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ST. CATHARINES
MARCH 29, 2011



Funding for Statistical Insights on the Arts series
and select presentations (including today)

Thanks to the Centre for the Arts (Brock University),
partners Carousel Players and the City of St. Catharines



1. Hill Strategies background information

2. Performing arts attendance and spending

3. Who’s your audience?

4. Audience engagement

5. Sponsorship possibilities

6. Arts and vibrant communities
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 A Canadian company that specializes in arts 
research.

 Free resources available via email and internet

 HillStrategies.com

 ArtsResearchMonitor.com
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Hill Strategies Research

http://www.hillstrategies.com/�
http://www.hillstrategies.com/�


34 reports in the series so far
 Patterns in performing arts spending
 Consumer spending on culture
 Who buys books and magazines?
 Social effects of culture
 A statistical profile of artists in Canada
 Artists in Canada’s provinces and territories
 Artists in large Canadian cities
 Artists in small and rural municipalities 
 Volunteers in arts and culture organizations
 Individual donors to arts and culture organizations
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Statistical Insights on the Arts

All available at www.HillStrategies.com

http://www.hillstrategies.com/�


 Free report (10 times per year)

 Summaries and links to research evidence

 Free, categorized, searchable information at 
ArtsResearchMonitor.com

 Tomorrow’s report finishes the 9th year of 
publication (well over 300 articles)
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http://www.artsresearchmonitor.com/�


 Evidence base for the arts …
 Arts advocacy
 Arts attendance & participation
 Arts education
 Arts funding & finances
 Copyright and the arts
 Creative class, cities, people, neighbourhoods
 Diversity & immigration
 Facilities
 Human resources
 Internet, technology & the arts
 Miscellaneous resources
 Nonprofit sector information
 Organizational planning, management, governance & marketing
 Partnerships
 Provincial and local information
 State of the artist: earnings, growth, etc.
 Volunteers & donors
 Women in the arts
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• Evidence about arts disciplines
▫ Performing arts
▫ Visual arts
▫ Media arts
▫ Reading, writing, publishing and literacy

• Impacts of the arts
▫ Economic impacts
▫ Social impacts
▫ Arts and health
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Arts Research Monitor



 Research information on the arts at 
www.ArtsResearchMonitor.com

 Make it your first stop!
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http://www.artsresearchmonitor.com/�


 Audience Engagement Survey (Creative Trust)

 Senior Artists’ Research Project

 A Delicate Balance: Music Education in Canadian 
Schools
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Other publications



 Opportunity to combine information bits 
into new insights
◦ Social Impacts of the Performing Arts

◦ Spreading the arts bug: Ontario performing arts evidence

◦ Benefits of culture / St. John’s artists

and (online now) … 

◦ Who’s your Audience?

 All available at www.HillStrategies.com
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Presentations

http://www.hillstrategies.com/�


◦ Spending in 2008
◦ Changes in spending from 2001
◦ Performing arts attendance in 2005
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 Data from Statistics Canada’s 2008 Survey of 
Household Spending

 in-depth in-person survey of about 10,000 
Canadian households
◦ “In 2008, how much did your household spend on 

admissions to live performing arts events, for 
example, plays, concerts, dance performances?”

 For-profit and non-profit performing arts
◦ Pop concerts, classical music, musical theatre, plays, 

opera, dance, and others. 
 Spending data, NOT attendance.
◦ Excludes free performances.
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Performing arts spending



 Consumer spending on live performing arts was 
$1.426 billion in 2008

 = $108 for each Canadian household (13.2 million)

 37% of households spent some money on live 
performances in 2008 (4.9 million households).
◦ Average of $293 spent by the households with spending
◦ = 31 cents out of every $100 in household income
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Performing arts spending in 2008
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Spending comparisons (2008)

$1.426 billion
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$1.216 billion
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Consumer spending on live performing arts 
compared with other items, 2008



