 different music
industry professionals wearing ‘Hamilton is Music’ t-shirts to highlight
the different sectors of the music scene.

The City launched a music blog series via its website, contracting local
writers to create blogs on different aspects of the local music scene.
This was promoted via social media.

A Hamilton Music Showcase was held at the Mills Hardware music
venue, seeing 100 attendees in partnership with the City.

A Musician Conference was held during Small Business Week, offering
insight on skills such as tour planning, electronic press kits and
copyright. 18 speakers and 70 guests attended.

% City of Hamilton Planning and Economic Development Department (2019)
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2020

A virtual mentorship program was launched in partnership with Canada
Music Incubator, giving Hamilton musicians access to three one-hour
one-to-one mentorship sessions. Topics included grant writing,
branding and negotiating fees.

The fourth annual Musicians Conference went virtual, and panel
discussions were recorded and uploaded for online access.

The City began virtual business coaching in April to help businesses in
various stages of development pivot their strategies in light of the
pandemic.

CAD$894,769 was distributed to 40 music-focused individuals and
organizations through the City Enrichment Fund.

In partnership with Cobalt Connects, the City hosted Hamilton Shows
Up, a virtual performance series featuring 22 artists and four hours of
free programming. The City helped with promotional efforts and funded
the first night of performances.

A temporary revision to the Music/Entertainment on Patios By-law
allowed more public access to music on patios to aid in social
distancing efforts.

The City offered a seed fund of $7,500 and access to the top floor of
the York Boulevard Parkade to help develop an outdoor event. The
resulting program, organized by Supercrawl Inc., lasted four days and
featured music, fashion and visual arts.

After being recommended by the Arts and Creative Industries working
group of the Mayor’s Task Force for Economic Recovery, the Mayor
requested approval of a property tax relief scheme for the creative
industries, such as live music venues. The City is still awaiting final
approval.

Following a recommendation in 2019’s Creative Industries Sector
Profile, an economic impact analysis of Hamilton’s live music industry
was submitted to the city in June 2020 to help shape future planning
decisions.”

Looking at the annual updates, it is clear that the City of Hamilton has been actively working
towards the goals set out within its music strategy, with particular strides taken in performance
opportunities and business development. More work can be done to increase access to
music education for all levels of career development, connect the various music industry
stakeholders to strengthen the industry’s network and promote Hamilton’s music scene
outside of Hamilton to help build the city’s brand.

70 City of Hamilton Planning and Economic Development Department (2021a)
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Hamilton Tourism Strategy 2015-2020"

The City of Hamilton published a tourism strategy in 2015 that outlined a five-year plan for
increasing tourism; creating partnerships with industry stakeholders; building Hamilton’s
reputation as a destination; and facilitating economic benefits for the community. Hamilton’s
key strengths, as identified in this strategy, included its authenticity; proximity to Toronto and
U.S. cities; transportation and hospitality expansion plans; and events infrastructure. Points of
concern included lack of a central marketing campaign, competition with major nearby cities,
and an image problem in regards to social issues such as wealth disparities between
neighbourhoods, traffic, signage and connectivity.

According to the strategy, an estimated 2,300 residents worked in hospitality. Hamilton saw
over 4.5 million visitors each year, bringing in an annual tourism revenue of $359.5 million. At
the time, only 4% of visitors stayed overnight, which is unsurprising considering only 1.9% of
visitors come from Canada but outside Ontario, 1.6% come from the U.S. and 0.6% come from
overseas. The foundational research for the strategy analyzed Hamilton’s hotel statistics
against other provincial destinations and found Hamilton had higher occupancy levels than
average but a significantly lower average daily room cost, identifying the need to promote
and value local assets.

By 2019, Hamilton saw a record number of tourists, and overnight stay figures had doubled.”
Consumer trends showed a shift in values towards being socially conscious and seeking
authenticity and sentimentality. Tourism growth was attributed to a ‘renaissance of the arts’;
the city’s heritage; significant investments in events infrastructure; natural scenery; hotel
developments; and increased interest in experience-based tourism, such as ecotourism,
culinary tourism, etc.” It is worth noting that music tourism was not mentioned as a sub-sector
of experience-based tourism, although arts and entertainment is referred to throughout the
strategy.

