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. Vision:

Greater Sudbury is a Northern cultural capital celebrated from coast-to-coast-to-coast for its
artistic excellepce, vibrancy and creativity. Sudbury’s diverse cultural sector breathes life into
the entire community through a range of programs and events which showcase the immense
talent of local artists who draw inspiration from the land and the rich multi-cultural heritage of
the region.
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This Cultural Action Plan is intended to be a
Living document. It 1s a starting point to provide
direction and it will be reviewed by CGS staff and
the Cultural Action Committee on a regular
basis to incorporate the changing needs of the
community. It reflects goals and actions under
each of the four strategic directions: Creative

|[dentity, Creative People, Creative Places and
Creative Economy.

Initiatives in bold represent those that the city is committed to leading. Whereas the others are intended to
be community-driven, with city support as appropriate.
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Support the binding effect that culture contributes towards maintaining
a shared sense of community and identity.

Consider and integrate cultural assets/spaces in future planning by in-
tegrating the Cultural Plan with the other City of Greater Sudbury (CGS)
strategic plans (i.e.: Downtown Master Plan, Official Plan, Parks, Open
Spaces and Leisure Master Plan, Economic Development Strategic
Plan, etc.).

Increase participation rates in cultural activities by designing and im-
plementing a public campaign that showcases local offerings to both
local and visiting audiences, including a centralized events calendar.

Celebrate diversity and showcase arts, culture and heritage at CGS
events and venues; influence other entities to do likewise.

Develop methods to enhance public and stakeholder engagement in the
Cultural Plan’s implementation.




1. Consider and integrate cultural assets/spaces in future planning by integrating the Cultural Plan with the

other CGS strategic plans

Potential Initiatives

\4

1.1 Integrate the actions recommended in this
Cultural Plan into the CGS Official Plan to create
a “cultural lens” when planning future municipal
developments

1.2 Identify common goals in the Downtown Master
Plan and the Parks, Open Spaces & Leisure Master Plan
to leverage resources and realize the goals of

the Cultural Plan

1.3 Integrate findings from this Cultural Plan into the
2015 Economic Development Strategic Plan to recognize
the value of arts and culture as a driver in the local
economy

1.4 Integrate priorities and cultural offerings into
the 2015 Tourism Strategic Plan
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Available Resources
\4

CGS Healthy Communities
“lens” as a model for the
framework

Existing infrastructure, such
as planter boxes, parks, etc.

Athriving and sustainable
arts and culture community
is identified as an economic
growth engine in Digging
Deeper, the current
economic development
strategic plan

Destination Sudbury 2015,
Tourism Digital Media
Strategy

Potential Partners

\4

City (Economic
Development)

City (Planning, Leisure
Services, Economic
Development), Cultural
Action Committee

City (Economic
Development)

City (Tourism & Culture),
Sudbury Tourism
Partnership

Identity, People, Places & Economy

Timeframe (1-5 years)

\4

2016

2015 and onwards

2015

2015

Examples of Best Practices

\4

City of Fredericton Cultural
Plan

City of Calgary’s public art
projects

City of Fredericton Cultural
Plan, City of Toronto
Cultural Plan

Ontario Arts Council
Cultural Tourism Profile

Success Indicators

\4

Integration of Cultural Plan
into other strategic plans

Goals identified,
interdepartmental
engagement, projects
proposed based on industry
scan, call for artists’
proposals (e.g.: public art
projects, animate public
spaces with cultural
programming, etc.]

Culture is identified as a
priority in the new economic
development strategic plan

Tourism strategy includes
a strong emphasis on arts
and culture with promotion
goals; creation and sales of
tourism packages;
web-based analytics



Potential Initiatives

v

Available Resources

v

Potential Partners

v

Timeframe (1-5 years)

\4

Examples of Best Practices

\4

Success Indicators

v




Potential Initiatives Available Resources Potential Partners Timeframe (1-5 years) | Examples of BestPractices]  Success Indicators
\4 \4 \4 \4 \4 \4
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Potential Initiatives

\4

Available Resources

\4

Potential Partners

\4

Timeframe (1-5 years)

\4

Examples of Best Practices

\4

Success Indicators

\4




New Music Fest at Grace Hartman Amphitheatre
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2. CREATIVE PEOPLE

Foster and promote local talent within the creative cultural sector.
Nourish dynamic and diverse cultural experiences at all levels within the community.

