Agenda
Community & Public Services Committee
Committee of the Council of
The Corporation of the City of Brampton

Wednesday, March 2, 2016
9:30 a.m. – Regular Meeting
Closed Session (See Item 19) – Following Regular Business
(Under Section 239 of the Municipal Act, 2001)
Council Chambers – 4th Floor – City Hall

Members:

Regional Councillor G. Gibson – Wards 1 and 5 (Chair)
Regional Councillor E. Moore – Wards 1 and 5
(Vice-Chair, Service Brampton and Facilities)
Regional Councillor M. Palleschi – Wards 2 and 6
(Vice-Chair, Fire Services)
Regional Councillor M. Medeiros – Wards 3 and 4
Regional Councillor G. Miles – Wards 7 and 8
Regional Councillor J. Sprovieri – Wards 9 and 10
(Vice-Chair, Transit Services)
City Councillor D. Whillans – Wards 2 and 6
City Councillor J. Bowman – Wards 3 and 4
City Councillor P. Fortini – Wards 7 and 8
City Councillor G. Dhillon – Wards 9 and 10
(Vice-Chair, Recreation and Culture)

For inquiries about this agenda, or to make arrangements for accessibility accommodations
for persons attending (some advance notice may be required), please contact:
Chandra Urquhart, Legislative Coordinator.
Phone: 905-874-2114 or TTY 905-874-2130 or cityclerksoffice@brampton.ca
Note: Some meeting information may also be available in alternate formats, upon request

Agenda
Community and Public Services Committee
Note: Please ensure all cell phones, mobile and other electronic devices are turned
off or placed on non-audible mode during the meeting. Council Members are
prohibited from sending text messages, e-mails and other electronic messaging
during the meeting.
1.

Approval of Agenda

2.

Declarations of Interest under the Municipal Conflict of Interest Act

3.

Consent
*

The following items listed with an asterisk (*) are considered to be routine
and non-controversial by the Committee and will be approved at this time.
There will be no separate discussion of any of these items unless a
Committee Member requests it, in which case the item will not be consented
to and will be considered in the normal sequence of the agenda.
(8.1, 10.1)

4.

Announcements

5.

Delegations

6.

Staff Presentations

6.1.

Presentation by Kramer Design Associates, re: Garden Square – Program,
Marketing, Sponsorship and Media Sales Report.
See Item 7.2

6.2.

Presentation by A. Normand, Manager, Brampton Emergency Management
Office, Public Services, re: Status Update – Two Year Anniversary of Ice
Storm – Brampton – All Wards.
See Item 8.2
Presentation to be distributed prior to the meeting.
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6.3.

Presentation A. Normand, Manager, Brampton Emergency Management
Office, Public Services, re: Syrian Newcomer Resettlement Program.
See Item 8.3
Presentation to be distributed prior to the meeting.

7.

Recreation and Culture

7.1.

Report from D. Rosa, Director, Recreation and Culture Division, Public
Services Department, re: 2016 Brampton Arts Walk of Fame Program.
Recommendation

7.2.

Report from B. Morrison, Manager, Arts and Culture, Public Services, re:
Kramer Design Associates (KDA) Consulting Final Report – Garden
Square – Program, Marketing, Sponsorship and Media Sales – Ward 1.
See Item 6.1
Recommendation

7.3.

Report from B. Morrison, Manager, Arts and Culture, Public Services, re:
Revitalized Garden Square and New LED Screen – Inaugural Summer
Achievements 2015 – Ward 1.
Recommendation

7.4.

Report from B. Morrison, Manager, Arts and Culture, Public Services, re:
Consideration of a Potential Transition Plan to Centralize Garden
Square Events Programming into the Office of Festivals and Special
Events, Office of the Chief Operating Officer, including Financial and
Other Implications – Ward 1.
Recommendation

8.

Fire Services

* 8.1.