 Movie theatre admissions: 55%

 Live performances: 37% of households with spending

 Admissions to museums and heritage facilities: 29%

 Live sports events: 17%
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Percentage of households with 
spending in 2008
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 Total spending of $1.426 billion in 2008
 49% increase (after adjusting for inflation)
 $960 million in 2001 

 37% of households spent some money on live 
performances in 2008.
 36% of households in 2001
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Spending changes: 2001 to 2008



 No real change in the percentage of households 
spending some money on live performances
 Among household income groups: About the same 

percentage spent money on live performances in 2001 & 
2008

 No loss of “market penetration” in any income group 
between 2001 and 2008

 Large increase in # of “high spenders”
 In 2001, about 2.2 million households spent $120 or more. 
 In 2008, over 2.7 million households spent $200 or more.
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Spending changes: 2001 to 2008



 Provincial Profiles of Cultural and Heritage Activities 
in 2005
 Hill Strategies Research, released October 2007

 A Profile of the Cultural and Heritage Activities of 
Canadians in 2005
 Hill Strategies Research, released March 2007

 Factors in Canadians’ Cultural Activities
 Hill Strategies Research, released February 2008

 Data from Statistics Canada’s General Social Surveys of 1992 and 
2005

 in-depth telephone surveys of about 10,000 Canadians, including 
over 2,200 Ontarians

 15 years of age or older
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Performing arts attendance



 # of Ontario residents who attended at least one 
performance (anywhere) in 2005

 not the total attendance at Ontario performing arts 
organizations.

 Repeat attendees are counted only once.

 The data includes attendance of provincial residents 
while travelling out of province or out of the country and 
excludes attendance by residents of other jurisdictions 
while travelling in Canada. 
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Performing arts attendance



 43% of the population (15 or older) attended a 
“concert or performance by professional artists of 
music, dance, theatre or opera (excluding cultural 
festivals)”

 4.3 million Ontarians
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Performing arts attendance 
in Ontario, 2005
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 25% of the population 15 or older attended a theatrical 
performance such as a drama, musical theatre, dinner 
theatre, comedy (2.5 million Ontarians)

 23% attended a popular musical performance such as 
pop/rock, jazz, blues, folk, country and western (2.4 
million Ontarians)

 10% attended a symphonic or classical music 
performance (900,000 Ontarians)
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Performing arts attendance by 
discipline, Ontario, 2005



 How do the 2005 figures compare with 
a similar survey in 1992?
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Changes in performing arts 
attendance in Ontario
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 population growth 

increase in number of Ontarians 
attending, visiting, reading, watching or listening 
almost all cultural and heritage activities

 Including the performing arts
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Population growth 
may float your boat



 3.4 million Ontarians attended a performance in 1992
 4.3 million Ontarians attended in 2005

 a 26% increase

 28% growth in the population 15 and older between 1992 
and 2005
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Growing number of 
performing arts attendees



 Total attendance of 90,000 in St. Catharines
 (Feasibility study: Academic and Cultural Arts Centre for 

Downtown St. Catharines)

 Population of 132,000

 Not comparable to StatsCan data (43% of Ontarians)
 SC data counts one person only once
 No matter how many times they attended
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Local attendance figures



◦ Demographics
◦ Cultural crossovers
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Q1. Are you female?
Q2. Are you over 55?
Q3. Did you visit an art gallery last year?
Q4. Did you graduate from college or 

university?
Q5. Did you read a book last year?
Q6. Do you read a newspaper 3 times per 

week or more?
Q7. Is your household income $60,000 or 

more?

What is 
the best 
question 

…
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 Calculations:
If respondent is female, you guess that she 

attended a performance during the year.
If respondent is male, you guess that he did 

not attend a performance.

