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Preface

The Importance of Investment in Arts and Culture

A

t the outset of a project such as this, it is important for we, the
consultants, to declare our bias – to state the fundamental underlying
premises upon which our approach to the development of this
document has been based. To begin, it is useful to define what we mean
by the term ‘culture’. This is a multi‐faceted concept, and can be
understood on several levels:
•

•

•

It can be the formalized expression of visual, performing, literary, and media arts
activity in the community, as expressed in places such art galleries, theatres,
libraries, museums and community arts centres such as the Cambridge Centre
for the Arts.
It can be the customs and heritage (including built heritage) of a community,
particularly when represented by a critical mass of people representing a certain
cultural tradition or background; and
It can be the energy and ‘buzz’ created through nightlife, festivals, events, and
creative industries in downtowns and other focal points in the community.

The strategy described herein considers ‘culture’ to encompass all of the above.

The Seven Principles
Below are seven principles that articulate our beliefs about the importance of arts
and culture and the ways in which governments should provide cultural services for
these needs of their residents. The seven principles are:
1. Everyone has the potential to be a creative individual: Following from the
extensive work of Charles Landry1 and others, we believe that everyone has
within them a creative potential (and beyond that, a fundamental need and
desire to express that creative potential). Arts and culture activities in
communities should be an important and accessible outlet for this creative urge.

1

See Charles Landry, The Creative City – A Toolkit for Urban Innovators, Earthscan, 2000.
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2. Municipalities (as well as other levels of government) have a responsibility
to develop arts and culture amenities for their residents: It follows from the
foregoing that healthy communities concerned with providing for the full range
of needs of their residents will provide a range of opportunities for engagement
in arts, culture and creative opportunities, for persons of all ages and
backgrounds2.
3. Investment in arts and culture is an economic development strategy:
Beyond providing for the essential needs of residents, investment in arts and
culture is an economic development strategy for communities. The work of
Richard Florida3 and others has amply shown that communities with a high
quality of life – of which arts and culture opportunities are an essential
component – attract the “Creative Class”, who in turn invest in businesses, create
jobs and contribute in myriad other ways to the health and vitality of the
community.
4. Now is the time: Especially in a time of economic downturn, there is a natural
tendency for decision‐makers to regard investment in arts and culture as an
‘inessential frill’, something that can easily be deferred in favour of meeting
more immediate and urgent needs. We hold the opposite view. During an
economic downturn there is a greater‐than‐ever need to provide opportunities
for meaningful engagement for individuals, as well as to demonstrate a belief in
the future of the community overall. As well, from a purely practical point of
view, if monies are to be spent on public infrastructure, recessionary conditions
generally offer cost savings in both capital and labour. As such, infrastructure
investments can spur the creation of new jobs.
5. The dual nature of the leadership role of the municipality: We see the role of
the municipality in the development of the arts and cultural life of the
community as being twofold: first, it is to demonstrate leadership in consultation
and policy development – through assessing what the community is saying it
wants and needs by way of arts and cultural facilities and services. (This is
leadership in the sense that Charles Block sees it: creating the conditions for, and
convening, a conversation with the community to identify what is needed4.) The
second role is then to respond: to provide facilities, programs, services, etc., in
accord with community needs, tempered by the wisdom of municipal staff and
elected officials in terms of what is affordable and reasonable at the time.
6. The community creates its own arts and culture. Notwithstanding the
municipality’s essential role as a provider of key arts and culture facilities and
services, ultimately it is community‐based organizations and individuals that
create the culture of a community; municipalities are “enlightened enablers”.
Accordingly, municipalities must keep their ‘ear to the ground’ and ensure that
2
3
4

Charles Landry, The Art of City Making, Earthscan, 2006.
See, for example, Florida’s The Rise of the Creative Class (Basic Books, 2002) and Who’s Your
City? (Random House, 2008).
See Charles Block, Community – The Structure of Belonging, Berrett‐Koehler Publishers, 2008.
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new and innovative organizations that reflect areas of emerging need in the
community are nurtured, and given a chance to grow and flourish.
7. Accountability is critical: Any plan for investment in municipal infrastructure
and services must monitor and evaluate progress, and demonstrate the return
on investment of the funding and staff time expended. In this regard, one very
useful framework that we advocate is the Triple Bottom Line (TBL) framework
that examines benefits in a multidisciplinary context considering social,
economic and environmental benefits5.
Concepts of Creativity
There are several key terms that are commonly heard in contemporary discourses
on culture and creativity in a municipal context. Foremost among these terms are
‘creative class’, ‘creative economy’, and ‘creative city’. Here is a brief overview of
each:
In our knowledge‐based economy, innovation and creativity is driving the
development of new products, new services, new businesses, and new jobs. A new
class of entrepreneurial workers – coined the ‘Creative Class’ by economics guru
Richard Florida – is now powering the economic growth of North America’s cities.
The defining characteristic of the creative class is that its members work with ideas.
They are also young, highly educated, self‐motivated, and entrepreneurial. Creative
class workers include academics, medical professionals, financial analysts, high‐tech
workers, and those who are employed in the cultural sector: writers, filmmakers,
actors and artists. This group has grown tremendously in the last century, from
10% of the working population in 1900 to over 30% today. (In fact, according to
Richard Florida, there are more members today of the Creative Class than there are
traditional blue collar workers.)
The ‘creative economy’ refers to the various economic sectors that draw in large
part upon the energies and talents of the creative class. These economic sectors
include private sector enterprises involved with the creation of new products and
services: advertising agencies, new media and software development, engineers and
architects, and commercial art galleries. However, the creative economy also
embraces non‐profit cultural sector: arts and heritage organizations, museums,
theatres, festivals, public art galleries, and arts education.
Finally, there is the concept of the ‘creative city’, which reflects both an intentional
stance as well as an outcome. The intentional stance occurs when a city strives to
operate according to the seven principles outlined earlier and thus provide for the
cultural and creative needs of its residents. The outcome is that the municipality
attracts and develops its creative class and its creative economy sectors.
5

See Andrew Savitz, The Triple Bottom Line, Jossey‐Bass, 2006.
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Responsibilities of Arts and Culture Organizations
The discussion that follows highlights areas in which the City is encouraged to
invest, and help develop, the arts and culture life of the community. The City can
provide leadership, policy, facilities, staff support and funding. However, in keeping
with the philosophy articulated earlier, ultimately the cultural life of the community
is shaped by the participating individuals and organizations, who call the city their
home. The City cannot ‘create’ arts and culture in Cambridge; that is only possible
through the active involvement and participation of organizations and individuals.
Specifically the role of both organizations and individuals should be:
•
•

•
•

•

To become familiar with the strategy developed and articulated here, and
provide input and guidance to help shape and fine‐tune it on an on‐going basis;
To work in cooperation with the staff resources allocated by the municipality to
implement this strategy: participate in networking, communications and
coordination activities, provide updated information, etc.;
To continue to develop and provide the diverse and high‐quality range of
programming that at present exists collectively across the sector;
To support one another’s efforts by attending events and festivals, purchasing
works of art, advocating formally and informally on behalf of specific
organizations, etc.; and
To act as ambassadors for Cambridge culture both within and outside of the
community.

These statements reflect the underlying philosophy and resulting attitudes that all
members of the consulting team have brought to this consulting assignment.

TCI Management Consultants
March 2009
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Executive summary

T

he City of Cambridge has recognized the increasing importance of arts
and culture to the future growth of the community, and acknowledged
the changing needs of its residents for arts and cultural services. It has
also recognized that, in order to better serve the residents of Cambridge,
the cultural community has its own specific needs. To assist the City in its planning
and to develop a better understanding of the needs of its residents and the needs of
the cultural community, Cambridge engaged TCI Management Consultants (in
collaboration with the St. Clements Group Inc. and Steven Thorne Consulting) to
develop an arts and culture strategic plan, after a public tender process.
During the period from June 2008 to February 2009, the project team engaged
residents, city staff, the staff and volunteers of the City’s arts and culture
organizations, and other interested parties in deliberations about the future of arts
and culture in Cambridge. Participants contributed through public meetings, face‐to‐
face interviews, and web and printed surveys. A review was also completed of arts
and culture strategies adopted by other Ontario communities similar to Cambridge
in order to identify lessons that could be applied here. In addition, an inventory of
cultural assets and organizations was completed to identify the resources available
within the community. In total, approximately 150 individuals and organizations
participated in the process.
An arts and culture master plan is collection of initiatives in four areas: (1) policy
direction, (2) direct provision of services, (3) funding initiatives, and (4) sector
support. The starting point is a commonly held vision and mission. Based on the
consultations with the community, we use the following vision and mission as the
foundation for the arts and culture strategy:
Vision — Celebrating the uniqueness of its communities, and united by its cultural
heritage, the Grand River and the common future of its communities, Cambridge will
be a leading cultural centre in southern Ontario, known for offering a variety of
cultural opportunities and events of interest to a wide range of visitors and residents.
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And to facilitate attaining that vision is the mission:
Mission — Cambridge will offer its residents and visitors a range of affordable and
accessible opportunities in arts and culture, while at the same time building up a base
of unique cultural attributes and activities within the municipality.
Through our consultations and analysis, we have identified several initiatives to
realize the vision and support the mission that underlies the master plan. These
recommendations have been assigned to one of the four categories mentioned
above: (1) policy, (2) direct provision of services, (3) funding initiatives and (4)
sector support.
Policy and Organization
1. Arts and culture strategy — Adopt an integrated arts and culture strategy for
Cambridge.
2. Manager of Cultural Development — Create a new Manager of Cultural
Development position to report to the Director of Community Recreation
Services, with appropriate staff resources, including an assistant in the third
year after hiring. A key responsibility of the Manager will be to implement the
arts and culture strategy and its associated recommendations.
3. Arts and culture advisory committee — The arts and culture advisory
committee provides feedback to municipal staff and Council. For optimal
effectiveness, its representation should be expanded to include one or more
representatives from the business community.
4. Youth advisory council — Ensure that the new Youth Advisory Council (which
was recently approved by Council) includes arts and cultural development as a
key area of its activity.
Direct Provision of Services
5. Cambridge Centre for the Arts (CCA) review — The CCA should continue to
play a major role in the arts and cultural life of Cambridge. With the
establishment of a Manager of Cultural Development and the subsequent
realignment of some work that the CCA currently undertakes, it would be timely
to review its work flow and resources in light of current constraints, future
growth in demand, and the requirements of this strategy.
6. Drayton Theatre — The Drayton Theatre initiative should continue to be
pursued. The City needs to ensure that it has an on‐going voice in the location
and facilities to be part of the theatre operation (as part of the cultural precinct
would be desirable). As well, it should ensure that some reasonable degree of
community use is enabled by the existence of the facility. Finally, the economic
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development department of the City should examine ways and means of building
upon the existence of the theatre, Drayton Entertainment’s administrative
operations, and the various support activities that may surround it (as well as
the Venice Biennale initiative), to further develop and promote this economic
sector/cluster.
7. Downtown revitalization — As downtown areas are the ‘stages’ in which many
arts and cultural activities occur, continue downtown revitalization and
beautification activities in all three of the major downtown, or community core
areas of Cambridge (i.e., Galt, Hespeler, and Preston). Over time, these activities
could lead to the development of cultural facilities in each of the major
downtown areas, and the designation of a cultural precinct in downtown Galt. In
support of these efforts, ensure that the overall brand identity for Cambridge
reflects the city’s cultural renaissance.
8. Public art policy and fund — Develop a specific public art policy and fund
using the 1% guideline (i.e. 1% of the City’s capital budget is dedicated to a
public art fund).
9. Vernacular public art — Continue to encourage community‐based and
vernacular public art (e.g. murals, sculptures, possibly graffiti walls,
performance art such as busking, etc.) on the part of the private sector and in
appropriate public spaces.
10. Venice Biennale — The findings and recommendations resulting from the
planning and feasibility study relating to the Venice Biennale (currently
underway) should be considered by staff and Council within the context of the
overall strategy developed here.
11. Special events review— Support the recommendations of the review of special
events currently being conducted by City staff and Council ensuring that the
City’s cultural objectives relating to capacity building and economic
development are being achieved.
Funding Initiatives
12. Capacity building — Provide capacity‐building support for arts and culture
organizations, including a grants fund, the development of a networking capacity
within the cultural community, and an annual arts/culture forum. The capacity
building support will help organizations with initiatives such as general
management, grant writing, fundraising, audience development and training.
13. Arts and culture organization funding and sustainability policy — Provide
stable funding for arts and culture organizations. This could take the form of
organizations that meet specified City criteria receiving multi‐year funding and
eventually becoming line items in the City budget. A model to investigate in this
regard would be the Community Investment Strategy (CIS) recently adopted by
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the City of Kitchener. At minimum, dedicated funding for cultural organizations
is needed, with a significant increase in funding above 2007 levels. The amounts
provided to community arts and culture organizations should increase over time
to reflect basic population growth as well as the increasing diversity and
complexity of the community.
14. Endowment fund — Investigate the feasibility of establishing an endowment
fund for arts and culture in Cambridge.
Sector Support
15. Arts and culture marketing plan — A dedicated marketing plan for arts and
culture in Cambridge needs to be developed. This will focus on promoting the
various arts and culture opportunities available to residents of the City and
Region, and to visitors.
16. Arts and culture information products — The City should ensure that an up‐
to‐date database and calendar of cultural activity is available – both in print form
as well as web‐based. The City is participating in the Region’s cultural mapping
initiative that will ensure current information is provided to arts and cultural
organizations. In addition, a calendar of events and downloadable consumer
product (lists, maps, iPod descriptions and narratives) should ultimately be
developed through this resource. The City should also ensure that current
information relating to arts and culture organizations and activities is easily
accessible through the Waterloo Regional Tourism Marketing Corporation
(WRTMC) website. As well, it should ensure that wherever appropriate, arts and
culture activities of the City are reflected in WRTMC’s print publications.
17. Tracking and accountability framework — Develop and utilize a specific
tracking and accountability framework for implementation of this Master Plan.
Implementation
Resource requirements
To implement the strategy that we are recommending will require additional
financial resources. A large part of that allocation is for the new Manager of Cultural
Development position. In total, the annual requirement in the short term is
approximately $332,000. Subsequently, the expenditure will be approximately
$350,000 in the medium term, rising to approximately $571,000 in the longer term.
Accountability
At the same time that the recommendations of the master plan are implemented, an
ongoing monitoring and evaluation scheme should also be put into place. We
recommend that this scheme should use a Triple Bottom Line framework (social,
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economic, and environment sustainability) and have identified a number of
indicators and tracking measures that would be appropriate and should be
considered.
Communications and awareness building
In and of itself, this Master Plan is likely to be a minimal interest to the general
public. Rather, the plan will be relevant primarily to those organizations, volunteers,
artists, artisans, craftspeople and others with a direct stake in the arts and culture
sector. With that in mind, we recommend a communications effort that uses low‐
cost, targeted media to connect with audiences in order to inform them of the
provisions of the plan and to develop buy‐in to it. In addition to those directly
affected, communications will inform the media, school boards, and venue
operators. Separate communications should also be undertaken with internal
audiences, funders, and other governments to assist them in understanding the
Master Plan.
The communications that we are recommending assumes that only minimal new
resources will be available for promotion of the Master Plan. It also assumes that the
plan itself is not controversial or time‐sensitive and that it can be communicated
over a number of months. In the communications effort, media used would include
direct mail (including email), website postings, media releases, and face‐to‐face
communications.
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Introduction

Cambridge arts and culture plan

I

f you ask the imaginary man (or woman)‐on‐the‐street, they will tell you that
Cambridge is a hockey town. They will tell you that, given a choice, their
fellow citizens will head for the arena long before they head for the theatre or
gallery. They will tell you about how residents and leaders see the value of
the skates but not the slipper; the hockey stick before the baton.
Many non‐residents though can see that there is much to celebrate in the city.
Perhaps hidden, perhaps a little shopworn, the arts and culture scene is nonetheless
vibrant, efflorescent, and widespread. It is the avocation and vocation of many
residents: young and old, rural and urban, poet, actor, and artist.
Tempering this portrait of the community is the uncertain future of both the
economy and the arts and culture sector. There is, however a dawning realization by
community leaders and our man‐on‐the‐street of the city's transition from old
economy to the new; from smokestacks to knowledge and creativity.
Cambridge is home to a mélange of sometimes competing, sometimes collaborating
arts and culture organizations. It is set in the midst of sometimes competing,
sometimes collaborating municipalities. For the person‐on‐the‐street, there are no
geographical boundaries within which their particular interests must be met, aside
from convenience. One night the might find satisfaction in Cambridge, another in
Kitchener. They are less interested in where the experience is located than in the
experience itself. The same is true for residents of the neighbouring municipalities;
one night in his or her home town, another night in Cambridge.
When we think of arts and culture (and heritage) in Cambridge and those who
participate as amateurs, professionals, or consumers we can see that there are many
ways for people to express themselves and a number of venues in which they can do
this, not just in Cambridge but in all the neighbouring communities. While the
Cambridge arts and culture plan focuses on this municipality, it needs to do so in
the context of the larger region.
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If you were an astronaut looking at the city from the space station, you would see
that Cambridge is the home of 125,000 residents, adjacent to other large and small
communities making up a region of almost half a million. Since commuting distances
are not particularly long and since residents have few qualms of using facilities,
programmes, and services of neighbouring communities, Cambridge needs to
account for this in its planning of arts and culture services. On the other hand,
looking at the city from the ground up, the City needs to acknowledge the distinctive
needs and aspirations of Galt, Hespeler, and Preston, the three former communities
that came together to form Cambridge in 1973. New “neighbourhoods” such as the
busy commercial area up Hespeler Road are now part of the mix with each jealously
guarding its prerogatives and forwarding its interests. So whether looking up from
the ground or looking down from the space station, the myriad interests need to be
taken into account in the development of any overarching strategy for Cambridge.
The strategy also needs to take into account the many governmental actors that
have influence on the City’s planning. It includes lower tier municipal governments
in surrounding communities including the cities of Kitchener, Waterloo, and Guelph
as well as many towns and villages. There is also the upper‐tier Region of Waterloo
government and, of course, provincial and federal interests in the area. It all makes
for an imperative for coordination and collaboration, though as we will see this does
not always happen.
The arts and culture (and heritage) community is made up of numerous formally
and informally organized and not‐so‐well‐organized groups of artists, artisans,
performers, craftspeople, educators, volunteers, and advocates. They make use of
venues ranging in size and complexity from the very professionally‐appointed
Cambridge Centre for the Arts (CCA) and the new school of architecture to the living
rooms and basements of homes across the city. The City itself operates a number of
facilities such as the CCA, Cambridge Libraries and Galleries, and its recreation
centres. Supporting all these facilities are City staff in the community services
department overseeing everything from planning to day‐to‐day administration the
facilities. Other employees in other departments also lend an occasional helping
hand (such as traffic or policing) assisting perhaps in a special event or celebration.
City staff tries to work closely with arts, culture, and heritage volunteers to plan,
develop, and implement programmes and services for the community. Into this mix
is the recognition by the City of the place of culture in the future wellbeing of the
community. Culture is recognized as an integral part of economic development, and
seen to be part of the “sales pitch” to new investors, residents, and visitors. The City
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has for many years recognized its heritage assets as being key to developing its
image and is beginning to better integrate the arts and culture sector into its plans
for the community’s growth.
Purpose of this project
The purpose of this project was to develop a plan to guide the community’s
investment in arts and culture activities over the coming decade. In the past few
years, the City has been involved in a number of very progressive initiatives in
support of the sector overall (such as the development of the Cambridge Centre for
the Arts, the Mayor’s Celebration of the Arts, and the location of the new
architectural school in the municipality). In addition, there are some major new
developments in play that may have significant potential to reposition the
community overall vis a vis arts and culture (such as the Drayton Theatre and the
Venice Biennale). There is a sense that Cambridge could be on the tipping point to
becoming a major cultural destination as well as provider of a high level of service
to the resident population. Accordingly, it was felt that the time was right to develop
a strategic plan to guide the community’s actions and investments in this key sector.
In early 2008 a terms of reference was developed. After a proposal call process, the
firm of TCI Management Consultants in association with The St. Clement’s Group
(marketing consultants) and Steven Thorne (specialist in cultural tourism) was
retained to undertake the work. The terms of reference called for the strategy to be
based upon the following key tasks:
•
•
•
•

A benchmarking review of what other communities were doing in this area
A survey of arts and culture organizations in the community
An inventory of arts and culture activities
A community survey

The key deliverables to be part of the strategy were:
•
•

A vision for the community in terms of arts and culture development and
investment
Goals and specific actions
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•
•

Comment on organizational changes or implications (with particular focus upon
the role of the arts and culture advisory committee)
An implementation plan identifying specific resource requirements

The project scope
As stated earlier, the definition of “arts and culture” can be very wide. Recognizing
some constraints in terms of time and budget for this project, and after consultation
with City staff and stakeholders, we have taken a ‘traditional’ approach in our
inclusion and exclusion of certain forms of arts and culture. This strategy then looks
at the following types of arts and culture issues:
•
•
•

