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Project Overview




BACKGROUND & OBJECTIVES

The Our Creative Future initiative is a collaborative effort between local governments across the greater Portland region
and Clackamas, Multnomah, and Washington Counties. This cultural planning process aims to establish a vision for the
future of arts and culture, recognizing that creativity is inherent in all of us and surrounds us in various forms, from grand
stages to cherished family traditions. The process began in November 2022 with a steering committee comprised of 24
community members representing diverse perspectives, entrusted with designing engagement strategies to capture fresh
ideas and insights. The Cultural Planning Group (CPG), a renowned national firm specializing in cultural arts plans, leads the
process alongside Metropolitan Group, a Portland-based strategic consulting agency.

To ensure a comprehensive understanding of the needs, interests, and beliefs of the people in the Portland Metro Region,
the public opinion research firm Research America Inc. has been enlisted to conduct a statistically valid community survey.
This survey, designed in collaboration with CPG, will serve as a vital tool in shaping the plan, enabling community members
to voice their perspectives and contribute to the vision, goals, and strategies of the region's arts and culture development.
The results of this survey will inform the development of the plan, which is scheduled for presentation to Portland City
Council and other government agencies in early 2024. By involving the communities that constitute the cities and counties
of greater Portland, this inclusive and participatory approach ensures that the plan reflects the aspirations and aspirations
of the people it serves.
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METHODOLOGY

Results of this public opinion research are based on surveys completed via an online data collection method between April
20 and May 2, 2023. A total of 705 surveys were completed with a sample of adults age 18+ from metropolitan Portland

counties (Clackamas, Multnomah, and Washington). The study included a base sample of n=603 residents of the Tri-County
Region with an oversample of an additional n=102 people of color (POC). The POC oversample results were combined with
the results of people of color from the base sample, resulting in a total of n=270 POC for in-depth analysis of this subgroup.

The survey length was approximately 17 minutes, composed of multiple choice, ranking and rating questions, available in
English and Spanish languages. Demographic and geographic quotas were applied to data collection to mirror census
counts for the region and statistical weights were applied in data analysis to ensure proportional representation. All results
presented in this report have been weighted. Unweighted results are included in the corresponding Survey Topline reports.

The precision of online surveys is measured using a Bayesian statistics method which produces credibility intervals. Based
on the total of 705 completed surveys, results of this study have an overall credibility interval of plus or minus 3.6
percentage points. Smaller sub-sets of data (i.e., by demographic, gender and other variables) have a higher credibility
interval. All data has been statistically tested to determine significant differences between groups and reported accordingly
in the management summary.
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Executive Summary




Key Take-Aways

Respondents claim to do creative activities such as reading novels or poetry, music, and crafts in

their communities.
Creative activities done in community

Reading novels or poetry
Music (such as playing an instrument, singing, rapping, or composing)
Crafts (such as jewelry, pottery, or woodworking)

However, 61% of general community members report infrequent involvement in local arts and
cultural events or activities, claiming to attend such events 6 times a year or less.

Frequency of involvement with cultural events/activities

rore time
(12 or more times a year) —
s 2y
(6- 11 times a year) AL
- Btmesayes
(3-6timesayear) D
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(less than 3 times a year) el
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RESEARCH AMERICA m Not often or not at all (less than 3 times a year)
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Key Take-Aways

There is more engagement with local arts and cultural events and activities among community
members who support dedicated government funding for arts and creative life. 64% of all
community members engage at least 3 times a year, compared to 72% of community members who
support government funding.

Frequency of involvement with arts and cultural events/activities

Those who support

All i r
community members government funding

m Frequently (12 or more times a year)

m Occasionally (6 - 11 times a year)
m Once in a while (3 - 6 times a year)
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Key Take-Aways

62% of respondents consider themselves artists, craftspersons or creative workers regardless of
whether or not they make income from the activity. Of those 62%...
e Artist who does art for a hobby or leisure activity: 66%

* Aspiring professional artist: 20%
*  Professional artist: 7%

A majority of artists, craftspersons, or creative workers consider their disciplines as craft, music, or
design.