1. Support the formation of strategic partnerships that maximize available resources and
creativity.

2. Recruit and retain talent within the creative industries, creating an environment that
supports these cultural workers.

3 Develop regular communication platforms among stakeholders, including an annual
forum for arts, culture and heritage stakeholders to share best practices and build
networks.

4. Expand partnerships with area school boards, colleges, universities and other
youth-related agencies to identify gaps and further educational programs for arts
and creativity.

5 Prepare a strategy to involve cultural representatives to take part in municipal
decision-making forums and processes.

6. Provide professional development opportunities geared towards cultural industries
(e.g.: business management, governance, leadership, fundraising, etc.).

7 Celebrate local talent through awards and recognition programs.




2. CREATIVE PEOPLE

Potential Initiatives Available Resources Potential Partners Timeframe (1-5 years) | Examples of BestPractices]  Success Indicators

\4 \4 \4 \4 \4 v

2.1 Increase awareness among cultural workers Regional Business Centre City (Regional Business 2016 Regional Business Centre
about the information and services available to them Centre, Economic success measures,
and explore new and different methods to facilitate Development), Laurentian participation in workshops,
artists being successful in their work University, Collége Boréal, downloads of available
Cambrian College, Sudbury resources
Manitoulin Workforce
Planning Board, Ontario
Arts Council, Work in
Culture, artists

talent within the creative

industries, creating an
environment that supports

2. Recruit and retain
these cultural workers.
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2. CREATIVE PEOPLE

Potential Initiatives

\4

Available Resources

\4

Potential Partners

\4

Timeframe (1-5 years)

\4

Examples of Best Practices

\4

Success Indicators

\4




2. CREATIVE PEOPLE

4. Expand partnerships with area school boards, colleges, universities and other
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youth-oriented agencies to identify gaps and expand educational programs for arts and

creativity.

volve cultural representatives

to take part in municipal

decision-making forums and

processes.

Potential Initiatives

\4

4.1 Develop post-secondary offerings in
theatre, visual arts, language and music
programs with a coordinated marketing
strategy. Facilitate a meeting on an
annual basis to discuss resources and
professional development available for
teachers

4.2 Bring artists into schools, provide
K-12 teachers with training opportunities
for enhanced in-class art education, e.g.:
match local artists with teachers, share
arts training curriculum, make directory
of artists readily available

4.3 Enable students to engage with the
local arts community and provide
resources to students on career
opportunities in the arts (e.g.: host a job
fair, matchmaking for co-op/internship
placements)

5.1 Recruit appropriate candidates
for citizen appointments to enable
representation on municipal
committees, boards and panels.

Available Resources

\4

Existing programs at
Laurentian University,
College Boréal and
Cambrian College,
Francophone arts
community, Art Gallery
of Sudbury, local school
boards

Ontario Arts Council arts ed-
ucation initiative to develop a
roundtable of artists, educa-
tors and funders and discuss
the need for an online inven-
tory and funding - session to
be hosted in Sudbury in late
February 2015

Regional Business Centre
Business Plan Challenge,
Arts and culture organi-
zations, film productions,
FedNor and Northern
Ontario Heritage Corporation
internship programs, Work
in Culture

Greater Sudbury
Development Corporation
Board, existing panel
members, Community
Action Networks

Potential Partners

\4

Laurentian University (School
of Creative and Performing
Arts concept), School of
Northern Development,
Thorneloe University,
Cambrian College, College
Boréal, Ontario Arts Council,
Wise Voices for Music

Four school boards,
CARFAC, Art Gallery of
Sudbury, Ontario Arts
Council, artists

Four school boards, City
(Employment Support
Services), Employment
Ontario, post-secondary
institutions

Cultural Action Committee
to recruit nominees

Cultivating Greater Sudbury’s C R EATlVE Identity, People, Places & Economy

Timeframe (1-5 years)
2016
2017
2017
2015

Examples of Best Practices

\4

Wise Voices for Music

Learning Through the Arts
(The Royal Conservatory),
Woodstock's Get Connected
program

Success Indicators

\4

School formed, number of
students enrolled, number
of faculty members

Increased awareness of
services available

Increased student
participation rates

Consolidated list of board,
committees and panels,
number of individuals
who identify as cultural
stakeholders represented
on municipal committees,
boards and panels



2. CREATIVE PEOPLE

Potential Initiatives

\4

Available Resources

\4

Potential Partners

\4

Timeframe (1-5 years)

v

Examples of Best Practices

\4

Success Indicators

\4




Sudbury Mining Heritage Sculpture
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Grow beautiful environments that reflect the cultural richness and
heritage of the city. Design infrastructure with intention and create
a cultural estate.