Report from K. Hamilton, Division Chief, Apparatus & Maintenance, Fire and
Emergency Services, Public Services, re: Request To Begin Procurement
– Purchasing By-law Section 4.0 – Supply and Delivery of One (1)
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Class “A” Top Mount Pumper, One (1) Class “A” Top Mount
Pumper/Rescue, One (1) Emergency–One Platform Aerial Device for
The City of Brampton – All Wards.
Recommendation
8.2.

Report from A. Normand, Manager, Brampton Emergency Management
Office, Public Services, re: Status Update – Two Year Anniversary of Ice
Storm – Brampton – All Wards (File IE.a).
See Item 6.2
Recommendation

8.3.

Report from A. Normand, Manager, Brampton Emergency Management
Office, Public Services, re: Syrian Newcomer Resettlement Program – All
Wards (File IE.a).
See Item 6.3
To be received

9.

Transit Services

10.

Service Brampton and Facilities

* 10.1.

Report from A. Pritchard, Manager, Realty Services, dated February 5,
2016, re: Authorization to Renew and Amend Lease with Region of Peel
at the Civic Centre, Suites 09, 013, 302, 307 and 308 – Ward 7 (File AF.b
– L16CC.09).
Recommendation

11.

Minutes

12.

Other/New Business

12.1.

Report from B. Rutherford, Director, Business Services, Public Services, re:
Outline of Feasibility Analysis Related to Potential Acquisition of the
Powerade Centre – Ward 3 (AF.a).
To be received
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12.2.

Report from B. Rutherford, Director, Business Services, Public Services, re:
Brampton Beast Request for Coverage of Operating Losses
Report to be distributed prior to the meeting.

13.

Referred Matters
Note: In accordance with the Procedure By-law, the Referred Matters List will
be published quarterly on a meeting agenda for Committee’s reference
and consideration. A copy of the current Referred Matters List for this
Committee is publicly available on the City’s website.

14.

Deferred Matters

15.

Notices of Motion

16.

Correspondence

17.

Councillors’ Question Period

18.

Public Question Period
15 Minute Limit (regarding any decision made at this meeting)

19.

Closed Session
Note: A separate package regarding this agenda item is distributed to
Members of Council and senior staff only.

19.1.

Litigation or potential litigation, including matters before administrative
tribunals, affecting the municipality or local board – property matter

20.

Adjournment
Next Meetings:

2016 03 02

Wednesday, April 6, 2016
Wednesday, April 20, 2016
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6.1-1
Signage Programs

Street Furniture

Garden Square
Program, Marketing
Sponsorship
and Media Sales Report

Presented by: Kramer Design Associates

Media Architecture
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Signage Programs

Street Furniture

Media Architecture

The main public places of a city are its most vital organs.
Jane Jacobs

6.1-3
Signage Programs

Street Furniture

Media Architecture

Opportunities
Garden Square is designed as a flexible, programmable and vibrant destination within Brampton for its
diverse population. The Garden Square Report identifies opportunities to:

•
•
•

Capitalize on its current success.
Identify gaps and opportunities in programming.
Maximize the potential for revenue generating programs.
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Signage Programs

Street Furniture

Benefits
A public gathering space has multiple benefits:

•

Creates traffic that will benefit main street stores,
restaurants and services.

•

Provides a meeting space.

•

Presents compelling reasons for residents and
visitors to experience downtown.

•

Brings street life and animation that translates to
safer, more visited streets.

•

Contributes to social and cultural integration through
events and programming.

•

Becomes economic pull for companies and families
choosing a place to live/work.

Media Architecture
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Best Practices
Great Public Squares

Great Public Squares

YD Square - Toronto

Maple Leaf Square - Toronto

Celebration Square - Mississauga

Power and Light Square - Kansas City

Directors Park Square - Portland

Bryant Park - New York City
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Longterm Success
Based on North America’s popular and financially viable public spaces, several factors will contribute to both
short-term and long term success:

•
•
•
•
•
•

Programming, Sponsors and Donors
Marketing and Communications
Private Sector Partnerships Media LED Screen: Existing
Operational Considerations: Proposed
Resourcing
Potential Revenue
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Programming, Sponsorship and Donors
•

Year One: five recurring events with one participant, ramping
up years two to five.