Artistic discipline
Consider themselves artists, craftspersons, or

creative workers Craft 22%
Music 19%
Design 14%
Literary 12%
62% Multidisciplinary 12%

Visual
Dance
Theatre 3%

Sodal Practice

=
X
&
X
g
X

Another discipline (Specify: ) 3%




Key Take-Aways

The amount of residents across the Tri-County Region that identify as an artist, craftsperson or creative worker
varies somewhat within different groups of people. However consistently, across all groups, hobby artists make
up the majority of people who identify as artists or creative workers, with 5% to 11% (depending on the group)
identifying as professional artists and 13% to 23% identifying as aspiring professional artists.

All Tri-County Residents /

62% identify as an artist/creative worker Low Income (less than $30k)

8% are professional artist/creative workers

People of Color

69% identify as an artist/creative worker
11% are professional artist/creative workers
23% are aspiring artist/creative workers

—

66% identify as an artist/creative worker
5% are professional artist/creative workers
22% are aspiring artist/creative workers

199 are aspiring artist/creative workers

Those Living with a Disability

60% identify as an artist/creative worker
10% are professional artist/creative workers
13% are aspiring artist/creative workers
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Key Take-Aways

While the total annual income levels professional and aspiring artists vary, there are significant
differences in the portion of annual income that comes from arts and creative work.

Supporting an income based solely on art is just not feasible for most artists, with many low income
artists are not generating any income from art. On the other hand, higher income artists are
generating more than half of their income from their art, with only a small portion the highest
income artists (9%) able to rely solely on their art for income.

Portion of income from creative work

All Income
2%

Three quarters

to nearly all
11%

Up to one

One quarter

quarter to 30%
half
11%
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Portion of income from creative work across total annual income levels

61%

4546% 47%
31%
22% 24%
15%
9% I

60%

47%
40%
34%
I 9% 10%

Annual income less Annual income $30k - Annual income $50k - Annual income $75k- Annual income more

than $30k S50k $75k

$100k than $100k

m Allincome m More than half, but notall mLessthan half m None




Key Take-Aways

65% of professional and aspiring creative workers estimate that less than half of their annual
income is derived from creative work.

Since many are not completely reliant on income from their art, creative workers place more of an
emphasis on more networking opportunities and more opportunities for display in their regions.

Professional/Aspiring professional artists’ priorities

More networking and connection opportunities with other local artists. 27% 19% 16% 14% 3%
More exhibition, performance, and sales/work opportunities in my region.
Work space and/or live/work space 18% 12% 18% 34% 8%
Affordable housing options 17% 7% 9% 10% 47%
Professional development assistance (marketing, promotions, accounting, etc.) B} 23% 24% 15% 8%

Opportunities for leadership inthe community (e.g., serving on boards or

committees, advising organizations, working in 5% N LR S A%

mTop Priority m2nd Priority = 3rd Priority m4th Priority m5th Priority m Lowest Priority
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Key Take-Aways

The re are some Top priority for professional and aspiring artists -

notable differences in People of Color

tOp priorities across More exhibition, performance, and sales/work opportunities in my region 27%
different types

people Low Income (less than $30k)

More exhibition, performance, and sales/work opportunities in my region 28%

Individuals Living with a Disability

Affordable housing options 30%
Clackamas County
More exhibition, performance, and sales/work opportunities in my region 31%

Multnomah County

More networking and connection opportunities with other local artists 29%

Washington County

More exhibition, performance, and sales/work opportunities in my region 28%
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Key Take-Aways

74% of residents across the Tri-County Region have participated in at least one cultural event in the

past six months.

While perceptions of quality of cultural events in their community is high (71% rated excellent or
good), the affordability of activities is rated much lower (49% rated excellent or good). Many claim to
not attend due to lack of awareness, high costs, or inconvenience of scheduling and location.