Develop an online inventory for individuals and organizations to access
existing private and public spaces/facilities.

Create shared cultural facilities to maximize synergy and incubate
creative initiatives.

Encourage the development of affordable and accessible professional
cultural spaces.

Develop a public art program with a standard policy and dedicated
funding. Encourage the creation of public art in conjunction with
private and public development.

Develop municipal policies that enable cultural activities to take place
on public property and encourage the use of outdoor spaces, improving
affordability and accessibility for innovative projects.

16



3. CREATIVE PLACES

Potential Initiatives

\4

Available Resources

\4

Potential Partners

\4

Timeframe (1-5 years)

\4

Examples of Best Practices

\4

Success Indicators

\4
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4. Develop a public art program with a standard policy and dedicated funding. Encourage the creation of

public art in conjunction with private and public development.

Potential Initiatives

\4

4.1 Develop a public art policy that outlines:
commissioning process; priority/local themes;
identifies key areas around the city; streamlines
municipal approvals; and sets annual target levels

4.2 Following adoption of public art policy, identify
and meet with private and public funders to explore
additional revenue sources for a public art budget to
cover costs

4.3 Form a public art jury to evaluate artists’
submissions

4.4 Pilot the public art program with smaller
functional pieces

4.5 Partner with organizations to display artwork ona
rotating basis in public spaces and local institutions

Available Resources
\4

We Live Up Here, Myths
and Mirrors, Art Gallery

of Sudbury, Galerie du
nouvel-Ontario, Community
Action Networks

Leverage existing budgets, pilot
projects through Arts &
Culture Project Grants for
2015, CGS Facade
Improvement Program,
government funding identified
in the Downtown Master Plan

Cultural Action Committee,
Community Action Net-
works, Arts & Culture Grant
Juries, 2014 Community
Engagement Report

Existing budgets for
infrastructure work

Art Gallery of Sudbury off-
site exhibition at Laughing
Buddha, Sudbury Art Club
exhibition at South End
Library

Potential Partners
\ 4

City (Tourism & Culture,
input from Planning,
Community Development)

City (Economic
Development, Parks,
Planning, Libraries),
Greater Sudbury Utilities

City (Economic
Development, Parks,
Infrastructure Services),
private and cultural sector
representatives

City (Economic
Development, Parks,
Infrastructure Services,
Roads, Planning), Greater
Sudbury Utilities

City (Libraries, Airport,
Leisure Services, Clerks,
Economic Development],
Art Gallery of Sudbury, arts
umbrella groups, artists

Timeframe (1-5 years)

\4

2016

2016

2016

2017

2015

Examples of Best Practices
\4

Toronto Public Art Policy,
Calgary public art program,
Creative City Summit scan
on public art

Calgary's public art
program, Toronto’s billboard
tax, many examples of 1%
of municipal capital budget
being dedicated to public
art, Creative City Summit
scan on public art

“Public works as public art”
policy (Tuscon, Arizo-

na), Calgary’s utility box
mural program, Toronto to
Huntsville Group of Seven
trailhead

Artwork on display at
libraries, arenas

Success Indicators
\ 4

Policy is developed with
community input and is
adopted by CGS Council

Budget in place to cover
recommended number of
installations per year

Jury formed with broad and
qualified representation

Number of pieces
successfully installed,
positive community
feedback

Number of pieces of
artwork displayed in arenas,
airport, TDS, libraries
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5. Develop municipal policies that enable cultural activities
to take place on public property and encourage the use of

Potential Initiatives

\4

5.1 Support projects that bring cultural
activities to outdoor or public spaces in
the community

5.2 Create mechanisms/policies to make the C6S a
user-friendly and affordable city for event management

outdoor spaces, improving affordability and accessibility for

innovative projects.
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Available Resources

\4

Libraries - 13 locations
across Greater Sudbury,
Leisure Services Special
Events Support Program,
Bell Park Concert Series,
programming at The
Market, Tourism Event
Support Program