•

Years Five – Ten: 15-20 primary recurring programs, along with
five major events.

•

Develop seasonal programming that appeals to various
age groups and demographics.
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Marketing and Communications
Plan needs to be developed based on the following;

•
•

Web/Mobile Friendly web-site/ printable monthly calendars.
Strong online presence with extra emphasis on social media.

Media Architecture
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Media LED Screen: Existing
•

Currently provides opportunities for the
Private Sector Partnerships during
large events within the Square.

•

With lack of street exposure, revenue is
limited - based on vehicular traffic counts.

Media Architecture
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Operational Considerations: Proposed
Increase audience attendance and participation, along with attracting more lucrative
sponsorships and donorships by improving the Square’s amenities to support the infrastructure.

Accessible Facilities

Cafe, Seating and Shade Structures

Public Washrooms

LAN Capability + Enhanced WIFI

Video Imaging Capability and Audio

Consistent Light Levels
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Street Furniture

Operational Considerations: Proposed
Improve Amenities

•
•
•
•

Accessible Public Washrooms
Permanent Outdoor Café
Shade Structures
Video Imaging Capability

Media Architecture
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Operational Considerations: Proposed
Invest in Performance Staging

•
•
•

Dedicated portable Stage to host events
Permanent Audio / Lighting Equipment – performance enhanced
Image Projection System
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Resourcing
Require two teams of staff resourcing:

•
•

One team for management of yearly programming.
One team for management of the LED screen(s).

Media Architecture
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In summary, Garden Square
•

Can operate as an essential social hub for the community for years to come.

•

Can instil a sense of community pride.

•

Will require management effort and investment, through years
1 to 5, before a real financial return is realized. This is consistent with the
precedent examples.

•

Has the potential to generate additional revenue in years 5- 10, through;
•

Enhanced Sponsored Programming,

•

Consistent Event Programming,

•

Development of For Profit Revenue Strategies,

•

Implementation of additional amenities within the
Square to attract bigger and more profitable events.
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Report
Community & Public Services Committee
The Corporation of the City of Brampton

2016-03-02
Date:

2016-01-29

Subject:

2016 Brampton Arts Walk of Fame Program

Contact:

Donna-Lynn Rosa, Director, Recreation and Culture Division, Public
Services Department, 905.874.2358.