Performing arts
Visual arts
Crafts

Not included in this strategy are recommendations for the following:
•
•
•
•
•

Heritage (the subject of a separate strategy)
Multiculturalism specifically
Special events (unless noted otherwise)
Archeology
Customs and traditions

The study process
On the order of 150 individuals and organizations participated in the preparation of
the arts and culture strategy. They represented arts groups, the municipal
government, tourism and business organizations and many times, just themselves.
Together, the participants identified the critical issues that will affect both the
future of arts and culture in Cambridge as well as their lives as residents. The
participants were able to take contribute to the deliberations through many
different means as the City and the project team hoped to involved as many people
as possible in as many different ways as could be accommodated by the project
budget and the time available.
Our approach involved an extensive amount of consultation over the course of the
project including:
•

Over 40 individuals participated in face‐to‐face interviews with a wide range of
stakeholders such as artists, representatives of arts organizations, City staff, and
Council
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•
•

•
•

Three workshops with key stakeholders including arts organizations, City staff
and Council
Three public meetings – the first meeting was structured to obtain input on a
wide range of issues affecting the sector; the second was to obtain some
direction in terms of future policies and initiatives which the public would like to
see developed and implemented; and the third was to present the results of the
strategy to the public
A community survey available over the City’s website and promoted through
newspaper advertising
An inventory of community arts and culture organizations

The issues addressed in the community consultations broadly addressed
Cambridge’s strengths, weaknesses, opportunities and threats confronting the arts
and cultural sector. Appendix E summarizes the various issues arising from these
community consultations.
Context of this Plan within Municipal Policy
There are several areas in which this arts and culture strategy will link to other
areas of municipal policy that should be examined within the context of overall
implementation. Two of the most significant of these are the link to the Heritage
Master Plan, and the link to the recent Economic Development Strategy, both
discussed in the next section.
Other connections, though, are also listed below. These should be considered by
staff as they determine the ways and means and timeframe of implementing the
recommendations contained here.
•

•

Link to economic development: As stated at the preface, there is a clear
connection between cultural and economic development. The clear linkage here
is to ensure that the economic development office for the community is aware of
the rebranding potential of the community overall and is able to use the image of
Cambridge as a creative community experiencing a sort of cultural renaissance
in a very positive way. As well, more specifically, we see a real potential to
promote Cambridge as an emerging cluster of entertainment‐related businesses,
with attendant recruitment and business incubator activities, within proximity
of the Drayton Theatre.
Link to planning policy: There are a of number possible linkages here. First, as
stated elsewhere in this report, it will be desirable to locate major new facilities
(such as the Drayton Theatre and the Venice Biennale) in Cambridge generally,
and close to the existing City Hall and Cambridge Centre of Arts (CCA) if possible.
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•

•

To the extent that this can be facilitated by the planning department and any
required regulatory or remedial activity expedited, that would likely assist with
these initiatives. As well, one of the implications of this type of clustering should
it occur is that there may be ways in which a ‘cultural precinct’ area can be
identified and branded – whether this be simply through signage and street
amenities, or through the creation of a special policy district.
Link to business improvement areas (BIA): There is a close connection
between the BIAs (who market the areas in which so much cultural activity
occurs) and the initiatives contained within this arts and culture strategy.
Assuming that the cultural strategy is successful, the BIAs will be as well, as they
will bring new audiences and groups into the downtown. As well, to the extent
that the BIA areas are clean, attractive and inviting (whether for shopping or for
dinner) the arts and culture activities occurring in those areas will be successful.
Link to tourism: While not strictly a municipal department, there is also a
strong link between the promoters and implementers of this strategy with
destination marketing organization (DMO) for the region overall. Again,
coordination and on‐going communication between the City of Cambridge and
the Waterloo Region Tourism Marketing Corporation (WRTMC) will be critical.

One of the strong undercurrents running throughout this discussion is that arts and
culture considerations should be an element of all municipal (and regional for that
matter) decision‐making and that this perspective pervades all aspects of municipal
policy.
Relationship of this Plan to Heritage Master Plan
In June of 2008, BRAY Heritage (in association with ERA Architects, Archaeological
Services Inc., Maltby & Co. and The Tourism Company) released the final report of
the Cambridge heritage master plan. This plan contained several areas where there
are potential links to the strategy developed here. Exhibit 1 below shows these
areas contained within the heritage plan, and potential links and synergies with the
recommendations presented in this strategy (see section 4).
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Exhibit 1

Links between the heritage and arts and culture strategies
Recommendation of Heritage Plan
(Objective number)
1: Continue to update and expand the City’s inventory of
heritage resources
4: Focus on character areas

Fit with this Arts and Culture Strategy
(Link to recommendation number)
16: The maintenance of an up-to-date inventory of arts an
cultural resources (Arts and culture information products)
7: Continuing downtown revitalization and beautification
activities
8: Use innovative methods to interpret and promote
16: The maintenance of an up-to-date inventory of arts an
heritage resources
cultural resources (with potential downloadable product)
11: Promote ‘heritage–friendly’ development
7: Continuing downtown revitalization and beautification
activities
15: Consider forming a non-profit community foundation Possibly 14: The creation of a Cambridge endowment fund for
to promote, fund and administer heritage activity
the arts.
16: Provide a monitoring system, with measurable
17: The development of a tracking and accountability
targets, for implementing the heritage master plan
framework for this strategy.
17: Integrate the heritage master plan within a
1: The development of an integrated arts and culture strategy
municipal and regional cultural master planning process for Cambridge (i.e. this plan)
18: Focus heritage product development on heritage
7: Continuing downtown revitalization and beautification
resources within character areas
activities
19: Prepare a heritage tourism development strategy for 16: Liaison with the Waterloo Region Tourism Marketing
the municipality
Corporation
20: Market heritage products
15: Preparation of a dedicated arts and culture [and heritage]
marketing plan for Cambridge
21: Secure funding for heritage activity
13: Stabilized funding for arts and culture organizations
22: Monitor heritage tourism activity to determine
17: The development of a tracking and accountability
market trends and identify local and regional economic framework (including economic impact assessment) for this
benefits
strategy.
23: Promote heritage awareness throughout the
15: The development of a marketing plan for arts and culture
community, and especially in the business sector
(and possibly heritage)
Clearly there are many areas of potential intersection between the heritage master
plan and this arts and culture strategy. Staff should consider all of these as they
bring forth recommendations regarding the implementation of this strategy,
particularly concerning areas where the heritage master plan may have a ‘head
start’ on the arts and culture strategy.
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Relationship of this Plan to the Economic Development Strategy
In January of 2009, Millier Dickenson Blais completed an economic development
strategy for the City of Cambridge. As with the Heritage Strategy, there are clear
links and synergies between these two municipal policies. The strategy outlined
four target areas in which attraction activities are to be focused: (1) advanced
manufacturing; (2) life sciences; (3) small knowledge‐based industries; and (4) the
environment. In part, the economic development strategy is aimed at attracting the
‘creative class’ (as previously defined) in each of these four sectors to the City:
“Underlying each of these four target sectors, however, is a common thread: in
the emerging knowledge economy, it is not simply the strength or speed of
machinery or the flexibility or newness of technology that drive successful
economic activity. Instead, it is the manner in which a new creative class of
knowledge workers injects innovative ideas into industry, smashing paradigms
and breaking open new markets and new concepts. For most communities,
making the transition from an economy of brawn to an economy of brain is
difficult – but Cambridge has some unique assets that underpin its
opportunities in each of the four target areas.”
(from the Executive Summary of the Economic Development Strategy)
Insofar as the Arts and Culture Strategy is aimed at increasing the range and variety
of cultural facilities and opportunities available to the ‘creative class’, the City’s
investment in arts and culture can only enhance the overall environment for
economic attraction and retention of the kinds of individuals who will be managers
and knowledge workers in these target sectors (as well, of course, as all other
sectors within Cambridge’s economy).
Specific areas in which more specific linkages are seen include:
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Exhibit 2

Links between the economic development and arts and culture strategies
Recommendation of Economic Development
Strategy
Advanced manufacturing attraction – undertake
recruitment campaign in the food processing sector
Advanced manufacturing attraction – host an industrial
design symposium
Life sciences – work with regional economic
development interests to develop a shared sector
strategy
Environmental design –develop promotional campaign
focused on celebrating environmental accomplishments
and expertise
Environmental design –host an annual landscape and
environmental design show
Environmental design –establish green architecture
working group with School of Architecture to coordinate
student activities impacting the City

Fit with this Arts and Culture Strategy
Feature the arts and culture assets of the City in the
recruitment campaign – including the fact that the City in
committed (through this Arts and Culture Strategy) to
investing in and supporting the sector
As appropriate, and in conjunction with the economic
development department, plan arts and culture events to
complement this symposium (involving the City’s new Manager
of Cultural Development position).
Feature the arts and culture assets of the City and the Region
in developing the recruitment component of this strategy

Consider broadening focus to ‘Environmental arts and design’
– involve City’s new Manager of Cultural Development position
in planning this event.
As with the industrial design symposium, plan arts and culture
events to complement this symposium.
Use this resource to assist the City in working on any arts &
culture infrastructure projects (e.g. Drayton Theatre
(recommendation #6), Venice Biennale (recommendation
#10, on going downtown revitalization (recommendation
#7)
Small knowledge-based industries – enhance streetscape Clear linkage to downtown revitalization activities
improvements to ensure downtowns are an attractive
(recommendation #7)
environment for small business
Small knowledge-based industries – host annual
As with the industrial design symposium, plan arts and culture
conference on interior design and architecture to
events to complement this conference.
showcase local skills
Clearly there are many areas of potential intersection between the economic
development strategy and this arts and culture master plan. As with the heritage
strategy, staff should consider all of these as they bring forth recommendations
regarding the implementation of this plan.

Caveats and Cautions
There are a number of cautions and caveats that should be borne in mind when
interpreting the results of the consultation process and assessing the strategy
developed. These include:
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•

•

•

Lack of statistically representative community survey: The resources
available to this project did not enable an extensive community survey to be
undertaken. As a result, the strategic directions recommended by the community
reflect the perspectives of those likely most knowledgeable about and invested
in the arts and cultural life of the community.
Limited inventory: Again the resources available to the project did not allow
for an extensive cultural inventory or mapping exercise to take place. In part, it
was recognized that the Region of Waterloo was interested in developing such a
comprehensive inventory at some point in the near future and thus there was
not perhaps the need that there otherwise would be.
Cultural mapping: An extensive cultural mapping exercise, often part the
development of an arts and culture strategy or master plan of the type
developed here, was not undertaken in this instance. This is because the Region
of Waterloo (in partnership with the municipalities of Cambridge, Kitchener and
Waterloo) is undertaking the development of a separate cultural mapping
project (funded in part by the Department of Canadian Heritage). The results of
this cultural mapping project (available later in 2009) will thus further inform
and assist in the implementation of the recommendations of the current study.

What is in this report
This report summarizes the community’s deliberations about the future of the City’s
arts and culture sector and the municipal government’s role as well as the services
and programs that it might provide. The report is divided into five main sections.
The first section provides a quick overview of Cambridge in order to give some
context to the decisions afterwards. This is followed by section two and three which
are an analysis of the current situation. This includes the views of the community’s
residents, many stakeholders, and City staff as well as the lessons learned from the
experience of other municipalities. The third section looks more closely as the arts
and culture organizational inventory.
The fourth section is the crux of the strategy and is the compilation of the
recommendations arising from the investigation. Together these actions and
recommendations make up the arts and culture master plan. The fifth and last
section discusses implementation issues.
In reading this report, note that the terms “master plan”, “plan”, “strategy”, and
“strategic plan” are used interchangeably.
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Section 1

Context to the arts and culture strategy

T

he City of Cambridge is growing at a faster rate than most other
communities in Ontario. At the same time, its economic base is
diversifying as is the type of residents that it is attracting. Cambridge,
like many other communities throughout Ontario, Canada, and
internationally has recognized the growing importance of the arts and culture sector
in both attracting new residents, investment and visitors as well as a growing
demand by residents for arts and culture related services and programs. Before
looking at the results of the public and organizational input, we provide some
context around this input by looking at the city itself along with its many
accomplishments over the past decade and beyond.
1.1 Cambridge by the numbers
Exhibit 3 below outlines some key characteristics of Cambridge relative to the
Region of Waterloo of which it is a part and the overall province of Ontario. The
numbers are from the 2006 census of Canada, the most recent census data available.
Exhibit 3

Key characteristics of Cambridge

2001 to 2006 population change (%)
Percentage of population under age 20
Percentage of population over age 70
Median household income, 2005
Percentage of population aged 15+, first generation Canadians
Percentage of population aged 15+, university degree or higher
Percentage of employed labour force in occupations unique to processing,
manufacturing and utilities
Total visible minority population

City of
Cambridge
9.1%
27.6%
8.1%
$65,311
26.0%
11.9%

Region of
Waterloo
9.0%
26.4%
8.4%
$64,522
27.2%
18.1%

Province of
Ontario
6.6%
25.0%
7.2%
$60,455
34.0%
20.4%

13.5%

11.4%

7.2%

11.2%

13.1%

22.8%

As the table shows, there are some key differences and characteristics of Cambridge
relative to these other two jurisdictions:
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•
•
•
•
•
•
•

Significantly higher population growth that the province overall, and even
slightly higher than the Region
Slightly greater proportion of population in the younger and older age brackets
than the Province
Higher median household income than either the Region or the Province
A somewhat more ‘established’ population base (as shown by a somewhat lower
proportion of first generation Canadians)
A significantly lower proportion of adults over age 15 having a university‐level
education
A significantly higher proportion of residents working in processing and
manufacturing‐type occupations
A somewhat much lower proportion of visible minority population relative to
the Region and certainly the Province overall

In many respects these indicators bear out a stereotypical image of Cambridge as a
‘manufacturing town’. However, as shown in the next section, for a ‘manufacturing
town’ Cambridge has been very proactive and forward‐thinking in providing for the
arts and cultural needs of its residents.
1.2 Recent cultural development in Cambridge
The last two decades have seen considerable development in the fabric of the arts
and cultural life of Cambridge. Some of the most notable events over this period
have been:
Year
2008
2007
2004
2001
1998
1992

Development in arts and culture
• Commissioning of this Arts and Culture Strategy
• Unveiling of indigena domain, a sculpture by Stephen Cruise, as a major work of public art for the
downtown
• Major (award-winning) expansion to the Hespeler Library
• Opening of the School of Architecture at Waterloo in downtown Cambridge (Galt)
• Opening of the Design at Riverside gallery (a gallery devoted to architecture and design in Canada,
operated by Cambridge Galleries) at the School of Architecture, as well as the Printmaking Studio
• Opening of the Cambridge Centre for the Arts
• Major expansion to the Preston Library, including 900 sq. ft. of gallery exhibition space
• Cineseries film festival (part of Cambridge Galleries) established
• Renovation and expansion of the Library & Gallery (Galt) forming Cambridge Galleries included new
space to house a climate controlled art gallery, a studio and greatly enlarged children's facilities
• Re-design of the Bernice Adams Memorial Award to recognize achievement in the arts
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All these initiatives have been either developed directly by the City or strongly
supported by them (and working with other public sector agencies).
And this momentum is not stopping. Upcoming cultural developments may include
the Drayton Theatre development (which would entail not only the creation of a
major new theatre space in Cambridge, but also the consolidation of the
administrative operations of the organization in Cambridge), and bringing to the
City the Venice Biennale, a major cultural event and facility. A new campus of
Conestoga College, devoted to engineering, is currently being planned as well.
In many ways, then, Cambridge is in the active process of changing its traditional
image and reputation from that of a ‘manufacturing town’ to a major cultural centre.
The plan developed here will help guide and further accelerate this already‐evident
momentum.
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Section 2

Situation analysis

A

bout 150 individuals and organizations participated in this study helping
to define the issues, identify strengths and weaknesses, and planning the
future of the arts and culture sector in Cambridge. In addition to face‐to‐
face interviews, we also employed a community survey open to any
person wanting to comment on the state of the arts and culture life in Cambridge,
identifying the best practices of other municipalities, and preparing an inventory of
local arts and culture organizations to learn about their activities. All these efforts
informed the development of the final arts and culture strategy and brought forth
the recommendations that form the backbone of the arts and culture strategy. This
section reviews the observations arising from the surveys and workshops. Section
three, following afterwards, looks at the arts and culture organization inventory.
2.1 Community survey
In September of 2008, a community survey was developed and mounted on the
municipality’s web site, under the ‘arts and culture section’. Subsequently, emails
were sent to arts organizations asking them to ensure their members were aware of
the survey opportunity. As well the general public was alerted through press
releases and the web site itself.
The survey was allowed to run through to the end of 2008, at which point there
were 99 responses received. Appendix F contains the results of the survey; the
‘highlights’ were as follows:
•
•
•

two‐thirds of the survey respondents (67%) were members of at least one arts,
culture or heritage organizations in the community
40% volunteered with an arts, culture or heritage organization
one‐third of the sample reported that they were employed in the arts, culture or
heritage sector
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These results demonstrate that the respondents to this survey did not represent a
random sample of the community, but rather a group more involved with (and
possibly knowledgeable about) the arts and cultural life of the community.
In the section of the survey asking what comments and suggestions respondents
had for the strategy, the most frequently‐mentioned comments were:
•
•
•
•
•
•
•
•
•
•
•
•
•

Provide more funding to arts organizations
More promotion
Involve youth
Build the Drayton Theatre
Hire a dedicated staff person to work with community arts groups
More collaboration among arts organizations
Capture the Venice Biennale
Encourage downtown revitalization
Continue present events and encourage more
Protect the architectural heritage of the City
More public art
Increased volunteer recognition
Studio space for artists

All these comments were considered in the development of the final set of
recommendations.
2.2 Benchmarking/best practices
We looked at other communities that had undertaken the development of arts and
culture master plans and at the types of initiatives and strategies they subsequently
pursued. This provided ‘grist for the mill’ in terms of the types of actions and
strategies that the City of Cambridge could consider.
The communities examined were all those in Ontario that are commonly known to
have developed a specific arts and culture master plan within the last decade. These
were:
•
•
•
•
•
•

Barrie
Orillia
Prince Edward County
London
Chatham‐Kent
Toronto
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•
•
•

Kitchener
Strathroy‐Caradoc
Ottawa

The following four areas of activities typically constitute the makeup of an arts and
culture master plan or strategy:
•
•
•
•

Policy development
Direct provision of facilities, services, and programs
Support of the sector through education and marketing
Development of sector resources such as volunteer development and funding

We looked at specific initiatives and actions pursued by these various communities
in these areas. See section 4.1 for a more detailed description of these components
and their impact on Cambridge’s arts and culture strategy. Appendix D contains the
detailed results of the benchmarking exercise.
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2.3 Benchmarking of Cambridge’s Cultural Expenditures
Exhibit 4 below shows Cambridge’s municipal revenue fund expenditures on
libraries, cultural services relative to Kitchener and Waterloo within the Region, as
well as Guelph and Barrie which are of roughly comparable population size.
Exhibit 4

Comparison of Cambridge’s Recreation and Cultural Expenditures with those of
Other Communities (2007)
Cambridge

Kitchener

Waterloo

Waterloo
Region

Guelph

Barrie (2006)

Libraries

$5,007,069

$9,094,616

$4,411,627

$2,160,737

$6,476,388

$4,254,543

Cultural Services

$1,176,320

$10,142,386

$1,496,461

$3,147,052

$3,117,150

$880,470

Libraries and Cultural
Subtotal

$6,183,389

$19,237,002

$5,908,088

$5,307,789

$9,593,538

$5,135,013

$40

$43

$37

$4

$51

$32

$9

$47

$13

$6

$25

$7

$49

$90

$50

$10

$75

$38

125,000

213,990

117,700

511,800

127,139

133,853

Libraries per capita
Cultural Services per
capita
Libraries and Cultural
Services Subtotal per
capita
Population

Source: Municipal Financial Information Returns (2007) except Barrie (2006). Schedule 40 –
libraries (line 1640), cultural services (line 1650), total recreation and cultural service (line 1699).

