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Foreword
Des Moines Introduction
In 2008, the Greater Des Moines Music Coalition (DMMC) introduced a new festival called
80/35. The name was, to some extent, tongue in cheek: Interstate 80, running from San
Francisco to New York, and Interstate 35, running from Minneapolis to Austin, are two of the
biggest arteries for touring bands in the U.S., and they converge in Des Moines. What the
festival realized was that the larger music industry often drove right through Des Moines,
more often stopping for a hotel or rest stop than to perform in our city. The festival sought to
change that.
Fast forward to 2022, and the mission has arguably succeeded - the concert and festival
calendar in Des Moines is robust, and major events such as Hinterland Music Festival and
venues like Hoyt Sherman Place along with an expanded Iowa Public Radio and many other
venues and music outlets have helped establish Des Moines as a nascent Music City.
Simultaneously, the local music scene has grown considerably. The COVID-19 pandemic, as
evidenced in this report, had an outsized effect on the local music community (as well as the
music industry nationwide), and as the larger music industry continues to stabilize, the Des
Moines music ecosystem stands at an important moment of recovery, resilience, and growth.
DMMC and the Des Moines Music Task Force believe music is an integral part of what makes
Des Moines a vibrant cultural hub in Iowa. Our hope is this report - and the recommendations
included here - will galvanize all of the relevant stakeholders to take action in supporting and
championing the music ecosystem in Des Moines, from large scale venues and festivals to
fiercely DIY acts performing at house shows along with the music industry professionals who
fill important roles in the ecosystem.
What makes Des Moines a Music City is difficult to quantify - we may not have a lightswitch
moment where we now realize the identity of Des Moines is fully intertwined with the music
ecosystem. However, this report - and the work to now be done - will continue to build upon
the work that many venues, promoters, bands, funders, industry professionals, entrepreneurs,
nonprofits, and audiences have been doing for many years. As the DMMC, we invite
feedback, conversation, and collaboration as we continue to champion a strong music
ecosystem in Des Moines.

Mickey Davis, Executive Director of Des Moines Music Coalition
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Sound Diplomacy Introduction
Des Moines is bursting with creative energy, from musicians who bring the city color and
vibrancy to a supportive and resourceful ecosystem that values musical expression and
contributions. While researching and compiling this report, we could not help but be
impressed by Des Moines’ philanthropic infrastructure; with funding from a wide array of
organizations like the Greater Des Moines Community Foundation and Bravo Greater Des
Moines, the city out-paces many of its peers in terms of access to tangible and financial
resources. These resources have helped cultivate fertile ground by supporting and expanding
the capacity of organizations that provide educational and professional opportunities to local
artists and organizations.
Des Moines’ streamlined regulatory processes and attuned government leadership have
helped cultivate an easily navigable system where businesses, artists, and professionals
thrive, whether they are just starting or considered veterans with several years of experience.
The city’s already robust music ecosystem, led by the Greater Des Moines Music Coalition,
can only get stronger by working collaboratively towards a more integrated communal
approach using the findings and recommendations of this report to continue their work. It has
been a great joy to work with such invested stakeholders throughout this journey and we look
forward to what the future holds for music in Des Moines.
Kate Durio, CEO of North America and the Caribbean, Sound Diplomacy

1. About The Project
Sound Diplomacy was engaged by the Greater Des Moines Music Coalition in 2021 to pursue
a study that would provide the most accurate, far-reaching data and research to support the
economic viability and value of Des Moines’ music ecosystem. Together, we determined that
the future of Des Moines’ music ecosystem not only depends on developing a comprehensive
understanding of its economic value, but also on a clear outline that articulates the policies
needed to better support music makers, businesses, and the supply chain.
Recognizing the impact of COVID-19 locally, nationally, and globally, this project was
conceptualized as a way to help reinvigorate the music and creative sectors in the region as
well as utilize the new perspectives gained to develop innovative approaches to highlighting
and supporting the music ecosystem. In doing so, we worked collaboratively with the Greater
Des Moines Music Coalition to determine the direct, indirect, and induced economic impact of
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Des Moines’ music industry pre and post COVID-19 as well as identify which local regulatory
frameworks may help or impede the ecosystem’s progress. We found that while certain
facets of the music ecosystem thrive, such as the level of local talent, availability of venues,
and capacity building opportunities for non-profit organizations, other aspects like noise
regulations, marketing and communications, and professional development require more
attention to reach their full potential. Additionally, the intentional cultivation of an audience,
through strategic programming and educational opportunities for adults, is one of the missing
pieces that could unlock Des Moines’ already emerging identity as a musical destination.
Our research found that, while some helpful resources exist, an integrated approach, where
music and culture are considered at several levels of city governance and local policy, is
needed for Des Moines’ reputation to grow. From sustainability considerations to raising
awareness about the current and potential economic contributions of the music ecosystem,
we hope this report is recognized as a first step towards the preservation of the creative
industries that can be molded to fit Des Moines’ specific wants and needs and act as a guide
for future ideations regarding what Des Moines’ music ecosystem can and will become.

1.1 About Sound Diplomacy
Sound Diplomacy is a global research and strategy consultancy committed to building and
supporting sustainable ecosystems that bring economic development to people, places and
cities. They provide research and recommendations to businesses and policymakers to help
them make informed decisions on the best use of places and how to stimulate economic,
social and cultural growth. Sound Diplomacy’s team of economists, analysts, researchers and
consultants is based across the UK, Europe, North America and Latin America and has
delivered results across six continents, in over 100 cities and 25 countries. For more
information, please visit www.sounddiplomacy.com.

1.2 Commitment to SDGs
In 2015, world leaders agreed to 17 goals for a better world by 2030. These goals have the
power to end poverty, fight inequality and address the urgency of climate change. Guided by
the goals, it is now up to all of us, governments, businesses, civil society and the general
public to work together to build a better future for everyone.1 The SDGs are made up of 17
goals and 169 targets.

1

Global Goals (n.d.) “Home”. Online at https://www.globalgoals.org/ accessed 31-01-2022
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Our work mirrors many of the goals of the City of Des Moines and aims to communicate
through the universal language of sustainability and development, the UN Sustainable
Development Goals. With all countries ratifying the UN’s SDGs, a code and framework to
guide sustainable development have grown to influence development arrangements and
contractual obligations of donors and grantees. While culture is not part of the SDGs and is
seen as transversal - a part of all SDGs - there have been guides produced to better
understand the role culture can play in meeting the largest, more serious goals of our time.
United Cities and Local Governments’ Culture in the SDGs2, is one example and provides
guidance for this report.

2. Methodology
2.1 Music Assets Mapping
Working with local partners, we identified all music-related uses and businesses in Des
Moines. These assets were mapped using a combination of data provided by stakeholders
and further researched by Sound Diplomacy to generate a database that was georeferenced
2

United Cities and Local Governments (2018) “Culture in the Sustainable Development Goals: A Guide for Local
Action”. Online at https://www.agenda21culture.net/advocacy/culture-in-SDGs accessed 31-01-2022
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with our proprietary mapping tool. Placing contributing music assets onto the mapping tool
allows us to analyze the data, identify clustering of assets and determine gaps in assets and
infrastructure.
Moreover, the mapping is presented in an interactive and easy-to-navigate map using Sound
Diplomacy’s unique mapping tool. This tool allows users to see an asset’s geolocation,
classified per category and enables the end-user to click on individual assets to gain more
information about each one. Each asset category is color-coded and can be either singled out
or aggregated for a wider view.

2.2 Economic Impact Assessment
The economic impact analysis is performed through macroeconomic research, which is based
mainly on official secondary sources and statistics, and complemented by primary research
conducted by Sound Diplomacy. It provides a reliable measure of the economic importance of
the music ecosystem in Des Moines’ economy on three different scales: direct, indirect, and
induced impact.
The results contained in this report correspond to data from 2019 and previous years. This is
because most of the official data sources used have a three-year delay. For instance, during
the research process, the most updated version available for the County Business Patterns
and RIMS II multipliers was data from 2019.

ECONOMIC IMPACT

Direct Economic Impact

Indirect Economic Impact

Induced Economic Impact

DEFINITION
The direct impact is the economic activity directly connected to the
music ecosystem, such as musicians, agents and venues.

The indirect impact is the supportive activity of the suppliers of the
music ecosystem and is related to local businesses that provide
goods and services, such as advertising, transportation and legal
affairs.

Induced impact is created when the workers of the whole music
ecosystem spend their wages on food, transportation, entertainment,
etc. in their daily life.

Table 1. Economic Impact Definitions
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The variables evaluated as part of the Economic Impact Assessment are music ecosystem
output, employment, gross value added (GVA), workers’ compensation or wages, and the
average income of music ecosystem workers.

VARIABLE

DEFINITION

The music ecosystem
output3

All produced goods and services of the music ecosystem in Des
Moines. For example, concert ticket sales, recording studio services,
etc.

Music ecosystem
employment4

The number of active jobs in the production of music ecosystem
goods and services.

Music ecosystem
compensation5

Remuneration (including wages and salaries, as well as benefits such
as employer contributions to pension and health funds) payable to
employees in return for their music ecosystem work during a given
year.

Gross value added (GVA)6

The music ecosystem output minus music ecosystem intermediate
consumption (the costs of all inputs – for example, equipment rented
by a live music promoter).

The annual average
income of the music
ecosystem workers

Describes the average income of the music ecosystem workers
based on several variables such as sex, age, race, etc.

Table 2. Variables Definitions

Classifications
To define and frame the music ecosystem according to the official data available, we use two
standard classifications:
The Classification of Economic Activities of the North American Industrial Code 2017
(NAICS) is the standard used by federal statistical agencies in classifying business
establishments for the purpose of collecting, analyzing, and publishing statistical data related
to the U.S. business economy. It was used to calculate the economic activity in Des Moines
that is attributable to the definition of the music ecosystem (see Appendix 1).

3

Bureau of Economic Analysis (2017)
Ibid.
5
Ibid.
6
Ibid.
4
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The 2018 Standard Occupational Classification (SOC) system is a federal statistical standard
used by government agencies to classify workers into occupational categories for the
purpose of collecting, calculating, or disseminating data. It was used to calculate the average
income of the music ecosystem workers in Des Moines.
Geographical Scope
The geographic scope of this assessment is limited to Des Moines City, Iowa.
Data Sources
Six main data sources have been used to conduct the economic impact analysis in Des
Moines:

DATA SOURCE

County Business Patterns:
2019

This source allows the calculation of the number of establishments
and employees in Des Moines’ music ecosystem by detailed industry.
It also allows calculating the share of music ecosystem
establishments within the state of Iowa.

BEA Regional Economic
Accounts GDP by State
2001 - 2019

This source provides GDP data according to the big industries at the
state and metropolitan levels.

Regional Input-Output
Modeling System (RIMS II)7

7
8

DETAILS

RIMS II provides both Type I and Type II regional input‐output
multipliers to estimate the indirect and induced economic impact of
the NAICS economic activities at the city level.
Type I multipliers account for the direct and indirect impacts based on
the economic dynamics of the music ecosystem supply chain. Type II
multipliers account for both indirect and induced impacts based on
the purchases made by employees of the music ecosystem.

The American Community
Survey 2015 - 2019

This source allows for identifying the average income of the different
workers in the economic activities associated with the music
ecosystem.

Quarterly Census of
Employment 2001-2019

This source provides the employment information per North American
Industry Classification System, NAICS activity. From the latter, the
details used are for the activities associated with the music
Ecosystem.8

See definitions in Appendix 1
See Appendix 1
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Sound Diplomacy primary
data

This data, collected through roundtables and the mapping of agents,
enables us to identify missing data and data that does not necessarily
correspond to the music ecosystem but that was found in the official
databases.

Table 3. Data Sources

2.3 Stakeholder Engagement
The Greater Des Moines Music Coalition (DMMC) conducted roundtables and a survey with
stakeholders of the Des Moines music ecosystem.
In all interviews, participants were asked to identify the immediate strengths and challenges
of the Des Moines music ecosystem as well as the changes that needed to be made to create
a more supportive music ecosystem. The changes voiced by participants serve as
opportunities for consideration as part of the overall implementation of a music recovery
strategy.
This information was then put into a Strengths, Weaknesses, Opportunities and Threats
(SWOT) Analysis. The objectives for the engagement included:
●
●
●
●

To gain an in-depth understanding of the main opportunities and challenges for the
different sectors in Des Moines’s music ecosystem
Involve stakeholder members of the music sectors to contribute their experience and
opinions to the Des Moines music Strategy
Collect different visions and definitions of success for the music ecosystem in Des
Moines
Guide the next steps in secondary research and the design of the strategy

2.4 Regulatory Assessment and Comparative Analysis
The regulatory assessment and comparative analysis section is a compilation of the
qualitative research that Sound Diplomacy has completed in the past nine months for the Des
Moines Music Economic Impact Strategy, and Recovery Plan.
The document includes:
1.

An overview of the policies and regulations analyzed in Des Moines’s music
ecosystem and how they compare to other cities benchmarked in the report.
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2. A Regulatory Ecosystem section analyzing the administrative and governing
environment affecting the music sector in Des Moines.
For benchmarking purposes, the report also includes best practices found in other US and
international cities and a comparison of them with Des Moines.

3. Key Findings
Des Moines has a vibrant music scene that requires support to ensure the flow of the
products of creatives
The wealth of talent and strength of the creative community were highlighted throughout all
research stages and many stakeholders acknowledged that to be a great offer of Des Moines.
Both musicians and organizers alike recognized the resiliency of the creative sector by the
new activities that were developed as a reaction to COVID-19 such as front porch concerts
and digital streaming at shows. Ongoing support for these activities are needed to progress
the output of this diverse music community as well as additional exposure such as marketing
and communication initiatives to highlight the vibrant music scene already existing in Des
Moines.

Music education initiatives can be the main resource in efforts towards strengthening
the music scene of Des Moines
Most stakeholders agree that music education alternatives are varied and robust inside Des
Moines. Alternatives for younger people with a focus on inclusion and diversity are resources
that can prove to be key in developing the music scene in the future. These music education
initiatives must be accompanied by complementary strategies that ensure the
professionalization of upcoming artists, as well as strategies that educate them not only in
artistic performance, but also in music business formation, and music industry development.

Diversity and income gaps are issues that impact the Des Moines music scene
significantly
Stakeholder findings and economic analysis show significant gaps between Des Moines
demographics, and representation in the music industry of the city, particularly in matters of
gender and race. Also, both pieces of our analysis show the existence of significant income
gaps that jeopardize access to the music scene and thus affect its development.
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Managerial roles in the music industry of Des Moines are disproportionately occupied by men
who represent 83% of the managers in the industry and exclusively occupied by individuals
who identify as ‘white’. Income gaps replicate this scenario with men earning over 88% more
than women, and ‘white’ individuals earning 42% more than Asian workers, 95% more than
Black / African Americans, and 335% more than workers from other races. Disparities are not
only evident through an economic analysis, but are also perceived by stakeholders who think
that the racial demographics of Des Moines are not represented in the music scene, and who
believe that the city does not have enough women-led music groups.

Navigating procedures and accessing funding are some of the main challenges for the
success of the music ecosystem
To cultivate any thriving ecosystem, navigation of the rules and regulations that govern it must
be clear. Respondents of the Survey Analysis stated that the greatest challenge in terms of
management is the lack of clarity on procedures to obtain licenses and permits required to
perform various activities. This was also reported by stakeholders to be a major roadblock in
trying to develop and grow the music ecosystem in Des Moines.
Another component needed to progress as shown in our engagement with the Des Moines
music community was access to available funding and investment into music. Many stated the
gap between the demand and supply of funding is as a result of the shortcomings in
communication between funders and requestors. There is overall support for music and the
arts in Des Moines which opens up the potential for local investments or tax funds that could
be directed to support music-related activities contributing to the cultural vibrancy of the area.

A priority for improvement within the music ecosystem value chain should be
supporting infrastructure such as music venues
The two most influential links in the music value chain are Creation (e.g. Musicians and
Artists) and Exhibition (e.g. Music Venues). Both are needed and work in tandem to
successfully demonstrate the offerings of the Des Moines music community.
As a result of the Survey Analysis, it was found that infrastructure such as rehearsal spaces,
music distributors, and managers and bookers were rated with the lowest level of quality
and/or availability. Throughout our Stakeholder Engagement, participants cited the lack of
venues and dedicated practice or rehearsal spaces which are key assets in supporting the
music ecosystem.

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

13

4. Des Moines Music Overview
4.1 Des Moines at a Glance

Population: 214,1339
Median Age: 34.210

Sex ratio: 50.7% female, 49.3% male

Per Capita Income: $28,55411 Median Household Income: $53,525
Unemployment: 4.6%12
Ethnicity: 75.8% White, 11.4% Black or African American, 13.6% Hispanic or Latino,
6.2% Asian, 0.4% American Indian or Alaska Native13
Persons with a High School Diploma or Higher: 86.3%
Persons with a Bachelor’s Degree or Higher: 26.7%
Households with a Broadband Internet Subscription: 79.7%
Number of Companies: 16,543
Major Employers: The region's finance and insurance sector has a $4.8 billion annual
payroll and contributed $17 billion to the GDP in 201914
Cost of Living index: 89.515
Table 4. Des Moines at a Glance

4.2 Des Moines
The City of Des Moines is Iowa’s capital city and the county seat of Polk County. The local
government serves more than 215,000 residents throughout 52 neighborhoods with more
than 4,000 acres of parkland and 81 miles of trails. The City of Des Moines stands to be a
9

United States Census Bureau (2020)
World Population Review (2022)
11
United States Census Bureau (2020)
12
World Population Review (2022)
13
United States Census Bureau (2020)
14
Greater Des Moines Partnership (2022b)
15
Linh Ta (2019)
10
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financially strong city with exceptional city services, fostering an involved community in a
customer friendly atmosphere. Des Moines is the core of one of the fastest growing metro
areas (DSM USA) in the Midwest and is beaming with community pride and accolades.16

5. SWOT Analysis
The strengths, weaknesses, opportunities and threats (SWOT) of the Des Moines music
ecosystem have been compiled with the findings from the regulatory assessment, asset
mapping, online survey, roundtables and interviews, and economic impact assessment to create
a comprehensive SWOT Analysis as outlined below.

STRENGTHS

WEAKNESSES

Music Scene

Music Industry

●

There are a significant number of
talented artists in the music scene

●

The music scene is also inclusive in
terms of age, gender and genre as
every artist gets a chance to play

●

The city has been attracting new
high-level artists who do not see the
city as a fly-over city but are
interested in staying led, in part, by
efforts from First Fleet Concerts and
Hoyt Sherman Place.

Professional Development and
Opportunities
●

16

The music sector in the city is more
collaborative than competitive and
experienced musicians are open to
share knowledge and experiences
with upcoming artists

●

There is a city-wide music scene, but
there is not a strong presence of all
roles in the music industry in Des
Moines, especially non-artistic roles
such as managers, lawyers and agents.

●

The way of doing business in the
industry is highly inconsistent and
unarticulated

Music Education and Professional
Development
●

The are few educational and
professional development
opportunities available for
non-performance based music
professionals

●

The mapping assessment shows a low
availability of important segments of

City of Des Moines (2022a)
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●

There are various events and
festivals for artists to perform, and
lots of paid opportunities

●

Des Moines experiences a high
availability in venues with a total
number of 50, which equals 36% of
all mapped assets. There are more
venues to perform at in comparison
to past years

Music Education
●

There is a large ecosystem of music
education, considering the
population size

●

Music education for children and
teenagers is robust and diverse

Funding
●

There are a multitude of grants and
funding mechanisms through the
Iowa Department of Cultural Affairs,
Iowa Arts Council and Bravo.

the Professional and Supporting
segment such as Music Education with
six assets or Recording Studios with
seven assets

Planning, Policies and Regulations
●

Noise regulations are limited and noise
exceedance permits are usually only
available for special, or single events

●

The is no busking policy in place

●

City coding makes it hard for venue
developers to progress in their
development projects

Marketing & Communication
●

Audience development programs for
live performance venues are few and
far between

●

Media does not cover the local music
scene enough

●

Communication between rehearsal
venues and artists is not strong as it
could and should be

●

The city is missing an online resource
with up-to-date and centralized
information on the local music scene

Permitting, Policies and Regulations
●

●

The special event permitting process
is easy to navigate and all
information, including applications
and payments, can be submitted
online
Easy Access to political leaders and
policy makers

Health & Safety

Transportation
●
●

There is limited public night transport
services
Stakeholders expressed that larger
audiences are hard to find, mostly
because there are not enough
transportation solutions for suburban
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●

There are health and safety
regulations in place that are
specifically geared towards the arts
and cultural community

residents. Stakeholders said that it is
hard to get them to come to see live
music.

Spaces, Places & Infrastructure
Business Development
●

The Des Moines Music Coalition’s
Music Task Force encourages
collaboration between public, private,
and nonprofit sectors

●

There are not enough practice or
rehearsal spaces in the city

●

A medium-sized venue is needed in
the 400-800 capacity range between
bars and nightclubs and the larger
Wells Fargo arena.