Leisure Services Special
Events Support Program,
Tourism Event Support
Program

Potential Partners

\4

City (Leisure Services, 2015
Tourism & Culture), The

Market Working Group, local

arts and culture organizations

and artists

City (Special Events Internal 2015
Team, i.e.: Leisure Services,
Arenas, Tourism & Culture,
Libraries), consultations

with stakeholders

Identity, People, Places & Economy

Timeframe (1-5 years)

Examples of Best Practices

\4

Intersection Repair
(Portland, Oregon), Toronto
Arts Network

Doors Open Ontario

Success Indicators

\4

Number of programming
events held on municipal
properties

Number of cultural activities
programmed in CGS
facilities, number of
estimated attendees at
those activities
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Hideaway Pictures
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4. CREATIVE ECONOMY

Build awareness and public engagement in cultural activities.
Strengthen a diverse economy of cultural resources to maximize their
contribution to economic development.

1. Conduct an economic impact assessment for the creative industries.

2. Create a cultural vitality measurement system to record ongoing health
of the arts, culture, and creative industries community (e.g.: report card/
success measures).

3. Make Sudbury a "film-friendly” regional hub by updating CGS film policies
to reflect current sector needs; work with local partners and
stakeholders to develop and promote local filming resources
(e.g.: locations library and crew database).

4. Review CGS funding programs for arts, culture and heritage (i.e.: Arts &
Culture Grants, Community Economic Development Fund, Tourism Event
Support Fund, etc.] to ensure maximum efficiencies and use. Develop
structure for core multi-year funding. Ensure that funding levels reflect a
minimum annual inflationary increase.

5. Increase and diversify public and private funding for culture and creativity.

6. Createwebsite to centralize data, research and support offered by CGS to
the cultural sector.

7. Support the development and implementation of a tourism strategy that
showcases local arts, culture and heritage offerings.

8. Coordinate anintergovernmental funders’ network to identify key
strategic priorities for cultural development and opportunities
for collaborative grant programs.




4. CREATIVE ECONOMY

Potential Initiatives

\4

Available Resources

\4

Potential Partners

\4

Timeframe (1-5 years)

\4

Examples of Best Practices

\4

Success Indicators

\4
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4. CREATIVE ECONOMY

Potential Initiatives Available Resources Potential Partners Timeframe (1-5 years) | Examples of Best Practices] ~ Success Indicators
\4 \4 \4 v \4 \4
= 3.1 Review and adopt new CGS filming policy/by-law  Current Filming By-law City (Economic 2015 Film policies from Hamilton, ~By-law adopted by CGS
% to streamline and clarify the permitting approval (2005), Cultural Industries Development, Leisure Toronto, Waterloo, etc. Council
s process, to include consultations with recent past Ontario North, debriefing Services, Special Events
:]wj o productions sessions with past Internal Team)
s2og productions
o > @©
3
=0 hs 3.2 Enhance online film portal toinclude permitting  www.filminsudbury.ca City (Economic 2016 www.filmapp.com/atlanta, ~ Number of permits
S g process, specialized templates and tools specific to Development, Information Toronto Film, Television & processed through
2 % S filming needs (e.g.: maps, checklists, FAQ for property Technology, Special Events Digital Media Office streamlined system; full
8w 2 owners, etc.) Internal Team) tracking of production
i‘é e numbers/ values
JT:U £ § 3.3 Coordinate services among film Ontario Media Northern Ontario Heritage 2015 Evaluation process to
5 8=. sector support agencies to improve Development Corporation Fund Corporation, Cultural include debriefing with
g% o communications, promotions and referral  forums, Cinéfest forum, film  Industries Ontario North, location managers and/or
S EO % services (e.g.: regular industry forums, industry nights, debriefing Economic Development, producers
E s8¢ hotlists, sector impact reports, marketing  interviews/ surveys with Ontario Media Development
EX 3 materials) productions Corporation
£s8
= a2 3.4 Build and promote available online www.filminsudbury.ca, Cultural Industry Ontario 2015 Ontario Media Development  Number of locations listed,
g § £ tools to assist both local and out-of-town ~ www.cionorth.ca, North, post-secondary Corporation locations library  number of crew members
2 5= film productions to access local resources  www.omdc.on.ca, forums institutions listed, advancement of crew
E S8 (e.g.: crew database, locations library, and networking events positions
2 *2 2 maps), integrating them into existing with film industry
2 £ platforms whenever possible representatives, Northern
& a5 Ontario Heritage Fund

Corporation
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4. CREATIVE ECONOMY

4. Review CGS funding programs for arts, culture and heritage to ensure maximum efficiencies

and use. Develop structure for core multi-year funding. Ensure that funding levels reflect a mini-

mum annual inflationary increase.