Rating of cultural events in community

Quality of arts, cultural, and creative
activities

Variety of arts, cultural, and creative

0, o, o,
activities 28% 36% 64%

Location of arts, cultural, and creative

0, o, 0,
activities aes s 63%

Affordability of arts, cultural, and creative

() 0, 0,
activities 16% 33% 49%

m Excellent m Good
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29% 42% 71%

Reasons for not attending cultural events

o o
opportunities .
Schedules and/or locations are
inconvenient S




Key Take-Aways

attending cultural

People of Color

events does vary

Did not hear about events or opportunities 51%
somewhat across Cost is too high 51%
different groups of Low Income (less than $30k)
people within the Cost is too high 59%
Did not hear about events or opportunities 53%

Tri-County Region.
Individuals Living with a Disability

Cost is too high 59%

Health issues 47%
Clackamas County

Did not hear about events or opportunities 60%

Cost is too high 51%
Multnomah County

Did not hear about events or opportunities 56%

Cost is too high 55%
Washington County

Cost is too high 56%

Schedules and/or locations are inconvenient 54%
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Key Take-Aways

An overwhelming majority of respondents agree that artistic, cultural, and creative communities are
beneficial to themselves, their families, and their local communities.

Level of agreement

Our arts, cultural, and creative communities help fuel creativity and innovation . ] 88%
crucial for our economy 52% 36% o
| Strongly Agree
Having opportunities to enjoy the arts and creative learning is essential to me and
PP o my family & 41% 44% 85% m Somewhat Agree

Tri-County Region residents place high emphasis on making artistic and cultural events more
accessible and supporting local artists and art organizations.

Artistic and creative priority

Making the arts/creative opportunities more accessible to everyone.
Ensuring all communities have equitable access to creative activities...
Supporting local artists so they stay in our communities.
Supporting arts organizations and institutions.
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Key Take-Aways

Across the region, 80% somewhat or strongly support an increase in dedicated government funding

for the arts and creative life of their communities. Consistently, within each county, we see high
levels of support community-wide, across all levels of engagement.

Strongly or Somewhat Support
Increased Dedicated Arts Funding
Multnomah County

79% s o
79% Support dedicated arts funding

Frequently

Occasionally Engageoncein a Engageless than
engage

engage while 3 times ayear
(12 or more (6 to 11 timesa (3 to 6times a ornotatall
washington county times ayear) year) year)
80% Support dedicated arts funding

Strongly or Somewhat Support
Increased Dedicated Arts Funding

Washington County

97% 92% o

Frequently Occasiona lly

Strongly or Somewhat Support
Increased Dedicated Arts Funding

Clackamas County
Engageoncein a Engageless than CIaCkamas county 96% 97%
engage engage whie 3 timess a year 82% Support dedicated arts funding ’ : 84%
(12 or more (6 to 11 timesa (3 to 6times a ornotatall 65%
times ayear) year) year)
Frequently Occasionally Engageoncein a Engageless than
engage engage while 3 times ayear
(12 or more (6 to 11 timesa (3 to 6times a ornotatall
times ayear) year) year)
- MARKET RESEARCH - CONSUMER INSIGHT
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Key Take-Aways

While in total, 46% of Portlanders support changes to the current Arts Education and Access Fund (“The
Arts Tax”), we also see significantly higher support among those who engage with the arts more
frequently.

Support Changes to Portland’s Arts Tax

Frequently engage Occasionally engage Engage once in a while Engage lessthan
(12 ormoretimesayear) (6tolltimesayear) (3to6 times avyear) 3timesayear
ornotatall

Among those who support changes, they most support...

W Strongly Sup port W Some what Support
Broader exemption for low-income residents. 94%
More flexible allocation of funds collected to best meet community needs. 60% 32% 92%
Sliding scale of contributions based on resident income. 61% 28% 89%
Easier payment through state income taxreturn form, replacing current separate return. 61% AU 82%

The majority of Portlanders (69%) believe more information about the community benefit of the Arts
Education and Access Fund is necessary.