●

Within the Venues category, Bars,
Cafés and Restaurants with Music are
the subcategory with the most
representation, where some of the
venues might be suboptimal for live
music events and the number of
Dedicated Live Music Venues is rather
low

●

City is missing family-friendly listening
venues, as all of the venues involve
alcohol

Music Ecosystem
●

Out of the 67 counties in Iowa with
available data, Polk county (where
Des Moines is located) ranks number
1, having 21.4% of the total music
ecosystem establishments in the
state

●

The music sector in Des Moines
supports 1.38% of the local
employment which ranks slightly
above the national average of 1.30%

●

The music output per capita equals
$832 which is considerably above
the national average of $444

●

Most of the artists and professionals
in the industry (58%) have a high level
of education, specified as having
obtained at least one university
diploma

Marketing and Communication
●

Demographics
●

The Des Moines’ music scene does
not reflect the diversity in the city in
race or gender

●

60-70% of the public school population
is people of color, but that is not
represented in the music scene

Transportation
●

Music assets in Des Moines are easily
accessible via public transportation
with an average of 9.77 metro/bus

Advertisement in the airport does not
show Des Moines as a music
destination
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stops within a five minute radius per
music asset, exceeding the
connectivity observed in comparable
cities

●

There are not enough women-led
music groups or bands

●

Managerial roles in the music
ecosystem are disproportionately
being occupied by men, with men
holding 83% of the managerial roles,
vs. 58% in other sectors which is also
true for race disparities, since 100% of
the managerial roles in the industry are
occupied by individuals who classify
themselves as ‘white’

●

There is a significant difference in
matters of income: within the music
ecosystem, on average men earn 88%
more than women ($42,000 vs
$23,000) and this gap is drastically
higher than that of the rest of the
economy, with men earning 40% more
than women ($56,000 vs. $40,000
respectively)

●

From the survey performed by the
DMMC in matters of race,
White-identified workers earn 42%
more than Asian workers, 95% more
than Black / African Americans, and
335% more than workers from other
races while In the rest of the economy
White workers earn 19% more than
Asian workers, 61% more than Black /
African Americans, and 46% more than
workers from other races

Music Ecosystem
●

The Economic Impact Assessment
shows that, in comparison with other
geographical areas that Sound
Diplomacy has studied, Des Moines
creates a lower indirect economic
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impact (creation of jobs, GVA and
output) in the industries that supply
goods and services to them. This is
possibly caused due to a relatively
lower interaction between the local
agents (suppliers) with the music value
chain and, in turn, a lower level of
professionalization.
●

There is an Income gap between the
music ecosystem and the rest of the
economy, where on average the rest
of the economy earns an annual
income which is 36% higher than that
of the music ecosystem

●

The ‘artistic activities’ segment within
the music ecosystem may be more
vulnerable than the ‘supporting
activities’ segment because there is a
higher proportion of workers within the
‘artistic activities segment’ that work as
self-employed (42%) compared to the
majority of workers in ‘supporting
activities’ who work as employees of a
private for-profit business (62%)

OPPORTUNITIES

THREATS

Music Ecosystem

City Planning

●

●

The analysis on the music ecosystem
output per segment shows a wide
participation of artists and creatives
in the city, which could excel with the
right supporting system locally
The music sector in the city is highly
connected and synergies can

●

Some gaps in city planning can be
evidenced, mostly in the frequency of
unused spaces

●

City-coding can present serious
challenges for upcoming artists and
investors interested in venue
development
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●

emerge easily thanks to this
connection between artists

●

The city has been sparking interest
from outside artists in the past
months and the city is transforming
from a fly-over city to a destination

There’s no connection between
city-planning and music industry
development

●

Even though the city’s policy-makers
are easy to access, there is a
perception that they do not take
comments seriously

Policies

Marketing and Communication
●

The existence of the Des Moines
Music Coalition provides a pathway
toward advocating for more
music-friendly policies

There’s an increasing interest for
music education, with both offer and
demand increasing in the city

Spaces, Places, Infrastructure &
Transportation
●

●

Local music media is not receptive, nor
in sync with the evolution of the music
sector in the city

Professional Development

Music Education
●

●

The city has a lot of office spaces
which are vacant, and a lot of artists
who need private spaces for work
Downtown, Des Moines, with its
central location in the city hosts 51
music assets or 36% of all music
assets which is possibly because of
its central location and good
connectivity via public transportation
that makes this area interesting for
other music businesses as well as for
music consumers

●

There are serious income gaps that
are not being addressed that affect
access to music

Music Ecosystem
●

The indirect economic effects of the
music sector could be an indicator of a
lower degree of professionalization
compared to other areas or cities

●

The average age of ‘artistic’ workers
that participated in the music
ecosystem survey is 50.6 years old,
which could point to an aging artistic
workforce with no generational
transition or that there is a weakness in
proper channels for younger artists to
engage.

●

Self-employment in the industry
represents up to 20% vs. 5% in the rest
of Des Moines’ economy which can be
translated to a higher vulnerability from
professionals in the music industry,
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specially those who are involved in
‘artistic activities’, who are mostly
self-employed in contrast with those
who are involved in ’supporting
activities’
●

Income after the pandemic has
decreased for 60% of the artists in the
music sector and 58% on average

●

The Des Moines music ecosystem is
unevenly located geographically with
78% of all music assets located either
in Ward 3 or Ward 4, which could be a
sign of lack of supply in other parts of
the city while these vital parts of the
music ecosystem such as Recording
Studios are only located in either Ward
1 or Ward 3 which could contribute to
the difficulty of access for local
musicians

Table 5. SWOT Analysis
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6. Economic Impact Assessment
6.1 Definition of the Music Economy Ecosystem
Music is inherently part of every city’s ecosystem. Like in nature, this ecosystem is formed by
a group of stakeholders, a set of resources and an environment where they develop their
activities, connect with each other and with other ecosystems. Like in all ecosystems, these
relationships are interdependent. Some stakeholders exist simply because others exist, and
because there is a sustainable environment that favors their survival. In the case of music,
these agents are responsible for everything related to music, starting with the artists all the
way through to the audience. Some of its elements, like music venues or labels, are obvious,
but others, like IT suppliers, designers, or government organizations, are less so. Still, they are
all relevant, and they all play an important role in the ecosystem.
For the Economic Impact Assessment, nevertheless, the definition of the music ecosystem
has to be narrower so it is related to the value of the stakeholders most closely related to
music. As part of this analysis, the music ecosystem is divided into two segments:
●

On the one hand, there is the Artistic and Creative Segment, which groups the
musical artists, musicians, creators, and songwriters.

●

On the other hand, there is the Professional and Supporting Segment, which
includes music-related businesses such as manufacturing, publishing and distribution,
managers and agents, music venues, radio broadcasting, and music education.

The economy of music can be understood as a segment of the economy of culture. It seeks to
explain the phenomena of the music sector by using economic and statistical tools with the
fundamental purpose of providing insights into public policy and private decision making. The
economy of music is not only limited to understanding the transactions of goods and services
in the market, but it can also become a useful tool to understand the dynamics of
non-monetary resources existing within the music ecosystem.

6.2 Economic Impact Overview
The two segments of the Des Moines music ecosystem – Artistic and Creative and
Professional and Supporting – delivered a total economic impact17 of 1,555 jobs, a total

17

For definitions, refer to the Economic Impact Methodology below

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

22

output of $179 million, a total gross value added (GVA) of $121 million and a total workers
compensation of $62 million.
The total employment created and supported by the Des Moines music ecosystem generates
1.38% of the city’s employment, a figure slightly below the contribution of music employment
in New York City (1.4%), but above the average employment contribution of the music
ecosystem registered at the national level (1.3%).

OUTPUT
MILLION $

GROSS
VALUE
ADDED
MILLION $

EARNINGS OR
COMPENSATION
MILLION $

1,226

139

96

49

Indirect

110

13

9

5

Induced

219

26

16

8

1,555

179

121

62

TYPE OF
IMPACT

Direct

Total Impact

EMPLOYMENT
(NUMBER OF
JOBS)

Table 6. Des Moines, Direct, Indirect, Induced and Total Economic Impact.

When focusing on the direct economic impact, the Des Moines music ecosystem generated
1,226 direct jobs, $49 million in earnings, $139 million in direct economic output and $96
million in GVA in 2019. The majority of the direct economic value of the sector is created by
the Professional and Supporting Segment (65%), while the Artistic Segment represents 35% of
the direct economic output.
For every $1,000 of output generated by the music ecosystem in Des Moines, there is an
indirect effect of $93 in the output of other industries locally, and an induced effect of $190 on
different industries as well.
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6.3 Des Moines Music Economic Impact
Figure 1 summarizes the economic impact (direct, indirect, and induced) of the music
ecosystem in Des Moines for 2019. It generated and supported a total of 1,555 jobs (1.38% of
the employment in the city). In the same year, the output generated by the music ecosystem
was $179 million, its total GVA was $121 million and the total compensation of the workers
was $62 million.

Figure 1. Des Moines, IA Music Ecosystem Economic Impact, Output, Compensation, GVA
(Million USD) and Employment 2019

Developed by: Sound Diplomacy
Source: County Business Patterns 2019, BEA RIMS II, Sound Diplomacy Research
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The following sections give an overview of the direct, indirect and induced impact of the Des
Moines music ecosystem.

Direct Impact
The direct impact reflects the economic value created directly by the activities of the music
ecosystem. The Des Moines music ecosystem produced a direct output of $139 million and
an estimated GVA of $96 million. It was responsible for 1,226 direct jobs, and the
compensation of these employees (including both the professional and artistic segments)
reached $49 million.
The economic activities related to the Artistic and Creative Segment of the music ecosystem
18
represented 43% ($60.0 million) of the direct output of the music sector, while
Professional and Support activities comprised 57% ($79.5 million). Of the total direct
employment created by the music ecosystem, 65% (801) corresponds to the Professional and
Supporting segment, while 35% (425) corresponds to the Artistic and Creative segment (see
Figure 2).

Figure 2. Music Ecosystem Direct Employment & Output 2019 by Segment

Developed by: Sound Diplomacy
Source: County Business Patterns 2019, BEA RIMS II, Sound Diplomacy Research

18

Artistic segment of the music ecosystem: According to the NAICS 2017, this activity comprises musicians
(songwriters, music composers), music groups and performers.
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The Professional and Supporting Segment can be analyzed in detail by breaking it down by
sub-segments (Live Music19, Recording Industry20 and Other Supporting Activities21). These
sub-segments contribute to the direct output of the Professional and Supporting segment
differently. The “Other Supporting Activities” segment contributed 74% of the direct output of
the segment, the Recording Industry sub-segment generated 11% of the segment output, while
Live Music contributed only 15% (see Figure 3).
When looking at employment, the number of jobs supported by Other Supporting Activities
appears as the main contributor to the segment, generating around 65% while the Live music
sector generates 27% of jobs and the Recording Industry only 8% of jobs in the segment.
These differences are due to the variance in the productive scheme of each one of them: the
Live Music sub-segment requires more employees to provide its services (bartenders,
roadies, promoters, logistics, etc), while the Recording Industry sub-segment needs fewer
employees and more capital investment to provide its services, generating a bigger output,
that is why the contribution of the Live Music sub-segment reaches 220 jobs while the
Recording Industries generates 60 jobs (see Figure 3).
Figure 3. Music Ecosystem Direct Employment and Output,
Professional and Supporting Segment, 2019

Developed by: Sound Diplomacy
Source: County Business Patterns 2019, BEA RIMS II, Sound Diplomacy Research

19

Live Music sub-semnet include live music promoters, live music bookers, music venues, cafes, bars and
restaurants with music, night clubs.
20
Recording industry sub-segment groups record labels, recording studios, managers and publishers.
21
Other supporting activities sub-segment groups instruments and equipment retail and manufacturing, radio
broadcasting, music education and music media and magazines.
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To put the level of direct employment in perspective, the direct employment generated by the
music ecosystem is compared with other traditional sectors in the city. The direct employment
generated by the music ecosystem in 2019 (1,226 jobs) represented 1.09% of the workforce
in Des Moines, whereas traditional sectors such as construction and extraction or sales and
related generated 6,195 jobs (5.51%) and 11,151 (9.92%) respectively. Meanwhile, industries like
Law Enforcement Workers and Farming, Fishing and Forestry supported 629 (0.56%) and 395
(0.35%) jobs respectively (see Figure 4).
Figure 4. Employees by Industry, 2019

Developed by: Sound Diplomacy
Source: County Business Patterns 2019, BEA RIMS II, Sound Diplomacy Research

Polk County (incl. Des Moines City) music ecosystem: average annual income
Using the American Community Survey’s (ACS) five-year estimates for 2015 to 2019, we
compared the annual average income by economy (music ecosystem versus the rest of the
economy) and by segment within the music ecosystem (‘artistic activities’ and ‘supporting
activities’). Due to the limitation of the sampling from a source in a small geographical scope
such as Des Moines City, we opted to use Polk County for the average annual income
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analysis. The individuals22 were classified as part of the music ecosystem or part of the rest of
the economy, based on the main economic activity they perform in the labor market (see
Appendix 1).
Description of ACS data
To understand the results of the estimates derived from the ACS sample, it is important to
describe the individuals based on several variables: sex, age, race, where they were born,
level of education attained, and class.
Based on the above classification and the output of the survey, it is visible that the workforce
within Polk County’s music ecosystem is mainly composed of men (51%) following the same
pattern as the rest of the economy (51% are men). If we dissect it by segment within the
music ecosystem, people working in ‘artistic activities’ are mainly men (60%) as opposed to
people working in ‘supporting activities’ who are mainly women (52%).
Moreover, within the music ecosystem, there is a higher proportion of men occupying
managerial positions than women. On average, 83% of managerial roles are occupied by
men. Likewise, the rest of the economy has a higher proportion of men (58%) occupying
managerial positions with the remaining 42% being occupied by women. With regards to
age, the mean age of workers in the music ecosystem is 42 years old, which is slightly above
workers in the rest of the economy in the area (41.5 years old). This average is higher for the
‘artistic’ workers in the music ecosystem (50.6 years old) and slightly lower for ‘supporting
activities’ (39.2 years old).
In general, race diversity in the area’s music ecosystem workers is concentrated in
self-defined White people, some Asian and some Black/African American. There is a higher
proportion of White workers in the music ecosystem (93%) than in the rest of the economy
(86%). Deep diving into the music ecosystem, both the ‘artistic activities’ segment and the
‘supporting activities’ segment display a low diversity in terms of race with 93% of the workers
in both cases self-defining as White.
According to the survey, all of the managers within the music ecosystem are White (100%). In
the rest of the economy, the majority of managers are white as well (91%), followed by 3% of
Asian managers, 3% of Black or African American managers and 3% of managers of other
races.

22

The geographical area in scope is Polk County. The information about annual average income for this scope is
obtained by selecting the counties as per their categorization in the Public Use Microdata Areas (PUMA), in this
case made up from Polk (Southwest) & Dallas (East) Counties: West Des Moines & Urbandale Cities, Polk County
(East): Ankeny & Altoona Cities and Des Moines City. This area from hereon is referred to as ‘area’ or ‘area of
study’.
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Figure 5 shows that the maximum level of education attained23 in the music ecosystem in
the area is mostly high (58%), followed by a medium level of education (32%), where the
remaining 10% of workers in the segment attained low levels of education. For the rest of the
economy, the distribution of workers between high and medium education is less skewed
towards higher levels, compared to the music ecosystem, with 49% of workers having high
education and 42% having medium education.
Within the music ecosystem, the ‘artistic activities’ segment is predominantly highly
educated (62%), with medium education representing 27% of the total, and with the lowest
proportion belonging to education level workers (11%). Likewise, the ‘supporting activities’
segment has a higher proportion of workers with a high level of education (57%), with 33% of
workers reporting a medium level of education, and 10% reporting a low level of education.
This means that the workers in the music ecosystem proportionally have higher levels of
education than the workers from the rest of the economy.
Figure 5. Education Level by Economy

Developed by: Sound Diplomacy
Source: American Community Survey 2016-2019, Sound Diplomacy Research

23

Higher education consists of workers that have attained: associate’s degree, bachelor’s degree, master’s
degree, professional degree beyond a bachelor’s degree and doctorate degree. Medium education considers
workers that have attained: regular high school diploma, GED or alternative credential, some college but less than
one year, one or more years of college credit with no degree. Basic education consists of workers that have
attained a maximum level of education of 12th grade with no diploma or any lower grade.
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The majority of workers (56%) in the area’s music ecosystem are employees of a private
for-profit business. This also occurs in the rest of the economy (71%). However, there are some
slight differences, particularly in regard to self-employment. 20% of the music ecosystem is
made up of self-employed people in their own non-incorporated businesses, whilst only 5%
of the rest of the economy falls under this category. This indicates a higher vulnerability in
the music ecosystem since freelancers assume higher risks and costs in comparison to
employees.24
However, when comparing the ‘artistic activities’ and ‘supporting activities’ segments, it is
noticeable that the majority (62%) of workers in the ‘supporting activities’ segment work as
employees in a private for-profit business, whilst the workers in the ‘artistic activities’
segment are distributed across self-employment in own not incorporated businesses (42%)
or employees of a private for-profit business (37%) (see Figure 6).25 This indicates that the
‘artistic activities’ segment is likely to be more vulnerable to economic fluctuations, than the
‘supporting activities’ segment.

24

In ACM the complete descriptions of the work types are: ‘Employee of a private for-profit company or business of
an individual, for wages, salary, or commissions’, ‘Employee of a private not-for-profit, tax-exempt, or charitable
organization’, ‘Local government employee (city, county, etc.), ‘State government employee’, ‘Federal government
employee’, ‘self-employed in own not incorporated business, professional practice, or farm’, ‘self-employed in own
incorporated business, professional practice or farm’, ‘working without pay in family business or farm’ and,
‘unemployed and last worked 5 years ago or earlier or never worked’.
25
An incorporated business, or a corporation, is a separate entity from the business owner and has natural rights.
Conversely, a business owner and an unincorporated (not incorporated) business are the same, and the owner
personally bears all results of the business. Unincorporated businesses are usually sole proprietor or partnership
companies. The main difference between an incorporated and unincorporated business is the way owners
shoulder business activities. (Davoren, 2019, Chron, retrieved from
https://smallbusiness.chron.com/difference-between-incorporated-unincorporated-businesses-57463.html)
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Figure 6. Class of worker by Segment

Developed by: Sound Diplomacy
Source: American Community Survey 2016-2019, Sound Diplomacy Research

The annual average income per worker between the music ecosystem and the rest of the
economy, over 2015 and 2019, differs by 36%. The average annual income for workers in
the music ecosystem is $30,561 compared to $48,119 for workers in activities corresponding
to the rest of the economy.
Based on the same dataset from ACS, we calculated the average income for different
subpopulations.26
Figure 7 shows the average wage for men and women in the music ecosystem and the rest of
the economy in the area. Within the music ecosystem, on average men earn 88% more than
women ($42,000 vs $23,000). This gap is drastically higher than that of the rest of the
economy, with men earning 40% more than women ($56,000 vs. $40,000 respectively.)27
On average, men have a lower income in the music ecosystem ($42,000) compared to the
income of men in the rest of the economy ($56,000), where the latter earns 32% more than

26

In order to see whether the differences in income are statistically significant or not, we performed linear
regressions per subpopulation and performed an adjusted Wald test (shown as p = x in the text).
27
Differences between men and women within both segments are significant (p-value = 0.0082 for the music
ecosystem and p-value = 0.0000 for the rest of the economy).
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the former. The segment gap is steeper for women, who earn 77% more in the total economy
than women in the music ecosystem ($40,000 vs. $23,000, respectively).28
It is important to note that there are no known statistics available for non-binary gender
representations in the music ecosystem, including transgender and intersex.
Figure 7. Music Ecosystem Annual Average Income in USD

Developed by: Sound Diplomacy
Source: American Community Survey 2016-2019, Sound Diplomacy Research

Figure 8 displays the average income by race in the area’s music ecosystem and the rest of
the economy (White vs. Black or African American vs. Asians vs other races). In both cases,
White workers earn more than Black, Asian, and workers of other races. In the music
ecosystem, White-identified workers earn 42% more than Asian workers, 95% more than
Black / African Americans, and 335% more than workers from other races. In the rest of the

28

Differences between men across economies are significant (p-value = 0.0399). Differences between women
across economies are significant (p-value = 0.0000).
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economy, White workers earn 19% more than Asian workers, 61% more than Black / African
Americans, and 46% more than workers from other races.29
This gap can be further explained by the differences in access to higher-paid positions (ie.
managerial). 100% of managerial positions in the music ecosystem are held by White workers.
Likewise, the majority of managerial roles in the rest of the economy are held by White
workers (91%).
Figure 8. Annual Average Income by Race

Developed by: Sound Diplomacy
Source: American Community Survey 2016-2019, Sound Diplomacy Research

In Figure 9, it is visible that the average annual income is more substantial for workers that
have a higher education level attained, both in the music ecosystem and in the rest of the
economy. In the music ecosystem, highly educated workers earn twice (100%) more than
workers with medium-level education and 154% more than workers with basic education.
In the rest of the economy workers with higher levels of education earn 76% more than
29

Differences of income workers according to their race from the music ecosystem is not statistically significant
(p-value = 0.0562). The differences of income between workers according to their race from the rest of the
economy is statistically significant (p-value = 0.0000).
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workers with a medium level of education and 196% more than workers with basic education.
30

Figure 9. Annual Average Income by the highest level of education attained by economy

Developed by: Sound Diplomacy
Source: American Community Survey 2016-2019, Sound Diplomacy Research

In conclusion, the studied area displays an income gap between the music ecosystem and
the rest of the economy, where on average the rest of the economy has higher annual
income. The gap in income within the music ecosystem is more visible among workers of
different types, sexes and education levels. Men earn significantly more than women and
highly educated workers earn significantly more than workers with medium and low levels
of education. Moreover, the ‘artistic activities’ segment within the music ecosystem may be
more vulnerable than the ‘supporting activities’ segment because there is a higher
proportion of workers within the ‘artistic activities segment’ that work as self-employed
compared to the majority of workers in ‘supporting activities’ who work as employees of a
private for-profit business.

30

The differences of income between workers depending on their education level both for the music ecosystem
and the rest of the economy, are significant (p-value = 0.0052 in the music ecosystem and p-value = 0.0000).
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Indirect Impact
The indirect economic impact is calculated by looking at the changes in the values of output,
employment, and compensation, driven by suppliers of the music ecosystem, so it represents
the jobs and output generated by local businesses that supply goods and services to the Des
Moines music ecosystem. To calculate it, it is necessary to include the measurement of
economic exchanges with suppliers that do not necessarily belong to the music ecosystem,
such as advertising, video production, communication and transportation, and even legal
services31.
In 2019, the indirect economic impact of the music ecosystem in Des Moines reached an
output of $13 million and a GVA of $9 million. The sum of the indirect earnings
(compensation of music ecosystem workers) reached $5 million. At the same time, it is
estimated that 110 jobs in Des Moines were indirectly supported by the music ecosystem in
2019.
To give an idea of the size of the indirect effect of the music sector on the local economy, it
was estimated that $1,000 of output from the music sector is indirectly supporting $93 of
the output of other industries in the city. This indirect effect is significantly lower compared
to the indirect contributions found in other studies conducted by Sound Diplomacy. This result
could be due to a rather low interaction between the music ecosystem in Des Moines and the
local agents within the value chain. It could also be an indicator that the Des Moines music
ecosystem has a lower degree of professionalization compared to other cities or areas
studied.
Figure 10 displays the output breakdowns of the industries impacted indirectly by the music
ecosystem. It was estimated that 36% ($4.9 million) of the indirect output effect of the Des
Moines music ecosystem impacted the information sector,32 25% ($3.3 million) impacted the
arts and entertainment sector, 5.4% ($0.7 million) impacted real estate and rental and leasing
industries, 5.0% ($0.7 million) impacted the administrative and support and waste
management and remediation services sector, among other industries.