The data shows that:
• Cambridge’s library expenditures per capita are roughly comparable to those
of Kitchener and Waterloo, above Barrie’s and below Guelph’s.
• Cambridge’s cultural services expenditures per capita ($9) are below those of
Kitchener ($47), Waterloo ($13) and Guelph ($25), but above Barrie’s ($7).
It is important to note that each municipality has considerable differences with
regard to municipal policies with regard to arts and cultural funding. For example,
some may choose to support community organizations through grants, while others
may choose to support these sectors by hiring full time municipal staff which help
the sector. The data also focuses on expenses without taking into account revenues
achieved in the sector The data should therefore be treated with some caution.
However, they are useful in showing order of magnitude comparisons among the
municipalities.
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2.4 Interviews, public meetings and workshops
The interviews, public meetings, and workshops identified the circumstances facing
local arts and culture organizations, consumers, and individual practitioners. Also
identified were perceived shortcomings of the current provision of arts and culture
facilities, programmes and services by the City. Many suggestions for advancement
of the arts and culture sector and of opportunities were identified. The suggestions
can be grouped into the following theme areas:
•
•
•
•
•
•
•
•
•
•
•
•
•

Location and geography
Downtowns (Galt, Hespeler and Preston)
Demographics — Who arts and culture might appeal to
Built form, cultural facilities, collections
Artists — Assistance to producers
Programs, festivals, events
Public art, city beautification
Cultural tourism
Attitudes, image, community values
Marketing, awareness, communications
Municipal policies, programs
Funding
Leadership, coordination, partnerships

These suggestions informed the preparation of the strategy. Appendix E
summarizes the main themes arising from the deliberations.
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Section 3

Arts and Culture Inventory

C

ambridge’s cultural ecosystem is made up of not‐for‐profit arts and
culture organizations and a range of commercial art and craft galleries,
artist studios, book stores, cinemas, live music and comedy clubs, and
private music and dance schools, along with numerous recreational
artists and hobbyists. Ultimately, the success of the arts and culture master plan will
depend on the extent to which arts, culture and heritage organizations work in
concert with the City to realize the master plan’s objectives. Accordingly, the city’s
knowledge of these organizations, including their operations, their operating
environment and the challenges they face, will ensure that the master plan is
responsive to these organizations’ needs while receiving the ‘buy‐in’ and ‘uptake’
that is required. This information would also be the basis for identifying program
and service gaps, potential collaborations amongst organizations, and joint
marketing opportunities.
To develop a strategy, the City needs a clearer understanding of the various
organizations that play a role in providing services, programmes, and opportunities
for creative expression. Owing to the strategic intent of the master plan, the focus is
on the not‐for‐profit organizations. For‐profit cultural enterprises and individual
participants in the cultural life of the city were not surveyed.6
The inventory focuses on non‐profit arts, culture and heritage organizations rather
than individuals. This is because, it is organizations that produce events, offer
programs, maintain collections and sites, utilize facilities, advocate on behalf of their
interests, and educate their members and the wider public. This inventory
attempted to collect from local organizations information about their mandates,
target audiences, operations, and programmes and services. This section outlines
the results of the inventory. The design of the inventory questionnaire including a

6

Nevertheless, they are vital components of the city’s cultural life. Each will be affected by the
implementation of the master plan. Each is a stakeholder in its outcome.
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rationale for the questions that we asked and criteria for an organization’s inclusion
can be found in Appendix C.
3.1 Mandates of cultural organizations
Collectively, the 51 organizations that received the inventory questionnaire
produce, present, or facilitate the provision of a variety of arts and cultural
experiences for residents and visitors to Cambridge.
Of these 51 organizations:
•
•
•
•
•
•
•

18 organizations produce musical experiences or programming, with musical
genres including choral music, classical, jazz, rock, and blues
8 organizations offer visual or media arts experiences or programming
3 organizations are dedicated to producing live theatre
2 organizations are dedicated to the literary arts
7 organizations serve multi‐cultural communities with arts programming within
their respective cultural traditions
5 organizations are dedicated to heritage preservation or offer heritage
programming
8 organizations are service‐mandated and facilitate the efforts of other cultural
groups

3.2 Cultural outputs and audiences
Collectively, the 30 organizations that completed and returned the inventory
questionnaire produced, presented, or facilitated the provision of a total of 305
public cultural events, exhibits and performances in the 2007 calendar year. In
aggregate, these 305 public events, exhibits and performances reached an audience
of 249,000. (Note: This figure excludes the Mill Race Folk Festival, which, although it
returned a questionnaire, did not estimate the size of its audience.)
In addition to these 305 public events, exhibits and performances, a much larger
number of public programs and classes (1,981) were attended by approximately
41,500 individuals. See exhibit 5.
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Exhibit 5

Cultural outputs and audiences, 2007
Number of events, exhibits, performances:
Attendance at all events, exhibits, performances:
Number of programs and classes:
Attendance at all programs and classes:

305
249,155
1,981
41,485

3.3 Programs for children, teens and seniors
Of the 30 organizations that completed and returned the inventory questionnaire,
11 organizations offer cultural performances or programs designed for children,
eight organizations offer cultural performances or programs designed for teens, and
two organizations offer cultural performances or programs designed for seniors. A
combined children/teen audience of 7,500 is reported. However, three of the 12
organizations, including the Cambridge Libraries, do not compile data on the
number of children and teens who participate in their performances or programs. It
is therefore presumed that the children/teen audience reported here is highly
conservative. See exhibit 6.
Exhibit 6

Programs for children, teens and seniors, 2007
Programs designed for children
Number of children served
Programs designed for teens
Number of teens served
Programs designed for seniors
Number of seniors served

11 orgs
4,272
8 orgs
3,240
2 orgs
1,000

3.4 Budgets, staffing and volunteers
Of the 30 organizations that completed and returned the inventory questionnaire,
two of these organizations, the Cambridge Centre for the Arts and the Cambridge
Archives, are fully funded by the City of Cambridge. In addition, the Cambridge
Libraries & Galleries receives 95 percent of its funding from the City. Accordingly,
given the size of their operations and the relative stability of their funding, we have
segregated these three civic entities from the other 27 community organizations
that returned questionnaires.
Together, the Cambridge Centre for the Arts, the Cambridge Libraries & Galleries,
and the Cambridge Archives has a combined operating budget of $5.85 million,
along with 103 full and part‐time staff with salaries and contract wages totaling
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$3.24 million. In addition, 166 volunteers contribute 16,875 volunteer hours. The
remaining community‐based cultural organizations that returned questionnaires
have a combined operating budget of $847,000, along with one full staff, 13 part‐
time staff, and salaries and contract wages totaling $182,400. See exhibit 7.
Exhibit 7

Budgets, staffing and volunteers, 2007
Cambridge Centre for the Arts/Cambridge Libraries and
Galleries/Cambridge Archives
Combined operating budget
$5.85 million
Staffing
42 full time, 64 part-time
Salaries and contract wages
$3.24 million
Volunteers
166
Volunteer hours
16,875
Community-based cultural organizations that returned questionnaires
Combined operating budget
$847,000
Staffing
1 full time, 13 part time
Salaries and contract wages
$182,400
Volunteers
696
Volunteer hours
29,840
What enables the community‐based cultural organizations to operate and to provide
cultural events and programming to the residents of Cambridge is the extraordinary
contribution of volunteers. In calendar year 2007, 696 volunteers contributed an
estimated 29,840 volunteer hours equaling 3,974 person‐days of work.
3.5 Revenues and revenue sources/community-based cultural organizations
Revenue from sources such as ticket sales, memberships, classes, and
merchandizing earned by the community‐based cultural organizations that returned
questionnaires (i.e., excluding the three civic entities) totaled $251,000 in 2007.
Donations and fundraising totaled an additional $174,000. Business sponsorships
totaled $67,000.
Other revenue sources were the Trillium Foundation ($10,500) the Federal
Government ($8,000), the Province of Ontario ($6,500), and the Cambridge & North
Dumfries Community Foundation ($2,000). In addition, funding from the Waterloo
Region totaled $102,000 of which all but $2,000 supported the operations of
McDougall Cottage.
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According to the City of Cambridge, its funding to all community‐based cultural
organizations (those that returned questionnaires and those that did not) totaled
$255,500 in fiscal year 2007/2008. However, of this figure, $159,000 supported the
Cambridge Farmers’ Market. Accordingly, civic funding to all community‐based
cultural organizations excluding the Cambridge Farmer’s Market totaled $96,500 in
2007/2008.
Excluding the Cambridge Farmers’ Market, funding from the City of Cambridge
represents 11.4 percent of the operating budgets of the community‐based cultural
organizations that returned questionnaires. See exhibit 8.
Exhibit 8

Revenues and revenue sources
Community-based cultural organizations, 2007
City of Cambridge funding:
• Cambridge Farmers’ Market
• All other community-based cultural organizations*
Earned revenue
Donations and fundraising
Waterloo Region**
Business sponsorships
Trillium Foundation
Federal Government
Province of Ontario
Cambridge & North Dumfries Community Foundation

$159,150
$96,500
$250,896
$174,281
$102,000
$66,930
$10,000
$8,000
$6,500
$2,000

* Includes organizations that did, and did not, return questionnaires
** McDougall Cottage funding: $100,000
3.6 Venues and facilities
The community‐based cultural organizations that returned questionnaires
identified 22 separate venues that are used for their cultural events, exhibits and
performances, programs and classes.
Three choral music organizations and the Cambridge Community Orchestra make
use of four different churches in Cambridge, four festival organizations make use of
four different city parks, and four cultural organizations make use of the Cambridge
Centre for the Arts.
Other venues identified were the Cambridge Arts Theatre, Cambridge City Hall,
Cambridge Civic Square, Cambridge Library & Galleries, the Galt Country Club, the
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Galaxy Cinemas, McDougall Cottage, the Royal Canadian Legion, the YMCA, and the
University of Waterloo’s School of Architecture.
Of note, although only three community‐based organizations reported that their
venue/facility was purpose‐built for their needs, 19 organizations reported that the
venue/facility they use is “Better than satisfactory” or “Highly satisfactory”. Only
two organizations reported that their venue/facility is “partially satisfactory”. No
organization reported that its venue/facility is unsatisfactory to its needs. Ten
organizations rent or lease their venue/facility, reporting a $16,600 in rent or lease
payments in 2007. See exhibit 9.
Exhibit 9

Venues and facilities/Community-based cultural organizations, 2007
Number of venues/facilities reported
Venue/facility purpose-built for your needs?
Own the venue/facility?
Operate the venue/facility?
Rent or lease the venue/facility?
Total lease or rent paid, 2007
How suitability is the venue/facility to needs?
• Highly satisfactory
• Better than satisfactory
• Satisfactory
• Partially satisfactory
• Unsatisfactory

22
3 organizations
5 organizations
6 organizations
10 organizations
$16,600
14 organizations
5 organizations
5 organizations
2 organizations
—

Despite the satisfaction expressed with venues/facilities by community‐based
cultural organizations, one commonly expressed desire is for a theatre which, as one
organization described it, would have ‘an orchestra pit, storage and rehearsal space
in the same venue’, available for community use at a rate that ‘won’t cost an arm and
a leg’. One choral music organization noted, ‘Some large churches are now asking a
lot of money for concerts which can be prohibitive for non‐profit groups. They also
tack on extra $$ for rooms in which to warm up singers’.
Each of the three civic cultural entities (the Cambridge Centre for the Arts, the
Cambridge Libraries & Galleries, and the Cambridge Archives), expressed
satisfaction with its venues/facilities, although each expressed a need for expansion,
renovations, or additional storage space.
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3.7 Final thoughts
In section 5 of the inventory questionnaire, ‘Final Thoughts’, a number of cultural
organizations answered the question, ‘What are your thoughts regarding the most
important strategic directions that should be contained within an arts and culture
master plan for the City of Cambridge?’
Five themes emerged in response to this question. These five themes are: (1) the
need for increased civic staff support, (2) the need for increased civic funding, (3)
the need for more venues, (4) the need for more recognition of volunteers, and (5)
the need for improved coordination and communication within the arts community,
including the recruitment of more volunteers. These themes are reflected in the
following comments:
•
•
•
•
•
•
•

•

‘It is vital that the City hire a director for arts and culture’
‘We need more city staff support’
‘The City of Cambridge must provide seed money’
‘More [city] support, people and money toward these sorts of events’
‘More venues [are needed] other than the Arts Centre’
‘Greater communication and interaction [is needed] within the arts community’
‘Volunteers who provide hours of labour, passion and expertise to make the arts
happen in our community…are given little recognition and voice on an important
aspect of our development as a city’
‘A coordinated effort at … increasing recruitment and volunteers’
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Section 4

Arts and Culture Strategy

F

rom the various consultations, surveys, benchmark results, workshops
and other sources of information, we are now able to prepare a strategy
that makes the optimum use of human and financial capital to reach the
aspirations of the community. Before outlining the recommended steps
we need first to establish an arts and culture related vision and mission for
Cambridge. This sets the scene for the various actions and initiatives that should be
taken.
4.1 Components of an arts and culture master plan
An arts and culture master plan is a collection of interrelated actions operating at
the following four ‘levels’:
The first is at the policy level, in providing leadership and guidance (including
being accountable) in a number of areas. This level is made up of the following:
 Leadership and governance: This relates to policies and activities that provide
overall leadership and guidance to arts and culture sectors.
 Economic development: As previously mentioned, the work of Richard Florida
(and others) suggests that investment in cultural infrastructure (which attracts
the so‐called ‘creative class’ who create businesses and jobs) can be as much an
economic development strategy as the provision of industrial parks and
servicing. Actions here connect arts and culture strategies to economic
development objectives.
 Accountability: Another important area is to set up mechanisms to track the
success of the overall strategy, and to report back to the arts and culture
community as well as the general public, on the success and effectiveness of
initiatives.
 Advocacy: These are actions that the community is undertaking to participate in
larger advocacy initiatives that may benefit the arts, culture and heritage
communities beyond the immediate municipality.
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 Sector training and development: This category includes efforts by
municipalities to help develop capacity within arts, culture and heritage
organizations.
A second level lies in the direct provision of facilities, programs, events, etc. that
can be used by or ‘participated in’ by arts culture and heritage organizations or the
general community. The following make up this level:
 Facility development and provision: This considers what communities are
doing in terms of providing and maintaining a network of physical facilities in
which arts‐related activities can take place.
 Program and product (experience) development: Some communities are
taking an active role in helping more actively develop, package and promote
their arts, culture and heritage experiences to residents and visitors.
 Festivals and events: This considers what communities are doing to support
the growth and development of special events and festivals (most of which are
integrally related to arts and culture in the community).
 Public art: Many communities regard the support of public art programs to be a
tangible and visible expression of their support for the arts and have specific
policies and programs in place to support this.
A third level is sector support consisting of a number of areas in which the
municipality can provide supportive assistance to the arts, culture and heritage
sector. These are the following:
 Community arts and heritage education: These activities constitute working
with arts and cultural organizations (as well as other agencies in the community)
to help them develop their educational programs for residents and visitors.
 Marketing: This considers what elements of arts, culture and heritage strategies
are oriented towards better marketing and promotion of activities and events to
residents of the community, as well as visitors from the outside.
 Audience development: This area considers how municipalities are assisting
arts and culture organizations with the development of current and future
audiences.
 Market research: Some municipalities have put in place measures to assist their
arts and culture organizations with audience research on a consistent and
comprehensive basis.
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A final area we have called resources, as we are concerned here with the
procurement of financial and other resources (including ‘information’) for arts,
culture and heritage organizations. This level consists of the following:
 Volunteer development and recognition: Understanding that volunteers are
critical to the effective and efficient functioning of the overall arts, culture and
heritage sector in a community, some communities are leading the way in
volunteer development and recognition activities.
 Information management: In any community, there is a wealth of information
available concerning arts, culture and heritage organizations, events, activities,
etc. This information is constantly changing. Some communities are actively
tracking and updating this information and making it available to users.
 Funding and resource procurement: This considers what elements of
strategies are aimed at ensuring that arts organizations have the financial and
other resources necessary to fulfill their mandates.
Exhibit 10 on the following page illustrates the interrelationship between these four
levels. At each of these four levels, the individual boxes (which correspond to the
categories identified in the best practices review) contain initiatives within that
particular set of concerns or area of activity. The connecting lines between the boxes
show the more important interrelationships between the various areas of strategic
concern. As the diagram conveys, an arts and culture master plan or strategy is a
mutually consistent and supporting system of strategies and initiatives in all these
areas.
Obviously there is some overlap between these areas of initiative. For example, a
specific initiative that is classified under ‘sector training and development’ might
equally be seen to be ‘leadership and guidance’. At the end of the day, what is
fundamentally important is that the strategy, action or initiative is captured
somewhere in the review.
Collectively, the following recommendations constitute the arts and culture strategy.
These recommendations cover a short, medium and long‐term time period. Each
recommendation is supported by a statement of rationale, a suggested time frame
for implementation, and estimates of the resources needed.
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Exhibit 10

Interrelationships of master plan elements

4.2 Vision and mission
Underlying the actions that the City takes is an arts and culture‐related ‘vision’ and
‘mission’ to strive towards. Vision and mission differ somewhat in terms of their
orientation and purpose. Vision is a longer term ‘word picture’ of what an
organization has achieved at some future point. It is a description of what the
organization has become (as distinct from what it is now). In contrast, mission
describes the day to day activities of the organization that govern its present and
future activities. If an organization has a mission, and a strategy that reflects that
mission, then the vision is the logical consequence of following the strategy.
The above speaks of an ‘organization’, but the same is true of a community that
consists of a number of actors and agencies. Assuming they all share the mission and
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vision, and are willing to work together on implementing the strategy, then there is
no reason the vision cannot be achieved.
Cambridge is on the threshold of a very exciting time in terms of its cultural future.
It has built a strong arts and culture base through the development of the CCA, on‐
going development of arts and culture programming, and the acquisition of the
School of Architecture. It is on the threshold of other developments such as the
Venice Biennale and the Drayton Theatre that will cement its position as a top
cultural provider and destination. We see that there is real potential for Cambridge
to undergo a ‘cultural renaissance’ in the same manner as have other formerly
largely industrial communities. Accordingly, a very real and achievable vision could
be articulated as follows:
Vision
Celebrating the uniqueness of its communities, and united by its cultural heritage, the Grand River
and the common future of its communities, Cambridge will be a leading cultural centre in southern
Ontario, known for offering a variety of cultural opportunities and events of interest to a wide range
of visitors and residents.
The mission that would facilitate the achievement of this vision could be:
Mission
Cambridge will offer its residents and visitors a range of affordable and accessible opportunities in
arts and culture, while at the same time building up a base of unique cultural attributes and activities
within the municipality.

4.3 Policy level recommendations
The municipality can play a key leadership role in the arts and cultural life of a
community. Ultimately, while it is the residents themselves who create activities and
events through the activities of individuals and organizations, the municipality can
facilitate this activity in myriad ways such as by setting policy, by providing staff to
work with community representatives, through direct funding, and through the
provision of facilities. Here we deal with this leadership role in terms of setting
policy and helping to coordinate the activities of the sector.
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Recommendation #1
Arts and culture strategy
Adopt an integrated arts and culture strategy for Cambridge.
Rationale: Our review of best practices has well found that many progressive
communities had developed and promoted (i.e. made available to the community)
an arts and culture strategy that provided direction for municipal investment in and
support of the sector. Moreover, communities that have an articulated arts and
culture strategy in place appear to be known for this, and regarded as progressive
jurisdictions that care about the quality of life of their residents.
Timeframe: This document contains the arts and culture strategy developed for the
City of Cambridge. It should be approved and adopted in principle by Council as
soon as possible. Staff should then determine ways and means of implementing the
specific recommendations. Particular avenues that staff should consider are
mechanisms to link the recommendations of this strategy with those contained
within the Heritage Plan, developed in June 20087 as well as the recently‐completed
Economic Development Strategy8.
Resource requirements: The strategy adopted by Cambridge will be based on this
arts and culture plan. The resources will be the sum of the resource requirements
for the individual recommendations below.

Recommendation #2
Manager of Cultural Development
Create a new Manager of Cultural Development position to report to the Director of Community
Recreation services, with appropriate staff resources including an assistant in the third year after
hiring. A key responsibility of the Manager will be to implement this arts and culture strategy and its
associated recommendations.
Rationale: Many communities (especially those having a developed arts and culture
strategy) have a full‐time cultural development officer in place (called here the
Manager of Cultural Development). This was one of the strongest needs expressed
through the public consultation process, as well as being a very common

7
8

Cambridge Heritage Master Plan, BRAY Heritage, June 2008.
Cambridge Economic Development Strategy, Millier Dickinson Blais, January 2009.
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implementation element of those integrated arts and culture strategies reviewed
elsewhere.
In broad terms, the Manager of Cultural Development would be responsible for
implementing the cultural development recommendations contained in this master
plan in concert with other City departments, with the cultural community, with
business leaders, with the tourism industry, and with all other cultural stakeholders
in the community. The Manager would act as a facilitator, animator, and catalyst for
the city’s cultural development. The Manager would liaise with City planning staff
and community services staff, and he or she would work across departmental lines
as required. Much of the Manager’s work would occur ‘on the ground’ outside City
Hall, building relationships and realizing opportunities in concert with cultural
organizations, business, and tourism industry leaders. At the same time, the
Manager would spearhead or enable other cultural development opportunities that
arise, but that lie outside the scope of the master plan recommendations.
More specifically, the duties of the Manager include the following functions:
•

•

•

•

•

Liaison with community arts groups and organizations on all matters having to
do with the interface between the organization and the municipality
(regarding funding, facility use, input into on‐going municipal policy, other
points of contact within the municipality [e.g. permitting], and ad‐hoc issues that
arise);
Establishing better communications between and coordination within the
overall arts and culture sector in the community (e.g. maintenance of an up‐
to‐date contacts list, possibly publication of a directory, development of a
schedule of activities and events, possibly an electronic newsletter, and
preparation of an arts and culture marketing plan – see Recommendation #15);
Provision of capacitybuilding assistance to organizations (e.g. for fundraising,
audience development, marketing and promotion, and event planning – see
Recommendation #12);
With the involvement of the arts and culture community, planning of new
activities, facilities and events to enrich the arts and cultural life of the
community; and
Acting as the public face of arts and culture in the community, so that there is
a defined ‘spokesperson’ for arts and culture activities and person to contact for
any and all matters relating to public arts and culture activities.