Detailed Findings




What types of creative activities do you or members of your family do locally in your
community? Select all that apply

Reading novels or poetry 35%
Music (such as playing aninstrument, singing, rapping, or composing) 35%
Crafts (such as jewelry, pottery, or woodworking) 35%
Culinary arts (cooking creatively, taking classes, or other) 30%
Visual arts (such as painting, drawing, or sculpture) 29%
Creative writing, storytelling, or poetry 24%

Fabric arts (sewing, beading, or other) 19%

=

—
=
x

Media arts (such as animation, technology arts, video, or graphic design) 8%
Dance (such as classes, performing, traditional/folk dancing, or... 16%
Performing arts (performing in plays, in a band, or other theater arts) 13%
Streetartor mural arts [P

Other (Specify: )

None 25%

‘;_, RESEARCH AMERICA  @3. what types of creative activities do you or members of your family DO locally in your community? Select all that apply. N=603

MARKET RESEARCH - CONSUMER INSIGHT



Thinking about how involved you are in arts, cultural, or creative events/activities, how

would you rate your involvement?

Tri-County Region

Frequently
(12 or more times a year)

Occasionally
(6 - 11 times a year)

Once in a while
(3 - 6times a year)

Not often or not at all
(less than 3 times a year)

Multnomah County
Freq uen tly
Occasiona lly
Once in a while

Notoften or not at all 31%

Washington County
Frequently
Occasionally

Once in a while

Notoften or not at all 40%

Clackamas County

Frequently 17°
Occasionally
Once in a while

Notoften or not at all 40%

“i RESEARCH AMERICA Q4. Thinking about how involved you are in arts, cultural, or creative events/activities, how would you rate your involvement? N=603
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Outside of school, do your children participate in organized arts or arts education

activities?

. RESEARCH AMERICA

32% Multnomah County
26%

Have children that
do participate in arts

People of Color

Said their children DO participate in arts
N=270 (including POC oversample)

Washington County
23%

Have children that
do participate in arts

Clackamas County

25%
Have children that
do participate in arts

Q5. Outside of school, do your children participate in organized arts or arts education activities? N=603
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Do you consider yourself an artist, craftsperson, or creative worker regardless of
whether you earn income from this activity?

-

62%

consider themselves to be an artist, craftsperson,
or creative worker, regardless of whether they

earn income from the activity.

Those who do consider themselves to be an artist, craftsperson or creative

worker describe themselves as...

An artist who does art for a hobby or leisure
activity

An aspiring professional artist (hoping to earn
income from my art)

A professional artist (earning all or a portion of
my income from my art)

A professional or entrepreneur working in the
nonprofit arts/creative sector

A professional or entrepreneur working in the
for profit arts/creative sector

A teacher/professor, administrator, or other
type of worker in the arts/creative education
sector

. RESEARCH AMERICA Q6. Do you consider yourself an artist, craftsperson, or creative worker regardless of whether you earn income from this activity? N=603
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Q7. Which best describes you? N=371
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Artistic discipline of professional and aspiring professional artists

Social Practice

Multidisciplinary
Theatre

Another discipline (Specify: ) Other Reasons Mentioned
Beauty (hair, makeup)
Comedy

RESEARCH AMERICA
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Q8. Which best describes your artistic discipline? N=100
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Approximate annual income derived from creative work/artistic practice among
professional and aspiring professional artists

Portion of income from creative work

Portion of income from creative work .
across total annual income levels

All Income
2%

46%

40%
hree quarters
to nearly all
319 31% 300,
29%
25%
22%
149 15% 14%
Up to one 9% 10% 99, IL0%
quarter 7%
one qual"ter to 30%
half
11%

Annual income less than Annual income $30k-  Annual income $50k-  Annual income $75k-  Annual income more

$30k $50k $75k $100k than $100k
m Allincome m Three quarters to nearly all m Half to three quarters
m One quarter to half m Up to one quarter m None

RESEARCH AMERICA Q9. Approximately, how much of your individual annual income is derived from your creative work/artistic practice (none; 1% - 25%; 26% - 50%; 51% - 75%; 75% - 99%; 100%)? N=100 24
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Professional and aspiring professional artists’ priorities

m Top Priority m 2nd Priority m 3rd Priority m4th Priority m5th Priority m Lowest Priority

More networking and connection opportunities with other local artists. 21%

More exhibition, performance, and sales/work opportunities in my region. 17% 6% | 8%

Work space and/or live/work space 11%

Affordable housing options 7% BRI 9% | 10%

Professional development assistance (marketing, promotions, accounting,
etc.)