31

This process is carried out using the Type I Multipliers, available in the BEA, RIMS II model for 2019.
The main components of this sector are: the publishing industries, including software; motion picture
and sound recording industries; broadcasting industries, telecommunications industries; web search
portals, data processing industries, and the information services industries.
32
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Figure 10. Indirect Impact Output Breakdown, 2019

Source: County Business Patterns 2019, BEA RIMS II, Sound Diplomacy Research
When assessing the breakdown of indirect employment, 35% (38 jobs) of the indirect jobs
belonged to the information sector, 15% (16 jobs) to the real estate and rental and leasing
industries, and 14% (16 jobs) to the arts, entertainment, and recreation sector, among other
sectors (see Figure 11).
Figure 11. Indirect Impact Employment Breakdown, 2019

Source: County Business Patterns 2019, BEA RIMS II, Sound Diplomacy Research
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Induced Impact
The induced economic impact is the economic value (output, compensation and employment)
derived from “the spending of workers whose earnings are affected by a final-demand
change, often called the household-spending effect.”33 In other words, this impact is derived
from the spending of workers whose wages are supported directly and indirectly by the Des
Moines music ecosystem. This includes, for example, the money they spent on services, food,
entertainment, transportation, etc. The induced output of the music ecosystem in the region
reached $26 million, a GVA of $16 million in 2019, and supported 219 jobs, with a
compensation of $8 million. The data shows that $1,000 of the music ecosystem output is
generating an induced effect of $190 on different industries of the economy.

6.4 Des Moines in Comparison
Contribution to Local Employment
A variable that allows comparing the development of the music ecosystem in different cities is
the contribution of music employment to the local economy. This variable is represented in
Figure 12 for cities that also have music economic impact reports.34
In the case of Des Moines, the music sector supports 1.38% of the local employment, slightly
above the national average contribution of music to national employment (1.3%). Des Moines
ranks below other places with a strong music industry tradition, such as Austin or New
Orleans, where the music sector supports 2.55% and 5.37% of the local employment
respectively.

33

RIMS II: An essential tool for regional developers and planners, page 53.

34

The figures in the graph come from different sources with different methodologies and different
years as reference. We use them to compare the dimension of the music sector in different locations.
Sources: TXP, Inc. (2016); Asheville Area Chamber of Commerce (2016); The Boston Consulting Group,
Inc. (2017); Musicians’ Association of Seattle (2015); and Siwek, Stephen E. (2018).
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Figure 12. Music Ecosystem Total Employment, US Cities

Music Output Per Capita
Another variable that allows for comparing the level of industrial development of local music
ecosystems is the music output per capita since it represents the economic resources
generated in relation to the size of the population of a city, county or region. This variable is
calculated by dividing the output of the music sector by the total number of residents in each
of the locations that also have music economic impact reports.
The music output per capita of the United States is $444, while in Des Moines this figure
reaches approximately $832. In cities such as Austin, New Orleans and New York, which have
high flows of music tourism and strongly consolidated industries, this figure is $1,899, $1,721
and $1,604, respectively (see Figure 13).
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Figure 13. Music Ecosystem Output-Per Capita
Comparator USD

Music Ecosystem Output per Segment
When looking at the music ecosystem output contribution per segment of these local
ecosystems, we found that the Artistic and Creative segment in Des Moines has a very high
contribution to the overall music ecosystem compared to other cities previously studied by
Sound Diplomacy.
In Des Moines, the contribution of the Artistic and Creative segment to the music
ecosystem output is 43%, while in cities such as Huntsville or New Orleans this figure
reaches 26% and 15%, respectively (see Figure 14). This figure reflects the wide participation
of artists and creatives in the city, compared to other cities or areas.
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Figure 14. Music Ecosystem Output by Segment Comparator

Music Ecosystem Establishments
Map 1 shows the percentage of the total number of music ecosystem establishments in the
state of Iowa, according to the County Business Pattern 2019.35 The darker the color of the
area, the higher the percentage of establishments in the specific county, within the total
establishments in the state. For the gray-colored counties, there is no data available.
Out of the 67 counties in Iowa with available data, Polk county ranks number one, having
21.4% of the total music ecosystem establishments in the state. The number two county is
Linn County, with 8.9% of the music ecosystem establishments in the State. The counties that
follow Linn County are Scott County (8.1%), Black Hawk County (5.7%), and Johnson County
(5.4%). From Map 1, there is one visible concentration of establishments in a cluster of
counties in Iowa: the establishments in Linn County and in Johnson County in the east of the
state.

35

County Business Pattern is an official source of information, however it does not include some establishments
that might be classified in the incorrect NAICS (standard to classify economic business activity). To offset the gap,
Sound Diplomacy performed a mapping of establishments.
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Map 1. Percentage of the Total Music Ecosystem establishments in Iowa, per County, 201936

Source: County Business Patterns 2019, Sound Diplomacy Research

It is also important to understand such distribution by contextualizing it with the population
per county. In many cases, a bigger state in size (population) could be expected to have more
establishments than a smaller state. However, this does not provide insights on the availability
of such establishments per individual, meaning, how many establishments are in the county
per person. The more establishments per person, the more availability. This availability can be
measured by calculating the number of establishments that are in the county, per inhabitant.37
When looking at the percentage of establishments per 10,000 inhabitants in each county
over the total number of establishments per 10,000 county inhabitants in Iowa, the
36
37

Source: County Business Patterns (CBP), 2019
In this case, the availability is measured per 10,000 inhabitants.
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distribution of establishments in the music ecosystem shows a more equitable distribution
across the State. Using this indicator, Polk County is no longer among the top five counties,
being now in the 17th position and concentrating 2.0% of the establishments in Iowa per
10,000 inhabitants. In this case, Dickinson County is the lead, concentrating 3.2% of the
establishments in the state, per 10.000 inhabitants. Others in the top 5 are Winneshiek County
(3.2%), O’Brien County (2.6%), Des Moines County (2.3%), and Jefferson County (2.2%).
None of the counties in Iowa appear in both rankings from Map 1 and Map 2. This shows that,
while it concentrates a high percentage of music ecosystem establishments within Iowa, Polk
County has room for growth.
Map 2. Percentage of the Total Music Ecosystem Establishments in Iowa, per 10.000
Inhabitants per County, 201938

Source: County Business Patterns 2019, Sound Diplomacy Research

38

Source: County Business Patterns (CBP), 2018
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7. Music Asset Mapping: Spaces and Places
This mapping identified music related assets in Des Moines City, IA. The mapping was
produced using a database provided by The Greater Des Moines Music Coalition (DMMC) and
georeferenced with our proprietary mapping tool. Moreover, the music assets were
cross-referenced with the counties in Greater St. Louis (MO-IL).

7.1 Music Asset Definitions
Venues:
●
●
●
●
●
●
●

Arenas - large capacity venues (over 2,000 seats) that primarily host sports and live
music
Art Venues with Music - galleries, museums and other ‘art’ spaces that occasionally
host live music
Bars, Cafés and Restaurants with Music - establishments where live music is
performed regularly although their prime function is the sale of food and beverages
Dedicated Live Music Venues - establishments where live music performance is the
main focus and with dedicated live music programming
Multi-purpose Venues - venues for hire, performing art theaters, corporate event
spaces, or smaller sports facilities that host music at least two times a year
Nightclubs - nightlife establishments with regular DJ nights and occasional live music
performances
Occasional Venues - commercial and public spaces that host music at least once a
year - shops, parks, school auditoriums (e.g. dance schools), churches, cathedrals,
casinos, museums, movie theaters

Festivals - ticketed or free to attend special events and concert series focusing on or
featuring live music programs and happening over one or multiple days
Music Businesses:
●

●
●

Other music businesses (publishing, consulting, law) - individual music companies
ranging from accounting or content creation, to photography, event production, sync,
PR, publishing and licensing
Record labels - music labels with a physical presence
Music Non-Profit Organizations - associations of artists and/or music industry, music
nonprofits and charities
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Music Education, Conservatories/Universities with Music Programs - public and private
music schools as well as further education with a music program
Music Radio Stations - public, community and commercial music radio stations
Orchestras & Choirs - professional and community bands and orchestras, professional and
community choirs and singing groups, including church choirs
Music Record and Equipment Stores - music instruments, equipment and record stores,
including rentals
Recording Studios - registered music and audio studios offering music recording, mastering
and rehearsal services

7.2 Interactive Music Asset Map
All of these categories are included and mapped on this Interactive Map tool developed
specifically for Des Moines, IA. On this zoomable tool, users can see a heat map of assets, by
county, and click on individual assets to see more information about each one. Each asset
category is color-coded and can be singled out or aggregated for a wider view.
The interactive map can be filtered by asset category, by clicking on the category name in the
menu on the right. If you want to filter categories that do not appear on that menu (grouped as
“other”), please click on "search in 10 categories" and then type the name of the category you
want to filter. It is also possible to filter several categories simultaneously.
The interactive map contains three types of heat maps and each of them can be activated on
the check box:
●
●
●

Cluster Heat Map: This is a visual aid that shows the clusters or groups of assets
across the map.
No. Assets Heat Map: This shows the concentration of assets by ward. The darker
the blue, the higher the concentration of assets in the ward.
Assets Density Heat Map: Shows the concentration of assets per square mile of each
ward. This allows us to compare the density in the wards regardless of their size. The
darker the red, the higher the concentration of assets in the ward, based on its size.
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In addition, the interactive map contains two types of public transport access maps and each
of them can be activated on the check box:
●
●

Bus Stops per Asset Map: Using isochrones,39 this map identifies the number of bus
stops that are located within a five-minute walk from the music asset.
Venues Nearest Public Transport Stop Map: This map shows the distance (in a
straight line) to the nearest bus stop for each venue in the city.

7.3 Overview of Music Assets in Des Moines, IA
The geographical area in scope is Des Moines, IA. The geographical area includes four
Wards. Additionally, there are three additional assets mapped outside of Des Moines, located
in Indianola, St. Charles, and West Des Moines, with one asset located in each.
According to the geolocation, there are 141 music assets mapped. The highest number of
observations is seen in the category of Venues with 51 (36.2%) assets mapped. The second
category with the most presence is the Music Business with a total of 21 (14.9%) assets.
In addition to Music Business, other categories with some participation are Music Festivals
with 15 (10.6%) assets, Music Radio Stations with 15 (10.6%) assets and Record and Equipment
Stores with 13 (9.2%) assets. The distribution of Music Assets by category in Des Moines, IA
are listed in Figure 1.

39

Isochrones: the area accessible from a point within a certain time threshold.
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Figure 15. Distribution of Music Assets by Category in Des Moines, IA

This composition of the music assets in the area shows the high availability of spaces for the
exhibition of live music (Venues), but a lower availability of other types of music-related assets
in the local value chain. In particular, the availability of Music Education (4.3%) and Recording
Studios (5.0%), who represent the Professional and Supporting segment of the music
ecosystem, have low participation in the whole ecosystem.

7.4 Spatial Distribution and Clusters of Music Assets in Des Moines
The spatial distribution of music assets, a result of our geolocation exercise, is shown in Map 3
and on the interactive map.
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Map 3. Spatial Distribution of Music Assets in Des Moines

The key findings from the geolocation exercise indicate that:
●
●
●

Ward 3 has the highest concentration of music assets in Des Moines with 89 assets
(63%).
Ward 3 and Ward 4 together host 110 music assets of Des Moines, amounting to a
combined share of 78% of music assets.
The highest concentration of music assets, with a number of 51 (36.2%), can be found
in Downtown Des Moines.
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●
●

Most of the music assets from Ward 1 and Ward 4 are located near the border to Ward
3, indicating a spatial relationship between assets.
Ward 3 hosts the majority of Venues in Des Moines with 31 (61% of all venues), and
also the majority of all other music assets outside of the category Venues with 58 (64%
of all music assets excluding Venues)

Figure 16. Distribution of Music Assets by County in Des Moines, IA

7.5 Ward Density (Assets by County Size) in Des Moines
As previously mentioned, when we evaluate the number of assets per Ward, it is evident that
the Wards with the highest number of assets are Ward 3 and Ward 4 which, together, host 110
assets (78%) (see Map 2).
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Map 4. Number of Assets Heat Map in Des Moines by Ward

As a complementary analysis, the density of assets per square mile was evaluated (see Map
5). The darker the color, the higher the density of music assets per Ward. For Des Moines, the
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average number of assets per square mile is 1.7140. For the highest concentrated Ward (Ward
3), the number of assets per square mile is 3.08. The lowest concentration of music assets per
square mile can be found in Ward 2 with 0.57 music assets per square mile.

Map 5. Ward Density (Assets in relation to Ward size)

40

Assets per square miles in relation to Land area in square miles per the U.S. Census Bureau
https://www.census.gov/quickfacts/desmoinescityiowa.
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7.6 Access to Public Transportation Using Five Minute Pedestrian
Isochrones For All Assets in Des Moines
Map 6 shows the number of metro/bus stops surrounding the asset and located within a five
minute walk area. The darker the red, the greater number of metro/bus stops each asset has
available within a five minute walk.41
Des Moines has 9.77 metro/bus stops within a five minute radius per music asset on average.
The music assets around Downtown have the most metro/bus stops within a five minute walk
radius with up to 37. This shows that given the size of the city and transport connectivity,
access to the music assets through public transportation is sufficient. Des Moines exhibits a
higher proportion of metro/bus stops within a five minute radius per music asset than St. Louis
City, for example.
Map 6. Des Moines, Metro/Bus Stop Density per Asset: 5 min pedestrian isochrone

41

Lines determine the five minute walking radius of each asset, therefore, there are several overlapping lines in
more dense areas. If in the interactive map the radius is gray, it means that the asset has no bus stops within a five
minute walking radius.,
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In the following subchapters, we propose an analysis of the categories that show visible
patterns of concentration.

7.7 Distribution of Music Assets in Relation to the Land Use
Map 7 shows that the majority of music assets (88, or 62%) are located in Mixed Use Zoning,
with the highest proportion being located in the Downtown mixed use zone (51, or 36%).
Mixed Use Zoning also hosts the highest number of Venues with a number of 24 (47% of all
venues).
A total of 13 music assets (9%) are located in Residential Zoning areas, with 10 music assets
located in Low Density Residential Zoning areas. In total, 24 music assets are located in
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Public/Semi-Public Zoning. With seven venues, this is the land use with the second-highest
number of venues.
Map 7. Land Use Des Moines

Please refer to Appendix 2 for a detailed analysis per Relevant Categories of Assets.

7.8 Mapping Findings
The mapping shows that, concerning the composition of music assets, there is a high
availability of venues (with a total number of 50, representing 36% of the mapped assets),
while there is a distinct lesser availability of other music-related assets locally.
It is noteworthy that important segments of the Professional and Supporting music segment
such as Music Education (with six assets, 4.26%) and Recording Studios (with seven assets,
4.96%) have low participation in the whole ecosystem.
Considering Recording Studios, it can be shown that those assets are distributed unevenly
throughout the city of Des Moines, only being available in Wards 1 and 3. Although these
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spaces are a vital part of the music ecosystem, the uneven distribution could contribute to the
difficulty of access for local musicians.
Regarding the venues present in Des Moines, it is notable that the subcategory with the most
assets has a total of 19 assets, which represents 38% of all venues in Des Moines. With only
eight Dedicated Live Music Venues, the number of these types of venues is rather low,
indicating that some of the venues might be inadequate for live music.
Music assets are concentrated in specific parts of the city. A total of 110 music assets of Des
Moines are located either in Ward 3 or Ward 4, which amounts to 78% of all music assets,
which could be a sign of a lack of supply in other areas of the city. The Des Moines music
assets are concentrated in Downtown Des Moines with 51 music assets located there,
representing 36% of the total number of assets.
Overall, it is remarkable that music assets in Des Moines are generally easily accessible with
public transportation. On average, there are 9.77 metro/bus stops within a five minute radius
per music asset, which exceeds the connectivity observed in comparable cities.

8. Regulatory Assessment
A thorough literature review was conducted of existing plans, studies and initiatives to
establish context for the music economy assessment and strategic plan development. It was
reviewed in preparation for the regulatory assessment and comparative analysis. Below is a
summary of key insights of the Des Moines Regulatory Assessment. Please refer to Appendix
3 for the documents included in the Literature Review and further details of the Regulatory
Assessment.

8.1 Overview of Local Regulations and Policies
TOPIC

IN PLACE?

CITY’S POLICY

BEST CASE

Music
Education

Yes

Des Moines Public
Schools (DMPS) has a
Fine and Performing
Arts Department which
offers music, visual art
and drama programs
for students in grades

Nashville’s Music Makes Us
initiative is a partnership with
Metro Nashville Public Schools,
the Mayor's Office and the
Nashville music community. The
program’s main goal is to
eliminate barriers to music
education and increase student
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K-12.42 The music
section of the
department aims to
“ensure that all
students have an
opportunity to have a
strong musical
education and have
access to programs
that enrich their school
experience”.43

participation while adding a
contemporary curriculum that
embraces new technologies and
reflects the diverse student
population.59

The Greater Des
Moines Music
Coalition,44 Des
Moines Music
Symphony,45 School of
Rock West Des
Moines,46 Girls Rock!
Des Moines,47 Des
Moines Performing
Arts,48 Central Iowa
Music Lab,49 Des
Moines Heartland
Youth Choir,50 and Des
Moines Civic Music
Association51 offers
after-school music
programs.

42

Des Moines Public Schools Performing Arts (n.d.a)
Des Moines Public Schools Performing Arts (n.d.b)
44
Greater Des Moines Music Coalition (n.d.b)
45
Des Moines Symphony (n.d.)
46
School of Rock West Des Moines (n.d.)
47
Girls Rock! DSM (n.d.)
48
Des Moines Performing Arts (n.d.a)
49
Central Iowa Music Lab (n.d.)
50
Heartland Youth Choir (n.d.)
51
Civic Music Association (n.d.)
59
Music Makes Us (2019)
43
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Drake University,52
Grand View University,
53
and Des Moines
Area Community
College54 offer music
degree programs.
The Greater Des
Moines Music
Coalition,55 Des
Moines Performing
Arts,56 Des Moines
Teachers Association,57
and Des Moines
Musicians Association
58
offer professional
development
opportunities for
current and aspiring
musicians and music
professionals.

Funding
Support

Yes/No

There are several
different types of
grants available
through the Iowa
Department of Cultural
Affairs60 as well as
organizations like
Bravo Greater Des
Moines,61 and the
Greater Des Moines

While there are several best
case examples of arts and
culture grants, Creative Victoria,
in Australia, has created a
music-specific funding
programme which issues grants
to music venues to help them in
making structural changes to
contain sound and prevent
complaints that could lead to
closures. The fund is aimed at

52

Drake University (n.d.)
Grand View University (n.d.)
54
Des Moines Area Community College (n.d.)
55
Greater Des Moines Music Coalition (n.d.a)
56
Des Moines Performing Arts (n.d.b)
57
Des Moines Music Teachers Association (n.d.)
58
Des Moines Musicians’ Association (n.d.)
60
Iowa Department of Cultural Affairs (2022)
61
Bravo Greater Des Moines (2022)
53

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

56

Community
Foundation.62
Des Moines has
incentive programs for
high quality job
creation, new jobs
training, infrastructure,
and apprenticeships
and internships, but
there are no programs
directly related to
music specifically for
the arts in general. 63

Liquor
Licensing

Yes

Liquor licenses are
processed by the City
Clerk’s Office. In order
to apply for a liquor
license in the City of
Des Moines all
application materials
must be submitted
with consideration for
processing time which
could take up to 30
days.65 While
information is readily
available on the
website, the process
could be more
streamlined.

helping with minor
soundproofing changes that will
prevent venues from having to
make major structural
adjustments. Grants can be used
to source professional acoustic
advice, install double-glazing,
purchase sound-absorbing
furnishings and install
technology that ensures high
quality sound at lower volumes.
64

Because the mapping
assessment shows that Des
Moines has a lack of dedicated
music venues, a program like
this could help to optimize
performance opportunities.
The Department of Liquor and
Lottery, Division of Liquor
Control (DLC) in Vermont has on
its website a plain-language
guide and description of the
liquor licenses available for
applicants, including the
necessary steps to obtain one.66
A certified employee in a
business with a First Class
License is able to train
employees on the rules and
regulations related to
selling/serving alcohol by using
the DLC in-house training kit,
which eliminates the additional
training expenses and
requirements on workers of
licensed premises.67

62

Community Foundation Greater Des Moines (2022)
Greater Des Moines Partnership (2022)
64
Creative Victoria (2019)
65
City of Des Moines, Iowa (2022)
66
Vermont Division of Liquor Control (2019b)
67
Vermont Division of Liquor Control (2019a)
63
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Special Events
Permit

Yes

The Special Events
Coordinator, who
reports to the City
Manager, is
responsible for
handling special
events permits. The
process is handled
through a self-service
website, which allows
users to apply and pay
online.68

Des Moines’s special events
permit process could be
considered a best case in and of
itself given accessibility and
ease of use.
The City of Des Moines could
consider developing a mobile
app, like New Orleans’ One-Stop
App, to make the process all the
more simple.69

Noise and
Curfews

Yes

Mixed use and
commercial zones
have a sound level
limit of 65 dBA for
unamplified sound and
65 dBC for amplified
sound; however, an
exception is allotted
for parades or
processions which
have the necessary
city permit approval.70

Nashville has separate codes for
businesses operating within
their Downtown Code district
(DTC). Instead of restricting
sound amplification by the time
of day, Nashville’s DTC is
restricted by their business
operating hours. While
commercialized use of
sound-emitting machinery is
restricted to 70 decibels for
businesses operating outside of
the DTC from 9 p.m. to 6 a.m.,
businesses within this district
are allotted up to 85 decibels for
prerecorded interior amplified
sound during their business
hours.71

Health and
Safety
Regulations

Yes

The Mask Up DSM
website also includes
“Industry Forward
Playbooks,” which
provide sector-specific
guidance on how to
safely operate
businesses and
organizations; the
Events, Arts, and

Mask Up DSM’s Events, Arts,
and Culture Playbook could be
considered a best case in and of
itself given its direct relation to
the entertainment community
and the depth of its analysis and
resources.