The Manager would report directly to the Director of Community and Recreation
Services located within the municipal offices. We expect that the Manager would
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work closely with the management of the Cambridge Centre for the Arts to ensure
maximum coordination of their activities. See exhibit 11 for the recommended
reporting structure. Adequate support resources (office, computer, administrative
support, etc.) should clearly be provided as well.9
Exhibit 11

Reporting structure

Timeframe: After approval of the strategy overall, one of the first actions should be
the creation of the Manager of Cultural Development position, and the launch of the
search process. A reasonable target timeframe would be to have this position staffed
by the Spring of 2010.
Resource requirements: The staffing associated with this recommendation assumes
the creation of one new position Manager of Cultural Development (in the short
term) and one direct reporting staff (in the longer term). Total staffing costs
including benefits for a position at this level (based on current remuneration levels
in the municipality)are estimated at $112,000 per annum for the manager position
(short term) and an additional $87,000 (in the longer term, probably year 3) for a
support position.

9

Ultimately, the City may consider the creation of a Cultural Affairs Department encompassing all
arts and culture functions including the facilities management and perhaps heritage and special
events. In the short to medium‐term, however, we believe that a wide range of oversight
responsibilities should not encumber a newly hired Manager of Cultural Development.
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Recommendation #3
Arts and Culture Advisory Committee
The arts and culture advisory committee provides feedback to municipal staff and Council. For
optimal effectiveness, its representation should be expanded to include one or more representatives
from the business community.
Rationale: The City’s Arts and Culture Advisory Committee is mandated to advise
Council on matters pertaining to arts and culture, and to perform a variety of related
tasks as laid out in the committee’s terms of reference. The adoption and
implementation of this arts and culture strategy provides an opportunity to re‐think
the role and structure of the arts and culture advisory committee to ensure that it is
an optimally effective vehicle in terms of helping to implement this plan. The
Advisory Committee would continue to report to City Council and would work
closely with the Manager of Cultural Development. However, the representation of
the committee should be expanded to include business (possibly through the
Chamber of Commerce), tourism (possibly through the new destination marketing
organization) and the larger Waterloo Region cultural community (through the
Waterloo Region Arts Council).
In addition, the hiring of a Manager of Cultural Development will likely engender an
evolutionary change to the committee’s terms of reference. We suggest three
modifications: (1) the Manager of Cultural Development would sit ex‐officio on the
advisory committee, (2) the committee’s mandate would be revised to include
advising Council and advising the Manager of Cultural Development, and (3) the
committee’s membership structure would be revised to include additional members
representing other facets of the community as noted above.
Subsequently, after a period of a year to 18 months, the terms of reference for the
Advisory Committee should be revisited. The purpose of this review would be to
ensure alignment with the responsibilities and functions of the committee with the
new operating environment for cultural development that will emerge as work of
the Manager of Cultural Development proceeds. Among other developments, we
anticipate that this new operating environment will include a dedicated fund for
operating and projects grants to cultural organizations. Applications to such a fund
will require adjudication by either the advisory committee or by a sub‐committee of
the advisory committee working in concert with the Manager of Cultural
Development.
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Timeframe: These changes should be implemented in the short‐term, as soon as
possible after the hiring of the Manager of Cultural Development.
Resource requirements: The budget for the Arts and Culture Advisory Committee is
assumed not to change materially from the current budget for the committee.

Recommendation #4
Youth Advisory Council
Ensure that the new Youth Advisory Council (which was recently approved by municipal Council)
includes arts and culture development as a key area of its activity.
Rationale: Another strong theme emerging from the community consultation
process was the notion of establishing a Youth Advisory Council for arts and culture
activities. (This reflects a broader theme expressed in the interviews to the effect
that a youth advisory council, to advise on a range of issues, not restricted to arts
and culture, would be advisable.) Other communities have established such advisory
organizations as a way of connecting youth to the operations of the municipality
with some success. (Time spent on this activity can be counted towards the 40‐hour
volunteer time requirement for high school students.)
The approach recommended here is thus to ensure that the new Youth Advisory
Committee be specifically tasked with the responsibility to advise Council on a range
of arts and culture issues in the community. This would be specifically reflected in
the Terms of Reference for the new organization.
Timeframe: This would be a medium term initiative and, as indicated, would be
connected to a larger community initiative that sought youth input on a variety of
municipal issues.
Resource requirements: No incremental costs are anticipated.

4.4 Direct provision of Services
Another key area in which Cambridge demonstrates leadership lies in the provision
of facilities and venues in which arts and culture activities in the community take
place. The ‘flagship venue’ in this regard for the community is the Cambridge Centre
for the Arts (CCA), the municipally operated community arts centre with a mandate
to provide quality programming, an art gallery, and special events. The Centre is
located in downtown Cambridge, Ontario, as part of the Civic Square precinct. The
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functional spaces included within the Arts Centre include a Gift Shop, Art Gallery, a
Pottery Studio, and five program spaces in which various events and activities
occur: the Donaldson Room, Fabric Arts Studio, Multi‐purpose Room, the
Summerhayes Studio and the Toyota Auditorium. The CCA offers a selection of art
programs, taught by qualified art educators in a variety of disciplines, for adults and
children. As well it features drop‐in programs, school holiday children's full and half
day programs, workshops and special events. Courses are advertised in the City of
Cambridge Activities Guide, which is published 4 times a year.
In addition, the City has announced an agreement with Drayton Entertainment,
operator of several theatre venues in Drayton, Grand Bend, St. Jacobs and
Penetanguishene, to develop a major performing arts complex somewhere in the
City (location to be determined). This will be a 15,000 sq. ft. venue seating on the
order of 500 – 600 people that would support touring productions and some larger
community‐based performances. (The theatre will be part of a larger facility that
will house the administrative operations of Drayton Theatre.) The estimated cost of
the complex is $18 million; the City of Cambridge has committed $6 million already
and is waiting for similar finding commitments from the federal government
(through the Building Canada Fund) and the province.
One other major facility‐related initiative is at play: this is the Venice Biennale
proposal being pursued by the City. (This would feature the exhibits of the world‐
famous Venice Biennale architectural show – held every two years in Venice ‐ being
brought to Cambridge after the main exhibition.) While primarily a major event
every two years, it would require a dedicated facility in which the exhibitions and
events could in part occur (although there will likely be other events and activities
throughout the City). This facility may be able to be utilized for other community
arts and cultural events and activities as well, although this has yet to be
determined. A planning and feasibility study is currently underway to determine the
sustainability of the initiative, the results of which are expected by Spring 2009.
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Recommendation #5
Cambridge Centre for the Arts (CCA) Review
The CCA should continue to play a major role in the arts and cultural life of Cambridge. With the
establishment of a Manager of Cultural Development and the subsequent realignment of some work
that the CCA currently undertakes, it will be timely to review its work flow and resources in light of
current constraints, future growth in demand, and the requirements of this strategy.
Rationale: Cambridge is one of the faster‐growing communities in Ontario. Between
2001 and 2006 its growth was 9.1% or 1.75% per annum. This was approximately
50% higher than the overall population growth rate for the province. Assuming a
continuation of this growth rate, in 10 years time Cambridge can expect to add
another 25,000 persons to its population base – who will demand a variety of arts
and culture services. In addition, with the aging of the population (many studies
show that as individuals get older they develop a greater interest in culture and
history) and the higher profile that arts and culture will receive generally in the
municipality (through this strategy as well as the related initiatives) we can only
expect that demand for programming and facilities at the CCA will increase.
This increase in population, its overall aging, and the increasing complexity of the
community that would be expected to accompany this population growth, all
suggest to us that the CCA’s mandate should also evolve. Making the situation more
fluid still is the likely realignment of some community‐oriented and special events
programming activities that would eventually be turned over to the Manager of
Cultural Development. For all these reasons, it would be appropriate to review the
mandate, resources, and programmes of the CCA.
Timeframe: The review should be undertaken in the medium term after the
establishment of the cultural development office.
Resource requirements: For maximum objectivity and independence, we recommend
that this review be undertaken by an external consultant specializing in the
management of cultural facilities. The cost of an external review would be
approximately $25,000.
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Recommendation #6
Drayton Theatre
The Drayton Theatre initiative should continue to be pursued. The City needs to ensure that it has an
on-going voice in the location and facilities to be part of the theatre operation (in a downtown
location would be desirable). As well, it should ensure that some reasonable degree of community use
is enabled by the existence of the facility. Finally, the economic development department of the City
should examine ways and means of building upon the existence of the theatre, Drayton
Entertainment’s administrative operations, and the various support activities that may surround it
(as well as the Venice Biennale initiative), to further develop and promote this economic
sector/cluster.
Rationale: The development of this major performance venue in Cambridge and the
relocation of the administrative operations of Drayton Entertainment to the City has
the potential to be a major force in the development of a creative entertainment
cluster for Cambridge. The maximum benefit of the development would be if it were
to occur in the downtown area near to the existing CCA and City Hall, and the City
should try to exert any influence it can to achieve this result. Also, as there is
considerable community investment going into the initiative, there should be some
reasonable assurance that the end result will ensure that there is community access
– in other words, that there is some provision (at some level of reduced cost or
subsidy) for community groups and organizations to be able to use the facility
(especially in light of the finding from the survey of arts organizations that more
venues are required). Once the funding is secured and the location for the
development has been announced, the City should through its economic
development department, use this development as the catalyst for the further
development of the entertainment / media cluster in Cambridge – perhaps through
the establishment of incubator facilities for those types of businesses, promotion of
the advantages of Cambridge for this type of activity, active recruitment efforts for
support businesses and activities, etc.
Timeframe: The City should keep abreast of this development and respond quickly
to any requirements.
Resource requirements: The Drayton Theatre initiative is intended to be self
financing and should not involve additional direct operating expenditures from the
City of Cambridge beyond the original capital contribution. However, there will be a
need for City staff to cooperate extensively with Drayton on its activities and
marketing initiatives. The City may be asked to contribute staff time or participate in
joint marketing or tourism initiatives associated with Drayton; however, we have
assumed these resources would be made available from Cambridge as part of its
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normal staffing and marketing costs and therefore there would be no incremental
funds assigned to this recommendation.

Recommendation #7
Downtown revitalization
As downtown areas are the ‘stages’ in which so many arts and cultural activities occur, continue
downtown revitalization and beautification activities in all three of the major downtowns (or
community core areas) of Cambridge. Over time, these activities could lead to the development of
cultural facilities in each of the major downtown areas, and the designation of a cultural precinct in
downtown Galt. In support of these efforts, ensure that the overall brand identity for Cambridge
reflects the City’s cultural renaissance.
Rationale: The overall impression that residents and visitors have of the areas in
which they ‘consume’ cultural experiences can be a major determinant of the type of
overall experience that they have. Accordingly, to optimize the visitor experience,
and to ensure the generation of positive word‐of‐mouth promotion, Cambridge
should ensure that its downtown areas (which are where most of the cultural
organizations and activities will be clustered) are vital and attractive. Community
Core Area and related cultural development policies in the Official Plan should be
reviewed to ensure that the downtowns are able to encourage co‐location of and
investment in cultural activities and uses in order to develop critical mass.
This of course is only one element in a much larger rationale supporting downtown
development and beautification activities. The point here is simply that on‐going
downtown revitalization should continue. The existence of cultural activities and
events should be used in the on‐going promotion of downtown areas (particularly
downtown Cambridge).
Timeframe: On‐going.
Resource requirements: No specific budget has been assigned to this
recommendation. Budget for these activities would be covered from other City
planning, revitalization and BIA initiatives.

A Note on the Cultural Precinct: The City of Cambridge possesses a cluster of
cultural amenities in the core of downtown Galt. These amenities include the
Cambridge Centre for the Arts, the Cambridge Farmers’ Market, the Cambridge Fire
Museum, The University of Waterloo’s School of Architecture, the Cambridge
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Sculpture Garden, the Cambridge Arts Theatre, and the Queen Square branch of the
Cambridge Library and Galleries. In addition, downtown Galt possesses a rich fabric
of built heritage. The development of a new theatrical venue in or near downtown
Galt (i.e. Drayton Entertainment) would contribute further to the inventory of
downtown Galt’s cultural amenities.
Across North America, more than 75 cities have a designated cultural precinct
centered on their downtown cultural amenities. In Canada, cities with a designated
cultural precinct (usually termed an ‘arts district’, a ‘cultural district’, or an
‘entertainment district’) include Vancouver, Kelowna, Edmonton, Calgary, Winnipeg,
Toronto, and Montreal. These cities have undertaken policies to encourage co‐
location and clustering of cultural and creative uses where the quality of the area is
enhanced for artists, cultural organizations and the public. The presence of a
thriving artistic and cultural precinct is an indicator of the community’s vitality and
serves to generate complementary forms of economic activity, investment and
cultural tourism. These precincts or districts serve as the arts and entertainment
hub of the community. By so doing, these districts also act as catalysts for
downtown revitalization by attracting residents and visitors alike, whose presence
acts in turn to spur new retail, commercial, and residential development.
The City of Cambridge has the requisite ingredients to designate and develop a
cultural precinct in downtown Galt. We recommend that it proceed in this direction.

A Note on Artists Studios and Coops: Artists studios and co‐ops are exactly the
sort of development that can enhance the vibrancy and vitality of downtown areas.
Taking advantage of lower cost and odd (funky) spaces in downtown areas adjacent
to support services, restaurants, public amenities, and other like‐minded
individuals, artists actively seek out such spaces. Clusters of working and selling
artists in downtown areas can in turn become attractions for visitors. We see
potential for such activity in each of Cambridge’s downtowns.
The City should be mindful of these opportunities in its on‐going revitalization
efforts and encourage these developments where economically feasible to do so.
(The Artscape organization in Toronto is an example of this kind of philosophy in
action and can provide many examples of success in this regard10.) While primarily
a task for the City’s economic development office, the assessment of the feasibility of
such developments could be assisted by the Manager of Cultural Development as
10

See http://www.torontoartscape.on.ca/about/history.
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well as by personnel with related agencies in the City such as Cambridge Libraries &
Galleries (on, for example, an advisory basis).
Recommendation #8
Public art policy and fund
Develop a specific public art policy and fund using the 1% guideline (i.e. 1% of the City’s capital
budget is dedicated to a public art fund).
Rationale: The sponsoring of a public art program sends a direct message to
residents and visitors alike that art is valued by the municipality and part of a
healthy place to live. Depending upon the community, the public art can send a
message that is fun and playful (e.g. Toronto’s moose) or serious and thought‐
provoking (e.g. the Urban Video Project in Syracuse, NY). In some cases public art
can even be used to help brand and identify the community (e.g. Chicago’s famous
Cloud Gate at Millennium Park). Many municipalities having an integrated arts and
culture strategy have adopted the “1% policy” as a means to develop a fund
expressly for the sake of pubic art. (The City of Ottawa has gone this one better and
allocated 2% to public art.)
The City of Cambridge is already active in the purchase and installation of public art.
In fact a work of art, "indigena domain" by Stephen Cruise, was just recently
installed, with much publicity and fanfare, at City Hall. (As an aside, the selection of
this work was made through a two‐stage public art competition. Three jurors were
selected by invitation: they were highly qualified, knowledgeable and respected
within their fields. Two local jurors were selected by the Arts and Culture Advisory
Committee after a public application process.)
A formal 1% policy, which is a common component of arts and culture master plans
elsewhere and was frequently mentioned in the interviews and focus groups as
being a desirable strategic initiative, is recommended as a means to build up a fund,
which could then be used to procure and install more pubic art according to a
process similar to that used for “indigena domain”. (This should remain an
independent selection at arm’s length from the political process. Municipal
expertise (such as from Cambridge Galleries) could play a role in either advising or
sitting in on the selection jury.)
Timeframe: The establishment of a public art fund should be undertaken
immediately, with the objective of establishing and growing the amount available to
commission and procure public art. The actual commissioning and erection of more
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pubic art is recommended as a medium term initiative. We have assumed a phase‐
in period, starting in year 2, for this initiative.
Resource requirements: The resources associated with the arts policy will vary
depending on (1) the design of the policy; and (2) the amount of the City’s capital
funding each year. For the purposes of this recommendation, based on
approximately $15,000,000 of capital budget, we have assumed an arts policy
budget of $150,000 per year when the program is fully phased in (by year 4).
Specifically, we assume $0 in year 1, $50,000 in year 2, $100,000 in year 3, and up to
the full budget amount of $150,000 by year 4.

Recommendation #9
Vernacular public art
Continue to encourage community-based and vernacular public art (e.g. murals, sculptures, possibly
graffiti walls, performance art such as busking, etc.) on the part of the private sector and in
appropriate public spaces.
Rationale: In addition to the ‘formal’ public art that will be established in the
community as a result of the preceding recommendation, it is also desirable to
showcase less professional (but not necessarily less good or legitimate), more
vernacular public art. This conveys the notion that everyone can be artistic, and that
it is not just a domain left to ‘professionals’. This is more likely to take the form of
murals, local expressions of art such as sanctioned graffiti walls, areas where
busking is allowed, etc., (as opposed to the forms of art administered under the
formal public art policy).
Clearly, certain controls and parameters need to be placed upon this sort of activity.
Murals will need to be approved (likely by the municipality as well as the local BIA),
acceptable graffiti areas determined, busking areas defined (and possibly licensed),
etc. The downtown area already has several attractive murals featuring historical
scenes done by local artists that convey a warm welcoming ambience to the area.
More of this type of community–based art should be expressed. The City should
consider the designation of certain places and spaces in which this sort of activity
can occur, and define the parameters of the activity that will be allowed.
Timeframe: medium to longer term.
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Resource requirements: We have assumed that the community‐based and vernacular
public art could be financed from the public art policy in recommendation #8 and
therefore no new budget would be required for this recommendation.

Recommendation #10
Venice Biennale
The findings and recommendations resulting from the planning and feasibility study relating to the
Venice Biennale (currently underway) should be considered by staff and Council within the context of
the overall strategy developed here.
Rationale: The Venice Biennale is both a very important event, and a very important
facility for the future positioning of Cambridge as an arts and culture destination.
The findings and recommendations resulting from the planning and feasibility study
currently underway should be considered by staff and Council within the context of
this overall arts and culture strategy. As well, to the extent possible, any facilities to
be developed for the Biennale should be considered from the perspective of
community use.
The Biennale is probably the single most significant development having the
potential to change the external (and internal, for that matter) perception of the
type of community Cambridge is. As well, of course, it has the potential to have a
major positive economic impact upon the community through the expenditures of
visitors, and exhibitors. The facilities developed could be used for a variety of other
arts and culture purposes when the Biennale is not on. (This of course will be
determined by the feasibility study currently underway.) Accordingly, the
recommendation here is to await the results of the feasibility study (due in the
Spring of 2009), then consider their implementation in light of the strategy
developed here.
Timeframe: The incorporation of the recommendations of the feasibility study into
the overall strategy will be done in the short term. Subsequent activities will be
determined by the overall strategy.
Resource requirements: No budget has been assigned to this recommendation
pending the outcome of the feasibility study.
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Recommendation #11
Special events review
Support the recommendations of the review of special events currently being conducted by City staff
and Council ensuring that the City’s cultural objectives relating to capacity-building and economic
development are being achieved.
Rationale: Special events enliven a community for residents, potential investors, and
visitors. Some communities use special events as a means of city building, economic
development, and as a key tool for downtown revitalization. The producers of these
special events, who often employ arts and culture themes, can be the City,
community groups, out‐of‐town promoters, BIAs and various others. At present the
City directly sponsors or assists in a number of special events including:
•
•
•
•
•
•
•

Mayor’s Celebration of the Arts
Hespeler Santa Clause Parade
Cambridge Santa Clause Parade
Canada Day Celebrations
Riverfest
Cambridge Arts Festival
St. Patrick’s Day Parade

•
•
•
•
•
•

Christmas in Cambridge
Tour de Grande
Forbes Park Festival
Millrace Festival
Highland Games
Rock the Mill Youth Festival

Interviewees noted that there appears to be a lack of a community‐wide strategy to
make the most of the many events around the City. At the same time, there is a lack
of coordination, networking, and joint effort. Given the importance of special events
and the numerous, often unconnected, production, it is difficult to ascertain whether
the community and the City are making be best use of them to promote its arts and
culture sector.
Recognizing this, the City has recently commissioned an internal review of its policy
in support of special events (on‐going as of this date). Accordingly, this arts and
culture master plan should incorporate the recommendations resulting from this
review.
Timeframe: Whatever the outcome of the special events review, any new major
festival activity should be planned only once the Venice Biennale situation is known
– i.e. whether or not this event is happening, and specifically when it should occur. If
the initiative proceeds, then planning activities, if even still required [as the
Biennale will be a large‐scale major event], should revolve around events that are
complementary to it. Should the Biennale not proceed, then the importance of
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developing a special events strategy is underscored, and urgency should be placed
upon this strategy.
Resource requirements: As whatever budget required as a result of the on‐going
review will be specified by that review, no additional funding requirement is
assigned to this initiative at this time.