Festivals and events were identified as a key player in attracting visitors and defining a city as
a cultural destination. The strategy calls to position festivals and events as a way of
generating overnight hotel stays; schedule them for periods when business is typically slower
rather than during existing holidays; and use them to showcase the city’s unique offer. As part
of this, the strategy calls on policy-makers to:

1. Attract, facilitate and develop events that attract visitors and contribute to the local
economy
2. Create a comprehensive events calendar for public access

' City of Hamilton (2015c)
2 Craggs, Samantha (2019)
73 City of Hamilton (2015c)
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3. Create an event hosting plan template and coordinate comprehensive planning and
evaluation processes for each event.

Live Music Measures Up”*

Published in 2015 with research collected in 2013, the Live Music Measures Up: An Economic
Impact Analysis of Live Music in Ontario report was the first study quantifying Ontario’s live
music industry and its impact on the regional economy. The industry hoped to build an
economic profile in order to make strategic decisions for growth and measure its progress. In
defining the live music industry, the report included managers, promoters, agents, venues and
music-focused festivals. Artists were not included unless they were self-managed and could
be defined as a de-facto music company. Research began by reaching out to industry
organizations to track their revenue and expenses and build an outline of how the average
business operates. This was followed by a survey which was completed by 372 live music
companies across the province, an estimated 30% of the 1,240 total companies identified as
being in operation across Ontario.

Results showed that Ontario’s live music companies generated CAD$628 million in 2013.
Ticket sales generated 40% of that amount, while 28% came from donations, sponsorships
and grants from government, corporate and private organizations. Profits for the provincial
industry came to $144 million that same year. Canadian artists accounted for 54% of all artist
management revenue, making them worth $34 million in artists management revenue. In fact,
67% of managers attributed their entire revenue stream to Canadian artists. Likewise, 46% of
survey respondents attributed the entirety of their ticket sales revenue to Canadian artists,
while only 10% attributed their entire revenue to foreign acts. Canadian artists generated $75
million in ticket sales in 2013, 32% of total ticket sales revenue across all companies.

Nordicity identified 616 venues across Ontario which offered some form of live music
programming to a combined capacity of 3.6 million people. The 558 festivals identified sold
(either at a cost or for free) a total 15.7 million tickets to 13.7 million unique visitors. The study
also counted 775 promoters across the province, boasting a combined total of 81,600 shows
and 5.4 million ticket sales.

Ontario’s live music companies had $484 million in expenditures in 2013. Programming costs,
such as artist fees, made up 26% of total expenditures, while fixed labour accounted for 21%
of total expenditure. These figures were weighed as contributors to the live music economy
as well as the greater music tourism economy. It was estimated that live music companies
directly created 7,300 FTE jobs worth $152.4 million in wages, as well as an additional 2,200
indirect jobs worth $105.3 million in wages. The total estimated gross domestic product was
$582.5 million, 50.8% of which was direct. In terms of how live music affected tourism, it is
estimated to have directly created 6,230 jobs worth $213.6 million in wages, as well as an

4 Music Canada and Nordicity (2015)
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additional 1,720 indirect jobs worth $100.8 million in wages. The total estimated gross
domestic product was $609.1 million, 52% of which was direct. Finally, Ontario’s live music
companies generated $432.4 million in municipal, provincial and federal taxes, $270.7 million
of which came from tourism activity.

Responses from 71% of the survey participants indicated that they expected to see their
revenue grow in the years following the report. Almost half of all respondents planned to
expand activities across the country, and 36% of the survey participants indicated they
planned to expand into the U.S. Tax credits and other funding streams were cited as key
resources to facilitate growth; while the country’s regulatory framework, such as licensing
costs, was cited as the largest obstacle to growth. Additionally, increasing touring costs,
competition with more large-scale productions and venues, changes in audience spending
habits, and the red tape of hiring foreign talent were expressed as growing concerns.