Potential Initiatives

\4

4.1 Developa plan toincrease municipal funding
toarts and culture per capita - seek recommended
targets from the economic impact assessment based on
potential return on investment

4.2 Provide staff assistance on grant-writing skills
and include resource links on www.investsudbury.ca,
including orientation session for applicants to the Arts
& Culture Grant Program

4.3 Assess all CGS funding to arts, culture and heritage
to ensure continuous improvement (¢.g.: evaluation
process, jury composition, multi-year funding, etc.)

Available Resources

\4

Community Economic
Development Funding, Arts
& Culture Grant Program,
Tourism Event Support,
Special Event Support
(Leisure Services), potential
of public art budget to be
created, Creative City
Network Cultural Data
Project

In person grant information
sessions in 2013 and 2014,
telephone assistance leading
up to the deadline, Regional
Business Centre templates,
grant-writing tips published
online

Arts & Culture Grant
Program, Community
Economic Development
Funding, Tourism Event
Support Fund, Special Event

Support, Healthy Community

Initiative Fund, online
anonymous survey
conducted with applicants
to the Arts & Culture Grant
Program annually

Potential Partners

\4

Local arts and culture
representatives, Creative
Consortium

City (Economic
Development)

City (Economic Development,
Leisure Services)

Timeframe (1-5 years)
\4

2017

2015

2015

Examples of Best Practices

\4

Median is $8.04 per capita
based on the 8 municipalities
participating in Ontario
Municipal Benchmarking
Initiative, Canadian Arts Data/
données sur les arts au
Canada, Per Capita Investment
Goal-Setting (Toronto)

Ontario Arts Council and
Ontario Trillium Foundation
online video tutorials

Hamilton Arts Advisory
Commission

Success Indicators

\4

As reported through the
Ontario Municipal
Benchmarking Initiative

Number of applicants
accessing assistance

Structure in place for core
multi-year funding

Juries include sector,
community, GSDC and CGS
Council representation
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4. CREATIVE ECONOMY

Success Indicators
\ 4 \ 4

Reports available through Number of arts and culture
Hills Strategies, OAC, clients accessing RBC
Business for the Arts services

Potential Initiatives Available Resources Potential Partners Timeframe (1-5 years)

Examples of Best Practices

\4 \4 \4 \4

6.1 Promote free access to market data to support
planning of arts and culture initiatives

Research databases through  City (Economic 2015
the Regional Business Centre,  Development, Regional

aggregate data reported Business Centre) and

through the Arts & Culture others TBD

Grant Program, specialized

support through Work in

Culture and Arts Build Ontario,

data as published in annual

report card (once developed)

6.2 Provide and promote services targeted to thearts ~ Tourism Event Support Pro- City (Economic 2016
and culture sector’s needs (e.g.: tracking services/ gram, Leisure Services event  Development, Tourism &
resources available for events, customizable question-  support, specialized programs ~ Culture), Regional Business
naires, funding, debriefing surveys, market research, available through Work in Centre, United Way and
professional development referrals) Culture and Arts Build Ontario, others TBD
Festivals and Events Ontario,
Ontario Tourism, Canadian
Arts Presenting Association

8.1 Present the Cultural Plan to a network of other CAMNO (FedNor, Ontario Municipal, provincial and 2015 Align municipal funding
funders to identify common goals and projects for Trillium Foundation, federal funding agencies requests and identify which

Improved data for annual
cultural report card
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support offered by CGS to the cultural sector.

8. Coordinate an intergovernmental
funders’ network to identify key
strategic priorities for cultural

development and opportunities for
collaborative grant programs.

collaboration

Northern Ontario Heritage
Fund Corporation, Ontario
Arts Council, Ministry of
Tourism, Culture & Sport,
Canadian Heritage)

projects can be funded
collaboratively and prioritize
them in phases, funding
streams and eligibility

26
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scenic sights.
urban delights.

Greater | Grand
For more information: www.greatersudburyculture.ca (*) SUdblll'y