4.5 Funding and Resources
There are several recommendations with respect to levels of funding and the
provision of resources to ensure the overall sustainability of the sector:

Recommendation #12
Capacity-building
Provide capacity-building support (fund) for arts and culture organizations, including a grants fund,
the development of networking capacity within the cultural community, and an annual arts / culture
forum. The capacity-building support will help organizations with initiatives such as general
management, grant writing, fundraising, audience development, and training.
Rationale: Many volunteer not‐for‐profit based organizations are in need of
feducation, assistance and training in a number of areas relating to on‐going
organizational sustainability, and Cambridge is no exception. By ‘capacity‐building’
we refer to assistance to organizations that would help them develop their own
capacities to be sustainable and viable. This could take the form of training in
general management, fundraising, accounting, audience and market development,
computer training, grant‐writing, succession planning, and the like. We recommend
that the City put in place a specific fund to procure assistance in this regard, and the
Manager of Cultural Development would have as one of his/her key roles the
identification of areas in which support is most useful, and the administration of
such a fund.
With regard to the types of assistance provided, one of the most important roles of
the Manager of Cultural Development would be to identify those areas of greatest
need and to arrange a schedule for support resources to be provided. For maximum
efficiency, the approach in most cases would be to provide assistance through
workshops or training sessions to a number of organizations at once. We envisage
that, at least initially, one to two workshops might be hosted each year. These could
be provided at no or nominal charge to participating qualifying organizations.

TCI Management Consultants

50

(Depending upon the topic area, possibly individuals in the arts could also be
eligible to participate as well.)
This capacity building support could be extended to other not‐for‐profit groups and
organizations in the community as well (for example, heritage organizations, which
face many of the same sorts of issues and challenges as do ‘arts and culture’
organizations).
A Note on the Proposed Arts and Culture Forum: As another very tangible sign of
leadership in the arts and culture sector (and under the general ‘capacity‐building’
heading), Cambridge should host an annual arts and culture summit, where the
sector can come together and learn about and discuss issues of interest and concern.
This would be an opportunity for organizations to build relationships within the
cultural community and between the cultural community and the City’s other
cultural stakeholders. The first event should be held a year to 18 months from the
hiring of the Manager of Cultural Development.
The forum might, for example, be a weekend‐long event, starting with a Mayor’s
welcoming breakfast, lectures and discussion panels on the particular topic of
interest, public ‘behind the scenes’ tours of facilities, and a programs of arts and
culture events (some free, some ticketed) in the afternoons and evenings. The
Manager of Cultural Development would have a major role in planning and
coordinating this event, which would be a very tangible and visible sign to the arts
and culture sector, as well as the community overall, that Cambridge is serious
about the development of arts and culture. As well, specific new ideas and
suggestions would be expected to arise from these sessions.
In addition, such a forum would review progress on the implementation of the
master plan, identify new opportunities for cultural development, and communicate
the current state of the city’s cultural development to City Council, to city staff, and
to the residents of Cambridge.
At present, of course, there exists the Mayor’s Celebration of the Arts in June. The
sorts of events and activities suggested here could be an extension or outgrowth of
that activity. Another possibility to consider, though, is to move the event to the Fall
of the year, when there is more scope for any momentum developed (as a result of
new initiatives being discussed, or potential partnerships formed) to continue (as
opposed to being prematurely cut off by the looming summer season [were the
event to be held in June]).
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Timeframe: These capacity‐building initiatives should start as soon as possible, and
be coordinated by the new Manager of Cultural Development position.
Resource requirements: The capacity‐building support fund that is proposed would
be $40,000, growing over time at a rate commensurate with inflation. This assumes
(as an example) that four events are held per year (i.e. one per quarter) and that
each one might involve an external expert or facilitator charging $5,000 (for a one‐
day workshop). In addition, the amount allocated for these training events is
doubled in order to allow for special occasions such as the Arts Forum. These would
likely be highest‐end costs; if the City were to charge some fee for attendance, then
some of these costs could be recovered – although whatever fee was charged should
not inhibit attendance on the part of those groups who would benefit the most (but
may be least likely to be able to afford the event).

Recommendation #13
Arts and culture organization funding policy
Provide stable funding for arts and culture organizations. This could take the form of organizations
that meet specified City criteria receiving multi-year funding and eventually becoming line items in
the City budget. A model to investigate in this regard would be the Community Investment Strategy
(CIS) recently adopted by the City of Kitchener. At minimum, dedicated funding for cultural
organizations is needed, with a significant increase in funding above 2007 levels. The amounts
provided to community arts and culture organizations should increase over time to reflect basic
population growth as well as the increasing diversity and complexity of the community.
Rationale: A common concern with cultural organizations in Cambridge (as well as
many other communities) is that they do not have guaranteed, stable funding from
one year to the next. This places them in a continual state of uncertainty, as they do
not necessarily know whether they will have the resources in the next year to
continue basic operations, let alone plan for future years. This hampers the long‐
term strategic planning of these organizations, and ultimately hinders their ability
to achieve maximum impact in the community. The reality, however, is that many of
these organizations have been reliable providers of arts and culture opportunities to
the community year after year, despite this uncertainty.
At present, the City provides its arts and culture organizations with on the order of
$96,500 in operating funding per year for basic operations. Given the relatively high
population growth expectations for the municipality as earlier outlined, plus the
aging of the population (and thus increased demand for culture and related
services), plus the increasing diversity and complexity of the community, we
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recommend that the budget amounts allocated to arts and culture organizations
commensurately increase.
The recommendation here is an attempt to redress this situation of year‐after‐year
uncertainty. The City could articulate its requirements for long‐term service
agreements with cultural organizations, then evaluate existing organizations that
receive funding in terms of the extent to which they meet these criteria.
Organizations qualifying might then be candidates for a 3 or 5 year memorandum of
understanding (MOU) outlining the multi‐year agreement for funding that is in
place, specifying the roles and responsibilities agreed to by both parties. Eventually,
in the longer term, certain of these organizations might be ‘graduated’ into
becoming line items in the City’s budget.
Whether the City wishes to proceed with the service agreements model that we are
advising, whether it prefers to embrace a more traditional policy of annual
operating grants, or whether it wishes to pursue a combination of both approaches,
we recommend that the City essentially double its modest level of funding to
cultural organizations, with an annual increase thereafter.
Timeframe: This would be an ongoing initiative, initiated in the short term.
Resource requirements: The City currently provides grants of $96,500 to arts
organizations. We are proposing $100,000 of additional funding be made available,
sending a strong signal to arts and culture organizations in Cambridge that the
sector is significant and deserving of support. Cambridge needs to increase its
investment and provide stability to its arts and culture groups and organizations to
bring itself into closer alignment with other communities in the region and
elsewhere in Ontario. , The amount should increase each year to reflect both
community growth overall as well as the additional complexity of an increasingly
multicultural population.

TCI Management Consultants

53

Recommendation #14
Endowment fund for arts and culture
Investigate the feasibility of establishing an endowment fund for arts and culture in Cambridge.
Rationale: An Endowment fund for the Arts should be considered for Cambridge,
particularly if the community is ultimately to be branded as a cultural and creative
city. The purposes to which such an endowment fund could be used could include:
•
•
•
•
•

Innovative and creative projects and initiatives in the arts
One‐time activities and events sponsored by existing arts and culture
organizations
Encouragement of specific types of projects (e.g. new media projects,
collaborations on new forms of interpretation of heritage resources, etc.)
Matching funds for partnerships with the private sector for various arts
initiatives
(Possibly) contributions towards operational funding for arts and culture
organizations

The Endowment Fund could be ‘kick‐started’ by a contribution by the municipality,
or possibly by a civic‐minded individual (in the manner of the establishment of the
Bernice Adams awards). This could be furthered by a strong statement on
municipal intent to establish such a fund.
Timeframe: A reasonable timeframe for the development of such an Endowment
Fund would be for the City to announce its intention to create such a fund through
the adoption of this strategy, and then in the medium term to investigate the
specifics of setting up and establishing such a vehicle. In the longer term, the Fund
could actually be established.
Resource requirements: We have assumed the feasibility study would be conducted
in house by City staff. If a fund were established, one option would be to have the
endowment fund administered by the Cambridge and North Dumfries Community
Foundation that does at present administer some arts and cultural funding. No City
funding has been allocated to this recommendation. It is assumed fundraising would
come primarily from private donors.
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4.5 Sector Support Recommendations
Recommendation #15
Arts and culture marketing plan
A dedicated marketing plan for arts and culture in Cambridge needs to be developed. This will focus
on promoting the various arts and culture opportunities available to the arts and culture community,
general residents of the City and Region, and to visitors.
Rationale: One of the common concerns we heard during the community
consultation process was that it was difficult to learn about what is going on in the
arts and cultural life of the community, and that residents of Cambridge do not know
about opportunities and events available to them. Our review of the various
background materials and publications has shown that there is no specific or
dedicated arts and culture marketing strategy – rather what marketing is done is
lumped in with parks and recreation programs or promoted as special events on the
community’s web site. Moreover there are sectors of the arts and cultural life of
Cambridge – particularly on the part of arts and culture organizations that are
devoted to crafts and artisan production – that are not represented at all.
A specific marketing plan for arts and culture in Cambridge needs to be developed
to address this shortfall. This would be a responsibility of the Manager of Cultural
Development, as previously described. Major elements of components of this
marketing plan should be:
•
•
•
•

Identification of the specific target markets for communications (e.g. youth,
families, general residents, the tourism industry, business, tourists and visitors)
Determination of the key messages and types of information to be conveyed to
these target markets and the frequency with which each needs to be updated)
Determination of the appropriate media to be utilized to communicate with each
segment (e.g. Facebook, blogs for youth; WRTMC website for tourists,)
Determination of budget for the foregoing

(Section 5.1 of this Report provides further details of the outline for this marketing
program.)
This marketing effort should as well be harmonized with the marketing efforts of
the CCA (probably CCA marketing is wrapped into the overall marketing approach
described above), the Drayton Theatre, Venice Biennale, etc. A major vehicle to be
utilized in this marketing approach will be a revitalized arts and cultural web site.

TCI Management Consultants

55

Note on Potential for ReBranding of Cambridge: With the several new cultural
initiatives and projects coming into existence (Drayton Theatre, Venice Biennale
facilities and event, new campus of Conestoga College) and existing major facilities
such as the CCA, Cambridge has the potential to re‐brand itself as a cultural
community. (This is a route followed by several formerly industrial cities that have
re‐invented themselves as cultural communities – for example Glasgow, Scotland
and Bilbao, Spain.) This repositioning of the community can have a major positive
effect in terms of changing the perceptions of residents as well as, of course, tourists
and visitors to the community.
A rebranding of Cambridge as a cultural community should be undertaken with the
input and participation of the economic development agency (as such a rebranding
will have an effect upon the City’s on‐going economic development efforts) as well
as the Waterloo Region Tourism Marketing Corporation. Professional advice and
assistance should be sought during this process.
Timeframe: This is a medium‐term initiative, to be undertaken after the
establishment of the Manager of Cultural Development position.
Resource requirements: The development of a marketing plan for arts and culture
will be accomplished by a combination of in‐house resources (i.e. existing staff and
funded programs) and funds required to implement components of the marketing
plan (e.g. web site calendar of arts and cultural activities). We have allocated
$35,000 to cover the external costs associated with development of the marketing
plan. The required annual budget for implementation will be determined by the
plan.
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Recommendation #16
Arts and culture information products
The City should ensure that an up-to-date database and calendar of events in the community is
available – both in print form as well as web-based. The City is participating in the Region’s cultural
mapping initiative that will ensure that current information is provided to arts and culture
organizations. In addition a calendar of events and downloadable consumer product (lists, maps,
iPod descriptions and narratives) should ultimately be developed through this resource. The City
should also ensure that current information relating to arts and culture organizations and activities is
easily accessible through the Waterloo Regional Tourism Marketing Corporation (WRTMC) website. As
well, it should see that, wherever appropriate, arts and culture activities of the City are reflected in
WRTMC’s print publications.
Rationale: The internet will increasingly be the vehicle of choice through which the
community obtains information about arts and culture activities in Cambridge.
Recognizing this, the City should ensure that all pertinent information relating to
arts and culture activities are available through this medium. At the same time, the
City should continue to use printed directories to reach those audiences that have a
lower internet participation rate. The Waterloo Regional Arts Council, which is
currently in the process of ‘re‐inventing’ its Art Portal is a potential vehicle in this
regard. This would enable a wide range of information, including information on the
‘private sector’ side of the arts and culture sector, to be captured.
Timeframe: Immediately, and on‐going. The ‘reinvention process’ for WRAC’s Arts
Portal is underway. Cambridge is currently ‘at the table’ in these negotiations, and
should clearly continue this dialogue.
Resource requirements: The achievement of this recommendation will require a
combination of in‐house staff time and additional resources to construct the web‐
based inventory and calendar of events. The maintenance of the materials and the
calendar would be the responsibility of staff based on input from the arts and
cultural community. We have allocated $45,000 to the achievement of this
recommendation and an annual budget of $25,000 to maintain the inventory.
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Recommendation #17
Tracking and accountability framework
Develop and utilize a specific tracking and accountability framework for implementation of this
Master Plan.
Rationale: Another way in which the City demonstrates leadership is through
tracking the success or otherwise of its efforts and reporting back to the community
at large. We recommend that the City develop a specific accountability framework
that includes consideration of the following elements:
•
•

•

•

Specific on‐going tracking and monitoring of the actions contained in this
strategy
Annual report to Council and the community (we recommend using a Triple
Bottom Line [TBL] approach that looks at economic, social and environmental
sustainability – see section 5.4 of this Report)
Periodic economic impact assessment showing the value of arts and culture
activities to the community overall (using a generally‐accepted economic impact
model such as the Ministry of Tourism’s Tourism Regional Economic Impact
Model [TREIM]) and showing how this relates to the City’s investment in arts
and culture activities (through a specific return‐on‐investment analysis)
Re‐visiting this strategy after 5 years, to validate, update, and modify the various
strategic initiatives and activities as required

Timeframe: An accountability framework should be developed by staff at the same
time as they prepare a report to Council on the implementation of this strategy
overall.
Resource requirements: Our assumption is that tracking and accountability activities
would be part of the Manager of Cultural Development’s responsibilities. No
incremental budget has been assigned to this activity that is assumed to be part of
the Manager’s job responsibilities.
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Section 5

Implementation

T

his section addresses issues related to implementing the
recommendations outlined in section 4 including communicating with
the stakeholder community about the arts and culture strategy, timing,
resource requirements, and accountability.

5.1 Communications and awareness building
The new arts and culture strategy will have a strong impact on the future of the
community’s growth, the way that the community sees itself, and the way in which it
sells itself to visitors and investors. Notwithstanding this hoped‐for outcome,
whether it is important that the “average” Cambridge resident is aware of the
strategy will vary significantly depending on its impact on their leisure activities and
whether they are part of the arts and culture sector. For some, the existence and
understanding of the actual strategy itself is not personally important. Much more
important to them as consumers of arts and culture products, are the programmes
and services that arise from the new strategy.
This section of the report briefly outlines a communications strategy to inform
specific target audiences about the strategy and about developing some buy‐in for
its main provisions by those audiences. This section does not address the broader
issue of using the arts and culture sector to ‘sell’ the City to investors and visitors,
which is more properly the focus of economic and tourism development.
5.1.1 City objective for communications
As a product, the strategy is quite complex and is part statement of intentions and
part statement of actions. In the first instance, the intentions are as important as the
actions. After the first rush of excitement that some audiences might feel, there
becomes a need for their longer term education to the provisions of the strategy and
its manifestation in programmes and services. The expectation is not that audiences
will become intimately familiar with the details of the strategy immediately but will
learn how to use it to its fullest effect over the longer term.
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5.1.2 Messages
The City has three different types of messages that it needs to convey in addition to
the specific provisions of the strategy. These are:
1. Lifestyle — “The arts and culture sector is critical to the wellbeing of our
residents.”
• The City is taking seriously the improvement of the City’s arts and culture
infrastructure including the services it provides to organizations through its
resource allocations for staff and programmes
2. Economic development — “The arts and culture sector is essential to the growth
of the community”
• Arts and culture infrastructure and services are a key decision criterion for new
investment.
3. Government responsiveness — “We understand the needs of the community for
government services and infrastructure.”
• The City is taking proactive action to meet the changing needs of the
community
• The City is striving to meet the service, programming, and infrastructure needs
identified by arts and culture organizations
In the end the City wants to convey a sense of “hope” — hope that collaborative
effort will make for a better lifestyle for residents; hope that the City will increase
moral and financial support to the arts and culture community; and hope that the
needed infrastructure identified in the strategy will be built, developed, and funded.
5.1.3 Target audiences and desired behaviours
It is suboptimal for the City to try to communicate with all residents simultaneously
or with everyone equally intently. More realistically, the City will wish to elicit
different behaviours or responses from different audiences. Exhibit 11 below shows
the different types of audiences with which the City will want to communicate.

TCI Management Consultants

60

Exhibit 11

Target audiences and desired behaviour
Target audience
Arts and culture organizations •
Arts and culture organizations
“Friends” of venues
Artists, artisans, craftspeople
Organizational volunteers
Facilitators
Media (printed, broadcast and
digital)
School board
Venue operators
Internal
Arts and culture related
Advisory boards
Economic development
Other departments
Funder and partners
Marketing partners and sponsors
Private promoters and producers
Funders
Other government
Waterloo Region
Tourism authorities (e.g. WRTMC)

Nearby municipalities
Provincial government
Federal government
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Desired behaviour(s) or response
•
•
•
•
•
•
•
•

Understand the general provisions of the strategy
Support adoption of the strategy by city council
Give time to City to prepare supporting policies, regulations, and programmes
Understand the general provisions of the strategy
Assist their organizations to develop new funding applications
Understand the general provisions of the strategy
Better preparation of funding applications
Renewed desire to participate in their organizations

• Convey announcement of strategy to wider public
• Review programming in light of new strategy
• Review programming in light of new strategy
•
•
•
•
•
•

Understand the detailed provisions of the strategy
Prepare regulations and policies
Prepare for budgeting implications
Understand the detailed provisions of the strategy which apply to their work
Prepare any changes needed for their marketing pitch for the City
Understand the general provisions of the strategy and how it might affect their
work

• Seek new partnerships with the City
• Seek new partnerships with the City
• Look upon City initiatives more favourably
• Understand the general provisions of the strategy and how it might affect its
work
• Understand the general provisions of the strategy and how it might affect its
marketing work
• Ensure programmes arising from the strategy is integrated in its work
• Close consultation
• Understand the general provisions of the strategy and how it might affect their
work
• Look upon City initiatives more favourably
• Look upon City initiatives more favourably
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5.1.4 Communications tactics
The communications campaign should have two parts. The first is the launch that
conveys to the audiences the messages above and introduces them to the overall
strategy. The launch is a short term, single news cycle story (though given
Cambridge’s media environment the cycle for some publications might actually be a
week). The second, ongoing communications programme is informational or
educational in nature and will require an ongoing communications programme. The
more important focus over the longer term will be on each new programme that is
launched and an annual update/annual report to the target audiences, perhaps as
part of the corporate pre‐budgeting process and consultations around the budget’s
preparation. By the next budgeting cycle, the strategy itself will have taken second
place to the new programmes that are planned.
To reach the different audiences effectively will require different media and
different timing. Our recommendations assume the following:
•
•

•
•
•

•

That minimal new resources will be available for additional communications
over‐and‐above existing budgets
That the community services department will be responsible for implementing
the communications programme with the assistance of corporate
communications staff for any production trafficking, web changes, and final copy
(rough copy will come from community services)
That the story is not controversial or sensationalistic and does not need ongoing
follow‐up by staff
That the strategy is lengthy and complex running into many pages
That the implementation of the strategy will occur over time, each new
manifestation of the strategy in programmes and services will have individual
communications programmes (not covered here).
The launch of the strategy will be extended over a month after its adoption by
council

Exhibit 13 outlines the suggested media that might be used during the launch of the
strategy. Exhibit 14 outlines the suggested media used in the ongoing
communications.
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Exhibit 13

Media used during for the launch of the strategy
Arts
organizations
Direct mail including synopsis of
strategy
Information sessions
Personal appearances (select
organizations)
Face-to-face briefing (on
request)
Web
Email
Media package
Agenda item of regular
committee meetings

Facilitators

Internal

X

Funder
and
partners

Other
government

X

X

X

X
X
X
X

X
X

X

X

X

X

X
X

Exhibit 14

Media used during for ongoing communications
Arts
organizations
Information sessions (select
organizations)
Personal appearances (select
organizations)
Face-to-face briefing (on
request)
Web report card and new
programmes
Email
Newsletter (twice-yearly)
Agenda item of regular
committee meetings
Pre-budget consultation
Annual report
Budget supporting
documentation
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Facilitators