68

City of Des Moines, Iowa (2022)
City of New Orleans (2022)
70
City of Des Moines, Iowa (2022)
71
Metro Government of Nashville & Davidson County, Tennessee (2019)
69
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Culture Playbook
“provides guidance to
organizations in
Greater Des Moines
(DSM) working in arts,
culture, heritage,
entertainment, event
planning and related
industries.”72
The Playbook includes
a sample risk profile
for concerts, which
determines the level of
risk by frequency or
number of people in a
day, duration or the
length of a typical
interaction, and variety
or the number of
different people
attending each day.
The Playbook also
includes information
pertaining to current
impact, future trends,
recommended
practices, community
practices and
additional resources.
Environmental
Sustainability
and Recycling

72
74

Not specific
to the arts
sector

Des Moines’s
Sustainability Program
organizes all of the
City’s sustainability
initiatives into one
accessible website.
While these initiatives
include goals related
to energy use, city
walkability,
neighborhood
improvements, and
transportation, none of

Melbourne, Australia’s Planning
and Environment Act
encourages decision makers to
consider the environmental
impact of proposed
development projects.
Environmental considerations
include music noise and the
social and economic benefits of
live music and cultural events.74

Greater Des Moines Partnership (2022)
City of Victoria (2003)
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the initiatives are
directly related to the
arts and culture
sectors.73
Busking

No

In 2006 the Des
Moines City Council
approved a three
month exception to
part of the municipal
code to allow street
performers without
attaining an
Entertainment District
License. However,
there are currently no
relevant links to this
program on the Clerk’s
Office website or
guidance for street
performers.75

Regulations for
Outdoor
Advertising

Yes

Unless excepted,
outdoor signs and
advertisements cannot
be erected without
submission of an
application and all
accompanying forms
to the zoning
enforcement officer.77

Audience
Development

No

While there are several
opportunities to

The Asheville Busking Guide
was created by Asheville
Buskers Collective to provide
buskers and potential buskers
with the dos and don'ts of the
practice. It includes specific
definitions for noise
disturbances and includes city
rules and laws.76

The City of Vancouver’s Transit
Shelter Advertising Program
offers free access to transit
shelter advertising space for
non-profit arts and culture
organizations. The organizations
pay for and arrange the posters
and the City of Vancouver’s
Cultural Services Department
provides them with space at
transit shelters allotted by
Outfront Media.78
Night Out79 is an Arts Council of
Wales (ACW) initiative that helps

73

CIty of Des Moines, Iowa (2022)
Scott Kubie (2016)
76
Asheville Buskers Collective (2019)
77
City of Des Moines, Iowa (2022)
78
City of Vancouver (2019)
79
Arts Council of Wales (2018)
75
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Music Office

Entertainment
Districts

Yes

Yes

consume music and
culture throughout the
Des Moines region,
there are not many
audience development
programs targeted
towards community
engagement and
participation in the
arts.

local organizations to bring
professional performances into
community buildings at
subsidized prices. This initiative
helps hundreds of community
groups across Wales to bring
the arts to the heart of their
communities by selecting and
hosting professional performing
arts events in non-traditional
smaller scale venues (mostly
village halls and community
centers).

The Des Moines Music
Task Force is led by
the Greater Des
Moines Music Coalition
(DMMC) with
representation from
Bravo Greater Des
Moines, the Greater
Des Moines
Partnership, Iowa
Public Radio, Hoyt
Sherman Place, and
Capital Crossroads.80
DMMC is a non-profit
organization and
collaborative
movement that is
“committed to building
a stronger and more
diverse music
community in greater
Des Moines”81 and
supporting Des Moines
in its efforts to grow as
a nationally recognized
music city.

While the Des Moines Music
Task Force is not a
government-led music
organization, the representation
of local government officials,
businesses, and non-profit
entities all collaborating to
develop the City’s music brand
makes it a best practice.

The Historic Court
District is considered

Austin has six official
entertainment districts, each

However, having a
government-led music office
would greatly improve access to
and with local government to
maximize impact for the music
community, such as the full-time
Music Officer position funded by
the City of Huntsville, Alabama,
through the Mayor’s Office.82

80

DSM Partnership (2021)
Des Moines MC (n.d.)
82
Huntsville Music Office (2022)
81
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to be the main
entertainment district
in downtown Des
Moines with its
abundance of
restaurants, bars,
markets and murals.83
In Summer 2021,
Historic Court was
home to the Court
Avenue ‘Entertainment
Zone’ which was in
place from 9 p.m. to 2
a.m. on Fridays and
Saturdays all summer
through September.
Agent of
Change

No

Agent of Change is not
in place in Des Moines.
The Agent of Change
Principle holds the
entity that creates a
change in an area
responsible for the
impact this change can
have in that area. In
the case of music, the
Agent of Change
usually either requires
the building that
arrives the latest (be it
the music venue or the
residential
development) to be
adequately
soundproofed to avoid
nuisances and
complaints and/or to

distinct in aesthetic and offer.
Downtown Austin is the main
commercial area, divided into
three sub-areas (2nd Street,
Warehouse District and West
Sixth Street) and concentrating a
higher profile of entertainment
and dining options compared to
the rest of the districts. East
Austin is the fastest growing
neighborhood, famous for its
eclectic and alternative offer of
entertainment, food options and
bars.84

San Francisco Mayor London
Breed’s amendment to Chapter
116 of the local ordinances
states existing venues, so long
as they are in keeping with
existing noise laws, are
protected from the complaints of
any new residences, hotels or
motels built nearby.85

83

DSM Partnership (2021)
Visit Austin (2019)
85
City and County of San Francisco (2015)
84
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inform the new
residents that they are
moving next to a music
venue or within an
entertainment area
which permeates
noise.

Parking
Regulations

Yes

Downtown Des Moines
offers more than
30,000 public parking
spaces, with seven
public parking ramps
and approximately
3,000 street parking
meters. All City-owned
parking garages
charge $1 per hour
with a daily max of $10
(excluding special
events).

The implementation of
the ParkDSM mobile
application and a new
parking kiosk system is
due soon.86

Transportation

Yes

The Des Moines Area
Regional Transit
Authority (DART) is
Iowa's largest public
transit agency. It
provides bus services
throughout the Des
Moines metro area.88

In Nashville, a deal was
brokered between Premier
Parking and the local musicians’
union, in which special $5
nightly rates will be offered for
musicians.
Additionally, the Renaissance
Hotel in the city center has
started offering $9 valet parking
services for musicians.
Parking vouchers for the hotel
are handed out in local music
venues, intended to be given to
musicians to access those
prices.87

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

86

City of Des Moines (n.d.)
Premier Parking (2017)
88
Ride DART (n.d.)
87
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The Des Moines
region has multiple
airports including the
Des Moines
International Airport,
and taxis, Uber and
Lyft ride-sharing
services are available
throughout the area.

minute walk of a stop.90 The
network consists of buses,
trains, and streetcars.

B-cycle is a public
bicycle sharing
program with 27
stations and 200
classic and E-bikes
throughout Downtown
Des Moines, Clive and
Windsor Heights. The
system has a BCycle
app where users can
buy online passes.89
There does not appear
to be any additional
night transportation
services outside of
rideshare.

The City of Des Moines is leagues ahead of its peers when it comes to maintaining a
supportive infrastructure for its music ecosystem. The City provides a multitude of educational
and professional development opportunities through the Des Moines Public School system,
the Greater Des Moines Music Coalition, Des Moines Performing Arts and more. The Iowa
Department of Cultural Affairs and the Iowa Arts Council promote several innovative grants
tailored towards sustaining current and building new organizations; these grants include, but

89
90

Des Moines B Cycle (n.d.)
Stefan Novakovic (2017)
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are not limited to, the Creative Places Project grant and the Iowa Arts and Culture Marketing
grant.
Des Moines’s special events permitting process is a best case in and of itself. The website
supplies comprehensive guides to lead applicants through the process and an online portal
where applications and payments can be submitted. The City’s health and safety protocols
which are directly targeted toward venues that center on arts and culture and the Des Moines
Music Coalition’s Music Task Force that brings together people from public, private, and
nonprofit sectors indicate that Des Moines is a place that cares about the health and
well-being of its creatives.
However, as with most cities, there is still work to be done. Making noise ordinances more
amenable to venues through permitting structures that are not only for single use; developing
music-focused sustainability procedures; re-activating busking policies, and exploring night
transportation availability are but a few ways that the City of Des Moines could improve their
already phenomenal music ecosystem to create a better environment for musical artists and
music professional

9. Recommendations
Music creates experiences that help characterize a city. It is the way we tell stories, share
emotions, connect with each other, and create associations with places. Therefore, the power
of music and the possibilities to use it to create a resilient Des Moines must be acknowledged
in future planning and initiatives.
The following recommendations are based on desk research and stakeholder engagement
completed by Sound Diplomacy and supported by the Des Moines music ecosystem. They
will be critical to growing and strengthening the role of music in Des Moines and supporting
the recovery of the music industry and local economy from the COVID-19 pandemic.
Following the implementation of these recommendations, Des Moines should continue to
measure the impact of the music ecosystem and the results of the implemented actions for
further improvements.
The recommendations have been grouped into the following strategic areas:
1.
2.
3.
4.

Zoning and Planning
Licensing and Regulations
Economic Development
Music Education
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5. Music Marketing and Advertising
Each strategic area has its own set of recommendations, which are supported by key
research findings and include a short outline to assist with implementation. Each
recommendation shares key outputs that are expected by implementing them as well as
which United Nations Sustainable Development Goal (SDG) they relate to.

9.1 Zoning and Planning
Recommendation 1: Advocate for the Appointment of a Music Officer
Timeline: Medium-term (1-2 years)
The Music Officer should be the first point of contact between the music ecosystem and the
public administration. In particular, a Music Officer could work with the Greater Des Moines
Music Coalition (DMMC) to advocate for and implement policies and facilitate communication
within the industry and across different sectors. Due to the distribution of music assets across
the four wards, a local government official must act as the connective tissue between music
artists and professionals in each section of the City to ensure that the music ecosystem is
receiving the necessary resources and attention.
Appointing a Music Officer would support the following goals:
●
●
●
●
●

Connect music professionals and artists throughout the City to build relationships in
the music ecosystem
Increase economic opportunities for the music sector
Advocate and implement music-friendly policies which will benefit local music
businesses and venues
Facilitate cross-sectoral connections and collaborations
Promote a clear communication channel for music-related matters internally

How to implement it:
●
●
●

The DMMC and the Des Moines Music Task Force should collaborate on a proposal
for a Music Officer which can be presented to relevant local government officials
The proposal should include job specifications such as time commitment, proposed
salary, and skill specifications
Due to the nature of the position, skill specifications should include:91

91

For an example of a job description, see Huntsville’s position listing. The position has now been filled. City of
Huntsville (2021) “Huntsville Music Officer (Grade 17).” Online at
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Proven leadership ability, public profile and convening power
Experience working in a political environment
Experience working in or engaging with the music ecosystem
Experience in community management
Knowledge of the local, state and national Policies, Licenses and Regulatory
Frameworks that apply to the music sector
○ International experience in the music industry
Once recruited and hired, the Music Officer should be responsible for overseeing the
creation and implementation of the City’s music strategy, the development of a
website and directory specifically geared towards the music industry, networking
across sectors to facilitate collaborations, and running professional development and
educational events that will benefit the sector
The Music Officer should also plan bi-annual music industry town halls in order to
decipher the needs and wants of the industry in coordination with the DMMC.
○
○
○
○
○

●

●

The policy should include the following specifications:
●
●

The Music Officer must maintain relationships with public, private, and nonprofit
sectors in order to glean the best opportunities for the music ecosystem
The music strategy should be audited annually to account for changes in the music
ecosystem and keep track of implementation of goals

SUSTAINABLE DEVELOPMENT GOAL/S AND TARGET/S:
Target 8.3: Promote development-oriented policies that support
productive activities, decent job creation, entrepreneurship,
creativity and innovation, and encourage the formalization and
growth of micro-, small- and medium-sized enterprises, including
through access to financial services

https://www.governmentjobs.com/careers/huntsville/jobs/3149564/huntsville-music-officer-grade-17?pagetype=job
OpportunitiesJobs accessed 27-4-2022
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TEXAS MUSIC OFFICE - US92
What Is It: The Texas Music Office (TMO) was established in 1990 as the sister office
to the Texas Film Commission. The ethos of the office is to connect businesses
across the state who work in and are connected to the music industry and in turn
create opportunities for those businesses and individuals. The team is small,
consisting of a Director, Marketing and Communications Specialist, Community
Relations and Outreach Specialist and Programs Manager.
Who is responsible: It is state-funded and sits within the Office of the Governor’s
Economic Development and Tourism Division.
What has it done: In 2018, the number of individuals and companies assisted by the
TMO was 3,534,159. This increased to 5,248,635 in 2019. It created the Texas Music
Industry Directory, a fundamental business referral network tool to which around
15,000 music businesses are currently subscribed.
The Texas Music Office's Music Education and Community Grant Program (the
License Plate Grant) raises funds through the sales of specialty license plates. The
plates cost $33, $22 of which goes to providing instruments and music education
across the state.
Since 1990, the Texas Music Office has offered internships every four months to two
students each round. Over 300 students have participated in the programme,
representing 23 different schools. Interns work between 12 and 20 hours each week,
during which time they interview state music businesses, update the office’s industry
database, respond to information requests and conduct web-based research. The
programme is designed to help build students’ business and marketing skills as well
as expand their network of contacts.
Lesson for Des Moines: A Music Office or Music Officer contributes to the economic
development and the overall well-being of the music sector. As a center for
education, audience development, and professional development, having a
dedicated music official to facilitate sectoral growth can both show the City’s support
for the music ecosystem and help build business collaborations across sectors.

92

State of Texas (2022)
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Recommendation 2: Consider the Music Sector in Sustainability Plans,
Strategies and Policies
Timeline: Short-term (0-12 months)
Des Moines’s Sustainability Program organizes all of the City’s sustainability initiatives into
one accessible website. While these initiatives include goals related to energy use, city
walkability, neighborhood improvements, and transportation, none of the initiatives are
directly related to the arts and culture sectors.93 Including the music sector, and arts and
cultural sectors more broadly, in discussions and strategic plans for sustainability both
broadens the reach of sustainability initiatives and allows the music sector to contribute their
thoughts and recommendations regarding more environmentally friendly policies and
procedures.
Considering the Music Sector in Sustainability Plans would support the following goals:
●
●
●

Encourage cross-sectoral collaboration between public, private, and nonprofit
industries
Broaden the reach of sustainable initiatives as well as increase positive outcomes of
said initiatives
Help the City develop more creative approaches to sustainable policy creation

How to implement it:
●

●
●

●

93

The DMMC should meet with the City Manager in order to discuss ways that music
specifically, and arts and culture more broadly, can be incorporated into the City’s
Sustainability Program
Initiatives should be considered for music festivals, events, venues, and other
music-related businesses
These initiatives could include: recycling and waste disposal policies for music
festivals, ways to prevent noise pollution through greater focus on attenuation, public
transportation and carpooling guides for traveling artists, and utilizing, to the extent
possible, locally sourced products and services
One of the initial results of this collaboration could be a publicly accessible guide to
sustainability in the arts sectors. This should be made available online and physically
distributed to local businesses and organizations

City of Des Moines, Iowa (2022)
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The policy should include the following specifications:
●

●
●

Given the rising cost of production for music related events, such as festivals, city
funding for this initiative should be considered. This could come in the form of waived
permitting costs for events that meet certain sustainable criteria or funding events that
feature local artists94
If locally sourced products and services are not available, there should be discussions
centered around attracting such businesses in the future
There could be a program that recognizes art businesses for their environmental
considerations through rewards, badges, or public announcements

SUSTAINABLE DEVELOPMENT GOAL/S AND TARGET/S:
Target 11.3: By 2030, enhance inclusive and sustainable
urbanization and capacity for participatory, integrated and
sustainable human settlement planning and management in all
countries
Target 11.4: Strengthen efforts to protect and safeguard the world’s
cultural and natural heritage

THE GREEN MUSIC INITIATIVE - GERMANY95
What Is It? The Green Music Initiative is a platform that promotes environmental
sustainability in the music and entertainment industry. It works with scientists, music
stakeholders, sustainability organizations and artists across the world.
Who Is Responsible? It is a non-profit independent cross-sector think tank in
Germany that works regularly with global consultants (Greenpeace,96 Universal
Music,97 Berlin Music Week,98 Club Commission,99 Reeperbahn Festival100. It relies on
donations and funding for projects.

94

Play Tulsa Music (2022)
Berlin Music Commission (n.d.)
96
Clean Energy Wire (2018)
97
Universal Music Group (2022)
98
Berlin Music Week (n.d.)
99
Clubcommission Berlin (n.d.)
100
Reeperbahn Festival (2022)
95
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What Has It Done? It has worked with partners (Kulturprojekte Berlin,101 Popakademie
Baden-Württemberg,102 Popakademie Mannheim103) to develop projects and
sustainability models for festivals, events, awards and venues. The team also created
the first Green Touring Handbook and Green Touring Network.104
Lesson for Des Moines: To promote a sustainable environment for music artists and
businesses, enhancing collaboration and planning is necessary. The Green Music
Initiative is a good example of how an organization can be a model for
environmentally friendly policies within the music industry and lead the way towards
sustainable innovation.

Recommendation 3: Implement a Program Designed to Utilize Non-Traditional
Music Spaces in Support of Local Artists and Professionals
Timeline: Long-term (3+ years)
The City of Des Moines’s need for more rehearsal, practice spaces, and dedicated music
venues intersects with a large number of vacant office spaces. Repurposing some of these
office spaces to increase the availability of artistic working spaces increases the vitality of
both the sector and the City while allowing artists to improve their craft.
Utilizing Non-traditional Music Spaces would support the following goals:
●
●

Improve access to rehearsal and performance spaces so that local artists and
creatives can improve their craft
Create a sustainable environment for diversity to thrive in the music sector through
equitable working conditions and access

How to implement it:
●

The City should work with the DMMC and local community leaders and stakeholders
in identifying potential spaces

101

Kutlureprojekte Berlin (n.d.)
Baden-Württemberg (n.d.)
103
Popakademie Mannheim (n.d.)
104
Green Touring Network (n.d.)
102
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●

●

●

Involved parties should explore opportunities for funding to provide spaces with
quality equipment to ensure that events are executed at a high standard, to attract
music fans from outside of the area/city as well as to provide local audiences with
quality performances
A simple application form should be developed; the form should be open to a range of
proposals for usage, such as music classes, rehearsal space for young people, as well
as traditional performance usage. Implementers should consider funding use for
educational purposes and underserved demographics
In the long term, an open database and liaison service for music and cultural activities
utilized in these spaces should be created

The policy should include the following specifications:
●

●

●

●
●

First, an information guide should be produced for owners of private property on how
to lease their spaces for a safe and successful music event (including the city’s official
advice on social distancing and sanitizing measures or any other measures related to
COVID-19), including best practices on promotion and organization
The possibility to offer rebates to owners and event organizers from benefiting
organizations such as tourism or the downtown district should also be examined in
order to encourage more spaces to sign up and diverse events to be organized
Interested owners should sign up through the City website and provide information on
the space’s characteristics, capacity, equipment, price and activities they would be
willing to lease for
Applications should be encouraged and prioritized from alternative spaces in areas
currently underserved by rehearsal, performance and education spaces
Existing music events could be trialed in these spaces before initiating a long-running
program, making sure to seek local, diverse talent and genres

SUSTAINABLE DEVELOPMENT GOAL/S AND TARGET/S:
Target 9.1: Develop quality, reliable, sustainable and resilient
infrastructure, including regional and transborder infrastructure, to
support economic development and human well-being, with a focus
on affordable and equitable access for all
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Target 16.7: Ensure responsive, inclusive, participatory and
representative decision-making at all levels

CULTURAL SPACE PROGRAM - SEATTLE, WA105
What is it: The City of Seattle has created a special division to work with artists, arts
organizations, developers and builders to manage and support cultural spaces,
allocate grants and activate unused or underused spaces. The website hosts links to
resources across other city departments, such as information on building codes,
noise codes, fire safety codes, financing, administrative services and incentives.
There is also a comprehensive and clearly written handbook available for artists and
arts administrators to use to help them navigate how to lease, purchase or operate a
cultural space in the city.
Who is responsible: The Cultural Space program is headed up by the city’s Office of
Arts and Culture, which has a dedicated ‘cultural space liaison’ with the office to work
alongside the ‘arts permit liaison’ at the city’s Department of Construction and
Inspections.
What has it done: One of its biggest accomplishments to date was the introduction
of SpaceFinderSeattle.org. Launched in 2015 and free to use, this website is a
database compiling 400 rental space listings in the region that are available for
artists, community organizations and cultural entities to use for meetings, events,
workshops, rehearsals, performances and presentations.
Lesson for Des Moines: Creating a program similar to Seattle’s Cultural Space
Program is one way to expand the amount of dedicated performance and rehearsal
spaces available for music sector participants while also increasing the access that
marginalized communities have to these spaces and beginning the process of
creating healthier environments founded on sustainable principles for these same
communities. Advocating for and/or creating just such a program could be a task for
the proposed Music Officer.