Opportunities for leadership in the community (e.g., serving on boards or

. .. . . . . 21%
committees, adwsmg organizations, worklng n

RESEARCH AMERICA
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What are your top three favorite creative activities, experiences, or places in your
community/city?

Top 3 Creative Experiences

Top 3 Creative Experiences by County
across the Tri-County Region

Multnomah County

31% eg Performing Arts Performing Arts

Connecting with nature
Museums/Installation Art

19% ‘\;/ Connecting with nature

Washington County

Performing Arts
Museums/Installation Art

Crafts
ule
17(y B Painting/Drawing
Clackamas County
Performing Arts
Connecting with nature
Painting/Drawing
EE.STE.A.%EHcﬁME%lSé Q11. What are your top three favorite creative activities, experiences, or places in your community/city? N=603

Verbatim responses coded into like categories.

26



In the last 6 months, which of the following did you attend or visit in your community/city?

Select all that apply.

Tri-County Region

Food/wine/craft beer event

Music festival/event (indie, hiphop, blues, bluegrass,
country, folk, rock)

Musicor arts event at non-traditional orsmall venue
(cafe, bar, restaurant, etc.)

Artist/cre ative studio or business
Performingarts event (theater, symphony, dance, opera)
Film festival/event

Music festival/event (classical, jazz)

Cultural heritage event (Juneteenth, Diwali, Dia De Los
Muertos)

Technology event
Literary festival/event
Other (Specify:__)

None

MARKET RESEARCH - CONSUMER INSIGHT

39%

33%

33%

29%

27%

19%

17%

14%

12%

12%

1%

26%

Multnomah County

Food/wine/craft beer event (40%)

Music or arts event at non-traditional or small venue (38%)
Artist/creative studio or business (36%)

Washington County

Food/wine/craft beer event (39%)
Music or arts event at non-traditional
or small venue (28%)

Music festival/event (25%)

Clackamas County

Food/wine/craft beer event (39%)

Music festival/event (38%)
Musical or arts event at non-traditional or small venue (31%)

RESEARCH AMERICA Q12. In the last 6 months, which of the following did you attend or visit in your community/city? Check all that apply. N=603
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How do you currently rate arts, cultural, creative activities in your community/city?

Tri-County Region

W Excellent m Good Adequate/Neutral m Fair m Poor

Quality of arts, cultural, and creative activities 29% 42% 21% 5%

Variety of arts, cultural, and creative activities 25% 7% | 4%

Location of arts, cultural, and creative activities 26% 7% | 4%

Affordability of arts, cultural, and creative activities 33% 13% 5%

. RESEARCH AMERICA 28
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Q13. How do you currently rate arts, cultural, creative activities in your community/city? N=603



How do you currently rate arts, cultural, creative activities in your community/city?

Clackamas County

m Excellent m Good Adequate/Neutral m Fair m Poor

Quality of arts, cultural, and creative activities 27% 45% 17% 6% | 5%

Variety of arts, cultural, and creative activities 30% 31% 28% 6% | 5%

Location of arts, cultural, and creative activities 24% 9% | 6%

Affordability of arts, cultural, and creative activities 31% 14% 5%

: RESEARCH AMERICA
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How do you currently rate arts, cultural, creative activities in your community/city?

Multnomah County

m Excellent m Good Adequate/Neutral m Fair m Poor

Quality of arts, cultural, and creative activities 30% 43% 21% 4%

-

Variety of arts, cultural, and creative activities 32% 37% 24% %

Location of arts, cultural, and creative activities 24% 5%|4%

Affordability of arts, cultural, and creative activities 31% 13% |5%

: RESEARCH AMERICA

 Marxer neseancn - consumer sionr  Q13. How do you currently rate arts, cultural, creative activities in your community/city? N=263
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How do you currently rate arts, cultural, creative activities in your community/city?