X

Internal

Funder
and
partners

Other
government

X

X

X

X
X
X
X
X

X
X
X

X
X
X

X
X

X

X
X

X
X
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5.1.5 Timing
Exhibit 15 below shows the approximate timing of the launch programme and the
ongoing communications. A key date on the critical path is Council approval of the
strategy.
Exhibit 15

Approximate timing of communications
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+6 months

+12 months

X
X

X

X

X

X

X

X
X

X

X

X

X

X

X

X

X

X

X

X

Ongoing

+3 months

X
X
X
X

Budgeting process

+2 months

X

Ongoing
+1 month

X

Council approval

-1 month

Prepare:
• Media package
• Information package
• Speaking notes
• Email package
• Web package
Direct mail
Information sessions
Personal appearances
Face-to-face briefing
Web report card and new
programmes
Email
Media package
Agenda item of regular
committee meetings
Newsletter
Pre-budget consultation
Annual report
Budget supporting
documentation

-2 months

Launch

X
X
X

X

X
X
X
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5.2 Summary of timing
Exhibit 16 below summarizes the timing of the recommendations. The timing of the
implementation of the recommendations is relative to the adoption of the strategy
by city council.
Exhibit 16

Ongoing

Long-term (5+ years)

Medium-term (3-4 years)
years)

Short-term (1-2 years)

Recommendation

Immediately

Timing of recommendations

1: Arts and culture strategy
17: Tracking and accountability framework
8: Public art policy and fund
16: Arts and culture information products
2: Manager of Cultural Development
17: Implement Venice Biennale recommendations
11: Undertake review of special events strategy
3: Expand arts and culture advisory committee
13: Stabilize arts and culture organizations funding
12: Capacity-building
5: CCA review
9: Encourage vernacular public art
15: Arts and culture marketing plan
14: Endowment fund for arts and culture
4: Youth advisory council
7: Downtown revitalization
Start date depends on other factors not part of strategy
6: Drayton Theatre
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5.3 Summary of resource requirements
The following exhibits show the resource implications of the recommendations.
These estimates take into account inflation due to anticipated population growth
and estimates of the increases in the consumer price index (CPI). This is tabulated in
exhibit 17 below.
Exhibit 17

Estimates of inflation due to population growth and the CPI

Cambridge population
Dec CPI
Total
Growth + Inflation for the table
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2001
110,372
97.4

2006
120371
109.4

Rate
1.75%
2.35%
4.1%
4.00%
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Exhibit 18 shows the total City’s annual investment in arts and culture resulting
from the recommendations over the short, medium and long term.
Exhibit 18

Short-, medium- and long-term estimate of City investment

Recommendation
1. Develop arts and culture policy
2A. Create Manager of Cultural Development
position
2B. Cultural Development support position
3. Expand Arts and Culture Advisory
Committee
4. Create Youth Advisory Committee
5. Review CCA's activities
6. Pursue Drayton Theatre initiative
7. Continue downtown revitalization
initiatives
8. Develop public arts policy
9. Encourage vernacular art
10. Implement Venice Biennale
recommendations
11. Implement special events review
recommendations
12. Capacity building support fund
13. Stabilize funding for arts and culture
organizations
14. Investigate feasibility of an Endowment
Fund
15. Develop arts and culture marketing plan
16. Develop arts and culture information
products
17. Develop accountability, tracking
framework
Total

Short-Term
(1-2 years)
annual
expenditure
$0

Medium-Term
(3-4 years)
annual
expenditure
$0

Longer-Term
(5+ years)
annual
expenditure
$0

$112,000

$117,328

$122,909

CPI

$0

$87,000

$91,139

CPI

$0

$0

$0

—

$0
$0
$0

$0
$25,000
$0

$0
$0
$0

—
—
—

$0

$0

$0

—

$0
$0

$100,000
$0

$153,526
$0

CPI
—

$0

$0

$0

—

$0

$0

$0

$40,000

$41,903

$43,896

CPI

$100,000

$108,160

$116,986

4%*

$0

$0

$0

—

$35,000

$15,353

$16,083

CPI

$45,000

$25,588

$26,805

CPI

$0

$0

$0

—

$332,000

$520,331

$571,344

—

Inflate by
—

Note: (*) CPI and growth at 4%.
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5.4. Accountability
We had previously recommended an on‐going monitoring and evaluation
framework be developed, using a Triple Bottom Line (TBL) framework. The specific
and detailed development of an accountability framework is something to be
developed by staff; at this point we simply suggest some measures that could be
considered in such an accountability framework. These are shown in exhibit 19.
Exhibit 19

Potential measures of accountability
Aspect of
Accountability
Social Sustainability

Economic Sustainability

Environmental
Sustainability

Potential Measures
• Specific ‘annual report’ to Council on the progress of implementation on this arts and
council master plan
• Periodic statistically representative survey of the community asking about satisfaction
with arts and culture initiatives (as well as potentially other community activities if this is
broadened into a general community survey)
• Explore and initiate as appropriate social networking forms of obtaining suggestions and
feedback (blogs, twitter, Facebook)
• Listing of number of arts/culture engagement opportunities available to the community;
demonstrate that the number is growing year by year (include participation, volunteer
opportunities as well as for ‘consumption’ of arts and culture experiences)
• Keeping and reporting upon attendance and utilization statistics for venues and activities:
attempt to determine overall utilization of arts and culture by all community residents
(e.g. 83% of Cambridge residents engage in one or more arts /culture experiences each
year) – note co-opt library and heritage organization in this approach
• Anecdotal stories of engagement and involvement by residents (including youth)
• Recognizing the inter-relationship of the City of Cambridge with the overall Region of
Waterloo, a focus upon the provision of opportunities to residents of the entire Region
• Economic impact assessment of the value of the sector (both public and private sector
aspects) – this would include examination of the total jobs created and supported by the
sector as well as the wages and taxes component of the overall impact
• Tracking of expenditures of organizations supported by the community
• Report from economic development agency showing importance of cultural brand
orientation of community in attracting investment
• Building upon all of the foregoing, a periodic report on the ‘return on investment’ to the
community overall for investments in cultural infrastructure and activities
• Zero carbon footprint operation of municipal facilities
• Encouragement of arts and culture activities that have some environmental learning
connection
• Through the architectural initiatives (e.g. School of Architecture, Design at Riverside,
Venice Biennale [if a possibility]) showcase high standards of environmental design
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These and others, as appropriate, should all be considered in the development of a
TBL accountability framework.
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Appendix A

List of documents reviewed

Policy Documents from the City of Cambridge
• Economic Analysis Update, 2007, Planning Services Department, City of
Cambridge
• Designing the Future: An Economic Development Strategy for the City of
Cambridge, Millier Dickinson Blais, January, 2009 (Executive Summary)
• Cambridge Heritage Master Plan, BRAY Heritage, June 2008
• City of Cambridge Council / Corporate Policy Manual
Arts and Culture Strategies of Other Communities
• Ottawa 2020 Arts and Heritage Plan, 2003, City of Ottawa
• StrathroyCaradoc Cultural Master Plan, 2004, Strathroy District Arts Council
• CulturePlan: A Cultural Strategic Plan for Kitchener, City of Kitchener, 1996
• Culture Plan II, City of Kitchener, 2005
• Creative City Planning Framework, City of Toronto, 2008
• Leveraging Growth and Managing Change, Prince Edward County Strategic
Cultural Plan, 2005
• The Creative City Task Force Report, City of London, 2005
• A Cultural Plan for the City of Orillia: Culture, Community, Economy, City of
Orillia, 2005
• Building a Creative Future – A Plan for Culture, City of Barrie, 2006
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• Cultural Directory, Waterloo Region Arts Council, 2008

Other Studies and Reports Relating to Cultural Planning
• Valuing Culture: Measuring and Understanding Canada’s Creative Economy,
2008, The Conference Board of Canada
• Creative Cities: Principles and Practices, Nancy Duxbury, Canadian Policy
Research Networks, 2004
• Ontario Municipal Cultural Planning Inventory Project, Summary of
Findings, Ontario Ministry of Culture, 2005
Books
• Charles Landry, The Creative City – A Toolkit for Urban Innovators, Earthscan,
2000
• Charles

Landry, The Art of City Making, Earthscan, 2006

• Richard

Florida, The Rise of the Creative Class, Basic Books, 2002

• Richard

Florida, Who’s Your City? Random House, 2008

• Charles

Block, Community – The Structure of Belonging, Berrett‐Koehler
Publishers, 2008

• Andrew Savitz, The Triple Bottom Line, Jossey‐Bass, 2006
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Appendix B

Task Force and Steering Committee Members

This Study was guided by a Task Force whose responsibility was to work directly
with the consultants throughout the project, and a Steering Committee whose
mandate was to coordinate this project along with several others oriented towards
various aspects of community and leisure services. Members of both committees
were:
Members of the Task Force:
Reg Weber, Director, Community Recreation Services and Partnership
Development, City of Cambridge
Jeanette Chippindale, Cambridge Arts and Culture Advisory Committee
Rick Haldenby, Director, Waterloo School of Architecture
Greg Hayton, CEO, Cambridge Libraries and Galleries
Stuart Summerhayes, Cambridge Arts and Culture Advisory Committee
Gwen Stott, Area Manager of Recreation, City of Cambridge
Master Plan for Leisure Services/Facilities Steering Committee
Councillor Karl Kiefer (chair)
Councillor Gary Price
Mayor Doug Craig
Frank Gowman ‐ Commissioner of Corporate Services and City Treasurer, City of
Cambridge (retired)
Steven Fairweather ‐ Commissioner of Corporate Services and City Treasurer,
City of Cambridge (current)
Jim King ‐ Commissioner of Community Services, City of Cambridge
Reg Weber ‐ Director, Community Recreation Services and Partnership
Development, City of Cambridge
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Appendix C

Arts and culture organization inventory

1. Construction of the questionnaire
The inventory questionnaire is the primary tool we used for data collection from the
non‐profit arts, cultural, and heritage organizations that met the criteria for
inclusion in the survey. It is divided into five sections:
• Section 1 ‐ “Your organization’s baseline data”
• Section 2 ‐ “More about your organization”
• Section 3 ‐ “Your events, exhibits, performances, programs or classes”
• Section 4 ‐ “The venues/facilities that you use”
• Section 5 ‐ “Final thoughts”
Each of these five sections is designed to elicit specific information to inform the
development of then Arts and Culture Master Plan. Details of the data captured
within each section of the questionnaire, and the rationale for capturing this data, is
outlined below.
Section 1  “Your organization’s baseline data” is designed to capture key data
on the organization’s longevity, mission, programs and services, operating
season, professional or communitybased status, contact coordinates, and
physical location.
Rationale:
1. The mission and activities of each organization needs to be known to understand
the arts and cultural services that are currently being provided to the residents
of Cambridge.
2. Contact coordinates will facilitate communications among the organizations,
between the City and each organization, and between the public and each
organization when the data is made available as part of a GIS or physical map.
3. The physical location of each the organization is essential for the development of
a GIS or physical map.
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Section 2  “More about your organization” is designed to capture key data on
staffing, volunteerism, membership, operating budgets, earned revenues,
public funding, business sponsorships, and resource sharing among
organizations.
Rationale:
1. Issues of organizational capacity are revealed when data on staffing,
volunteerism, and operating budgets (especially the relationship between
earned revenue and public funding) is assessed in the light of organizational
mission and program activities (as per Section 1 and Section 3 of the
questionnaire). This data then informs Master Plan recommendations related to
enhancing organizational capacity.
2. Levels of business sponsorship will reveal the extent to which the business
community is engaged in supporting cultural activity in Cambridge, and may
inform Master Plan recommendations designed to encourage further business
engagement.
3. Aggregated data on staffing, volunteerism, membership, operating budgets, etc.,
will be collated within the Master Plan and be available for public advocacy and
education concerning the size and strength of Cambridge’s cultural community.
4. Data on organizational partnering and sharing of resources may reveal
partnering models that can be emulated elsewhere in the cultural community, or
partnering opportunities that have yet to be capitalized on.
Section 3  “Your events, performances, classes or programs” is designed to
capture key data on the volume of cultural activity in Cambridge (total events,
exhibits, performances, programs and classes), total public
attendance/involvement in cultural activity, and cultural activity that is
designed expressly for youth or seniors.
Rationale:
1. Each organization’s output of events, exhibits, performances, programs or
classes needs to be known to arrive at an understanding of the total volume of
cultural activity in Cambridge and the balance of activity among the various
cultural providers and cultural disciplines. In addition, this understanding may
inform Master Plan recommendation related to areas of cultural activity where
Cambridge is underprovided.
2. Aggregated data on the volume of cultural activity in Cambridge, audience
attendance/involvement in cultural activity, and cultural activity that is
expressly designed for children, youth or seniors will be collated within the
Master Plan. Along with providing a comprehensive picture of the range of
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cultural activity in Cambridge and the extent of engagement of the residents, this
data will also be available for the purposes of public advocacy and education.
Section 4  “The venues/facilities that you use” is designed to capture key data
on facility use, location, capacity, suitability, cost to the organization, and
organizational needs.
Rationale:
1. Facility‐related issues (especially location, cost, and suitability) are often at the
core of an organization’s ability to service its mission and its community.
Knowledge of these issues as they relate to each organization and to the overall
cultural ecology of Cambridge will inform Master Plan recommendations.
Section 5  “Final thoughts” is designed to provide an openended opportunity
for individuals to communicate their organization’s challenges and
opportunities, and to offer input into strategic directions for the Master Plan.
Rationale:
1. Not every cultural organization in Cambridge will participate in the focus group
sessions. It is therefore essential to provide an opportunity to voice issues and
contribute to the Master Plan.
2. Criteria for inclusion in the inventory
In the data collection process, the inventory questionnaire served as the primary
instrument. In consultation with the Master Plan Task Force, the following criteria
determined which cultural organizations were invited to complete the inventory
questionnaire.
Criterion 1: Surveyed organizations must have as their core mission the public
presentation of cultural programs or events (including tours).
The sole exception to Criterion 1 is arts and heritage service organizations. These
organizations do not present public programs or events. They present programs and
services to other arts and heritage organizations. However, because of the key role
these organizations play in developing the City’s cultural life, they are included.
Criterion 1 excludes arts and cultural groups and clubs that – although they offer a
cultural experience to their members – do not offer programs or events to the wider
public.
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Criterion 1 also excludes churches, elementary and secondary schools, shopping
malls, BIAs, etc., that occasionally present public cultural programs or events, or that
occasionally stage an event that contains a cultural component. Note: This exclusion
does not apply to organizations with a core mission (as cited above) that use churches,
school auditoriums, streets or shopping malls, etc. as their venue.
Criterion 2: Surveyed organizations must have a nonprofit mandate.
Further to Criterion 2, surveyed organizations may have either a non‐profit
professional mandate or a community‐based mandate (i.e. recreational or amateur).
Clarifications and exclusions
The following are clarifications and exclusions vis‐à‐vis the criteria cited above:
1. In addition to non‐profit arts, cultural, and heritage organizations,
extracurricular secondary school drama, dance, and visual arts activity that
otherwise met the criteria cited above was also surveyed, with a focus on activity
that reached beyond the student body or parents of students to a wider
community audience.
2. Individual cultural assets in the public domain that are unattended ‐ such as
historic sites, monuments, archaeological sites, architecturally significant
structures, designated heritage buildings, heritage walking trails, decorative
gardens, works of public art, etc. ‐ were not surveyed. Note: If a society or
organization that is responsible for such an asset(s) provides a public tour or
actively facilitates public access to such an asset(s), that society or organization
was surveyed, further to Criterion 1, above.
3. The City of Cambridge’s Community Services Department was surveyed because
of its provision of arts programs, notwithstanding the fact that the offering of
cultural programs and events is beyond the level of service strictly required of a
municipality under the Municipal Act.
4. For the purposes of the inventory, a “facility” is defined as any space for the
public presentation of an event, exhibit, performance, program or class that is
produced or presented by an organization that meets the criteria cited above. In
addition to purpose‐built cultural facilities, a park, an amphitheatre, a church
basement, or a warehouse space would therefore be considered as a facility.
Because facilities are utilized by cultural organizations, data on facilities (as
defined above) was gathered through the inventory questionnaire.
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3.

Uses of the inventory

The matrix below illustrates how the Master Plan process is informed by data
gathered through the inventory questionnaire and our other research activities (i.e.,
personal interviews and stakeholder focus groups).
In the matrix, the column on the far left, labeled “Strategic Intent” shows the three
primary uses of the data collected in the inventory questionnaire. These three uses
are:
1. Cultural Mapping – This information is the baseline data to identify and locate
arts, cultural, and heritage organizations and activities within a GIS map.
2. Community Identity Building – This data will help to create and reflect the
cultural identity of Cambridge to itself and to world beyond the city’s boundary.
3. Sector Sustainability – These types of data will be critical in ensuring the
ongoing vibrancy and viability of the arts, cultural, and heritage sectors in the
community.
Each of the three Strategic Intents corresponds with certain types of data that will
be collected, as illustrated in the column titled “Tools/Data” resulting from the
inventory. For each of these types of data, the column on the far right, labeled “Uses
for the Tools/Data”, illustrates their potential uses. These potential uses include
tangible applications or “hard products” such as maps and directories. Other
potential uses include “soft products” or benefits such as the identification of gaps
or opportunities for networking.
In sum, exhibit 19 shows why the data has been collected, and how this data will
help to inform the creation and implementation of the strategy.
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Exhibit 19

Uses of the inventory
Note: ACH = arts, culture, heritage

Strategic Intent

1. Cultural Mapping


2. Community
Identity-Building


Tools / Data resulting
from the Inventory
• All kinds of maps,
showing locations of
facilities and
organizations
• Listing of
organizations
• Listing of facilities
and qualitative
assessment
• Identification /
recognition of ACH
unique assets or
clusters
• Identification /
recognition of ACH
themes; storylines etc.
(“community
narrative”)
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‘Hard Products’

Uses for the Tools / Data
‘Soft Products’ (Benefits)

• Walking or driving tours
• Downloadable product
(Podcasts)

• Identification of gaps in
the community for
cultural activities

• Directory of arts, culture,
heritage resources and
facilities

• Encouragement /
facilitation of greater
networking amongst
ACH groups

• Tourism promotion
tools: listing of
• Greater understanding
unique assets on City
of unique strengths,
web site, brochures,
history of community for
etc.
residents
• Potential
•
Greater community

incorporation into
pride
(revised?) brand
• Potentially increased
identity of community
tourism (could be
• Community narrative
quantified)
also informs cultural
mapping product
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• - Economic data on
ACH activities

• Self-assessment of
organizations’
organizational
capacity needs
3. Sector
Sustainability

• Self-assessment of
organizations’ facility
requirements
• Partnership-building
within Cambridge’s
ACH sector
• Participation in wider
network of likeminded communities
(e.g. join Creative
Cities of Canada
Network)

3.
•
•
•
•
•
•
•
•
•
•
•
•
•

• - Economic impact
assessment of ACH
sector (used to sway
hearts and minds of
politicians and
general public)
• Organizational
capacity-building
initiatives:
workshops,
assistance, etc.