105

City of Seattle (2022)
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Recommendation 4: Advocate for a Multi-Use Performance Space for
Rehearsals, Education, and Professional Development
Timeline: Long-term (3+ years)
The City of Des Moines has several music-related spaces, such as bars and restaurants, which
house live events, but because of music’s secondary nature, it can be suboptimal for these
performances. In addition, stakeholders have suggested that the City lacks a multi-use music
venue that can accommodate different types of musical activity. A collective of aligned voices,
such as the DMMC, could advocate to the City Council regarding the necessity of a multi-use
performance space. It could also act as a multi-use space for hosting educational and
professional development events as well as provide additional rehearsal space to help
develop the sector.
Advocating for a Multi-Use Performance Space would support the following goals:
●
●
●

Inspire cross-sectoral collaboration through development goals, sponsors, and
priorities
Create opportunities for professional, educational, and audience development
Develop pathways for diverse and multi-cultural offerings

How to implement it:
●
●

●
●
●
●

Advocating for a multi-use performance space is an initial step in increasing the City’s
artistic viability
To do so, the DMMC should begin by researching possible locations and funding
repositories; there are several models for funding, going the traditional route with
developers, seeking government funding, or crowdfunding from the community; a
combination of each is also possible
Further research concerning the viability and appeal of just such a structure should be
surveyed throughout the City in order to strengthen advocacy measures
The potential economic benefits of the space should be studied, analyzed, and
explicitly laid out for the council
Once funding opportunities, surveys, and economic impacts have been explored, a
proposal should be put together and presented to the Council
A sustainable maintenance and operation budget should be identified and secured to
ensure protection of the community investment for years to come
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The policy should include the following specifications:
●
●

●

It should be ensured that no populations would be displaced during development and
prospective locations should be scouted with this in mind
Educational and professional development opportunities should be built into plans for
the space, particularly marginalized populations who are both underrepresented as
leaders within the music sector and paid less than their peers
The space could also double as a mid-tier music venue depending on spatial
allocations

SUSTAINABLE DEVELOPMENT GOAL/S AND TARGET/S:
Target 8.3: Promote development-oriented policies that support
productive activities, decent job creation, entrepreneurship,
creativity and innovation, and encourage the formalization and
growth of micro-, small- and medium-sized enterprises, including
through access to financial services
Target 8.9: By 2030, devise and implement policies to promote
sustainable tourism that creates jobs and promotes local culture
and products
Target 11.4: Strengthen efforts to protect and safeguard the world’s
cultural and natural heritage
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THE PARIS PHILHARMONIE - PARIS, FRANCE
What is it: Completed in January 2015, the Philharmonie is a cultural institution in
Paris, France, composed of concert halls, exhibition spaces, rehearsal rooms,
educational services, restaurants and bars, including a 2,400-seat symphonic
concert hall. The new Paris Philharmonie has been successful in attracting new
audience members from all over Paris due to its location in the east and for its
diverse programme, which does not focus solely on Western classical music.106
Who is responsible: The cost of construction was €386 million and was shared by
the national government (45%), the Ville de Paris (45%), and the Région Île-de-France
(10%).
What has it done: Beyond its role as a venue, the theater has social implications. Its
physical location symbolizes a sort of social barrier as it straddles the Haussmann
boulevards: cultural institutions and wealthy urbanites from the poorer, multicultural
suburbs. In efforts to create a more integrated city, there is a new tram line that goes
into the suburbs and connects them to once-elusive realms such as the
Philharmonie. This physical access is coupled with a pricing policy which sees music
events typically charging a flat fee of €12 for adults, and €8 for children. This is made
possible by the theater’s public subsidies.
Furthermore, this new theater breaks down barriers using genre and music
education. Before its construction, French culture was dominated by classical themes
which were typically linked to the upper class. The brochure for the opening season
of the venue expressed a desire to destroy these barriers, increase education
programmes, and bring more diverse programming to the people. While the majority
of programming will still be Classical, efforts to create a more vibrant character of the
theater will see specially-themed weekends such as New York, David Bowie, science
fiction, the human voice, amateur music, etc.107
Lesson for Des Moines: Advocating for a larger capacity venue can open the door
for not only acts that attract bigger audiences, but also educational and professional
development programs. As is the case with the Philharmonie, it can bring more
diverse programming and act as a communal bridge to allow for multi-cultural
interaction.

106
107

Loomis, George (2017)
Moore, Gillian (2014)
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9.2 Licensing and Regulations
Recommendation 5: Implement an Agent of Change Policy
Timeline: Short-term (0-12 months)
The Agent of Change principle is a protective policy used in cities around the world to hold
new developments accountable for sound attenuation. For example, San Francisco’s Agent of
Change Law was approved in 2015 and requires venues to maintain the sound levels they
operate at within the limit of their entertainment permit in order to remain under legal
protection. The law holds that it is the responsibility of the property developer to inform any
new residents of the existing sound in the area. San Francisco also protects music venues
from hotel and motel sound complaints within 300 feet of the venue.108
Once implemented it should also be regularly assessed to better serve the necessities of
cultural operators in expanding development areas, including sound attenuation measures
when a proposed residential development is within 100 feet of existing live music
performance venues.
Implementing an Agent of Change Policy would support the following goals:
●
●
●
●
●

Respond to high demand for noise ordinance changes
Attract new music businesses (and connected industries) to the area as a result of
greater policy support for the sector
Establish policy guidelines for noise attenuation, both by events and music spaces
using amplified music and by developers building near existing sources of loud noise
Ensure the sustainability of Des Moines’s vibrant music scene amidst increased rent
costs
Reduce the number of fines to music establishments due to noise complaints

How to implement it:
●

108

The Des Moines Permit and Development Center should be consulted in order to
implement this policy given the Center’s focus on construction permits, policies, and
codes

City and County of San Francisco (2015)
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●

●

The noise policy should establish clear expectations on noise limits, measurements
and attenuation strategies for coexistence of music places, businesses, residents and
visitors
The policy should include an Agent of Change principle (see case study below)
affecting a 300 feet radius of existing live music performance venues and other
spaces where music amplification is regularly expected, such as recording studios,
churches, and music schools

The policy should include the following specifications:
●

●

●

●

An automatic trigger when a new planning permit application is lodged to initiate the
sound attenuation assessment. If a venue is built next to an existing development, the
venue will be responsible for noise attenuation and the existing premises will be
protected through Agent of Change
New developments may either soundproof themselves, soundproof the source of
potential noise/nuisance or take no measures, but they must be made aware that the
city will not close the existing venue down due to their noise complaints
New residents or businesses should be asked to sign a memorandum of
understanding when moving into a property involved in an Agent of Change
jurisdiction
Existing venues and music events of significant cultural value located outside an
Agent of Change jurisdiction should be able to apply for a noise exemption permit

SUSTAINABLE DEVELOPMENT GOAL/S AND TARGET/S:
Target 11.4: Strengthen efforts to protect and safeguard the world’s
cultural and natural heritage
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AGENT OF CHANGE - AUSTIN, TX
What Is It: In 2016, Austin’s Mayor Steve Adlin began advocating for Agent of
Change through his Omnibus Resolution, which looks at ways to support the local
music and arts industries in a growing and increasingly expensive local economy.
Spurred on by noise complaints against the Nook nightclub from the
newly-constructed Westin hotel, there was strong support across the city to
implement the protective measure.109
Who is responsible: The City of Austin Economic Development Department
What has it done: In 2016, the execution of the Agent of Change policy was left to
the city’s Economic Development Department, but the measure was unsuccessful
due to a few oversights within the text, namely the exclusion of hotels from
requirements, no method of enforcement and the sporadic or singular application of
the law to specific license types.110 2017’s Red River Pilot Program showed how
extended hours helped increase sales for local venues without negatively impacting
the surrounding neighborhood, so the initiative was revisited in 2018, and Austin met
with Toronto, San Francisco and Brisbane to discuss best practices.111 The updated
recommendation, presented to the city in 2018, requires residential property
developers and building managers to disclose to residents if the building is near a
music venue, enforces a mitigation threshold of 45 decibels and withholds
occupancy certifications until soundproofing standards are met. While the policy has
yet to be adopted, the Economic Development Department published its next steps
in June 2019, which included:
1.

Commission an acoustic engineering study, and begin testing sound
mitigation techniques to determine the best tools and strategies.
2. Identify and implement sound monitoring techniques across the city to
regularly collect data.
3. Create a communications network across all city departments and authorities
involved in enforcing Agent of Change or responding to noise complaints.
4. Maximize the Creative Space Assistance Program to provide financial relief
for venues at risk of closure due to noise complaints, and utilize it as a
framework to introduce a Sound Mitigation Assistance Program to help with
the cost of soundproofing.

109

Kevin Curtin (2018)
Ibid.
111
Chad Swiatecki (2018)
110
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5. Conduct more community and industry outreach to gain feedback throughout
the process and educate stakeholders on the implementation and effects of
Agent of Change.
6. Revise the Sound Ordinance based on the findings of the acoustic
engineering study and the industry outreach, and draft and incorporate Agent
of Change language into the ordinance.112
Lesson for Des Moines: Implementing an Agent of Change policy in Des Moines,
alongside community outreach, can create a better atmosphere for venues and
residential properties to co-exist. With this policy in place, all participants in the music
ecosystem, including surrounding neighborhoods, have a say in their sonic
environment and a responsibility to maintain a sustainable community.

Recommendation 6: Reconfigure Type “A” Sound Permits for Annual Use
Timeline: Short-term (0-12 months)
The City of Des Moines currently has a permit in place, which allows events and venues to
temporarily exceed the current sound level limit of 65 decibels set for mixed use and
commercial zones called the Type “A” permit. According to the City’s Noise Ordinance, Type
“A” permits “may be issued for sound equipment emitting live music, reproduced music or
human speech registering not more than 85 decibels when measured at the real property
boundary of the permitted property or a distance of 50 feet from the sound equipment if
issued in conjunction with a street closing.”113
These permits are applicable between the hours of 9:00 a.m. and 10:00 p.m., except for
downtown areas and East Village Street Closure areas which are applicable between 9:00
a.m. and 11:00 p.m. Sunday to Thursday and between the hours of 9:00 a.m. and 12:30 a.m.
“Friday and Saturday, the Sunday of Memorial Day weekend, Labor Day weekend and the
Fourth of July should it fall on a Sunday.”114 Since Type “A” permits can be issued for a 30-day
period and may be used eight times during the permitted month, it is already a music-friendly

112

113
114

City of Austin Economic Development Department (2019)
City of Des Moines, Iowa (2022)

Ibid.
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policy. However, it would ease the regulatory burden on music venues and music-related
businesses if there were an annual option.
Extending the Use Period for Type “A” Permits would support the following goals:
●
●
●
●

Ease the regulatory burden for music venues and music-related businesses
Allow a larger and more diverse amount of cultural offerings by encouraging more live
music events
Increase the economic viability of the music sector
Encourage the development of new dedicated music venues in Des Moines

How to implement it:
●
●

●

●

The DMMC should review the current noise ordinance code and request a meeting
with the City to discuss the possibility of an extended use period for Type “A” Permits
The revision could take the form of an additional permit tier within the Type “A” permit
specifically dedicated to music venues and performance centers which host events
several times a year
The Permit tier could come with additional application requirements including:
○ A site plan
○ Performance area layout and sound orientation
○ A noise model performed by an acoustical engineer and any resulting noise
mitigating design features
○ Proximity to residential dwellings
Sound level limits should remain at 85 decibels, but there should also be stipulations
surrounding how long each event can last

The policy should include the following specifications:
●

●

It is possible to have a mid-tier between the monthly and annual permits which apply
to venues that may have a multiple events per year, but may not necessarily have
them all in the same month
These types of permits should only be needed for venues with residential neighbors

SUSTAINABLE DEVELOPMENT GOAL/S AND TARGET/S:
Target 11.4: Strengthen efforts to protect and safeguard the world’s
cultural and natural heritage
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SOUND EXCEEDANCE PERMIT - ASHEVILLE, NC115
What Is It: On September 15, 2021, the City of Asheville began requiring a Sound
Exceedance Permit for events that take place on private property in the Central
Business District or one of the Commercial Business District where activities are
thought to exceed levels illustrated in the noise ordinance. There are three types of
Sound Exceedance Permits with corresponding costs and application requirements:
●

●

●

Type 1: 1 - 2 sound exceedance events/year ($0 - no cost - for annual permit)
○ Application requirements:
■ Site plan
■ Schedule of events
■ Notification template
■ List of addresses (that will receive advanced noticed of the
event)
Type 2: 3 - 8 sound exceedance events/year ($100 for annual permit)
○ Application requirements:
■ All of the requirements of Type 1
■ Performance area layout and sound orientation
■ Sound mitigating design features
■ Location and proximity of residential dwellings
■ Method of managing potential off-site decibel impacts
■ Prescribed decibel levels and hours of operation
■ Availability and use of decibel meters and monitoring methods
Type 3: 9 - 30 sound exceedance events/year* ($100 for annual permit)
○ Type 3 permits are only available to performance centers
○ Application requirements:
■ All the requirements of Type 1 and Type 2
■ A noise model performed by an acoustical engineer that
demonstrates the comprehensive management and reduction
of off-site decibel impacts.

Type 1 and Type 2 permit applications must be submitted 14 days prior to the first
event and Type 3 permits must be submitted 30 days prior to the first event. These
events can only occur between the hours of 10:00 a.m. and 10:00 p.m. Sunday to

115

City of Asheville (2021)
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Thursday and 10:00 a.m. and 11:00 p.m. on Friday and Thursday. Events cannot
exceed 85 decibels or exceed more than eight hours.
Who is responsible: The City of Asheville Noise Compliance Division
What has it done: Since this is a relatively new permit program, results are not yet
available. However, the City of Asheville put this policy in place in order to mitigate
complaints while allowing performance venues leeway through annual permit
periods which take multiple events into account. As part of the revised ordinance
rollout, the City of Asheville included frequently asked questions and fact sheets
prominently displayed on the City’s website which explicitly explain what the permit
does and to whom it applies.
Lesson for Des Moines: One thing that should be noted is that Des Moines’s Type
“A” Permit currently allows for more events per year, should the business apply every
month, than the 30 sound exceedance events allowed by Asheville’s Type 3 Sound
Exceedance Permit. For this reason, an annual sound exceedance permit would be
all the more appropriate for Des Moines to decrease the regulatory burden on its
music venues and music-related businesses. It may also be helpful to implement a
tiered system similar to that promoted in Asheville which accounts for the different
types of sound exceedance events that may occur.

Recommendation 7: Revive the Street Performers Exception to the Municipal
Code and Create a Busking Guide
Timeline: Short-term (0-12 months)
In 2006, the Des Moines City Council approved a three-month exception to part of the
municipal code to allow street performers without the need to attain an Entertainment District
License. This shift was initiated by the Des Moines Music Commission who sponsored public
input forums to highlight the prohibitive nature of the $1,000,000 liability insurance necessary
to be approved for street permits. The successful petition gave performers the ability to
simply register with the Clerk’s Office in order to perform. However, there are currently no
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relevant links to this program on the Clerk’s Office website or guidance for street performers.
116

Reviving this program and creating a busking code would help create a better musical and
performance culture in Des Moines which will attract visitors and tourists and build Des
Moines’s brand as a music city.
An improved busking policy would support the following goals:
●
●
●
●

Activate the city’s public spaces through active participation via live performances
Galvanize audience engagement in the local arts and music scene
Develop Des Moines’s brand as a place for music, entertainment, and culture
Increase publicity and income generation for musicians and performers

How to implement it:
●

●
●

●

●
●
●

116

A consultation piece with stakeholder input should be developed as the first step to
understanding what is needed in Des Moines and how the city can create regulations
for busking that will be supported by buskers, residents, traders and the community
based on best practices and research
Liaise with the Des Moines City Council and Clerk’s Office to develop the busking
code and permits
Revise the application or registration policy for buskers. This will help control the
number of people busking in the City and protect those who have gone through the
appropriate processes to obtain them. A permit should be set at an affordable rate
and available for short term (1 month) and long term (1 year), be easy to apply for, have
a quick turnaround for approval, be available online to print out, and be renewed
easily. Buskers would be expected to keep their permits on view at all times during
performances
Prepare a fact sheet or busking code for performers to know their rights and
responsibilities with information on noise and amplification rules, applications process,
links to resources and permits, designated busking zones map, general rules and
etiquette
Noise ordinances should also be revived to allow busking to take place without it
negatively impacting local businesses and neighbors
Consult with local businesses, heritage sites and venues to create pitches outside
their establishments
Work with Explore Des Moines to include busking sites on online tourism materials

Scott Kubie (2016)
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The policy should include the following specifications:
●
●

In the future, a city-wide event, festival or program for International Busking Day117
could be created to drive tourists, visitors, and buskers to Des Moines
Some cities, like London, also incorporate auditions into their permitting process for
buskers118

SUSTAINABLE DEVELOPMENT GOAL/S AND TARGET/S:
Target 8.3: Promote development-oriented policies that support
productive activities, decent job creation, entrepreneurship,
creativity and innovation, and encourage the formalization and
growth of micro-, small- and medium-sized enterprises, including
through access to financial services
Target 8.9: By 2030, devise and implement policies to promote
sustainable tourism that creates jobs and promotes local culture
and products
Target 11.4: Strengthen efforts to protect and safeguard the world’s
cultural and natural heritage

117
118

Wembly Park (2022)
Transport for London (n.d.)
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ASHEVILLE STREET PERFORMANCE GUIDE - ASHEVILLE, NC
What Is It: Made by the Asheville Buskers Collective, this guide looks to give any
busker or potential busker the dos and don’ts of busking in the city of Asheville.
The guide starts by mentioning the most important thing to consider in order to avoid
trouble: what constitutes a noise disturbance. It also features a busking etiquette how long you can play in one spot, cleanliness, leaving enough space for
pedestrians to go by, not playing repetitive songs and keeping the volume at a
reasonable level.
It also features a paragraph stating the right of a busker to perform on public
property, and the positive effect it has on the identity and atmosphere of the city.
It ends with a list of rules and laws that must be followed, which reiterates some of
the ones mentioned in the etiquette list, and adds the following: not drinking
alcoholic beverages or taking drugs, permitted times of 10:00 a.m. to 10:00 p.m.,
considerations on high impact areas, not using dangerous objects such as axes and
saws for performances, and not busking in a space designated for a community
event.
Who is responsible: The City of Asheville and the Asheville Buskers Collective
What has it done: Asheville busking has become so popular that it is now
incorporated into the City’s brand and is recognized as a major tourist draw. By
encouraging buskers to introduce themselves to surrounding businesses and other
performers, the guide has broadened the busking community and helped cultivate
neighborliness amongst creative artists and attractions. The Guide has also led to the
cultivation of two high-traffic performing areas: the area around the Flat Iron
sculpture on Wall Street at Battery Park Avenue and the Haywood Street sidewalk in
front of Woolworth Walk. Prime locations and an active community have allowed
Asheville to develop a thriving busking scene.119
Lesson for Des Moines: Creating a busking guide and cultivating a community
between businesses and buskers not only attracts tourists but also has the ability to
solidify Des Moines as a thriving entertainment scene for visitors and consumers.

119

Polly McDaniel (2017)

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

86

9.3 Economic Development
Recommendation 8: Raise Awareness for Existing Grant Programs
Timeline: Short-term (0-12 months)
Des Moines artists, arts organizations, and businesses have access to several excellent
funding opportunities through the Iowa Arts Council and the Iowa Department of Cultural
Affairs. These funding opportunities include grants for arts projects, creative places projects,
humanities projects, arts and culture marketing, capacity building, cultural leadership, artist
fellowships, artist and art nonprofits, schools, and strengthening communities. However,
stakeholders have expressed their unawareness of the multitude of funding opportunities that
exist. By developing a plan to increase awareness, the music ecosystem can continue to grow
and flourish.
Raising Awareness of Existing Grant Programs would support the following goals:
●
●
●
●

Increase the economic viability of the music ecosystem and creative sectors
Diversify the City’s cultural offer through placemaking and cultural leadership
initiatives
Develop an equitable and inclusive environment by giving marginalized populations
access to grants which can grow their capacity
Encourage new music businesses by explicitly advertising available support and
resources

How to implement it:
●
●

●

A way to raise awareness is by having music-related organizations, such as the
DMMC, include information about these grants on their website
Regular grant workshops should be hosted with granting organizations to aid
applicants in building their applications and understanding the expectations and
guidelines for increased funding success
Music-friendly sites and organizations like the Greater Des Moines Partnership and the
Des Moines Convention and Visitors Bureau could also display information about
these opportunities
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●

In order to make advertising these grants as simple as possible, a guide or fact sheet
should be developed which lists the available grants, eligibility, and where to learn
more

The policy should include the following specifications:
●

While there are only a few organizations listed here, other relevant organizations
should be asked to include information on their websites and media pages as well

SUSTAINABLE DEVELOPMENT GOAL/S AND TARGET/S:
Target 11.4: Strengthen efforts to protect and safeguard the world’s
cultural and natural heritage

MUSIC ADVANCEMENT FUND - DENVER, CO120
What Is It: The Denver Music Advancement Fund aims to acknowledge the vital role
music plays in Denver as an economic driver, as well as its impact on education,
community innovation and positive social change. Its main website contains
extensive application guidelines and requirements for projects applying for funding
so candidates know what to expect during each stage of the application.
Candidates applying for this project-based funding must be located in the City and
County of Denver. The grant is open to both for-profit and not-for-profit sectors as
well as government organizations and educational institutions. Proposed projects
must demonstrate a 1:1 funding match or more resources, including volunteer labor
and donated materials if the project is not-for-profit. Any proposed project is required
to introduce new music-centric programs or initiatives and have a project leader who
will be responsible for it.
Projects must be guided by principles of diversity, equity, inclusiveness and
accessibility and must provide fair pay for artists. The funds awarded can be used to

120

Denver Arts and Venues (2019)
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cover eligible project-related expenses such as program development, materials,
implementation and personnel cost. The project will have to submit a project
evaluation upon completion.
Applications are reviewed by Denver Arts & Venues (A&V) program staff and an
Advisory Panel and Review Committee made up of 16 Denver music stakeholders in
the public, private and educational sectors. The first edition of the Music
Advancement Fund awarded $100,000 across 29 organizations that supported
Denver’s music ecosystem in 2018-2019.
Who is responsible: The Denver Music Advancement Fund was launched in 2018 as
a collective investment led by A&V to support initiatives that advance the Denver
Music Strategy and the city’s IMAGINE 2020 cultural plan. A&V is an agency of the
City and County of Denver, responsible for operating some of the region’s facilities. It
also oversees the city’s public art program, grant programs and some entertainment
and cultural events.
What has it done: Since its inception in 2018, the Denver Advancement Fund has
awarded over 115 grants to organizations, businesses, and projects that bring
vibrancy and economic vitality to the City. In the 2021-2022 grant cycle, awards were
granted for music resource fairs, audio production programs for schools, community
concert series, bilingual museum exhibits, musical productions, and drop-in music
studios for youth.
Lesson for Des Moines: The Denver Music Advancement Fund has filled a need for
an all-encompassing funding mechanism whose goal is to provide resources for
different musical projects occurring around the City. Their previous grantees are
proof of the diversity of cultural offerings that exist and are supported by Denver.
While the City of Des Moines provides a broad expanse of funding options, creating
and promoting a grant specifically for musical projects, organizations, and
businesses can help the community see the value of their local music ecosystem.