 Attendance rate: Women 43%, Men 42%
 Correct: Women 43%, Men 58%
 Overall: correct 51% of the time

What is 
the best 
question 

…
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Q1. Are you female?
Q2. Are you over 55?
Q3. Did you visit an art gallery last year?
Q4. Did you graduate from college or 

university?
Q5. Did you read a book last year?
Q6. Do you read a newspaper 3 times per 

week or more?
Q7. Is your household income $60,000 or 

more?

What is 
the best 
question 

…
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Tied for worst choice:
Attendance rate by sex
 43% if female
 42% if male (i.e., correct 58%)
 Overall: correct 51% of the time

Predicting Ontario performing 
arts attendance
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Tied for worst choice:
Attendance rate by frequent newspaper 

readers
 45% if read at least 3 newspapers per 

week
 38% if did not (i.e., correct 62%)
 Overall: correct 51% of the time
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5th best:
Attendance rate by age
 40% if over 55
 44% if under 55 (i.e., correct 56%)
 Overall: correct 52% of the time
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4th best:
Attendance rate by book readers
 50% if read a book
 26% if did not read a book (i.e., correct 

74%)
 Overall: correct 58% of the time
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3rd best:
Attendance rate by education
 52% if college/university graduate
 33% if not (i.e., correct 67%)
 Overall: correct 59% of the time
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2nd best choice:
Attendance rate by income
 56% if household income $60k or 

more
 33% if other incomes (i.e., correct 

67%)
 Overall: correct 61% of the time

Predicting Ontario performing 
arts attendance
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Best choice:
Attendance rate by art gallery visitors
 69% if visited an art gallery
 32% if did not visit (i.e., correct 68%)
 Overall: correct 68% of the time
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Examined 
another way…
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Art gallery: 69%
Other museum: 68%
Festival: 68%
Cultural/heritage performance: 65%
Historic site: 63%
Zoo, aquarium, gardens, etc.: 60%
Movie: 55%
Conservation area: 54%
Downloaded music: 53%
Book: 50%
Music on CD: 48%
Video: 46%
OVERALL ONTARIO POPULATION: 43%

Performing arts attendance rates for 
Ontarians who did other cultural activities

56% if household 
income $60k or more

52% if college/ 
university graduate
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 1.2 million households spent $350 or more on live 
performances in 2008

 Of these highest spenders on performances:
 28% are also in the highest spending group for books

(vs. 12% of all households)

 28% are also in the highest spending group for movies
(vs. 12% of all households)

 25% are also in the highest spending group for museums 
and other heritage activities
(vs. 8% of all households)

 15% are also in the highest spending group for live sports
(vs. 4% of all households)
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 Art gallery and performing arts attendance 
are strongly related

 Those who get the arts go to a range of things

 Those who don’t “get it” don’t go
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 The divide between cultural participants and 
non-participants appears to be more 
significant than any demographic factor.

 Maybe it’s an“arts bug”
 Once caught, keeps people coming back 

for more.
 Cultured life, culture as value set



 This is both bad news and good news
 Education levels rising: limited impact on 

cultural participation
 Arts can attract people from various 

demographic groups: not elitist
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 Performing arts marketing directed at art gallery 
visitors

 Performance info at 
galleries, festivals, museums, historic sites

Brochures, etc. in libraries, reading series 
 Coordinated marketing
 Performances in art galleries?
 Co-locations, co-productions & co-creations?
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 Interrelatedness of arts organizations and the 
cultural industries

 Collaboration
 ... more than competition
 Make new alliances. 
 Collaborate with other groups that have 

similar goals and clientele.
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 Efforts to draw new arts attendees could pay 
off in higher participation in a range of 
cultural activities
 Enlarge the pie and many organizations can 

reap the rewards

 How to spread the “arts bug” to more 
people?
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 Arts education

 Clear impact of childhood arts 
experiences on adult participation 

 Clear impact of childhood arts 
experiences on overall quality of life

See www.ArtsResearchMonitor.com for more details 
of these research findings.
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 Develop a better understanding of the 
meaning, benefits and values of participation



◦ Dig deeper
◦Motivations, benefits

60



 Creative Trust survey in May 2010
Hill Strategies and WolfBrown
Online survey of over 3,500 Toronto-area attendees
 20 participating small and medium-sized arts 

organizations

Dance (436 respondents)
Music (1,008 respondents)
Opera (142 respondents)
 Theatre (2,076 respondents) 
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Audience engagement

More information available at www.HillStrategies.com 
and www.ArtsResearchMonitor.com.