Recommendations:
1. That the report from Donna-Lynn Rosa, Director, Recreation and Culture
Division, Public Services Department, dated January 29, 2016, to the
Community and Public Services Committee meeting of March 2, 2016 RE:
2016 Brampton Arts Walk of Fame Program be received;
2. That the Community and Public Services Committee approve the following five
(5) recommended nominees to be inducted into the 2016 Brampton Arts Walk
of Fame
 Othalie Graham, Performing Arts, Opera Singer
 Lee Aaron, Performing Arts, Vocalist
 Trey Anthony, Performing Arts, Playwright, Producer, Actor,
Comedienne
 Andy Donato, Visual Arts, Cartoonist
 Exco Levi (né Wayne Ford Levy), Performing Arts, Singer,
Songwriter
3. That the Community and Public Services Committee approve the Brampton
Arts Walk of Fame Awards Ceremony for 2016 outlined in this report; and
4. That the Director of Recreation and Culture be authorized to execute, on
behalf of the City, all agreements, contracts and related documentation as
may be required to deliver the Brampton Arts Walk of Fame Awards
Ceremony outlined in this Report.
Overview:
 The purpose of this report is to present the 2016 nominees for the Brampton
Arts Walk of Fame (AWOF) awards ceremony to be held in September.
 The AWOF program is a civic program recognizing individuals from Brampton
who have achieved national, international or industry awards, professional
designations or prizes of high distinction and excellence in the arts and
entertainment field.
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 In December 2015, responsibility for the AWOF was transferred from the
Office of the Chief Operating Officer to the Public Services Department,
Recreation and Culture Division, as part of a program realignment.
 During the 2016 transition year, the Recreation and Culture Division, in the
Public Services Department, will monitor and evaluate experiences and report
back in the fall of 2016 on recommendations and next steps for this program,
including amendments to the terms of reference and selection process as
appropriate.
Background:
The Brampton Arts Walk of Fame was launched in 2014. This program brings a
positive vibe to the City’s downtown celebrating locally grown talent and engaging
with the community. This civic recognition program promotes a sense of pride by
recognizing individuals from Brampton who have achieved or received national,
international or industry awards, professional designations or prizes of high
distinction and excellence in the arts and entertainment industry.
Award categories include: (1) Performing Arts (including dance, theatre, and music);
(2) Visual Arts (including painting, sculpting, photography, glass blowing, pottery and
architecture); (3) Media Arts and New Media (including film and television, short film,
documentary, feature film, sitcom, animation, interactive art); (4) Literature (including
novel, poetry, short stories); and, (5) Creative Arts (including culinary arts, fibre arts,
cosmetology). The AWOF nomination criteria can be found in Appendix A.
In 2015, the AWOF was relocated to accommodate the installation of a LED Screen
in Garden Square and a mobile stage underneath the LED Screen. Two new
locations were identified to accommodate existing and future plaques for inductees.
Upon Council approval, the existing plaques were relocated to the municipal sidewalk
on the north east side of Main Street to 28 Main Street (currently the CIBC
storefront). Once this area has reached capacity, the North sidewalk on Queen Street
East eastbound from four corners to 8 Queen Street East (currently Starbucks
storefront) would be used for additional plaques. The current AWOF program
supports expansion for approximately 25 years (see Appendix D – Location/Design).
New Technical Standards were approved and adopted in 2015. These standards
included the design of the inductee and banner plaques and third part engineering
plans for sidewalk construction and installation.
The following artists have been inducted into the Arts Walk of Fame over the past
two years:
 2015: Tanya Mullings, Tara Oram, Johnny Reid, Gordon J. Smith and Alan
Thicke.
 2014: Russell Peters, Rohinton Mistry, Keshia Chante, Jack Reid, Scott Lale,
Michael Cera and Scott Thompson.
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Current Situation:
The AWOF Steering Committee recommends that the following artists be considered
for induction into the 2016 Brampton Arts Walk of Fame. A profile and evaluation for
each nominee can be found in Appendix B.






Othalie Graham, Performing Arts, Opera Singer
Lee Aaron, Performing Arts, Vocalist
Trey Anthony, Performing Arts, Playwright, Producer, Actor, Comedienne
Andy Donato, Visual Arts, Cartoonist
Exco Levi (ne Wayne Ford Levy), Performing Arts, Singer, Songwriter

City staff from the Sandalwood Works Yard will oversee sidewalk construction for the
2016 plaque installation in advance of the actual awards ceremony.
Event Program Plan
The awards ceremony is scheduled for Saturday, September 24, 2016 - 10:00 a.m. –
11:35 a.m. in Garden Square to coincide with the Farmers’ Market. The draft
program is outlined in Appendix C.
Corporate Implications:
Financial Implications:
The 2016 AWOF program has an approved budget of $35,000. The following budget
estimate is based on anticipated costs associated with hosting the 2016 awards
program:
Estimated
Cost

Item
Inductee Plaques (5)
Existing Purchase Order at $1,200.00/plaque

$6,000

Construction
(Sidewalk construction and installation: materials, labour
based on estimates from 2015 at $2500.00/ plaque)

$12,500

Marketing and Communications

$3,500

Security

$1,500

Entertainment (includes M/C, DJ/entertainment)

$4,500

Operations
(Includes equipment rentals, photographer, and awards for
inductees, etc.)
Food and Beverage
Miscellaneous (Other services and resources)
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$3,500
$1,500
$2,000

7.1-4
Total Estimated Cost

$35,000

Strategic Plan:
This program achieves the City’s Strategic Plan priority of “building strong
communities” by:
 celebrating citizens and creating partnerships through arts, culture and social
interaction,
 creating and connecting spaces in the heart of the City for people to live, work
and play, and
 supporting diversity and enabling wellness through health and recreation.
Conclusion:
In conclusion, staff recommends that the Community and Public Services Committee
approve the induction of the five (5) recommended nominees into the 2016 Brampton
Arts Walk of Fame.
The overall impact of this program is positive, recognizing local talent and engaging
the community in the downtown core. Funding for this initiative is supported by the
existing operating budget, approved by Council during 2016 budget deliberations.