Recommendation 9: Advocate for a Fair Pay Policy for Musicians and Music
Professionals
Timeline: Medium-term (1-2 years)
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Fair pay policies “formally and tangibly recognize the value of musicians’ work, specifically
performances as they represent a significant source of a musicians’ income, by paying rates
for music performances that align with music industry standards.”121 While musical
opportunities and events abound in the City of Des Moines, there are some inequities in pay
for music professionals in general, particularly amongst marginalized populations. According
to our economic impact assessment, workers in the general economy earn 36% more than
workers in the music economy. Women in the music ecosystem earn 88% less than men and
White workers earn 42% more than Asian workers, 95% more than African American workers,
and 335% more than workers of other races. Though these inequities exist in other industries,
the economic inequity is significantly higher in the music industry. For this reason, a Fair Pay
Policy for musicians and music professionals is paramount to the sustainability of the music
sector.
Advocating for a Fair Pay Policy would support the following goals:
●
●
●
●

Create more equitable work conditions and incomes for music artists and
professionals, which contribute to the economic viability of the City
View arts sectors and the music ecosystem as valuable assets to the City’s economy
Cultivate partnerships between venues, promoters, artists, and other business owners
Begin conversations about equitable practices throughout the City and ways to ensure
the maintenance of a healthy music ecosystem

How to implement it:
●

●
●

121

Identify music venues from Sound Diplomacy’s mapping to connect and organize
conversations with them and other musicians’ associations, like the DMMC and the
Des Moines Musicians’ Associations, to discuss how they can make changes to ensure
fair-pay for musicians and music professionals
A Guide, accessible online and offline, should be developed in order to communicate
the necessity for these changes and steps toward implementation
The Guide should include advice and instructions for artists, venues, businesses, and
nonprofit organizations
○ Advice for artists in the Guide would need to include: negotiation advice with
venues, such as turning down performance opportunities that do not provide
fair remuneration (i.e a reasonable cut of ticket sales); how to work with venues
to promote a gig; and tips on requesting detailed information from venues
ahead of a gig, such as sound checks, dressing rooms, load-in details, and
logistical arrangements
○ Advice for venues should highlight best practices including equitable pay
recommendations based on national statistics and data, how to cover diversity

City of Hamilton (2021)
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○

quotas in programming, and how to guarantee the adequate collection and
distribution of copyright revenues
Advice for businesses and organizations which employ both music
professionals and musical artists, should include the same specifications as
listed for venues with additional information on equitable for music
professionals

The policy should include the following specifications:
●

●

●

●

A ‘Des Moines Venues Fair Pay Certificate and Badge’ could be created to be
awarded to venues that comply with the Fair Pay Guide. This can be displayed in the
venue
A points system could be developed for applications from festivals and venues to
attach demonstrable proof that they comply with fair play requirements (ie. image of
Des Moines Venue Fair Pay Certificate)
Once created, Des Moines should reach out to venues and promoters to raise
awareness of the Fair Pay Policy and Guide, and confirm their commitment to working
with it; artists should also be informed about the Guide and supported in maintaining
the expectations of it
Any networking sessions held by the city for the music industry should include
information about the Guide

SUSTAINABLE DEVELOPMENT GOAL/S AND TARGET/S:
Target 8.3: Promote development-oriented policies that support
productive activities, decent job creation, entrepreneurship,
creativity and innovation, and encourage the formalization and
growth of micro-, small- and medium-sized enterprises, including
through access to financial services
Target 8.5: By 2030, achieve full and productive employment and
decent work for all women and men, including for young people
and persons with disabilities, and equal pay for work of equal value
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FAIR PLAY GUIDE AND FAIR PLAY VENUES DATABASE - UK
What Is It? The Fair Play venue scheme aims to “recognise good practice and stamp out
the unfair treatment of musicians”. Venues can adhere to the scheme by supporting the fair
treatment of musicians and opposing pay-to-play and unfair ticketing deals.122
Who Is Responsible? The Musicians’ Union advocates and promotes activism for musicians
in the UK.
What Has It Done? The Fair Play guide contains advice for self-promoting artists in areas
such as fair co-promotion deals, participating in competitions and showcase events and
submitting applications to perform at festivals. Musicians can submit their positive
experiences at venues to get the owners involved in the Fair Play scheme. After evaluation,
the venues receive a sticker to display as a badge of their respect for artists.
The Musicians’ Union website also includes a database of Fair Play Venues that endorse
the principles of the Fair Play Guide, publicly accessible online. As of 2019, the database
contains over 130 venues across the UK that have adhered to the scheme.
Lesson for Des Moines: Creating a Fair Play Guide for venues strengthens the music
ecosystem by creating equitable pay and working conditions for musicians and music
professionals and strengthening connections between music consumers and performers.
Providing a system of recognition for venues that abide by the Guide’s suggestions also
serves to foster a welcoming and communal environment.

Recommendation 10: Advocate for Music-Specific Business Incentives
Timeline: Medium-term (2+ years)
Des Moines hosts a vast amount of music programming annually, from live performances at
bars and restaurants to large festivals and other cultural events. As such, local artists and
regional acts (with modest audience numbers, as the City lacks a large-scale music venue) are
able to locate venues and opportunities relatively easily. However, while the performance
atmosphere thrives, there are some gaps in other segments of the music ecosystem including
dedicated music venues, recording studios, and other professional segments. Creating

122
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music-specific business incentives is one way to encourage more and different music and
music-related businesses to develop in the City of Des Moines.
Examples of these incentives include:
Wage credits encourage the creation of music-related jobs by taking a certain percentage off
W-2 wages. Qualifying jobs must be a full-time, year-round position in a role directly related to
the music industry, such as music education, studio/FOH engineers, record/equipment store
employees, sessions musicians and house bands and administrative staff for music-based
companies (both for-profit and nonprofit organizations). They should also have a minimum
salary of $30,000 per year (this should be adjusted in accordance with the changing living
wage in Des Moines).
Expenditure credits are appealing to temporary projects looking for the best location to set
up shop. Credits should only apply to those expenditures directly related to the needs of the
project and the use of Des Moines’ businesses and resources. Examples include space rental
fees, set design for music videos, instrument or equipment rental/purchase, travel costs,
catering, etc. In order to qualify for the program, the project must spend at least 50% of its
expenditure budget on Des Moines’s services.
Business credits help support and encourage small business growth. Property tax credits can
attract new businesses while making operations more affordable and sustainable for existing
businesses. In order to determine the parameters of this credit program, small businesses
must be defined by the number of employees within the total company (including other
locations within and outside of Des Moines).
Advocating for Music-Specific Business Incentives would support the following goals:
●
●
●
●
●

Attract music businesses for both permanent relocation or temporary, project-based
work
Increase exposure to the music sector through well-promoted business opportunities
Encourage the creation of music-related jobs
Gain regional, national, and international recognition as a city that is good for music
businesses
View arts sectors and the music ecosystem as valuable assets to the City’s economy

How to implement it:
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●

●

Use the economic impact assessment conducted by Sound Diplomacy to identify
groups and areas where growth is needed to improve professionalization and variety
within the music ecosystem, for example, the recorded music sector
The DMMC should work with the Des Moines County Tax Department to develop a
presentation to take to the Iowa Economic Development Authority and the Des
Moines Downtown Chamber of Commerce on tax incentives using data from Sound
Diplomacy’s research to highlight the value of the music ecosystem and identify the
areas for potential growth. It is possible that simply adding these uses to existing
business incentive programs could immediately unlock funding

The policy should include the following specifications:
●

If implemented, new incentive programs, as well as other funding opportunities for
Des Moines businesses and artists must be communicated clearly online. Information
regarding requirements, deadlines and contact information must be clearly listed

SUSTAINABLE DEVELOPMENT GOAL/S AND TARGET/S:
Target 8.3: Promote development-oriented policies that support
productive activities, decent job creation, entrepreneurship,
creativity and innovation, and encourage the formalization and
growth of micro-, small- and medium-sized enterprises, including
through access to financial services
Target 8.5: By 2030, achieve full and productive employment and
decent work for all women and men, including for young people
and persons with disabilities, and equal pay for work of equal value
Target 8.6: By 2020, substantially reduce the proportion of youth
not in employment, education or training

GEORGIA MUSIC INVESTMENT ACT - US123
What Is It: The HB-347 act provides for a Georgia income tax credit equal to 15% of a music
production company’s qualified production expenditure in the state, including musical
recording; a qualified Georgia promotion; musical recording for film, television or video
games; and tour origination and rehearsals. It is capped annually at $15 million from 2020
until 2025.

123
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Who Is Responsible? Applications are administered through the Georgia Department of
Economic Development and the Georgia Department of Revenue. Applications and credits
are available on a “first come, first served basis”.124
What Has It Done? The Georgia Music Investment Act is currently on hold, waiting for an
amendment that would make the credit more accessible for companies, including
eliminating time restrictions for touring performances debuting in Georgia and lowering
thresholds for applicable companies.125
Lesson for Des Moines: Intentionally investing in the music sector through incentive
programs promotes the sector as an asset for economic vitality and promotes the City as a
location for music businesses and production companies looking to take advantage of such
programs.

Recommendation 11: Create Pathways to Leadership for Marginalized
Populations
Timeline: Medium-term (2+ years)
The majority of leadership positions in Des Moines’s music ecosystem are occupied by men.
According to our economic impact assessment, men hold 83% of managerial positions and
100% of managerial roles are held by White people. This disproportionate representation of
one demographic above all other demographics requires an intentional shift in access,
funding, education, and positioning to rectify. One way to begin closing this gap is by creating
pathways to leadership for marginalized populations.
Creating Pathways to Leadership for Marginalized Populations would support the
following goals:
●
●
●

Eliminate persistent racial disparities in access to jobs, leadership and engagement
with the local and national music industry
Attract broad demographics of people to Des Moines through increased diversification
of workers and employment opportunities
Create a sustainable environment for diversity to thrive in the music sector through
equitable working conditions and access

124

Mitchell, G. (2018)
Georgia General Assembly (2019)
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How to implement it:
●

●
●

●

●

Financial and intellectual resources should be galvanized in order to make Des
Moines more accessible for potential business owners who may not otherwise be able
to set up shop in the area
Resources should include permitting workshops, new business grants and incentives,
and subsidized rent programs
Partnerships with existing businesses should be considered as possible resources for
marginalized demographics to gain training, resources, and space to develop the
relevant skills to own and operate businesses
These partnerships and resources should be centralized and coordinated through a
talent pipeline management strategy, led by the City (or an external organization), that
connects members in the community with the right stakeholders to support their
business activities and present them with upcoming opportunities
In order to attract these businesses a certain amount of local outreach should be
conducted; promotional events and workshops would be a good step toward
welcoming businesses

The policy should include the following specifications:
●
●
●

Incentivization methods for partnerships with current businesses should be
considered, such as special certifications as mentioned in previous recommendations
Fair pay should be a condition of any current businesses looking to hire newly trained
business operators and staff from marginalized communities
Given their new space, which includes a community convening area, training space,
and outdoor plaza, Community Foundation of Greater Des Moines should be
considered as a collaborator for this recommendation126

SUSTAINABLE DEVELOPMENT GOAL/S AND TARGET/S:
Target 8.3: Promote development-oriented policies that support
productive activities, decent job creation, entrepreneurship,
creativity and innovation, and encourage the formalization and
growth of micro-, small- and medium-sized enterprises, including
through access to financial services

126
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Target 8.5: By 2030, achieve full and productive employment and
decent work for all women and men, including for young people
and persons with disabilities, and equal pay for work of equal value
Target 10.2: By 2030, empower and promote the social, economic
and political inclusion of all, irrespective of age, sex, disability, race,
ethnicity, origin, religion or economic or other status
Target 10.3: Ensure equal opportunity and reduce inequalities of
outcome, including by eliminating discriminatory laws, policies and
practices and promoting appropriate legislation, policies and action
in this regard
Target 10.4: Adopt policies, especially fiscal, wage and social
protection policies, and progressively achieve greater equality
Target 16.6: Develop effective, accountable and transparent
institutions at all levels
Target 16.7: Ensure responsive, inclusive, participatory and
representative decision-making at all levels

9.4 Music Education
Recommendation 12: Explore Educational and Professional Development
Opportunities that Cater to Non-Performance Related Careers
Timeline: Medium-term (2+ years)
In addition to a bustling local music scene, Des Moines welcomes several non-local musical
acts each year through festivals, events, and cultural offerings. However, there are not
enough supportive mechanisms in place to make the City a destination for general
music-related activity, which would further develop the music ecosystem and industry. Our
mapping assessment shows that there is relatively low availability of professional and
supporting segments such as music education and recording studios. In addition, the
economic impact assessment shows a lower degree of professionalization compared to other
cities. Exploring educational and professional development opportunities that cater to
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non-music related careers will help non-performance related music entities in the City
develop and support the local music industry. It can also draw regional and national artists
and professionals to Des Moines as a center of music synergy in the professional and artists
realms.
Exploring Educational and Professional Development Opportunities would support the
following goals:
●
●
●
●
●
●
●
●

Provide access to music business skills development for Des Moines’s
non-performance based music professionals
Enable interaction and knowledge sharing between professionals, mentors/guest
speakers and participants
Increase the number of music industry professionals through education and talent
retention and attraction
Create a welcoming atmosphere and community within the industry
Provide music business education and career opportunities to young people
Support the music industry and raise the profile of music business professionals and
their businesses in Des Moines
Increase collaboration with the local music sector, creative industries and other
sectors such as the entertainment, tourism and music sectors
Incorporate new technologies and consumption trends into Des Moines’s music
industry

How to implement it:
●

●

●
●

The DMMC and the Community Love Music Foundation should collaborate to
establish a professional development program dedicated to the training and
education of non-performance based music-related professionals and students
Implementers can work with Drake University, the Grand View University, the Des
Moines Area Community, or other educational institutions to encourage student
participation
The program should be promoted on City websites, through local music-related
businesses, and local media outlets
The program should be constantly assessed and evaluated to keep relevant and up to
date with the needs of the local music ecosystem

The policy should include the following specifications:
●

The professional development program should be free or partly funded and open to
the public allowing access and diverse participation

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

98

●

●

●
●
●

●

The program should be available to all music industry professionals, entrepreneurs
and business owners in the local music ecosystem and prioritize groups who are
currently underrepresented in the industry such as women, people of color, people
with disabilities and the LGBTQ+ community
The program could contain informative sessions, talks, guest lectures, workshops,
networking sessions, written guides, resources, mentorships, internships and drop-in
consultancies
The program activities could be held in different music-related locations and venues
There should be several education itineraries to incentivize the development of
different hard and soft skills
While the programs may be implemented by the DMMC, or a similar entity,
stakeholders and community members should be encouraged and empowered to
participate in the management and shaping of the program
Training for non-performance based professionals in the recording sector should be a
top priority given the lack of experienced professionals in that area

SUSTAINABLE DEVELOPMENT GOAL/S AND TARGET/S:
Target 4.3: By 2030, ensure equal access for all women and men to
affordable and quality technical, vocational and tertiary education,
including university
Target 4.4: By 2030, substantially increase the number of youth
and adults who have relevant skills, including technical and
vocational skills, for employment, decent jobs and entrepreneurship
Target 8.3: Promote development-oriented policies that support
productive activities, decent job creation, entrepreneurship,
creativity and innovation, and encourage the formalization and
growth of micro-, small- and medium-sized enterprises, including
through access to financial services
Target 8.5: By 2030, achieve full and productive employment and
decent work for all women and men, including for young people
and persons with disabilities, and equal pay for work of equal value
Target 8.6: By 2020, substantially reduce the proportion of youth
not in employment, education or training
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MUSIC BC’S HOW-TO FROM HOME SERIES - BRITISH COLUMBIA/DIGITALLY
GLOBAL127
What Is It: Music BC's How-To series brings workshops, masterclasses and other
professional development discussions to music industry players throughout the year,
accessible from the comfort of their own homes. The series covers themes such as
songwriting, how to obtain funding, marketing and touring and caters to all career
levels and industry subsectors, with guest speakers offering additional insight into
each topic.
Who is responsible: Music BC
What has it done: Prior to the COVID-19 pandemic, workshops were held at the
Music BC office in Vancouver and cost $20 for non-members (workshops were free
for members). Due to stay-at-home orders, workshops have since shifted to Zoom
and other livestream platforms and are free to attend. To date, workshops have
covered the following topics:
●
●
●
●
●
●
●
●
●
●
●

How to Generate Monthly Fan Subscription Revenue
Apple Music Canada Masterclass
Youtube Music Masterclass
How to Leverage the TikTok Community
Creating Visual Content That Sings: Strategies for Staging + Filming Video at
Home
How to Foster a Respectful Workplace
How to Master Touring and Promotions
The Festival Experience: Industry Panel
How to Tax Tips for Musicians
Business Series for DIY Musicians: Financial Planning, Contract Essentials,
Royalties Overview and Tax Tips
Promoting Mental Health in the Music Industry

Lesson for Des Moines Outside of traditional educational routes, learning to
navigate the entertainment industry is an individual endeavor. However, with
constant changes in legislation and permitting processes, it can be difficult to keep
up with necessary information. A regular digital series keeps costs at a minimum
while broadening accessibility. Guest speakers also provide experiential learning and

127

Music BC (2021)
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sources of advice while giving opportunities to local professionals or deepening
connections with professionals from other locations.

Recommendation 13: Create More Audience Development Programs
Timeline: Short-term 0-12 months)
As previously stated, Des Moines does not lack live performances or events, many of the
City’s music businesses and organizations focus on programming in order to draw audiences,
visitors, and tourists. However, audience development and education initiatives are difficult to
find and could contribute to stakeholders feeling as though it is difficult to convince audiences
to come to their events. Audience development can take the form of community outreach
with schools, showcasing local acts in transportation hubs like the Des Moines International
Airport, or starting a membership program for experiencing local music. Cultivating audiences
and educating them about the local music scene is an important part of sustaining a
successful music ecosystem. If the people do not come on their own, sometimes you have to
go to them.
Creating More Audience Development Programs would support the following goals:
●
●
●
●

Increase local participation in the music ecosystem
Increase the number of visitors to music events and festivals
Improve audience confidence and diversify audience participation throughout the City
Promote and support the City’s music ecosystem

How to implement it:
●

●

●

Like-minded organizations like the DMMC, the Greater Des Moines Partnership, the
Des Moines Convention and Visitors Bureau and Travel Iowa should include audience
development goals and objectives in their strategic planning processes
The Des Moines Convention and Visitors Bureau and Travel Iowa should develop a
marketing campaign that invites residents of Des Moines and the surrounding
counties to participate in the City’s music and cultural ecosystem
Implementing organizations should work together to promote independent and
grassroots venues and organizations to engage new audiences and increase
awareness of what is happening in the City
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●

In the case that audience development efforts already exist at some independent
venues and organizations, implementing organizations should work with them to
expand their reach

The policy should include the following specifications:
●

●

●
●

A local audience loyalty program would assemble different organizations and venues
with the purpose of increasing audience engagement. It could be a paid membership
program with different price tiers linked to advantages and exclusive offers that could
be implemented by the DMMC
Audience discount/reward programs like transportation reward programs that could
offer ‘entertainment tokens’ to those who ride public transit to music and cultural
events could be created. This could be done by tracking the account of the user via
monthly passes or a mobile app
The local music culture should be promoted at the airport for incoming visitors
The proposed Music Officer should make an effort to introduce themselves to and
develop relationships with local hotel administrators in the area in order to promote
audience development events, performances, and other music-related activities

SUSTAINABLE DEVELOPMENT GOAL/S AND TARGET/S:
Target 8.3: Promote development-oriented policies that support
productive activities, decent job creation, entrepreneurship,
creativity and innovation, and encourage the formalization and
growth of micro-, small- and medium-sized enterprises, including
through access to financial services
Target 8.9: By 2030, devise and implement policies to promote
sustainable tourism that creates jobs and promotes local culture
and products
Target 11.4: Strengthen efforts to protect and safeguard the world’s
cultural and natural heritage
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NIGHT OUT AND YOUNG PROMOTERS SCHEME - WALES

What Is It: Night Out128 is an Arts Council of Wales (ACW) scheme that helps local
organizations to bring professional performances into community buildings at
subsidized prices. This scheme helps hundreds of community groups across Wales
to bring the arts to the heart of their communities by selecting and hosting
professional performing arts events in non-traditional smaller scale venues (mostly
village halls and community centers). Through the scheme, small communities can
access great art in a familiar, friendly space and artists can enjoy performing in small,
informal spaces, with more intimate audiences. Night Out works throughout the year
with local, national and international artists and covers a broad spectrum of the
performing arts from theater and circus to music and puppetry.
Who is responsible: Arts Council of Wales (ACW)
What has it done: Community groups (known as Promoters) can choose from a huge
range of great professional performers and book them into community or village
halls and other non-traditional venues across the country. Working in conjunction
with the local authorities of Wales, the Night Out team operates a guarantee against
loss for events, where ACW pays the performer fee and the community promoter
pays back ticket income made at the door. Usually, about 250-300
companies/performers get booked through the scheme each year across all the art
forms. ACW averages about 580 events a year, so many companies get only a
couple of bookings through the scheme, though some can get longer tours.
Additionally, the award-winning Young Promoters Scheme works with groups of
children and young people taking them through the process of becoming the
promoters for an event in their community.129
Lesson for St. Des Moines: A program like this gets the community involved, and
brings the economic and social benefit of the music industry to smaller centers and
venues outside of the downtown area, it can bring to life unused and underutilized

128
129

Arts Council of Wales (2018a)
Arts Council of Wales (2018b)
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spaces, and gives young people the opportunity to practice organizing and
promoting events.

Recommendation 14: Develop Networking Events so that Professionals in
Different Segments of the Music Ecosystem can Meet, Interact and Collaborate
Timeline: Short-term (0-12 months)
Interaction and collaboration are the soul of all successful music ecosystems. Interactions
both within the sector and cross-sectorally breed new ideas, awareness, projects,
professional development opportunities, and general enthusiasm. Though Des Moines has
several different types of resources available for participants in the music sector, there are not
many curated opportunities for professionals to meet, which could ultimately lead the music
sector to feel like the ecosystem is not cohesive. Developing networking events could
breathe new life into the ecosystem and encourage local businesses and acts to work
together.
Developing Networking Events would support the following goals:
●
●
●
●
●
●

Develop inter-city collaborations across all genres and ages
Encourage accessibility to the music ecosystem for young people
Support the spatial needs of aspiring, emerging and established artists and music
ecosystem professionals
Support the retention and development of music businesses in the city
Promote the sustainability of the music sector including sharable and affordable
working spaces, employment and training opportunities
Promote existing infrastructure to engage new audiences

How to implement it:
●
●
●

The DMMC, in partnership with local stakeholders and organizations, should establish
monthly meetups in different venues to network and build trust
This can be occasionally elevated to regional or national levels and all city entities
should be involved
These meetings should be free, open to the public and relaxed
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●

Meetings should feature talks from local professionals, networking events, small
showcases, technical visits to different venues and spaces in the city, etc.