. RESEARCH AMERICA

Washington County

m Excellent m Good Adequate/Neutral m Fair m Poor

Quality of arts, cultural, and creative activities 27% 38% 25% 7%

Variety of arts, cultural, and creative activities 22% 40% 25% 10%

Location of arts, cultural, and creative activities 19% 42% 29% 7%

Affordability of arts, cultural, and creative activities 37%

31

ey mrsennen comsumin usrens Q13. How do you currently rate arts, cultural, creative activities in your community/city? N=191



What (if anything) keeps you from attending and/or participating MORE in creative
activities and/or arts and cultural events? Select three (3) top issues.

Among all Tri-County Region Residents Among all People of Color
N=270 (including POC oversample)

Do not hear about events or opportunities 51%
Cost is too high 51%
Schedules and/or locations are inconvenient 48%
Not interested in the events/ activities offered 25%
Health issues 21%
Do not feel socially comfortable or welcome 18%
Lack of transportation 26%
Not enough offerings for my family 23%
Lack of ADA accessible accommodations 5%
Language barriers %% 4%
Safety concerns at venue Il% <1%
Other (Specify:__) 1% 1%
Nothing 11%

= RESEARCH AMERICA  Q14. Thinking about your participation in creative activities, what (if anything) keeps you from attending and/or participating MORE in creative activities and/or arts and cultural events? 32
MARKET RESEARCH » coNsumER INSISMT  please choose your three (3) top issues. N=603



Having opportunities to enjoy the arts and creative
learning is essential to me and my family

How much do you agree with the statement...

Our arts, cultural, and creative communities help fuel
creativity and innovation crucial for our economy
52%
36%
4% 3% °% 4% 4%
I — | 7% — —
Strongly Somewhat Somewhat Strongly  Don’t know / ,
Agree Agree Disagree Disagree not sure Strongly Somewhat So mewhat St. rongly  Don’t know /
Agree Agree Disagree Disagree not sure
83%
People of Color
Agree Somewhat or Strongly
N=270 (including POC oversample)

84%

Agree Somewhat or Strongly

People of Color
N=270 (including POC oversample)
Q15. How much do you agree with the following statement? Our arts, cultural, and creative communities help fuel creativity and innovation crucial for our economy. N=603
Q16. How much do you agree with the following statement? Having opportunities to enjoy the arts and creative learning is essential to me and my family. N=603
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The Tri-County Arts and Cultural Plan is intended to enhance the quality of life for
residents. What long-term priorities should the plan should focus on?

m High Priority Low Priority m Not aPriority At All

Making the arts/creative opportunities more accessible to everyone. 76% 19% 5%

Ensuring all communities have equitable access to creative activitiesand opportunities. 73% 21% 6%

Supporting local artists so they stay in our communities. 72% 22% (34

Sup porting arts organizations and institutions. 68% 25% 7%

N ‘

Providing more inclusive events for all residents to share cultural experiences. 65% 5% %

Providing dedicated funding for the arts. 63% 28%

Attracting and retaining workforcetalent. 63% 30% 7%

Developing a "go to" forinformation on creative events, activitiesand artsand culture

= =
(=] ug (=]
X

. . 62% 31% 7%
information.
Enhancing the identity of my community as a destination for creativity. 53% 37% %
RESEARCH AMERICA q17.The Tri-County Arts and Cultural Plan is intended to enhance the quality of life for residents. Thinking about long-term priorities the plan should focus on, please rate the 34
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following. N=603



The Tri-County Arts and Cultural Plan is intended to enhance the quality of life for
residents. What long-term priorities should the plan should focus on?