• Greater respect,
appreciation for

economic importance of
ACH sector



• Increased sustainability
of organizations in ACH
sector

• Improved or new
facilities (over time)



• Improved service to
community through
improved facilities

• Networking events
(breakfast meetings,
conferences, etc.)
• Joint lobbying
• Joint applications



• Increased sustainability
of sector overall

• Resources and ideas
from other
communities

• Increased sustainability
of sector overall
• Possible link to
community identity
building (through
association with other
creative cities)

Surveyed organizations
Addison Women’s Choir
Armenian Centre
Blues on the East Side
Cambridge Centre for the Arts
Cambridge Arts Festival
Cambridge Arts Guild
Cambridge Library & Galleries
Cambridge City Archives
Cambridge Community Choir
Cambridge Community Orchestra
Cambridge Concert Band
Cambridge Farmers’ Market
Cambridge Fire Hall Museum
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•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•

Cambridge Girls Choir
Cambridge Highland Games
Cambridge Photography Club
Cambridge Kiwanis Boys’ Choir
Cambridge Salvation Army Band
Cambridge Sculpture Garden
Cambridge Writers’ Collective
Canadian Hindu Cultural Society
Cultural Awards Committee
Drayton Entertainment
Forbes Park Music Festival
Frankie’s Song
Galt BIA
Galt Kiltie Band
Galt Little Theatre
Grand Harmony Chorus
Grand River Film Festival
Hespeler BIA
Heritage Cambridge
Islamic Centre of Cambridge
Mayor’s Celebration of the Arts
McDougall Cottage
Mill Race Folk Society
Nova Stage
Pakistan Canada Association
Patches Quilters Guild
Polish Alliance of Canada
Portuguese Club
Portuguese Band
Preston BIA
Preston Music Festival
Preston Scout House Band
Rock the Mill
Santa Claus Parade
School of Architecture – University of Waterloo
Students Promoting the Arts
Studio 30
Trinidad & Tobago Sports & Cultural Club
Waterloo Regional Police Male Chorus
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Organizations that responded to the survey
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•

Addison Women’s Choir
Blues on the East Side
Cambridge Arts Festival
Cambridge Arts Guild
Cambridge Centre for the Arts
Cambridge Community Orchestra
Cambridge Concert Band
Cambridge Farmers’ Market
Cambridge Girls Choir
Cambridge Highland Games
Cambridge Library & Galleries
Cambridge Photograph Club
Cambridge Kiwanis Boys Choir
Cambridge Santa Claus Parade
Cambridge Sculpture Garden
Cambridge Writers Collective
City of Cambridge Archives
Cultural Awards Committee
Forbes Park Music Festival
Frankie’s Song
Galt BIA
Galt Little Theatre
Grand River Film Festival
Mayor’s Celebration of the Arts
McDougall Cottage (Region of Waterloo)
Mill Race Folk Society
Rock the Mill
Students Promoting the Arts
Studio 30
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Appendix D

Benchmarking report

This Appendix reports on the results of a benchmarking exercise looking at other communities that
have undertaken the development of arts and culture master plans, and the types of initiatives and
strategies pursued. This provides ‘grist for the mill’ in terms of the types of actions and strategies
that the City of Cambridge could consider.
The communities examined were all those in Ontario that are commonly known to have developed
a specific arts and culture master plan within the last decade. These were:
‐ Barrie
‐ Orillia
‐ Prince Edward County
‐ London
‐ Chatham-Kent
‐ Toronto
‐ Kitchener
‐ Strathroy-Caradoc
‐ Ottawa
The specific initiatives and actions pursued by these various communities were categorized
according to the following 16 areas:
A. Leadership and Governance: This set of actions examines what municipalities are doing to
provide overall leadership and guidance to their arts, culture and heritage sectors.
B. Facility Development and Provision: Here we look at what communities are doing in terms
of providing and maintaining a network of physical facilities in which arts-related activities can
take place.
C. Program and Product (Experience) Development: Some communities are taking an active
role in helping more actively develop, package and promote their arts, culture and heritage
experiences to residents and visitors, and here we examine activities in this regard.
D. Festivals and Events: This set of actions examines what communities are doing to support
the growth and development of special events and festivals (most of which are integrally
related to arts and culture in the community).
E. Public Art: Many communities regard the support of public art programs to be a tangible and
visible expression of their support for the arts and so here we review what is being done n this
regard.
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F. Community Arts and Heritage Education: This examines what is being done to work with
arts and cultural organizations (as well as other agencies in the community) to help them
develop their educational programs for residents and visitors..
G. Marketing: This area reviews what elements of arts, culture and heritage strategies are
oriented towards better marketing and promotion of activities and events to residents of the
community, as well as visitors from the outside.
H. Economic Development: The work of Richard Florida (and others) suggests that investment
in cultural infrastructure (which attracts the so-called ‘creative class’ who create businesses
and jobs) can be as much an economic development strategy as the provision of industrial
parks and servicing. Here we examine how arts and culture strategies are actively supporting
economic development objectives.
I. Audience Development: We look here at how municipalities are assisting arts and culture
organizations with the development of current and future audiences.
J. Volunteer Development and Recognition: Understanding that volunteers are critical to the
effective and efficient functioning of the overall arts, culture and heritage sector in a
community, this area reviews how communities are assisting with volunteer development and
recognition activities.
K. Information Management: In any community, there is a wealth of information available
concerning arts, culture and heritage organizations, events, activities, etc. This information is
constantly changing. In this section we review how communities are tracking and updating
this information and making it available to users.
L. Funding and Resource Procurement: Here we examine what elements of strategies are
aimed at ensuring that arts organizations have the financial and other resources necessary to
fulfill their mandates.
M. Market Research: Any initiatives that municipalities have put in place to assist organizations
with audience research are tracked here.
N. Accountability: This section examines activities to track the success of the overall strategy,
and to report back to the arts and culture community as well as the general public, on the
success and effectiveness of initiatives.
O. Advocacy: Anything that the community is doing to participate in larger advocacy initiatives
that may benefit the arts, culture and heritage communities beyond the immediate municipality
is captured here.
P. Sector Training and Development: Efforts by municipalities to help develop capacity within
arts, culture and heritage organizations are noted here.
Obviously there is some overlap between these areas of initiative. For example, a specific initiative
that is classified under ‘sector training and development’ might equally be seen to be ‘leadership
and guidance’. At the end of the day, what is fundamentally important is that the strategy, action or
initiative is captured somewhere in the review.
One other point – while there may be other ways to categorize and conceptualize the inventory of
actions that may constitute a particular ‘arts and culture master plan’ in a community, the
framework above does appear to be reasonably comprehensive in terms of covering the major
areas of action. Moreover, these various areas are logically interconnected and mutually
supporting, as suggested by the accompanying diagram:
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INTERRELATIONSHIPS OF MASTER PLAN ELEMENTS

A. Leadership &
Governance

POLICY
LEVEL

DIRECT
PROVISION

SECTOR
SUPPORT

H. Economic
Development

N. Accountability

O. Advocacy

B. Facility
Development &
Provision

C. Program &
Product
Development

D. Festivals &
Events

F. Arts & Heritage
Education

RESOURCES

J. Volunteer
Development &
Recognition

G. Marketing

I. Audience
Development

L. Funding &
Resource
Procurement

P. Sector Training
& Development

E. Public Art
Policy

M. Market
Research

K. Information
Management

As suggested by the diagram, there are four ‘levels’ at which a master plan operates. The first is at
the policy level, in providing leadership and guidance (including being accountable) in a number of
areas. A second level lies in the direct provision of facilities, programs, events, etc. that can be
used by or ‘participated in’ by arts culture and heritage organizations or the general community. A
third level is ‘sector support’ consisting of a number of areas in which the municipality can provide
supportive assistance to the arts, culture and heritage sector. A final area we have called
‘resources’, as we are concerned here with the procurement of financial and other resources
(including ‘information’) for arts, culture and heritage organizations. At each of these four levels,
the individual boxes (which correspond to the categories identified in the best practices review)
contain initiatives within that particular set of concerns or area of activity. The connecting lines
between the boxes show the more important interrelationships between the various areas of
strategic concern. As the diagram conveys, an arts, culture and heritage master plan or strategy is
a mutually consistent and supporting system of strategies and initiatives in all these areas.
Charts
The accompanying charts show in detail the specific strategies identified within this framework, and
which of the various municipal strategies reviewed contain these elements. The check mark
system contained in the charts is coded as follows:
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√√√
√√
√

Action or initiative is a major strategic underpinning of the strategy
Action or initiative is a endorsed and recommended within strategy
Action or initiative is mentioned within strategy (as worthy of review or
consideration, but not necessarily recommended)
Not mentioned in strategy

Summary: Most Common Strategies
The strategies most frequently appearing in arts and culture master plans are outlined in the chart
below (these are strategies where half or more of those communities benchmarked had articulated
this as an element of their strategy).
Area
Action or Initiatives
Leadership
Having municipal arts and heritage policy in place
and
Specific cultural development department or officer in place
Governance
Advisory group or coalition established
Holding periodic arts / culture issue forums
Integration of ‘heritage’ with ‘the arts’ in policy approaches
Ensuring coordination amongst all city agencies regarding arts and culture
initiatives and activities
Establishing a youth advisory group (to Council) for arts and culture activities
Facility
Maintaining primary performing arts centre in community
Development
Ensuring a wide range of facilities available in community for smaller visual and
and Provision performing arts activities
Ensuring collections and storage facilities in place for heritage groups
Festivals and
Ensure that a year-round series of special events and activities in place
Events
Participate in Doors Open
Public Art
Develop a public art strategy
Marketing
Develop a marketing strategy for the arts
Establish a ‘cultural brand’ within the community
Encourage partnerships with the tourism industry
Develop an arts/culture/heritage marketing web site
Economic
Develop and promote notion of a ‘cultural hub’
Development
Ensure that economic development strategy has an element of attracting the
‘creative sector’
Estimate and track economic impact of arts/culture/heritage in community
Information
Develop web site for use of organizations and individuals in the
Management
arts/culture/heritage sector
Cultural inventory / mapping – ensure collection of relevant and updated
information on arts, culture, heritage resources and activities in community
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Funding and
Resource
Procurement
Accountability

Ensure through stabilization grants or annual funding, sustainability of existing
arts and culture organizations
Provide capacity-building support to arts/culture/heritage organizations
Establish community endowment fund for arts and culture
Develop and utilize accountability framework for arts/culture/heritage master
plan

Note that the initiatives mentioned above reflect only the most common initiatives and strategies
seen in other plans. Accordingly they suggest strategies that should be strongly considered in
the development of Cambridge’s own arts and culture master plan. As well, though, this
benchmarking review has identified myriad other activities and initiatives that may make sense for
Cambridge and that also should be considered (e.g. an artist-in-residence program, volunteer
development activities, etc.).
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Barrie

Orillia

Prince
Edward
County

London

ChathamKent

Toronto

Kitchener

SrathroyCaradoc

Ottawa

√√√

√√√

√√√

√√√

√√

√√√

√√√

√√

√√√

√√

√√√

A. LEADERSHIP AND GOVERNANCE
Municipal Arts and/or Heritage Policy: Communities need
an articulated policy and associated Vision and strategy
outlining the specific areas in which they support arts and
culture in the community at the local or regional level.
Vision Statement Reflection: Ensure that Vision Statement
for community reflects importance of culture or references
the notion of being a 'creative city'.
Cultural Development Department or Office: A specific
Cultural Development Office or agency (CDO) is required to
provide oversight, coordination and guidance to the arts and
culture sector in the community.
Advisory Group or Coalition: Ensure that the community
has input into arts and culture policy matters through an arts
advisory group(s) or a widespread umbrella coalition.
Youth Advisory Group: Establish a specific Youth Advisory
Group to advise Council on the specific interests and
concerns of youth.
Multicultural/Diversity/Intergenerational Viewpoint:
Ensure that a broad focus encompassing the full diverse
range of viewpoints and perspectives in the community is
represented in all decisions relating to arts policies, facilities
and programming.
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√√

√√√

√√√

√√

√√√

√√

√√√

√√√

√√√

√√√

√

√

√

√√

√√√

√√√

√√√

√√√

√√√

√

√

√√

√

√√√

√√√

√√
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Barrie

Sensitivity Training for Municipal Staff: Hold periodic
sensitivity training sessions for municipal staff to ensure they
are sensitive to needs of diverse communities in their ongoing work with the community in arts and culture matters.
Arm's Length Funding: Fund arts and culture groups
through an arm's length funding organization that is close to
the understanding the true needs of arts groups, rather than
directly through Council.
Cultural Summit: Host an annual (or regular) cultural
summit or Artsweek to discuss issues of importance to the
arts and culture sector.
Issue Forums: Host periodic forums on topics of interest to
the arts and culture sector (e.g. leadership development,
capacity-building, marketing, working with the media, etc.)
Arts Community Socials: Host informal gatherings of the
arts community to encourage networking.
Integration of 'Heritage' with the Arts: Ensure that the
interests and concerns of the heritage community are
integrated with arts and culture policy.
Cultural Networking: Encourage arts and cultural
professionals to be represented on the Boards of community
and business groups (e.g. Library Board, downtown
management , chamber of commerce, economic
development committee, etc.)

TCI Management Consultants

Orillia

Prince
Edward
County

London

ChathamKent

Toronto

Kitchener

SrathroyCaradoc

Ottawa

√√

√√√

√√√

√

√

√

√√√

√

√

√√√

√√√
√√

√√√
√√√

√√

√

√√

√√

√√√

√√√

√

√
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Expertise-Sharing at the Board Level: Encourage those
on Boards of cultural organizations in the community to
network and share expertise with one another.
Ensure Coordination Amongst All City Agencies:
Ensure regular communication and cooperation between the
City arts and culture agency (in whatever form) and other
City Departments (e.g. Planning, Economic Development,
Parks, etc.)
Civic Arts / Heritage Awards: Recognize the importance of
the arts by establishing a juried civic arts awards program.
Artist-in-Residence: Sponsor an annual artist-in-residence
or Poet Laureate program (possibly in different types of
media).
Media Handbook for Artists: Create a media handbook for
local artists to assist them in using and working with local
media to expand awareness and interest about their work.
Mentoring / Coaching Program: Establish mentoring or
coaching program to match cultural and business
professionals in area (who may be retired) with
organizations or individual artists needing support.
Establish Benchmark 'Year of Creativity': Identify a
particular year that will be devoted to arts, culture, creativity,
and develop a series of events, activities, leading up to and
including that year.
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Orillia

Prince
Edward
County

London

ChathamKent

Toronto

√

√

√

Kitchener

SrathroyCaradoc

√

√

√√

√√√

√√√

√√√

√

√√√

√√√

√

√√

√√√

Ottawa

√

√√

√√√

√√√

√

√√√

√√√

√
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Orillia

Prince
Edward
County

Link to Official Plan: A specific section of the Official Plan,
dealing with policies to ensure the development of a
creative city (e.g. heritage preservation, cultural precinct
identification, etc.) is created.
Creative City Network of Canada: Demonstrate
commitment to the sector by becoming a participating
member of the Creative City Network of Canada or similar
organization.

London

ChathamKent

√√

Toronto

Kitchener

√√√

SrathroyCaradoc

Ottawa

√√√

√√

√

√√√

√√√

√√√

√

B. FACILITY DEVELOPMENT AND PROVISION
Primary Performing Arts Centre: Provide major municipal
performing arts facility(ies) for community use.
Ensure Range of Other Facilities for Community Use:
Ensure that the community has available a range of other
performing and visual arts facilities to suit the needs of a
variety of users.
Public Square for Arts Programming: Develop and
program a public square or central space in the community
for arts and culture programming.
Upgrade Existing Facilities: Where required, support the
physical upgrading of arts and culture facilities throughout
the community.

TCI Management Consultants

√√

√

√

√√√

√√

√

√

√√

√√√

√√

√

√

√√

√√√

√

√

√

√√√

√√√

√√√
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Use Spaces in Public Buildings to Profile Local
Artists: Through a juried process, use public spaces to
display works of emerging and established local visual
artists.
Develop New Facilities to Respond to Community
Demand: Continually review need for new arts and
culture facilities and develop these as required, including
acquisition of strategic properties that may be suitable for
such purposes.
Live/Work Spaces for Artists: Provide reasonable-cost
live work spaces for local artists and craftspersons.
Develop and Support a Major Museum Facility for the
Community: Allocate funding for the development and
on-going support of a facility devoted to the history,
heritage and cultural life of the community.
Cultural History Development: Support initiatives such
as oral histories collection, videotapes of local industry
operations (especially those related to the history and
traditions of the area), bibliographies, archives
development, etc. to record and protect the cultural
history of the community.
Historical / Cultural Hall of Fame: Establish a 'Hall' or
'Walk of Fame' for cultural / industrial innovators and
notables in the area.
Acquisitions Policy and Budget: Ensure that there is a
policy and acquisitions budget for heritage, arts and
culture in the community.
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Orillia

Prince
Edward
County

London

ChathamKent

Toronto

√

√

Kitchener

SrathroyCaradoc

Ottawa

√√√

√√

√√√

√√√

√√√

√√√

√√√

√

√√√

√√√

√√√

√√√

√√√
√√√

√√

√√√
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Prepare Heritage / Archaeological Master Plan:
Develop a plan for the stewardship and development of
the heritage and archaeological resources of the
community.
Collective Facilities: Ensure that the unique storage and
collections-related facility needs of community arts
organizations are met through shared space and
services.
Emergency and Disaster Readiness Plans: Ensure
that there is such a plan in place for City-owned arts,
culture and heritage assets.
C. PROGRAMING AND PRODUCT (EXPERIENCE)
DEVELOPMENT
Develop Cultural Packages: In concert with the tourism
industry, develop more packages and experiences for
visitors and residents alike. Themes could be industry
tours, walking tours, haunted history, cultural
experiences, culinary experiences, etc. etc.
Integrated Interpretive Experience(s): Develop
integrated interpretive opportunities that tie together
several of the linked arts, culture, heritage experiences in
the region into an overall experience.
Central Booking Service: Establish a central booking
service for arts and culture activities and packages.
Aboriginal Focus: Where possible and appropriate,
encourage the development of aboriginal events, facilities
and other expressions of culture.
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Orillia

Prince
Edward
County

London

ChathamKent

Toronto

Kitchener

SrathroyCaradoc

√√√

√

√√

√√

Ottawa

√√√

√

√√√

√√√

√

√√√

√

√√√

√√

√

√
√
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Orillia

Prince
Edward
County

London

ChathamKent

Toronto

Kitchen
er

SrathroyCaradoc

Ottawa

D. FESTIVALS AND EVENTS
Events as Economic Generator: Support and
encourage events that maximize economic spinoff to the
community.
Year-Round Events: Develop a series of events that are
year-round.
Develop 'Lending Bank' of Events Supplies: Create a
supply of equipment that is frequently used for events
(sound equipment, staging, tables, etc.) and make this
available at low or no cost to community organizations
hosting events.
Heritage Fairs: Create Heritage Fair event profiling the
history and cultural life of the community.
Doors Open Event: Hold an annual Doors Open event to
involve public in arts, culture, and heritage aspects of
public spaces.

√

√√√
√

√√

√

√√√

√√

√√√
√√√
√

√

√

√

√

E. PUBLIC ART
Hold Design Competitions for Public Art: As a means
to promote public art and generate interest and
excitement, hold public design competitions for major
public artworks.
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√√√

√√

√
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Public Art Strategy: Design and implement a policy /
plan to encourage public art throughout the City (often the
1% policy).

Barrie

Orillia

Prince
Edward
County

London

√√

√√

√

√√√

ChathamKent

SrathroyCaradoc

Toronto

Kitchener

Ottawa

√√√

√√√

√√√
(2%)

√√√

√√√

F. COMMUNITY ARTS & HERITAGE EDUCATION
Encourage Arts Education Programs: Encourage
existing organizations to develop curriculum-based arts
education programs.
Encourage Heritage Education Programs: Encourage
existing organizations to develop curriculum-based
heritage education programs.
Lifelong Learning: Encourage arts and heritage
organizations to adopt a 'lifelong learning' approach to
educational activities.

√
√√√

√√√
√√√

G. MARKETING
Marketing Strategy for the Arts: Develop a marketing
strategy for the arts for both internal and external
audiences.

TCI Management Consultants

√

√

√√

√√

√√

√√√

√√√

√√

√√√
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Orillia

Establish 'Cultural Brand' in Community: Develop a
specific brand identity under which arts, culture and
possibly heritage experiences and facilities can be
promoted.
Partner with Tourism Industry: Work actively with local
DMOs and the tourism industry to promote the arts,
culture and heritage resources of the area.

√

Prince
Edward
County

London

ChathamKent

Toronto

Kitchener

√

√√

√√

√√

√√√

√√

√√

√√√

√

Press Releases: Issue periodic press releases relating to
cultural activities and events in the community.
Welcome Packages: Provide welcome packages to new
residents and businesses to the community, that
introduces them to the various cultural opportunities
available.

Community Arts Report: Establish a regular 'arts report'
for the community on broadcast or print media (possibly
news insert).
Community Arts/Culture Magazine: Publish a regular or
semi-regular magazine featuring topics of interest, new
developments, etc. to the arts and culture sector.
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Ottawa

√√√

√√√

√√√

√√

√

Local Kiosks Promoting Events: Develop local kiosks
for key strategic areas where information on events and
activities can be posted.
Downtown Storefront for Arts & Culture: Use an empty
storefront downtown to feature arts and culture events in
the community, new developments, etc.

SrathroyCaradoc

√√√

√√√

√√√
√√√
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Community Quilt or Similar Art Project: E.g.
commission a community quilt, with individual squares
contributed by local organizations or individuals, to reflect
themes of local history and culture.
Gateways and Signage: Develop gateways into the
community, and signage throughout, that reflect the
cultural and historic nature of the community.
Marketing Web Site: Ensure arts and culture content
and information on municipal web site; support separate
arts culture web site if developed.

Orillia

Prince
Edward
County

London

ChathamKent

Toronto

Kitchen
er

SrathroyCaradoc

Ottawa

√√√

√√√
√

√

√√

√√

√√√

√√

√√√

√√√

√√√

√√√

H. ECONOMIC DEVELOPMENT
Downtown Focus: Downtown is the logical focal point for
investment in arts and cultural activities, as it is the focal
point for visitors and the community overall, and
investment downtown will increase vitality in the
commercial core, increasing property values and
assessment.
Cultural Precinct (Hub): Establish and promote a
'cultural zone' in the community, having a critical mass of
cultural facilities in one area, as the cultural precinct or
'hub' of the community.
Develop Cultural Nodes Outside Hub (Spokes): Where
possible, develop cultural product in geographical areas
outside the 'hub' and develop linkages to these areas.