The policy should include the following specifications:
●

While the programs can be implemented, initially, by the DMMC or other like-minded
organizations, stakeholders and community members should be encouraged and
empowered to maintain the program

SUSTAINABLE DEVELOPMENT GOAL/S AND TARGET/S:
Target 8.3: Promote development-oriented policies that support
productive activities, decent job creation, entrepreneurship,
creativity and innovation, and encourage the formalization and
growth of micro-, small- and medium-sized enterprises, including
through access to financial services
Target 8.5: By 2030, achieve full and productive employment and
decent work for all women and men, including for young people
and persons with disabilities, and equal pay for work of equal value
Target 8.6: By 2020, substantially reduce the proportion of youth
not in employment, education or training

ARTS ADMINISTRATORS OF COLOR NETWORK130 - WASHINGTON, D.C. AREA
What is it: The Arts Administrators of Color Network (AAC) was created in 2016 to
promote networking and community building within the arts. Its mission is to
“empower artists and arts administrators by providing tools and resources to
advocate for equity, inclusion, access, and diversity in the arts.”
Who is responsible: The AAC is a 501(3)c nonprofit organization run by a 16-member
board consisting entirely of BIPOC (Black, Indigenous, and People of Color)

130

Arts Administrators of Color Network (2019) Website. Online at https://aacnetwork.org/ accessed 17-03-2022
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professionals with backgrounds in education, social services, performance, media,
production and more.
What has it done: Since its inception, the AAC has hosted over 25 events and
helped 1,000 leaders in the greater D.C. area as well as an additional 200 arts
leaders across the U.S. Initiatives include an annual convention, a mentorship
program, professional development programs for both artists and arts administrators,
networking events and a podcast. They have since launched preliminary regional
chapters in order to build a stronger and more helpful relationship within
communities across the nation. In 2020, the AAC set up a fundraiser to help BIPOC
arts leaders financially impacted by COVID-19. They met their $100,000 goal in
March 2021.131
Lesson for Des Moines: It is not enough for underserved communities to be
recognized. They need to be represented where decisions are being made.
Community leaders play a huge role in effectively and sustainably connecting with
minority groups, providing a trusted point of contact to air needs and grievances and
acting as a voice at the table to convey those needs to other decision-makers.
Diversity must be actively sought and met in order to be truly representative of the
local music scene and create a well-rounded support system that benefits all and
promotes equity.

9.5 Music Marketing and Advertising
Recommendation 15: Develop a Music Tourism Strategy
Timeline: Short-term (0-12 months)
Des Moines has an impressive musical culture that is supported by the promotion of several
entities including the DMMC, the Greater Des Moines Convention and Visitors Bureau, the
Greater Des Moines Partnership, Travel Iowa, and Iowa Economic Development. The DMMC
curates a series of performances each year including the Little BIG Fest, Breaking the Band!,
Gross Domestic Product Music Festival, 80/35 Music Festival, and the Riverview Music
Festival. These festivals and performances are “created with the mission of making central
Iowa a destination for both world-class performing artists and fans from around the Midwest,
providing progressive cultural opportunities for Iowans, connecting local businesses and
131

Ibid
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organizations with the local music movement and the people making it happen, expanding
the local music audience, and exposing local bands and artists to new fans.”132
These festivals, and other live music experiences, are marketed on the websites of the Des
Moines Convention and Visitors Bureau, which has an entire “Live Music Des Moines”133
section, Explore Des Moines which has an “Explore: Events and Festivals”134 section, and the
Greater Des Moines Partnership which has a “Music and Entertainment” page.135
While the City does not lack opportunities to hear live music performances, Des Moines could
use a cohesive tourism strategy which formally bridges these different platforms and
encourages cross-sectoral engagement with the hospitality industry. The City could easily
brand itself as a live music destination with a little more planning and collaboration.
Developing a Music Tourism Strategy would support the following goals:
●
●
●
●
●
●

Increase publicity and income generation for musicians and performers
Support Des Moines’s local music scene through intentional promotion and
cross-sectoral collaboration
Attract a wider audience demographic to music events, including families, students
and older people
Increase the economic viability of the music sector
Create cross-sectoral engagement and collaboration with the hospitality industry
Develop partnerships with regional, national and international organizations to
promote Des Moines as a music destination

How to implement it:
●

●

●

Leadership from the DMMC, the Greater Des Moines Convention and Visitors Bureau,
and the Greater Des Moines Partnership and Travel Iowa should collaborate to
develop and design this strategy
The strategy should also include the input of local stakeholders, musicians, music
professionals, and even enthusiasts who are aware of the City’s musical history and
layout
The strategy should include a plan to promote Des Moines’s musical heritage in
printed materials, high-transit areas like airports and bus stops, and online platforms

132

Greater Des Moines Music Coalition (n.d.)
Catch Des Moines (2022)
134
Explore Des Moines (2022)
135
Greater Des Moines Partnership (2022)
133
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●

●
●
●

The Greater Des Moines Convention and Visitors Bureau should consult with hotel
and restaurant sectors in order to develop packages for music tourists or, at the very
least, determine that prices are not increased during large festivals and events
Similarly, those working in the hospitality industry should be trained and encouraged
to direct tourists to find local music and how to get there
Journalists should be invited to write about Des Moines’s music scene in order to
increase regional awareness of the frequency of events in the music sector
Plans should be made for Des Moines music representatives to make appearances at
high profile regional and national industry events

The policy should include the following specifications:
●

●
●

Des Moines’s cultural organizations should also be consulted to ensure that the
diversity of Des Moines’s music ecosystem is represented not only in promotional
materials but in actual performance venues and at events
Tangible materials such as vinyl, hats, t-shirts, and stickers can also work as
promotional materials
Collaborations should be sought and cultivated with the upcoming USL Championship
pro soccer team (and stadium); developing partnerships with the team and stadium is
one way to encourage cross-sectoral collaboration, a key element of all successful
music tourism strategies136

SUSTAINABLE DEVELOPMENT GOAL/S AND TARGET/S:
Target 8.3: Promote development-oriented policies that support
productive activities, decent job creation, entrepreneurship,
creativity and innovation, and encourage the formalization and
growth of micro-, small- and medium-sized enterprises, including
through access to financial services
Target 8.9: By 2030, devise and implement policies to promote
sustainable tourism that creates jobs and promotes local culture
and products
Target 11.4: Strengthen efforts to protect and safeguard the world’s
cultural and natural heritage

136

Tyler Jett (2022)
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Recommendation 16: Connect with Media to Promote Local Acts
Timeline: Medium-term (1-2 years)
Building connections to local and regional media outlets (such as magazines, newspapers,
local radio stations, and local television broadcasts) is an important component of developing
a local music ecosystem and industry, but also ensuring that local artists are able to develop a
regional presence and audience.
Connecting with Music Media would support the following goals:
●
●
●
●
●
●

Expose more local audiences to a wide variety of local contemporary music
Incentivize musicians to produce high-quality original music and promote it outside of
social media
Aid artists in garnering local fans and opportunities to connect with the broader music
community
Grow critical conversations in media around local artists and events
Lead advocacy to include more local, radio-ready talent in commercial radio
Support partnerships with non-music sectors

How to implement it:
●

●
●
●
●
●

●

The DMMC should advocate for the development of a fund that incentivises the
promotion of the local music ecosystem on different types of media platforms
including local radio stations, magazines, and digital media
This fund should support the production and broadcast of shows where local artists
are prominently featured
To do this, the DMMC could present a proposal to prospective funding repositories
describing how promotion would support the local music ecosystem
The proposal should include estimated production costs for radio, magazine, and
digital media segments
Funding could supplement the cost of marketing slots, production for new segments,
cost of hiring knowledgeable interviewers or facilitators, etc.
An application should be created for local artists who would like to participate in the
program and be highlighted on the websites of relevant organizations; available
opportunities with participating organizations should be included in the application
The setup of the fund should be discussed with local radio stations and organizations
that would potentially benefit
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●

The DMMC should act as a liaison in order to connect local artists with participating
media outlets

The policy should include the following specifications:
●

●
●

It is important that artists in underrepresented demographics including people of color,
women, gender nonconforming and LGBTQ+ artists be given access to this funding
opportunity
Ideally, this could be a component of the Music Tourism strategy suggested in
Recommendation #16
The DMMC should also consider developing their own media mechanisms to support
the music industry and ensure that people are aware of different segments and
supporting sectors

SUSTAINABLE DEVELOPMENT GOAL/S AND TARGET/S:
Target 8.3: Promote development-oriented policies that support
productive activities, decent job creation, entrepreneurship,
creativity and innovation, and encourage the formalization and
growth of micro-, small- and medium-sized enterprises, including
through access to financial services
Target 8.9: By 2030, devise and implement policies to promote
sustainable tourism that creates jobs and promotes local culture
and products
Target 11.4: Strengthen efforts to protect and safeguard the world’s
cultural and natural heritage
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CASE STUDY: MUSIC MARKETING PLAN - AUSTIN, TX
What Is It: Austin was branded “Live Music Capital of the World” in 1991. It is a
registered trademark associated with the city after it was discovered that Austin had
more live music venues per capita than anywhere else in the nation. The city has
been sponsoring its wide variety of music offerings ever since and the tourism
board’s website has a specific section dedicated to the local music scene. Thanks to
a vibrant offer and successful promotion and brand positioning, in 2014 the city’s
output for music tourism was $1.1 billion. To understand the effects of the actions
taken by the city, the government commissioned the “Austin Music Census” in 2015
using data-driven research to draw these conclusions.137
The government’s office for tourism has its own designated “Music Marketing” plan.
Originally published in 2010138, with an updated version in 2015139 it outlines specific
strategies and related tactics to execute these goals. They are summarized as
follows:
1. Increase interest in Austin’s live music scene and continue the promotion
of the brand, the “Live Music Capital of the World”
a. Increase content on the Austin Convention and Visitors Bureau (CVB)
website with more music content such as video, photos, facts, City of
Austin music programmes and genre-specific information.
b. Augment Marketing Communications Department efforts by hosting
journalists to increase editorial coverage of and about Austin music.
c. Produce a new compilation CD and download cards of Austin music
and a mini-guide to Austin’s music scene.
d. Create a line of merchandise to promote the Live Music Capital of the
World® brand; sell on Austin CVB’s website as well as at select Austin
retail outlets.
2. Promote accessibility of Austin music
a. Solicit conventional sales and service businesses to use local music.
b. Manage the “Have You Hired a Musician Today?” programme by
assisting conventions, trade shows and local businesses with booking
recommendations for live music at events.
c. Book music for familiarization, sales, tourism and media events

137

Titan Music Group, LLC (2015)
Austin Convention & Visitors Bureau (2010)
139
Austin Convention & Visitors Bureau (2015)
138
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3. Collaborate with community partners and the City of Austin on music
related issues to strengthen the local music community
a. Work with City of Austin staff, Austin Music Commission and
Austin-Bergstrom International Airport year round; communicate the
activities of the music office and work to execute the goals for the
music community. Book all live music for weekly City Council
meetings and promote the “Live from the Plaza” concert series and
airport performances.
b. Work with local music and cultural organizations, such as the Austin
Latino Music Association, Health Alliance for Austin Musicians,
Women in Music Professional Society, Pro Arts Collective and other
cultural arts groups to promote music events that bring visitors to
Austin and raise awareness of culturally diverse music.
c. Continue to partner with the local music community in promoting the
growth and development of live music clubs, venues, recording
studios, record labels and music instrument manufacturers.
4. Raise awareness of Austin as a premier music destination among national
and international music industry professionals
a. Develop promotional materials to promote Austin music and the
services of the Austin Music Office.
b. Establish a presence at high profile industry events via showcases,
promotional materials, media receptions, and client events such as
the Grammy’s, MIDEM, CMJ, Americana Music Festival, New Orleans
Jazz and Heritage Festival, Latin Alternative Music Conference, Big
Apple Barbecue, Coachella and Mostly Strictly Bluegrass.
c. Collaborate with successful Austin touring acts to promote Austin at
national and international shows with banners, Austin-centric gift
bags, giveaways, contests, takeaways, announcements from the
stage and VIP access for clients and media.
Who is responsible: Austin Convention and Visitors Bureau
What has it done: The effects of the large investment in music tourism and the
marketing of Austin’s local scene have had positive results. A recent survey showed
non-resident visitors to a cultural event spend an average of 120% more per person
than local attendees ($42.87 vs. $19.52). Further, 8.4 % of the non-residents reported
that they spent at least one additional night away from home in Austin as a direct
result of attending the cultural event (which increased their average spend to
$212.84 from $42.87). Furthermore, 69.3% of all non-resident respondents reported
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that the primary reason for their trip was “specifically to attend this arts/cultural
event”, and 31.5 % of the resident cultural attendees reported that they would have
traveled to a different community to attend a similar cultural experience. Therefore,
this report shows the importance of a community to provide a variety of artistic and
cultural experiences. If they fail to do so, it will fail to attract the new dollars of
cultural tourists while also losing discretionary spending of local residents who will
travel elsewhere to experience this sort of cultural entertainment.140
Lesson for Des Moines: Creating a music tourism strategy, or marketing plan, can
have a large impact on the economic viability of the sector by driving tourists to the
City and incorporating a larger share of local musicians, music professionals, and
music-related businesses into the fold. It can also increase the percentage of tourists
who come to the City to specifically attend a musical event due to expanded regional
knowledge of Des Moines’s music scene.

10. Implementation Timeline
Year 1

Year 2

Year 3

Zoning and Planning
1.

Advocate for the Appointment of a Music
Officer

2. Consider the Music Sector in Sustainability
Plans, Strategies and Policies
3.

Implement a Program Designed to Utilize
Non-Traditional Music Spaces in Support of
Local Artists and Professionals

4. Advocate for a Multi-Use Performance Venue
with Space Allocated for Rehearsals,
Education, and Professional Development

140

City of Austin Economic Development Department (2015) “Cultural Tourism Plan”. Online at
https://www.austintexas.gov/sites/default/files/files/CT_Plan_Final.pdf accessed 16-3-2022
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Licensing and Regulations
5.

Implement an Agent of Change Policy

6.

Reconfigure Type “A” Sound Permits for
Annual Use

7.

Revive the Street Performers Exception to
the Municipal Code and Create a Busking
Guide

Economic Development
8.

Raise Awareness for Existing Grant Programs

9.

Advocate for a Fair Pay Policy for Musicians
and Music Professionals

10. Advocate for Music-Specific Business
Incentives

11. Create Pathways to Leadership for
Marginalized Populations

Music Education
12. Explore Educational and Professional
Development Opportunities that Cater to
Non-Performance Related Careers
13. Create Audience Development Programs
14. Develop Networking Events so that
Professionals in Different Segments of the
Music Ecosystem can Meet, Interact, and
Collaborate

Music Marketing and Advertising
15. Develop a Music Tourism Strategy
16. Connect with Media to Promote Local Acts
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Short-term (0-12 months)
Medium-term (1-2 years)
Long-term (2+ years)

11. Conclusion
The City of Des Moines is leagues ahead of its peers when it comes to maintaining a
supportive infrastructure for its music ecosystem. The presence of the Greater Des Moines
Music Coalition is a testament to the local music community’s commitment to growing and
supporting the industry as a whole. In addition, the City provides a multitude of educational
and professional development opportunities through the Des Moines Public School system,
the Greater Des Moines Music Coalition, Des Moines Performing Arts and more.
Organizations like Bravo Greater Des Moines and the Greater Des Moines Community
Foundation promote several innovative grants tailored towards sustaining current and
building new organizations.
Des Moines’s special events permitting process is a best case in and of itself. The website
supplies comprehensive guides to lead applicants through the process and an online portal
where applications and payments can be submitted. The City’s health and safety protocols
which are directly targeted toward venues that center on arts and culture and the Des Moines
Music Coalition’s Music Task Force that brings together people from public, private, and
nonprofit sectors indicate that Des Moines is a place that cares about the health and
well-being of its creatives.
However, as with most cities, there is still work to be done. Making noise ordinances more
amenable to venues through permitting structures that are not only for single use; developing
music-focused sustainability procedures; re-activating busking policies, and exploring night
transportation availability are but a few ways that the City of Des Moines could improve their
already phenomenal music ecosystem to create a better environment for musical artists and
music professionals.

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

115

12. Bibliography
After School Arts Program (n.d.) “Home”. Online at http://www.asap-dsm.org accessed 23-02-2022
Arts Council of Wales (2018) “The Night Out Scheme”. Online at
http://www.nightout.org.uk/performers-info/about-night-out.aspx accessed 17-10-2018
Asheville Area Chamber of Commerce (2016) “Music Industry, Asheville-Buncombe County Economic Impact”.
Online at
https://www.ashevillechamber.org/wp-content/uploads/2018/01/Music-Study-Infographic-for-Buncombe-County_20
16.pdf
Asheville Buskers Collective (2019) “The Asheville Buskers Guide”. Online at
http://avlbuskers.com/wp-content/uploads/2017/02/ashevillebuskingguide2017.pdf accessed 05-10-2021
The Boston Consulting Group, Inc. (2017) “Economic Impact, Trends, and Opportunities Music in New York City”.
Online at https://www1.nyc.gov/assets/mome/pdf/MOME_Music_Report_2017_DIGITAL.pdf

Bravo Greater Des Moines (2022) “Regional Cultural Assessment.” Online at
https://bravogreaterdesmoines.org/regional-cultural-assessment/ accessed 2-3-2022
Bravo Greater Des Moines (2022) Website. Online at https://bravogreaterdesmoines.org accessed 2-3-2022
Bureau of Economic Analysis (2019) “Regional Accounts (GDP) by Metropolitan Area”. Online at
https://apps.bea.gov/itable/iTable.cfm?ReqID=70&step=1
Bureau of Economic Analysis (n.d.) “RIMS II, An Essential tool for Planners, Section C-1”. Online at
https://apps.bea.gov/regional/rims/rimsii/rimsii_user_guide.pdf
Bureau of Economic Analysis (2018) “Arts and Cultural Production Satellite Account, U.S. and States 2018”. Online
at https://www.bea.gov/news/2019/arts-and-cultural-production-satellite-account-us-and-states-2016

Capital Crossroads (2022) “Capital Core.” Online at https://www.capitalcrossroadsvision.com/capitals/capital-core/
accessed 2-3-2022
Capital Crossroads (2022) “Cultural.” Online at https://www.capitalcrossroadsvision.com/capitals/cultural-capital/
accessed 2-3-2022

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

116

Capital Crossroads (2022) Website. Online at https://www.capitalcrossroadsvision.com accessed 2-3-2022

Capital Crossroads (n.d.) “Home”. Online at https://www.capitalcrossroadsvision.com accessed 25-02-2022

Capital Crossroads (n.d.) “Organizational Equity Practices Assessment”. Online at
https://www.surveymonkey.com/r/CCOEPA2022 accessed 25-02-2022
Data USA (2019) [Website]. Online at https://datausa.io
Catch Des Moines (n.d.) “Downtown Des Moines Parking”. Online at
https://www.catchdesmoines.com/visitor-info/transportation/parking/ accessed 28-02-2022

Central Iowa Music Lab (n.d.) “What We Offer”. Online at
https://www.centraliowamusiclab.com/index.php/what-we-offer accessed 23-02-2022

Christina Salonika (2017) “Pioneer Columbus Community Recreation Center Re-Opens After Remodel.” Online at
Pioneer Columbus Community Recreation Center Re-Opens ...https://who13.com › news ›
pioneer-columbus-commu… accessed 2-2-2022
Christina Salonikas (2019) “EMC Overlook Provides Breathtaking View of Des Moines Skyline.” Online at EMC
Overlook Provides Breathtaking View of Downtown Des ...https://who13.com › news › emc-overlook-provides-br…
accessed 2-3-2022
City and County of San Francisco (2015) “Compatibility and Protection for Residential Uses and Places of
Entertainment” Online at
https://sfgov.org/entertainment/sites/default/files/FileCenter/Documents/2790-Chapter116.pdf accessed
07-02-2022
City of Des Moines (2016) “GuideDSM”. Online at
https://guidedsm.dsm.city/system/resources/W1siZiIsIjIwMTYvMTIvMjEvODhnc3I3Nmp3OV9DRE1fU3RyYXRlZ2ljX1
BsYW5fMjAxNl8yMDIxXzIwMzEucGRmIl1d/CDM%20Strategic%20Plan%202016-2021-2031.pdf accessed
01-03-2022
City of Des Moines (n.d.) “LIVE DSM Parks and Recreation Comprehensive Plan.” Online at
https://cms2files.revize.com/desmoines/document_center/Parks%20and%20Recreation/Parks%20and%20Recreati
on%20-%20LiveDSM%20Parks%20and%20Recreation%20Comprehensive%20Plan.pdf?pdf=The%20Parks%20and
%20Recreation%20Comprehensive%20Plan%2C%20LiveDSM&t=1646062628024&pdf=The%20Parks%20and%20
Recreation%20Comprehensive%20Plan%2C%20LiveDSM&t=1646062628024 accessed 2-3-2022

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

117

City of Des Moines (n.d.) “Music Programs”. Online at
https://www.dsm.city/departments/parks_and_recreation-division/programs/music_programs.php accessed
23-02-2022

City of Des Moines (n.d.) “Parking”. Online at
https://www.dsm.city/departments/engineering_-_division/parking.php accessed 28-02-2022
City of Des Moines (n.d.) “Scholarship Programs”. Online at
https://www.dsm.city/departments/parks_and_recreation-division/programs/grasp.php accessed 28-02-2022

City of Des Moines, Iowa (2022) “Allen Park.” Online at https://www.dsm.city/business_detail_T6_R10.php accessed
2-3-2022
City of Des Moines, Iowa (2022) “Article IV - Noise Control.” Online at
https://library.municode.com/ia/des_moines/codes/code_of_ordinances?nodeId=MUCO_CH42EN_ARTIVNOCO
accessed 24-2-2022
City of Des Moines, Iowa (2022) “Arts VIIII - Signs and Billboards.” Online at
https://library.municode.com/ia/des_moines/codes/code_of_ordinances?nodeId=MUCO_CH26BUBURE_ARTVIIISI
BI accessed 28-2-2022
City of Des Moines, Iowa (2022) “Business License and Permits.” Online at
https://www.dsm.city/departments/city_clerk/business_licenses_and_permits.php accessed 24-2-2022