Tri-County Region
High priority areas of focus across different groups

m People of Color  m Artists (Professional & Aspiring) = Low Income (<$30k)

Making the arts/creative opportunities more accessible to everyone. 77% 80%
Ensuring all communities have equitable access to creative activities and opportunities. 71% 75%
Sup portinglocal artists so they stay in our communities. 74% 78%
Supporting arts organizations and institutions. 67% 67%
Providing more inclusive events for all residents to share cultural experien ces.

Providing dedicated funding for the arts. 63% 68%

Attracting and retaining workforcetalent. 63% 70%

Developing a "go to" forinformation on creative events, activitiesand artsand culture - -
information. . .
Enhancing the identity of my community as a destination for creativity. 61% 69%

.. RESEARCH AMERICA  Q17.The Tri-County Arts and Cultural Plan is intended to enhance the quality of life for residents. Thinking about long-term priorities the plan should focus on, please rate the
MARKET RESEARCH - CoNSUMER INSIONT  fo i 0 N-603
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The Tri-County Arts and Cultural Plan is intended to enhance the quality of life for
residents. What long-term priorities should the plan should focus on?

Clackamas County

High priority areas of focus across different groups

m All Clackamas County m People of Color
Making the arts/creative opportunities more accessible to everyone. 77% 75% 79%
Ensuring all communities have equitable access to creative activitiesand opportunities.
Sup porting local artists so they stay in our communities.
Sup porting arts organizations and institutions. 67% 57% 69%
Developing a "go to" forinformation on creative events, activitiesand artsand culture... 66% 68% 76%
Providing more inclusive events for all residents to share cultural experiences. 64% 70% 62%
Attracting and retaining workforcetalent. 59% 53% 55%
Providing dedicated funding for the arts. 58% 55% 57%
Enhancing the identity of my community as a destination for creativity. 50% (I 52%
RESEARCH AMERICA q17.The Tri-County Arts and Cultural Plan is intended to enhance the quality of life for residents. Thinking about long-term priorities the plan should focus on, please rate the 36
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The Tri-County Arts and Cultural Plan is intended to enhance the quality of life for
residents. What long-term priorities should the plan should focus on?

Multnomah County

High priority areas of focus across different groups

m All Multnomah County m People of Color | Artists (Professional & Aspiring) Low Income (<$30Kk)
Making the arts/creative opportunities more accessible to everyone. 81% 83% 90% 84%

Sup porting local artists so they stay in our communities. 81%

Ensuring all communities have equitable access to creative activities and opportunities. 80%
Sup porting arts organizations and institutions. 73% 76% 73% 74%

Providing more inclusive events for all residents to share cultural experiences. 71% 75% 71% 69%
Providing dedicated funding for the arts. 69% 76% 73% 78%
Developing a "go to" forinformation on creative events, activitiesand artsand culture... 64% 72% 68% 66%
Attracting and retaining workforcetalent. 64% 69% 66% 65%
Enhancing the identity of my community as a destination for creativity. 59% 69% 71% 54%
RESEARCH AMERICA q17.The Tri-County Arts and Cultural Plan is intended to enhance the quality of life for residents. Thinking about long-term priorities the plan should focus on, please rate the 37
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The Tri-County Arts and Cultural Plan is intended to enhance the quality of life for
residents. What long-term priorities should the plan should focus on?

Washington County

High priority areas of focus across different groups

m All Washington County m People of Color | Artists (Professional & Aspiring) Low Income (<$30Kk)
Making the arts/creative opportunities more accessible to everyone. 75% 73% 71% 74%

Sup porting local artists so they stay in our communities. 62%

Ensuring all communities have equitable access to creative activities and opportunities. 67%
Supporting arts organizations and institutions. 66% 64% 66% 64%
Providing more inclusive events for all residents to share cultural experiences. 64% 64% 66% 71%

Developing a "go to" forinformation on creative events, activitiesand artsand culture... 61% 61% 66% 67%
Attracting and retaining workforcetalent. 61% 59% 76% 57%
Providing dedicated funding for the arts. 61% 55% 63% 62%
Enhancing the identity of my community as a destination for creativity. 51% 54% 71% 55%
RESEARCH AMERICA q17.The Tri-County Arts and Cultural Plan is intended to enhance the quality of life for residents. Thinking about long-term priorities the plan should focus on, please rate the 38
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How strongly would you support an increase in dedicated government funding for the
arts and creative life of your community?