TCI Management Consultants

√√√

√

√

√√√

√

√√√

√√

√√√

√√√

√√√
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Develop Cultural Corridors: Where possible, develop
cultural product in corridor areas in the community where
there is sufficient critical mass of arts, culture and
heritage resources.
Heritage Conservation Districts: Where feasible,
develop and promote Heritage Conservation Districts as
key elements of the cultural history of the community.
Heritage Façade Improvement Grants: Institute a
program of matching-fund grants to encourage façade
improvements in heritage structures.
'Creative Class' Attraction: Develop specific
component of economic development strategy that is
targeted upon encouraging those in the 'Creative Class'
to come to the community. Identify and develop job
opportunities for these individuals.
Creative Sector Business Development: A component
of economic development strategy is aimed at building
promoting the community to creative businesses (e.g. the
film and new media sectors) and trying to encourage
investment from that source.
Developer Incentives: Create financial incentives for
developers to include provision for arts and heritage in
new buildings (i.e. display space, public art, heritage
theming, etc.).
Arts/Business Incubator: Establish an incubator facility
(at lower cost, possibly with financial incentives) to
encourage arts-related businesses in the community.

TCI Management Consultants

Orillia

Prince
Edward
County

London

ChathamKent

Toronto

Kitchener

√√√

√√

SrathroyCaradoc

Ottawa

√√√

√

√√√
√√√

√√

√√

√√√

√√

√√√

√√√

√√√
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Economic Impact: Investment in arts and culture is
recognized as having spinoff and multiplier advantages in
the community as it brings in visitors and their
expenditures. The current value / economic impact of the
arts is recognized and articulated.

√√√

Orillia

Prince
Edward
County

London

√

√

ChathamKent

Toronto

Kitchen
er

√

√

SrathroyCaradoc

Ottawa

I. AUDIENCE DEVELOPMENT
Encourage New Audience Development: Encourage
the awareness, interest and involvement of others in the
community to arts, culture and heritage activities.
Short Story / Essay Contest: In the schools, sponsor a
short story or essay contest on themes relating to local
history and culture.
Discover Your Community' Event Map for
Schoolchildren: Develop a history / event map for
schoolchildren in the community (could be built around
'treasure hunt' or geocaching concept).
Youth Passport: Develop a low-cost youth passport to
the areas cultural attractions and events, and market
accordingly.

√

√√√
√√√

√√√

√√√

√

J. VOLUNTEER DEVELOPMENT AND RECOGNITION
Volunteer Development: Assist arts and culture
organizations in the development and recognition of
volunteers.
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√

√√

√√√
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Orillia

Prince
Edward
County

London

ChathamKent

Toronto

Kitchener

SrathroyCaradoc

40 Hours Community Service High Schools: Work with
arts and heritage organizations to identify opportunities
for volunteer projects for students to apply against the '40
hours' requirement.

Ottawa

√√√

K. INFORMATION MANAGEMENT
Web Site: Develop web site for use of cultural sector
(could be intranet component of marketing web site)
where tools, forms, etc. are available to cultural sector
organizations; possibly enable organizations to upload
own materials.
Inventory Media and Arts Writers: Establish an
inventory / directory of media representatives and
individuals writing on arts and culture issues.
Cultural Inventory and Mapping: Ensure collection of
relevant and up-to-date information on the cultural sector.
Create Data Base of Individuals: Create data base of
individuals who are active and/or expert in arts, culture
and heritage in the community (and their specialties).

√

√√

√√

√√

√

√√√

√√√

√

√√√
√

√√

√√√

√√

√√√

√√√

L. FUNDING AND RESOURCE PROCUREMENT
Establish per capita funding target for arts and
culture initiatives: Establish a per capita amount that will
determine the overall amount of City budget that will be
allocated towards arts, culture and heritage activities.

TCI Management Consultants

√√√

√√√
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Financial Stability of Arts Organizations: Ensure,
through stabilization grants or annual funding,
sustainability of existing arts and culture organizations.
Maximize Participation of Other Levels of
Government: Obtaining the maximum amount of support
possible from other levels of government.
Encourage Interaction Between For-profit and Notfor-Profit Arts Groups: Recognizing potential for
strategic partnerships between the for-profit and not-forprofit sectors, encourage dialogue and coordination
between the two sectors.
Mount Private Sector Partnership Campaign: Develop
and implement campaign to encourage private sector
partnerships to support arts and heritage initiatives and
facilities.
Organizational Capacity-Building: Work with existing
arts and culture organizations to encourage good Board
governance and general management practices, and thus
long-term sustainability.
Revolving Loan Fund: Establish a revolving loan fund
for arts and culture organizations that might experience
difficulties at certain times of the year, or encounter
unexpected difficult situations.
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Orillia

Prince
Edward
County

ChathamKent

SrathroyCaradoc

Toronto

Kitchener

√√√

√

√√

√√

√

√

√

√

√√

London

√√

Ottawa

√√√

√

√

√

√√√

√√

√√

√√√

√√√
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Establish Community Endowment Fund: For a variety
of arts and culture purposes in the community (often for
new or innovative projects).
Reserve Fund for New Arts and Heritage Facility
Development: Establish a Reserve Fund for new
facilities in future.
Angel Fund: Establish an 'Angel Loan Fund' to
encourage and support new private businesses in the
cultural sector.
Seed Grants for Individuals Artists: Establish a seed
fund to provide grants to local artists showing promise.
Rental Subsidy Program: Establish a rental subsidy for
local artists showing promise.
Cultural Industry Tax Incentive Zones: Investigate the
feasibility of establishing zones where cultural industries
are encouraged in the community.
Establish Heritage Fund: Income generated by City
owned heritage properties goes into a fund to support the
further protection and restoration of other heritage
properties.
DMF Funding: Use a portion of the Destination
Marketing Fee (when implemented) to fund the
development and promotion of arts and cultural initiatives.

TCI Management Consultants

Orillia

Prince
Edward
County

London

√

√

√√

ChathamKent

Toronto

Kitchener

√√√

√

SrathroyCaradoc

Ottawa

√√√
√
√√√
√√√
√

√√√

√

√√√

√

√√√

√√√

101

Barrie

Orillia

Prince
Edward
County

London

ChathamKent

Toronto

Kitchen
er

SrathroyCaradoc

Ottawa

M. MARKET RESEARCH
Visitor Surveys: Undertake regular visitor and
attendance surveys at arts and culture events to
determine behavior patterns, visitor characteristics, etc.

√

√

√√√

N. ACCOUNTABILITY
Develop Accountability Framework: Measure and
evaluate cultural activity and growth and report to Council
and community regularly.

√√

√

√

√√√

√√√

O. ADVOCACY
Obtaining Greater Federal / Provincial Funding:
Become involved in advocacy efforts to increase the
grants or funds provided to municipalities for cultural
development (e.g. a portion of the taxes on creative
industries in going back to municipalities to fund creative
initiatives).
Arts Programs in Schools: Encourage the provincial
Government to provide arts education at all levels in the
school system.
Stronger Heritage Legislation: Lobby the provincial
government to strengthen existing heritage legislation.
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√

√

√√√

√√√

√
√√√
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Retail Sales Tax Diversion: Join with other
municipalities to approach the provincial government to
support the diversion of a portion of the retail sales tax
collected in the area for cultural purposes.
Development Charges Expanded Applicability: Lobby
the provincial government to enable development
charges collected to be used for cultural projects and
facilities.
GST Diversion: Join with other municipalities to
approach the federal government to support the diversion
of a portion of the GST collected in the area for cultural
purposes.
Better Tax Treatment of Donations in Support of
Culture: Lobby federal government for better tax
treatment of individuals supporting cultural causes.

Orillia

Prince
Edward
County

London

√

ChathamKent

Toronto

Kitchen
er

SrathroyCaradoc

Ottawa

√√√

√√√

√

√√√

√√√

P. SECTOR TRAINING AND DEVELOPMENT
Annual Cultural Industries Career Forum: Hold an
annual forum for youth to present and discuss career
opportunities in the arts and culture sector.
Creative Youth Internships: Arrange internships for
youth with local businesses and organizations in the arts,
culture and heritage sectors.
Hospitality Training: Encourage hospitality training for
front-line staff in cultural establishments hosting guests
and visitors.

TCI Management Consultants

√√√
√√√
√√√
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Appendix E

Summary of workshop deliberations

T

he following chart summarizes the most common strategies that
emerged from the SWOT and analysis of the current situation. The
strategic directions that are presented are recommendations that
emerged from the stakeholders and the public consultations.

Policy Area
Location and geography

Downtowns – Galt,
Hespeler and Preston

Demographics

Built Form, Cultural
Facilities, Collections

Potential Strategic Direction
• The Grand River is an underused resource and powerful presence that needs to be featured
and capitalized upon; the best cities worldwide take advantage of water and riverscapes.
River integration plans need to be developed that address key issues of the interrelations
of public and private use of the space.
• There is an opportunity to take greater advantage of rail links that exist and link to larger
population centres.
• The communities of Galt, Hespeler and Preston need to be seen as neighbourhoods within
the larger community.
• There is a need to make downtown safer at night; encourage restaurants to stay open
longer to increase street vitality and security.
• Downtown revitalization and beautification policies need to be encouraged. The BIAs are
doing things, these actions need to be encouraged, particularly to encourage safe,
aesthetically attractive and clean communities.
• A demographic shift is now underway (i.e., the ageing of the boomer generation) is not
being seen as the demand generator that it could be.
• Seniors are about 1/3 of population; there should be a state of the art facility to serve
them.
• Cambridge would have to work on something a bit different to increase demand. The
market is empty 6 ½ days; there could be an ethnic market featuring different people,
different cultures, different age groups to use public spaces. People would like to
experience different food, dance, fashions, etc.
• The cultural facilities needs should be driven by the Master Plan’s gap analysis, with better
gallery and performance spaces developed as the City grows.
• The Drayton Theatre facility is a wonderful opportunity that needs to be carefully
assessed, including the cost of community access and ways to allow the community to use
the facility.
• A clear response to Bill 51 and Places to Grow legislation is needed which allows for design
reviews, and quality based assessments of development proposals.
• There is a need to designate more heritage buildings which are at risk of being replaced.
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Artists

Programs, Festivals,
Events

Public Art, City
Beautification

Cultural Tourism

• Urban design guidelines are needed to help upgrade built form and streetscapes.
• To have a large theatre to rent by performing arts groups would be excellent. Renting of
churches is proving expensive.
• Artist studios are needed to provide inexpensive space for emerging and established
artists. These spaces can function as interesting focal points in the community which
provide economic benefit. Eden Mills is a good example which shows it also has tourism
potential. Milo Schantz gave free space to artists to encourage development of St. Jacobs.
• There is a need for more exhibit space for visual artists. This could be part of an artists’
studio centre.
• There is an opportunity to commission local artists to create the City’s protocol gifts as
well as contribute to a pubic art policy.
• There needs to be a directory of local artists
• There needs to be mentoring and coaching opportunities for emerging artists re: business,
finance, marketing, sales, etc.
• The need for increased support for arts and cultural programs, festivals and events is
clearly recognized.
• There is an opportunity to take the Mill Race Festival to another level. More City support
for “Rock the Mill” (a “battle of the bands” event held in Dickson Park) is also needed.
More City funding is needed to take these events to the next level.
• The Grand River Film Festival needs to be more narrowly focused. It is trying to be a mini
Toronto Film Festival. “Red carpets and parties”.
• There is a need to develop a community festival over the course of 3 – 4 days in the
summer that will bring tourism and attention of the community (e.g., busker festival in
Waterloo, Kitchener Blues Festival)
• More programming of Civic Square is needed (e.g., Kid’s Day, Movie Nights).
• A juried visual art and craft show held indoors each year (Christmas season?) would be a
wonderful initiative.
• No busking bylaw in Cambridge that the Councilor is trying to change.
• There is an opportunity for more active use of the market, they could encourage
“managed busking.”
• Some additional groups would like to be involved with Mayor’s Celebration of the Arts.
• There should be more partnerships between local sites, more free music events, perhaps
similar to Summerfest in London that offers cultural foods, dance, crafts, etc.
• A one-percent-for-art policy has been discussed in the past by Council, but not yet
embraced. A public art policy is needed. Public art occurs now on an ad-hoc basis
• Stronger design standards are needed for Cambridge. The gateway architectural
experience when approaching downtown Cambridge via Hespeler Road is strip commercial
development. How did this happen?
• Bonusing provisions should be available for development projects which encourage public
investment.
• There is great potential for cultural tourism in the region; there is a big gap with
Cambridge in the middle of Stratford, Shaw, wineries, etc. Cambridge has a beautiful
urban structure, there is a possibility of focus around music, design, and the visual arts
market.
• The City should participate in a region-wide cultural tourism initiative.
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Attitudes, Image,
Community Values
Marketing, Awareness,
Communications

Municipal Policies,
Programs

Funding

• The City lacks confidence in itself which holds back its willingness to pursue a more
grandiose vision and investment in the arts.
• Cambridge’s communications, branding and messaging all need development. Some find
the website is not friendly.
• A Community web site is required with accessibility for all; it needs to include a calendar
so competing events not scheduled at the same time.
• The Bernice Adams Awards are highly regarded and need higher profile.
• Additional cultural staff, funding, and policies are all needed to support the development
and implementation of arts and cultural policies.
• The City needs to build capacity within the cultural community to enable the cultural
community to give something back to the residents of Cambridge.
• The City embraces a community development philosophy for the delivery of community
services, in which the City enables the community to provide the services it seeks. This
should be the basis for the delivery of arts and culture too.
• There needs to be a well articulated and clear vision for development of the arts and
culture sector. The strategy should be simple and should be phased in over time.
• There is a need to recognize Inter-municipal realities where necessary. Coordinate and
collaborate where necessary with other partners.
• There is a need to embrace and utilize civic engagement as an effective planning process.
• There is a great need for more funding for arts and culture in the city. There is a need to
secure continuous funding for small organizations particularly.
• There is a need to establish the security of the sculpture garden site and develop a paid
position for managing the site. Long term care of the collection is also needed.
• There needs to be sustainable funding for youth arts groups.
• Coordinate efforts of promoting arts organizations for increased recruitment and
volunteers.
• There needs to be coordination of activities, fundraising and cultural programs within the
sector.
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Leadership,
Coordination,
Partnerships

• There is a need or opportunity for the Cambridge Chamber of Commerce to take a more
proactive role in supporting cultural development.
• Waterloo Regional Tourism Marketing Corp. can be key to cultural tourism. There is a need
to cooperate with it.
• Civic cultural staff is needed (i.e., development staff), but this is difficult to achieve.
• The City has been the leader. Looking ahead, what is needed most is more investment.
• A forum is needed to draw the leaders of the cultural community together.
• Need more coordination of the various arts, culture groups
• Who’s managing Queens Square and the use of its space, it’s no one’s job to look at the
public space. People should be given responsibility for managing public space – Central
Park in NY, good consortium of public and private use of space.
• There is a good foundation for collaboration amongst institutions which could extend
further afield. There is a need to encourage and develop collaboration among outside
groups; e.g., the gallery and arts centre are fabulous example and use of city space; there
should be promotion of cultural collaboration.
• Need for greater communication and interaction among the arts communities.
• There is a need for commitment of all members of Council to the arts.
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Appendix F

Community survey summary

In September and October 2008, a web-based survey questionnaire was posted on the City of
Cambridge web site. The following pages contain the summary results from the 99 responses
collected.
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Cambridge Arts, Culture & Heritage Survey
1. Are you a member of, or subscriber to, any arts, culture, or heritage organizations based in the City of Cambridge?
Response
Percent

Response
Count

Yes - go on to Question 2

68.1%

64

No - skip to Question 4

31.9%

30

answered question

94

skipped question

5

Response
Percent

Response
Count

Cambridge Centre for the Arts

37.9%

25

Armenian Centre

0.0%

0

Cambridge Galleries

27.3%

18

Cambridge Community Orchestra

6.1%

4

Cambridge Concert Band

1.5%

1

Cambridge Highland Games

3.0%

2

Cambridge Libraries

63.6%

42

Cambridge Sculpture Garden

4.5%

3

Forbes Park Music Festival

7.6%

5

Galt Kiltie Band

1.5%

1

Galt Little Theatre

10.6%

7

Grand River Film Festival

6.1%

4

Mill Race Folk Society

10.6%

7

Nova Stage

3.0%

2

Other - go to Question 3

31.8%

21

answered question

66

skipped question

33

2. Which organizations do you belong or subscribe to?

Page 1

3. Which other organizations do you belong to? (list up to 3)
Response
Percent

Response
Count

1.

100.0%

35

2.

48.6%

17

3.

28.6%

10

answered question

35

skipped question

64

4. Are you a member of, or subscriber to, any arts, culture, or heritage organizations based elsewhere in Waterloo region?
Response
Percent

Response
Count

Yes - go to Question 5

22.0%

20

No - skip to Question 6

78.0%

71

answered question

91

skipped question

8
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5. Which organizations based elsewhere in Waterloo region do you belong to? (list up to 10)
Response
Percent

Response
Count

1.

100.0%

22

2.

36.4%

8

3.

13.6%

3

4.

9.1%

2

5.

4.5%

1

6.

0.0%

0

7.

0.0%

0

8.

0.0%

0

9.

0.0%

0

10.

0.0%

0

answered question

22

skipped question

77

6. Do you volunteer with any of the arts, culture, or heritage organizations that you have listed above?
Response
Percent

Response
Count

Yes - go on to Question 7

40.7%

37

No - skip to Question 8

59.3%

54

answered question

91

skipped question

8
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7. What type of volunteer involvement do you have with these organizations? (check as many as apply)
Response
Percent

Response
Count

On the Board of Directors

61.1%

22

Assist in organizing events

80.6%

29

Fundraising

63.9%

23

Other (please specify)

13

answered question

36

skipped question

63

8. Are you employed (not as a volunteer) in the arts, culture, or heritage sector (part time or full time)?
Response
Percent

Response
Count

Yes - go on to Question 9

33.3%

31

No - skip to the next page of this
questionnaire

66.7%

62

answered question

93

skipped question

6

Response
Percent

Response
Count

Administrator / Manager

42.5%

17

Artist / Performer / Craftsperson

47.5%

19

Event Organizer

7.5%

3

Fundraiser

2.5%

1

Other (please specify)

9

answered question

40

skipped question

59

9. Please check the item below that best describes your main occupation:
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10. As you look ahead, what are up to three greatest challenges facing the future of arts, culture, and/or heritage in Cambridge?
After identifying each challenge, you are welcome to propose how each challenge could be addressed.
Response
Percent

Response
Count

Challenge #1:

100.0%

42

How to Address Challenge #1:

83.3%

35

Challenge #2:

83.3%

35

How to Address Challenge #2:

66.7%

28

Challenge #3:

71.4%

30

How to Address Challenge #3:

61.9%

26

answered question

42

skipped question

57

11. What are the three greatest opportunities for arts, culture and/or heritage in Cambridge? After identifying each opportunity,
you are welcome to propose how each opportunity could be realized.
Response
Percent

Response
Count

Opportunity #1:

100.0%

33

How to Realize Opportunity #1:

63.6%

21

Opportunity #2:

84.8%

28

How to Realize Opportunity #2:

57.6%

19

Opportunity #3:

66.7%

22

How to Realize Opportunity #3:

48.5%

16

answered question

33

skipped question

66
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12. What are the three most important actions that the City of Cambridge can take to advance arts, culture, and heritage in the
community that you would like to see reflected in the plan we are developing? After identifying each action, you are welcome to
propose how and/or when the City should take each action.
Response

Response

Percent

Count

Action #1:

100.0%

34

How / When for Action #1:

70.6%

24

Action #2:

79.4%

27

How / When for Action #2:

55.9%

19

Action #3:

52.9%

18

How / When for Action #3:

41.2%

14

answered question

34

skipped question

65

13. Do you have anything further that you wish to share?
Response
Count
15
answered question

15

skipped question

84
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14. Please tell us where you live by indicating the FIRST THREE DIGITS of your postal code (see map below):
Response
Percent

Response
Count

N1P

0.0%

0

N1R

39.1%

18

N1S

23.9%

11

N1T

2.2%

1

N3C

13.0%

6

N3E

0.0%

0

N3H

13.0%

6

Other

8.7%

4

answered question

46

skipped question

53

15. Would you like to receive a copy of the Executive Summary to the Arts & Culture Master Plan when it is completed?
Response
Percent

Response
Count

Yes- please provide your name and
address (and email, if you have it)
where indicated below

62.8%

27

No - please go to the bottom of the
page and click on 'Done'

37.2%

16

answered question

43

skipped question

56
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16. Would you like to enter into our PRIZE DRAW? (We will need either an email or regular mail address)
Response
Percent

Response
Count

Yes please

60.5%

26

No thanks

39.5%

17

answered question

43

skipped question

56

17. Your Name and Address:
Response
Count
28
answered question

28

skipped question

71

18. Your email (if applicable):
Response
Count
26
answered question

26

skipped question

73
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For More Information:
Jon Linton
TCI Management Consultants
99 Crown’s Lane, Lower Level
Toronto, Ontario Canada M5R 3P4
Telephone: 416.515.0815 Facsimile: 416.515.1255
E-mail: jlinton@consulttci.com
www.consulttci.com

TCI