City of Des Moines, Iowa (2022) “City of Des Moines Non-Residential Event.” Online at
https://cms2files.revize.com/desmoines/document_center/City%20Manager/Non%20Residential%20Street%20Use
%20Permit%20Application%20Agreement%20Revised%206-3-21.pdf?pdf=Non-Residential%20Street%20Use%20I
nstructions%20%26%20Application&t=1645731492293&pdf=Non-Residential%20Street%20Use%20Instructions%2
0%26%20Application&t=1645731492293 accessed 24-2-2022
City of Des Moines, Iowa (2022) “Sustainability Program.” Online at
https://www.dsm.city/initiatives/sustainability_efforts.php accessed 28-2-2022
City of Johnston (n.d.) “Merle Hay Road Gateway Area”. Online at
https://www.cityofjohnston.com/667/Merle-Hay-Road-Gateway-Area accessed 25-02-2022
City of Vancouver (2019) “Transit Shelter Advertising Program”. Online at
https://vancouver.ca/people-programs/transit-shelter-advertising-program.aspx accessed 07-02-2022

City of Victoria (2003) “Live Music Taskforce.” Online at
https://greens.org.au/sites/greens.org.au/files/Live%2BMusic%2BTaskforce%2B-%2BReport%5B1%5D.pdf accessed

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

118

07-02-2022
Civic Music Association (n.d.)
“Scholarships”. Online at https://civicmusic.org/studio/scholarships/ accessed 23-02-2022

Civic Music Association (n.d.) “Studio”. Online at https://civicmusic.org/studio/ accessed 23-02-2022

Creative Victoria (2019) “Music Works - Good Music Neighbours”. Online at
https://livemusicoffice.com.au/creative-victoria-good-music-neighbours-grants/ accessed 07-02-2022

Des Moines Area Community College (n.d.) “Financial Aid”. Online at
https://www.dmacc.edu/fin_aid/Pages/welcome.aspx accessed 23-02-2022
Des Moines Area Community College (n.d.) “Music Program”. Online at
https://www.dmacc.edu/music/Pages/welcome.aspx accessed 23-02-2022
Des Moines Area Community College (n.d.) “Tuition”. Online at https://www.dmacc.edu/tuition/Pages/welcome.aspx
accessed 23-02-2022
Des Moines Area MPO (2016) “Greater Des Moines Water Trail And Greenways Plan.” Online at
https://dmampo.org/wp-content/uploads/2016/08/des-moines-parks-and-recreation-board.pdf accessed 2-3-2022
Des Moines B Cycle (n.d.) “Home”. Online at https://desmoines.bcycle.com accessed 28-02-2022

Des Moines MC (n.d.) “About”. Online at https://www.desmoinesmc.com/about/ accessed 28-02-2022

Des Moines Music Teachers Association (n.d.) “Home”. Online at https://www.desmoinesmta.org accessed
23-02-2022
Des Moines Musicians’ Association (n.d.) “Home”. Online at http://www.dmmusicians.com accessed 23-02-2022

Des Moines Parks and Recreation (2018) Online at
https://twitter.com/desmoinesparks/status/995035431686279168 accessed 2-3-2022
Des Moines Performing Arts (n.d.) “Classes & Camps”. Online at
https://desmoinesperformingarts.org/classes-camps/ accessed 23-02-2022

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

119

Des Moines Performing Arts (n.d.) “Educator Development”. Online at
https://desmoinesperformingarts.org/educator-development/ accessed 23-02-2022
Des Moines Public Schools (n.d) “Music”. Online at
https://www.dmschools.org/academics/curriculum/fine-arts/music/ accessed 22-02-2022
Des Moines Public Schools Performing Arts (n.d) “Band”. Online at http://performingarts.dmschools.org/band.html
accessed 22-02-2022
Des Moines Public Schools Performing Arts (n.d) “Elementary Music”. Online at
http://performingarts.dmschools.org/elementary-music.html accessed 22-02-2022
Des Moines Public Schools Performing Arts (n.d) “Fine and Performing Arts Curriculum Department”. Online at
http://performingarts.dmschools.org accessed 22-02-2022
Des Moines Public Schools Performing Arts (n.d) “Music Appreciation”. Online at
http://performingarts.dmschools.org/music-appreciation.html accessed 22-02-2022
Des Moines Public Schools Performing Arts (n.d) “Music Theory”. Online at
http://performingarts.dmschools.org/music-theory.html accessed 22-02-2022
Des Moines Public Schools Performing Arts (n.d) “Music”. Online at http://performingarts.dmschools.org/music.html
accessed 22-02-2022
Des Moines Public Schools Performing Arts (n.d) “Summer Music Camps”. Online at
http://performingarts.dmschools.org/summer-music-camps.html accessed 23-02-2022
Des Moines Public Schools Performing Arts (n.d) “Vocal”. Online at http://performingarts.dmschools.org/vocal.html
accessed 22-02-2022
Des Moines Register (2020) “West Des Moines library installs new 24-hour kiosk.” Online at
https://eu.desmoinesregister.com/story/news/local/west-des-moines/2020/11/06/valley-junction-has-new-24-hour-li
brary-kiosk/6179852002/ accessed 2-3-2022
Des Moines Symphony (n.d.) “Classes & Camps”. Online at https://www.dmsymphony.org/education/classes-camps/
accessed 23-02-2022
Des Moines Symphony (n.d.) “Project Encore”. Online at https://www.dmsymphony.org/education/project-encore/
accessed 23-03-2022
Des Moines Symphony (n.d.) “Youth Ensembles”. Online at
https://www.dmsymphony.org/education/youth-ensembles/ accessed 23-02-2022

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

120

Des Moines, IA Code of Ordinances (2022) “Chapter 102 - Streets, Sidewalks, Skywalks And Other Public Places”.
Online at
https://library.municode.com/ia/des_moines/codes/code_of_ordinances?nodeId=MUCO_CH102STSISKOTPUPL_A
RTVIIUSSTSIBUPU_DIV2ENDILI accessed 28-02-2022
DG Course Review (n.d.) “Becky Zalleck DGC.” Online at https://www.dgcoursereview.com/course.php?id=8799
accessed 2-3-2022
Drake University (n.d.) “DMPS Community Stadium”. Online at
https://www.drake.edu/community/neighborhoodrelations/economicdevelopment/dmpscommunitystadium/
accessed 25-02-2022

Drake University (n.d.) “Ensembles”. Online at https://www.drake.edu/music/ensembles/ accessed 23-02-2022

Drake University (n.d.) “Majors, Minors & Concentrations”. Online at
https://www.drake.edu/music/majorsminorsconcentrations/ accessed 23-02-2022

Drake University (n.d.) “Tuition & Costs”. Online at https://www.drake.edu/finaid/tuition/ accessed 23-02-2022

DSM Partnership (2015) “Edge Launches "75x25" Campaign”. Online at
https://www.dsmpartnership.com/news-media/news/partnership-news/edge-launches-75x25-campaign accessed
25-02-2022

DSM Partnership (2018) “National Ad Campaign Promoting Dsm Usa Launches”. Online at
https://www.dsmpartnership.com/news-media/news/partnership-news/national-ad-campaign-promoting-dsm-usa-la
unches accessed 25-02-2022

DSM Partnership (2021) “2021 Annual Report”. Online at
https://www.dsmpartnership.com/filesimages/PDF/2021AnnualReport_012722.pdf accessed 25-02-2022

DSM Partnership (2021) “Creating a Music City in Greater Des Moines”. Online at
https://www.dsmpartnership.com/news-media/blog/how-does-dsm-become-a-music-city accessed 28-02-2022

DSM Partnership (2021) “Greater Des Moines Partnership Inclusion Council Overview, Roles, Responsibilities And
Expectations”. Online at

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

121

https://www.dsmpartnership.com/filesimages/Growing%20Business%20Here/PDF/2021%20Inclusion%20Council%
20Overview%20Roles%20and%20Responsibilities.pdf accessed 25-02-2022"
DSM Partnership (2021) “Historic Court District Adds 'Entertainment Zone' To Offer Enhanced Nightlife Experience”.
Online at
https://www.dsmpartnership.com/downtowndsmusa/news-blog/blog/historic-court-district-adds-entertainment-zon
e-to-offer-enhanced-nightlife-experience accessed 28-02-2022

DSM Partnership (n.d.) “2022 Strategic Priorities Community Call to Action”. Online at
https://www.dsmpartnership.com/about/call-to-action accessed 25-02-2022

DSM Partnership (n.d.) “Additional Diversity, Equity & Inclusion Resources”. Online at
https://www.dsmpartnership.com/growing-business-here/business-resources/diversity-inclusion-resources/addition
al-diversity-equity-inclusion-resources accessed 25-02-2022

DSM Partnership (n.d.) “Awards & Events”. Online at
https://www.dsmpartnership.com/growing-business-here/business-resources/diversity-inclusion-resources/inclusio
n-awards-events accessed 25-02-2022

DSM Partnership (n.d.) “Calendars” Online at https://members.dsmpartnership.com/events/calendar accessed
25-02-2022

DSM Partnership (n.d.) “Diversity & Inclusion Strategy Toolkit”. Online at
https://www.dsmpartnership.com/filesimages/Growing%20Business%20Here/PDF/DEI_ToolKit_2021_R4_Web1.pdf
accessed 25-02-2022"

DSM Partnership (n.d.) “Diversity & Inclusion Resources”. Online at
https://www.dsmpartnership.com/growing-business-here/business-resources/diversity-inclusion-resources
accessed 25-02-2022

DSM Partnership (n.d.) “Diversity Certification”. Online at
https://www.dsmpartnership.com/growing-business-here/business-resources/diversity-inclusion-resources/diversity
-certification accessed 25-02-2022

DSM Partnership (n.d.) “Music Mix”. Online at
https://www.google.com/url?client=internal-element-cse&cx=001130465815986473662:swqwrlmixvy&q=https://ww
w.dsmpartnership.com/living-here/things-to-do/attractions--events/music-mix&sa=U&ved=2ahUKEwiCo5bU6pr2Ah

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

122

WUoFwKHYnjBaIQFnoECAgQAQ&usg=AOvVaw34A5P644mDWxkHWYqJsbtP accessed 25-02-2022

DSM Partnership (n.d.) “Out to Lunch”. Online at
https://www.dsmpartnership.com/downtowndsmusa/experiencing-downtown/festivals-and-markets/out-to-lunch
accessed 25-02-2022

DSM Partnership (n.d.) “World Food & Music Festival”. Online at
https://www.dsmpartnership.com/worldfoodandmusicfestival/ accessed 25-02-2022
FLY DSM (n.d.) “Terminal Development”. Online at https://www.flydsm.com/airport-business/terminal-development
accessed 25-02-2022

Girls Rock! DSM (n.d.) “Mission”. Online at https://www.girlsrockdsm.org/new-folder accessed 23-02-2022
Girls Rock! DSM (n.d.) “Sumer GR!T Records Camp”. Online at
https://www.girlsrockdsm.org/summer-grt-records-camp accessed 23-02-2022

Girls Rock! DSM (n.d.) “Summer Rock Camp”. Online at https://www.girlsrockdsm.org/summer-rock-camp accessed
23-02-2022

Girls Rock! DSM (n.d.) “Year-Round Programming”. Online at
https://www.girlsrockdsm.org/new-yr-programming-page accessed 23-02-2022

Grand View University (n.d.) “Music Ensembles”. Online at
https://www.grandview.edu/student-life/campus/ensemble accessed 23-02-2022

Grand View University (n.d.) “Scholarships & Grants”. Online at
https://www.grandview.edu/admissions/financial-aid/scholarships-grants accessed 23-02-2022

Grand View University (n.d.) “Tuition & Fees”. Online at https://www.grandview.edu/admissions/tuition/full-time
accessed 23-02-2022

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

123

Greater Des Moines Music Coalition (n.d.) “DMMC Music Fellowship”. Online at
https://www.desmoinesmc.com/education/music-fellowship/ accessed 23-02-2022

Greater Des Moines Music Coalition (n.d.) “Education”. Online at https://www.desmoinesmc.com/education/
accessed 23-02-2022

Greater Des Moines Music Coalition (n.d.) “Events”. Online at https://www.desmoinesmc.com/events/ accessed
23-02-2022
Greater Des Moines Music Coalition (n.d.) “Music University”. Online at
https://www.desmoinesmc.com/education/music-university/ accessed 23-02-2022

Greater Des Moines Orff Chapter (n.d.) “Home”. Online at http://greaterdmorff.weebly.com accessed 23-02-2022

Greater Des Moines Partnership (2022) “DSM Forward.” Online at
https://www.dsmpartnership.com/dsmforward/#industry accessed 28-2-2022

Greater Des Moines Partnership (2022) “Events, Arts, and Culture.” Online at
https://www.dsmpartnership.com/dsmforward/industry-playbooks/events-arts-culture accessed 28-2-2022

Greater Des Moines Partnership (2022) “Major Employers.” Online at
https://www.dsmpartnership.com/growing-business-here/business-climate/major-employers accessed 28-2-2022

Greater Des Moines Partnership (2022) “Mask Up DSM.” Online at
https://www.dsmpartnership.com/covid-19/mask-up-dsm accessed 28-2-2022
Greater Des Moines Partnership (2022) “Tax Advantages and Incentives.” Online at
https://www.dsmpartnership.com/growing-business-here/business-climate/tax-advantages--incentives accessed
24-2-2022
Heartland Youth Choir (n.d.) “Clinics”. Online at http://joinhyc.org/clinics accessed 23-02-2
Heartland Youth Choir (n.d.) “Summer Camps”. Online at http://joinhyc.org/summer accessed 23-02-2022

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

124

Iowa Confluence Water Trails (n.d.) “Downtown Whitewater Access Points”. Online at
https://iconwatertrails.com/about-icon/downtown-whitewater-access-points/ accessed 25-02-2022

Iowa Department of Cultural Affairs (2022) “ Iowa Artist Fellowship Program.” Online at
https://iowaculture.gov/about-us/about/grants/iowa-artist-fellowship-program accessed 24-2-2022

Iowa Department of Cultural Affairs (2022) “Art Project Grant.” Online at
https://iowaculture.gov/about-us/about/grants/art-project-grant accessed 24-2-2022

Iowa Department of Cultural Affairs (2022) “Arts and Culture Resilience Grant - Nonprofits.” Online at
https://iowaculture.gov/about-us/about/grants/iowa-arts-culture-resilience-grant-nonprofits accessed 24-2-2022

Iowa Department of Cultural Affairs (2022) “Creative Places Project Grant.” Online at
https://iowaculture.gov/about-us/about/grants/creative-places-project-grant accessed 24-2-2022

Iowa Department of Cultural Affairs (2022) “Cultural Capacity Building Grant.” Online at
https://iowaculture.gov/about-us/about/grants/cultural-capacity-building-grant accessed 24-2-2022

Iowa Department of Cultural Affairs (2022) “Cultural Leadership Partner.” Online at
https://iowaculture.gov/arts/grants/cultural-leadership-partners accessed 24-2-2022

Iowa Department of Cultural Affairs (2022) “Humanities Project Grant.” Online at
https://iowaculture.gov/about-us/about/grants/humanities-project-grant accessed 24-2-2022

Iowa Department of Cultural Affairs (2022) “Iowa Arts & Culture Resilience Grant - Artists.” Online at
https://iowaculture.gov/about-us/about/grants/iowa-arts-culture-resilience-grant-artists accessed 24-2-2022

Iowa Department of Cultural Affairs (2022) “Iowa Arts and Culture Marketing Grant.” Online at
https://iowaculture.gov/about-us/about/grants/iowa-arts-culture-marketing-grant accessed 24-2-2022

Iowa Department of Cultural Affairs (2022) “Iowa Great Places.” Online at
https://iowaculture.gov/about-us/about/grants/iowa-great-places accessed 24-2-2022

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

125

Iowa Department of Cultural Affairs (2022) “School Arts Experience Grant.” Online at
https://iowaculture.gov/about-us/about/grants/school-arts-experience-grant accessed 24-2-2022

Iowa Department of Cultural Affairs (2022) “Strengthening Communities Grant.” Online at
https://iowaculture.gov/about-us/about/grants/strengthening-communities-grant accessed 24-2-2022

Iowa Department of Education (n.d.) “Fine Arts”. Online at
https://educateiowa.gov/pk-12/instruction/fine-arts#Fine_Arts_Standards accessed 22-02-2022

Iowa Economic Development Authority (2022) “Grow.” Online at https://www.iowaeda.com/grow/ accessed
24-2-2022
Kelly Maricle (2022) “Rebuild of collapsed Trestle to Trestle trail bridge starts soon.” Online at Rebuild of collapsed
Trestle to Trestle trail bridge starts soonhttps://who13.com › news › metro-news › rebuild-of-c… accessed 2-3-2022

Kevin Barber (2021” “Rivera Stage Opening at Riverview Park Des Moines.” Online at
https://vertigo.photo/aerial-photography/riverview-park-opening/ accessed 2-3-2022

Kim Norvell (2021) “Bags, pickleball, chess and more: See first plans for downtown Des Moines' newest park.”
Online at
https://eu.desmoinesregister.com/story/money/business/development/2021/10/07/downtown-des-moines-neighbor
hood-park-have-pickleball-bags-chess-emc-insurance-younkers-store/5990347001/ 2-3-2022

Lauridsen Skatepark (2022) Website Online at https://dsmskatepark.com accessed 2-3-2022

Lauridsen Skatepark (n.d.) “Home”. Online at https://dsmskatepark.com accessed 25-02-2022

Linh Ta (2019) “Des Moines Ranks High for Affordability, Pay, New Study Says.” Online at
https://www.desmoinesregister.com/story/money/business/2019/11/12/des-moines-cost-living-lower-than-national-a
verage-while-salary-is-higher/2575515001/ accessed 28-2022

Market District DM (n.d.) “Home”. Online at https://www.marketdistrictdm.com/#the-site accessed 25-02-2022

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

126

Melody Mercado (2021) “Des Moines allocates $12 million toward new recreation center on the city's north side.”
Online at
https://eu.desmoinesregister.com/story/news/local/des-moines/2021/08/23/des-moines-commits-to-grubb-commun
ity-rec-center-ymca-site/8242899002/ accessed 2-3-2022

Mercado, M. (2021) “Downtown Des Moines' Court Avenue pedestrian-only entertainment zone may be extended”.
Des Moines Register. Online at
https://eu.desmoinesregister.com/story/news/2021/09/02/downtown-des-moines-court-avenue-entertainment-zon
e-may-extended-pedestrian-only-labor-day-weekend/5653189001/ accessed 28-02-2022

Merle Hay Mall (n.d.) “Press Release for Buccaneers Arena - Merle Hay Mall”. Online at
https://merlehaymall.com/press-release-for-buccaneers-arena/ accessed 25-02-2022

Metro Government of Nashville & Davidson County, Tennessee (2019) “Bill BL2019-1631.” Online at
https://www.nashville.gov/Metro-Clerk/Legislative/Ordinances/Details/8dbc9d52-e217-428c-80b9-1076a220f313/2
015-2019/BL2019-1631.aspx accessed 07-02-2022

Municode (n.d.) “City of Des Moines - Zoning. Chapter 134”. Online at
https://www.municode.com/webcontent/13242/Chapter-134-ZONING.pdf accessed 28-02-2022
Musicians’ Association of Seattle (2015) “Seattle’s Working Musicians”. Online at
https://www.afm.org/wp-content/uploads/2018/10/FTM-Report.pdf

Music Makes Us (2019) Website. Online at https://musicmakesus.mnps.org accessed 7-2-2022

Plan DSM (n.d.) “Home”. Online at https://plandsm.dsm.city accessed 28-02-2022

Premier Parking (2017) “New Parking Offers for Downtown Nashville Musicians.” Online at
https://www.premierparking.com/why-premier/new-parking-offers-downtown-nashville-musicians/ accessed
8-2-2022
Ride DART (n.d.) “Fares”. Online at https://www.ridedart.com/fares accessed 28-02-2022

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

127

School of Rock West Des Moines (n.d.) “Music Camps”. Online at
https://locations.schoolofrock.com/westdesmoines/music-camps accessed 23-02-2022

School of Rock West Des Moines (n.d.) “Music Lessons & Programs’. Online at
https://locations.schoolofrock.com/westdesmoines accessed 23-02-2022

Scott Kubie (2016) “Busking to Hit Downtown.” Online at https://urbandsm.com/forum/viewtopic.php?t=2038
accessed 28-2-2022

Siwek, Stephen E. (2018) “The US Music Industries: Jobs & Benefits”. Online at
http://www.riaa.com/wp-content/uploads/2018/04/US-Music-Industries-Jobs-Benefits-Siwek-Economists-Inc-April-2
018-1-2.pdf
SOC Occupation code - SOCP from ACM:
(https://www2.census.gov/programs-surveys/acs/tech_docs/pums/data_dict/PUMS_Data_Dictionary_2017.pdf?).
Stefan Novakovic (2017) “TTC Set to Expand Blue Night Network in September”. Online at
https://urbantoronto.ca/news/2015/08/ttc-set-expand-blue-night-network-september accessed 07-02-2022

TXP, Inc. (2016) “The Economic Impact of Music”. Online at
https://www.austintexas.gov/sites/default/files/files/EGRSO/TXP-Austin-Music-Impact-Update-2016-Final.pdf
The RecPlex (n.d.) “A West Des Moines Sports Complex & Event Space”. Online at https://www.therecplex.com
accessed 25-02-2022
United States Census Bureau (n.d.)
“Quickfacts: Des Moines city, Iowa”. Online at https://www.census.gov/quickfacts/desmoinescityiowa accessed
25-02-2022

USL Pro Iowa (n.d.) “Home”. Online at https://uslproiowa.com accessed 25-02-2022
U.S. Bureau of Labor Statistics (2019) “County Business Patterns”. Online at
https://www.census.gov/programs-surveys/cbp.html
U.S. Bureau of Labor Statistics (2019). Online at https://data.bls.gov
U.S. Census Bureau (2019) “American Community Survey”. Online at
https://www.census.gov/acs/www/data/data-tables-and-tools/data-profiles/2019/

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

128

U.S. Census Bureau (2018) “American FactFinder”. Online at
https://factfinder.census.gov/faces/nav/jsf/pages/community_facts.xhtml?src=bkmk
Vermont Division of Liquor Control (2019) “Education” Online at https://liquorcontrol.vermont.gov/education
accessed 7-2-2022

Vermont Division of Liquor Control (2019) “What Kind of License Do I need to….” Online at
https://liquorcontrol.vermont.gov/which-license accessed 7-2-2022
Visit Austin (2019) “Austin’s Entertainment Districts.” Online at
https://www.austintexas.org/meeting-professionals/get-to-know-austins-entertainment-districts/ accessed
07-02-2022
World Population Review (2022) “Des Moines, Iowa Population 2022.” Online at
https://worldpopulationreview.com/us-cities/des-moines-ia-population accessed 28-2-2022

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

129