A Vision for Ontario’s Live Music Industry, 2018™

After five years of research into the provincial live music industry and its impact and role in an
increasingly digital world, the Government of Ontario published A Vision for Ontario’s Live
Music Industry. Building on the findings benchmarked in Live Music Measures Up,”® the
purpose of the report was to highlight and promote best practices, encourage industry
collaboration and communication, and prioritize action items for government policy and the
planned Ontario Live Music Strategy, which has not yet been published. Research and
outreach was conducted by the Ontario Live Music Working Group (LMWG), which is
comprised of representatives from Music Canada Live; the Ministry of Tourism, Culture and
Sport; the Ontario Media Development Corporation; The Ontario Arts Council; Destination
Ontario and several music industry professionals, such as venue owners, managers,
promoters and festival organizers. A sub-committee, dubbed the Live Music Task Team,
conducted community outreach to gather experiential feedback from those active in the live
music industry. The report divides its findings and resulting recommendations into six
categories: local music scenes, professional capacity, promotion & marketing, regulatory
factors & government coordination, industry infrastructure, and impact measurement. These
recommendations are:

Local Music Scenes:

e Create communication between municipal governments and live music stakeholders
to encourage music-friendly city policies around issues such as noise, property taxes
and alcohol.

e Foster more sector collaboration across different sized venues and events as well as
promoters and organizers of various experiences.

5 Ontario Government (2020)
6 Music Canada and Nordicity (2015)
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e Promote DIY spaces and events by raising awareness and introducing physical
locations for them.

e Promote the grassroots music scene and its stakeholders to ensure equitable access
to resources from both the government and the greater industry.

Professional Capacity:

e Create an online business resource portal through which to share success stories,
best practices and other tools for growth.

e |dentify and create opportunities for industry collaboration, to create a real-time and
in-person sharing of resources.

e Work with associations and training institutions to strengthen professional skills.

Promotion and Marketing:

Create and share best practices for tracking and maximizing audience data.
Foster information sharing and collaboration between the live music industry and the
tourism and hospitality industries across the province.
Collaborate with other francophone live music markets, such as those in Quebec.
Create a streamlined and focused strategy for marketing Ontario as a live music
destination.

e Work with tourism agencies and organizations to create a more comprehensive and
stronger listings database on the Ontario Live Music Portal.”’ (note: the Ontario Live
Music Portal has since been taken offline).

Regulatory Factors and Government Coordination:

e Develop relationships and communication with provincial, federal and municipal
governments across Ontario, particularly focusing on education and advocacy.

e Prioritize and address the most common regulatory issues facing the live music
industry across the province.

e Coordinate communication between the music industry and other industry
associations, such as the Canadian Federation of Musicians and music rights
collectives.

Industry Infrastructure:

e Create an asset inventory on all the live music infrastructure, such as venues and
stages, across the province.

7 The Ontario Live Music Portal was a music listing website that included events both large and small across the
entire province. It has since been taken offline.
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e Work with municipalities, school boards and other community organizations to secure
off-hours use of non-traditional spaces for DIY events.

e Promote music-friendly provincial and municipal policies that protect live music
venues, to include rehearsal spaces.

e Look into developing all-ages live music events.

Impact Measurement:

Promote ongoing research into the impact of the provincial live music industry.
Utilize existing resources, including municipal governments, tourism bodies and music
industry bodies to compile data.

e Partner with academic institutions and private consulting firms to collect data.

There has been no follow-up publication to communicate what actions have been taken thus
far. The report had been published for approximately two years when the COVID-19 pandemic
hit, causing the Ontario government to reassess its resource allocation.

The Impact of COVID-19 on Canadian Independent Music, 20207

In 2020, CIMA Music published research on the impact of the COVID-19 pandemic on the
nation’s independent music industry. Although lockdowns were still ongoing as of May 2021
and the full impact will not be realized for quite some time until after the world defines its ‘new
normal’, it provides a snapshot of the industry as it stood some time after the global shutdown,
benchmarking it against pre-pandemic trends. To collect this data, 24 interviews and three
workshops were conducted across the nation, electing to forego data research due to the
rapidly changing economic environment and survey fatigue across stakeholders.

Pre-COVID, streaming services were on the rise, with Spotify and Apple Music serving as
industry leaders. In Canada, streaming services accounted for 69% of recorded music
revenue, and domestic, independent labels accounted for 25%. However, the accessibility of
streaming has led to a saturated market