 Asked about different ways that people participate in 
theatre, dance, music, opera. 

 For theatre…
 Attending live performances
 Reading plays for their own enjoyment 
 Taking acting lessons or classes
 Writing plays or scripts
 Watching any ‘high quality’ drama on television (by their own 

definition)
 Watching stage plays or theatre performances on television
 Reading or contributing to online blogs or forums about 

theatre
 Watching theatre or drama videos on the Internet
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 On average, respondents attended the programs of 
3.5 different organizations over previous 2 years.

 With whom?
 Friends
Spouses or partners
 Alone
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Audience engagement



 Preparation before attending? 
 “Just a bit”

 Afterwards?
Both reflecting privately and discussing vigorously
Discussions with friends and family
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Audience engagement



 Reasons for attending?

 “Being inspired or uplifted”
(a popular motivation in all disciplines, but not the 

most popular in all).

 The three most commonly-chosen motivations 
differ between the disciplines.
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Audience motivations



Dance
1) being inspired or uplifted
2) discovering new choreographers and companies
3) engaging intellectually with the art

Music
1) being inspired or uplifted
2) hearing great works by the masters
3) discovering new composers and pieces

 Theatre
1) engaging intellectually with the art
2) being inspired or uplifted
3) discovering new plays and playwrights
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Audience motivations



 “I think dance is the most beautiful art form and 
offers to its audience a truth that exists within the 
body.”

 “I lose myself – worries, pressures of daily life 
disappear when I become engaged in a good 
performance.”

 “It makes me think”.
 “To learn about myself.”
 “To expose my child to as much culture as possible 

and teach him an appreciation of the arts.”
 “I would not call it relaxing but it fulfills me unlike 

any other entertainment experience.”
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Audience comments
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 Develop a better understanding of 
meaning, benefits and values of participation 
for YOUR audience, your customers
 Theatre goers in St. Catharines may have different 

motivations and value sets than those in Toronto



◦Where to look?
◦ Solid data to help convince potential 

sponsors…
◦ Spending of high spenders (frequent 

attendees) vs. others
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 2.7 million households spent $200 or more on live 
performances in 2008 (“high spenders”)

 10 million households spent $0 to $199

High spenders have higher education levels and 
incomes

 Spent 69% more on all household expenditures than 
low or non-spenders on the performing arts. 
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Sponsorship possibilities
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Average travel spending of high 
performing arts spenders vs. 

others, 2008

$1,109

$1,438

$486

$502

Inter-city 
transportation

Accommodations

Low/non spenders
High spenders

(128% more)

(186% more)
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Average restaurant spending of 
high performing arts spenders 

vs. others, 2008

$473

$2,574

$226

$1,395

Restaurant alcohol

Restaurant food

Low/non spenders

High spenders

(85% more)

(109% more)
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Average financial services 
spending of high performing arts 

spenders vs. others, 2008

$4,490

$610

$2,344

$287

Retirement and 
pension fund 

payments

Financial 
services

Low/non spenders

High spenders

(92% more)

(113% more)



 Garden supplies: more than double (111% more)
 Pet expenses: 72% more

 Bicycles: more than double (107% more)
 Vehicle purchases: 40% more

 Clothing: 88% more
 Furniture: 86% more
 Computer equipment and supplies: 81% more
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Average spending of high 
performing arts spenders vs. 

others, 2008



 Personal taxes: more than twice as much 
(121% more)

 Property taxes: 57% more
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High spenders and taxes



76

◦ Artists and cultural workers in St. Catharines
◦ Social effects of culture
◦ Quality of life
◦ Vibrant communities



 2006 Census data

 Percentage of local labour force in 48 cultural 
occupations, including 9 arts occupations

 In Canada, provinces, larger cities, small 
municipalities and neighbourhoods 

 Occupation based on the job (employed or self-
employed) at which someone worked the most hours
between May 7 and 13, 2006.