Tri-County Region Multnomah County

An increase in dedicated government
funding for the arts and creative life of your
community

Washington County

Strongly
Support
40%

Somewhat
Support
40%

Clackamas County

RESEARCH AMERICA Q18. How strongly would you support an increase in dedicated government funding for the arts and creative life of your community? N=603 39
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Would you support changes to the current Arts Education and Access Fund, commo- '—
known as the “Arts Tax,” Portland residents are paying now? =l |

(Among residents of Portland)

Among Portland residents that do not reject changes to the Arts Tax:

Changes to the current Arts Education and Access Support for Specific Changes
Fund (the “Arts Tax”)

m Strongly Support m Somewhat Support m Do Not Support H Don’t Know/Not Sure

| don’t support

» Y Broader exemption for low-income residents. 69% 25% 2%
the “Arts Tax
atall
22% . .
Easier payment through state income tax return 619% .
) form, replacing current separate return. ° : ‘
| don’t know P & P
what it is
13% Sliding scale of contributions based on resident
. 61% 28% 5%
income.
More flexible allocation of funds collected to
. 60% 32% 3%
best meet community needs.

RESEARCH AMERICA Q9. Would you support changes to the current Arts Education and Access Fund, commonly known as the “Arts Tax,” Portland residents are paying now? N=263 40
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Do you think more public information about the community benefit of the Arts ] '—

Education and Access Fund is needed? |
(Among residents of Portland)

83%

Professional and Aspiring
Artists in Portland

Said “Yes”
N=46

“. RESEARCH AMERICA )
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Demographics




Respondent Profile

County

Clackamas County

25%

Multnomah County

43%

Washington County

32%

Gender

Gender expansive (e.g. non-binary, agender, gender fluid,
genderqueer)

0%

Man

50%

Transgender

0%

Trans man

0%

Trans woman

0%

Two Spirit

0%

Woman

50%

| am undecided and/or questioning

0%

Prefer not to say

0%

Have or Live with a Disability

Yes

30%

No

67%

Prefer not to say

3%

RESEARCH AMERICA
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Age %

18 to 24 years old 8%
25 to 34 years old 19%
35 to 44 years old 22%
45 to 54 years old 16%
55 to 64 years old 16%
65 to 74 years old 14%
75 years or older 5%
Prefer not to say <1%

Household Income %

Less than $10,000 6%
$10,000 to $19,999 6%
$20,000 to $29,999 10%
$30,000 to $39,999 10%
$40,000 to $49,999 6%
$50,000 to $74,999 17%
$75,000 to $99,999 15%
$100,000 to $149,999 15%
$150,000 or more 9%
Prefer not to answer 6%

Children/Grandchildren in HH %
Yes 36%
No 62%

Prefer not to say

2%

Don’t know/not sure

0%

43



Respondent Profile

Main Sample POC (Including Oversample)

Race/Ethnicity % Race/Ethnicity %
People of Color (N=168) 28% People of Color (N=270) 100%
Non People of Color (N=435) 72% Non People of Color 0%

Subgroups: Subgroups:

Native American/ Alaska Native 2% Native American/ Alaska Native 11%

East Asian 5% East Asian 22%
African American or Black 4% African American or Black 17%
Hispanic or Latinx 14% Hispanic or Latinx 43%

Middle Eastern or North African 2% Middle Eastern or North African 5%

Native Hawaiian or Pacific Islander 1% Native Hawaiian or Pacific Islander 3%

South Asian 3% South Asian 9%
European-American/White 78% European-American/White 18%
*Racial/Ethnic subgroups may total more than 100%, due to multi-racial individuals. *Racial/Ethnic subgroups may total more than 100%, due to multi-racial individuals.

*Multi-racial individuals that identify as European-American/White and another
group are categorized as People of Color
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