 Must have earned some money from employment in 
2005.
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 140,000 artists in Canada who spent more time at their 
art than at any other occupation in May 2006
◦ 0.8% of the overall labour force in Canada

 135,000 Canadians directly employed in the automotive 
industry

 609,000 cultural workers
 3.3% of the overall labour force in Canada
 about double the level of employment in the forestry 

sector (300,000) 
 More than double the level of employment in Canadian 

banks (257,000)
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St. Catharines cultural workers and similarly-sized
or Niagara Region municipalities

5.70%

3.10%

3.09%

2.73%

2.60%

2.23%

Niagara-on-the-Lake

Guelph

St. Catharines

Barrie

Niagara Falls

Cambridge

Cultural workers as percentage of the local labour 
force, municipal comparisons, 2006 census

2,300 cultural workers

1,230 cultural workers

490 cultural workers
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St. Catharines artists compared with
similarly-sized or Niagara Region municipalities

2.56%

0.77%

0.77%

0.61%

0.56%

0.45%

Niagara-on-the-Lake

Niagara Falls

Guelph

Barrie

St. Catharines

Cambridge

Artists as percentage of the local labour force, municipal 
comparisons, 2006 census

420 artists

365 artists

220 artists



 Social Effects of Culture: Exploratory Statistical 
Evidence
 Hill Strategies Research, March 31, 2008

 Data from Statistics Canada’s 2005 General Social Survey
 in-depth telephone survey of about 10,000 Canadians 
 15 years of age or older
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Social effects



 Social Effects of Culture: Exploratory Statistical Evidence
 Relationship between four cultural activities
 Reading books
 Attending live performances
 Visiting art galleries and 
 Attending movie theatres
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Social effects

 And various social indicators:
 Volunteering and Donating
 Neighbourhood Connections
 Sense of Belonging
 Social Activities
 Labour Force Participation
 Quality of Life 



 Social Effects of Culture: Detailed Statistical Models
 Hill Strategies Research, July 23, 2008

 Builds on the Exploratory Statistical Evidence report

 Examines whether cultural activities have an impact on social 
indicators above and beyond demographic information
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Social effects



 Social Effects of Culture: Detailed Statistical Models
 11 cultural activities (not just 4), including...

 Theatre
 Pop music
 Classical music
 Performance of cultural/heritage music, theatre or dance (e.g. Aboriginal 

Peoples, Chinese, Ukrainian)
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Social effects

Models of six social indicators:
Doing a favour for a neighbour;
Very strong sense of belonging to one’s province; 
Very strong sense of belonging to Canada;
Feeling trapped in a daily routine;
Donating; and
Volunteering.

More information available at www.HillStrategies.com 
and www.ArtsResearchMonitor.com.



More likely to do a favour for a neighbour
Less likely to feel trapped in a daily routine
Much more likely to donate
Much more likely to volunteer

85



86

 The Arts and the Quality of Life: The attitudes of 
Ontarians

 Ontario Arts Council, March 2010

 Survey of 1,000 Ontarians 18 or older
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 Regardless of how involved you, personally, are with the arts...
 would you strongly agree, somewhat agree, somewhat disagree or 

strongly disagree that...

 if my community lost its arts activities, people 
living there would lose something of value?

 32% of Ontarians somewhat agree 
 Another 57% strongly agree

 71% of Hamilton-Niagara residents strongly agree
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 Regardless of how involved you, personally, are with the arts...
 would you strongly agree, somewhat agree, somewhat disagree or 

strongly disagree that...

 arts activities help enrich the quality of our lives?

 31% of Ontarians somewhat agree 
 Another 64% strongly agree

 77% of Hamilton-Niagara residents strongly agree



89

 Regardless of how involved you, personally, are with the arts...
 would you strongly agree, somewhat agree, somewhat disagree or 

strongly disagree that...

 the success of Canadian artists like singers, 
writers, actors and painters, gives people a sense 
of pride in Canadian achievement?

 31% of Ontarians somewhat agree
 Another 64% strongly agree

 76% of Hamilton-Niagara residents strongly agree
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 Generally speaking, in the long run...

 who benefits more from the presence of the arts in 
your community…those who attend arts activities 
or the community as a whole? 

 32% say “attendees”
 64% of Ontarians say “community as a whole”

 73% of Hamilton-Niagara residents say 
“community as a whole”
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Developing and Revitalizing Rural Communities 
through Arts and Culture
(Creative City Network of Canada, 2009)

Direct involvement in the arts, presence of artists and 
organizations, audience participation can help:

 Build interpersonal ties and promote volunteering;
 Reduce delinquency in high-risk youth;
 Relieve stress;
 Improve residents’ sense of belonging and attachment;
 Build community identity and pride;

Vibrant communities
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Developing and Revitalizing Rural Communities 
through Arts and Culture

Direct involvement in the arts, presence of artists and 
organizations, audience participation can help:

 Build social networks;
 Increase tolerance of others;
 Foster “a creative milieu that spurs economic growth in 

creative industries”; and
 Increase the attractiveness of the area to 

tourists, businesses, new residents and investments.

Vibrant communities
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From Bronze to Gold: A Blueprint for Canadian 
Leadership in a Transforming World

(Canadian Council of Chief Executives, 2006)

 "artistic and cultural creativity plays an important 
role in transforming communities into 
destinations of choice for skilled people in any 
occupation"

Vibrant communities
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From Bronze to Gold: A Blueprint for Canadian 
Leadership in a Transforming World

 "A community’s cultural infrastructure has a 
direct impact on quality of life"...

 ... "and therefore on the competitiveness of 
communities in attracting people and 
investment"

Vibrant communities
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Culture City
(Working paper, Martin Prosperity Institute, 2011)

Study of relationship between culture (“bohemians”) 
and population growth in Sweden

 “attracting culture and investing in cultural activities 
do affect population growth” in medium and small-
sized regions

 “investments in culture not only matter for the 
biggest cities and city centres, but also for medium 
and smaller sized regions as well as suburbs”

Vibrant communities
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Americans for the Arts, 2002

1. The arts bring together diverse people.
2. Elected officials understand the importance of 

supporting the arts and do so.
3. The arts are valued as a critical component of 

learning for all children and for adults.
4. Active participation in culture creates individual 

and community meaning.
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5. Business people and corporate citizens recognize that 
the arts are important to a healthy business 
environment and are involved in the arts in diverse 
ways.

6. The arts are infused in the natural and built 
environments.

7. The arts are integral to civic dialogue and community 
building.
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8. The arts are valued as an industry because of their 
contribution to the “new economy” which 
encompasses quality of life, economic 
development, and tourism.

9. The contributions of individual artists are valued and 
supported.

10.The arts flourish with new and diverse leadership
informed by those who paved the way for them.



Kelly Hill
Hill Strategies Research
Facts ~ Stats ~ Insights

Hamilton, Ontario
1-877-445-5494
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kelly@hillstrategies.com
www.hillstrategies.com

www.facebook.com/HillStrategies
Twitter @HillStrategies

Questions? Comments?

mailto:kelly@hillstrategies.com�
http://www.hillstrategies.com/�
http://www.facebook.com/HillStrategies�
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