Donna-Lynn Rosa,
Director, Recreation and Culture

Julian Patteson
Chief Public Services Officer

Attachments:
Appendix A:
Appendix B:
Appendix C:
Appendix D:

Nomination Criteria
2016 Nominee Evaluations
Awards Ceremony Draft Program
Location Layout and Design of Plaques

Report authored by: Bernice Morrison, Manager, Arts and Culture, Recreation and
Culture Division, Public Services Department
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APPENDIX A

Nomination Criteria
An individual, or group of individuals (such as a musical ensemble or band), meeting the
following criteria are eligible for nomination:
1. Recipients shall be selected exclusively from the arts and entertainment industry
defined by the following categories:






Performing Arts, including Dance, Theatre, Music
Visual Arts, including Painting, Sculpting, Photography, Glassblowing, Pottery, and
Architecture
Media Arts, including Film & Television (e.g. short film, documentary, feature film,
sitcom, other), and New Media (e.g. animation, interactive art)
Literature, including Novel, Poetry, Short Stories
Creative Arts, including Culinary Arts, Fibre Arts, Cosmetology

2. A recipient must have received a recognized national, international or industry
award, professional designation, or prize of high distinction and excellence in one or
more of the categories above. Additional applicable awards, designations and prizes
may be considered on a case-by-case basis.
3. The recipient must meet at least one of these criteria: born in Brampton; a resident
of Brampton; or an owner of a business in Brampton for a period of time.
4. A recipient must have a minimum of five years of experience in the arts and
entertainment industry, and have an established body of work.
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APPENDIX B

2016 Nominee Evaluations
Othalie Graham, Performing Arts – Opera Singer
Recognition:
 Ms. Graham has won various industry awards including first-place winner of the
2010 Gerda Lissner International Vocal Competition in the Wagner Division; the firstplace winner of the 2005 Joyce Dutka Competition; a 2005 recipient of the Sullivan
Foundation Grant; the first-place winner in the Wagner Division of the 2009
Liederkranz Competition; the Jean Chalmers prize in the Canadian Music
Competition; winner of the Edward Johnson Competition; and first place in the
Jeunes Ambassadeurs Lyriques Competition”.
Residency:
 According to Brampton Guardian article http://www.bramptonguardian.com/whatsonstory/5964932-ode-to-othalie-brampton-opera-singer-othalie-graham-receivingcritical-acclaim-around-the-world/, Ms. Graham considers her home town to be
Brampton and she attended primary school in Brampton.
Minimum of 5 Years in Arts and Entertainment Industry:
 Ms. Graham began her professional career in 2004.
Lee Aaron, Performing Arts - Vocalist
Recognition:
 Ms. Aaron was the recipient of the following Juno Awards 1987 | Female Vocalist of
the Year; 1985 | Female Vocalist of the Year; 1983 | Most Promising Female
Vocalist of the Year; 1992 | Hard Rock Album of the Year ‘Some Girls Do’; 1992 |
Female Vocalist of the Year; 1991 | Female Vocalist of the Year; 1991 | Best Hard
Rock / Metal Album ‘Bodyrock’; 1991 | Album of the Year ‘Bodyrock’; 1990 | Female
Vocalist of the Year; 1990 | Best Video Award ‘Watcha Do To My Body’.
Residency:
 Ms. Aaron attended secondary school in Brampton.
Minimum of 5 Years in Arts and Entertainment Industry:
 Ms. Aaron wrote and recorded her first album in 1982.
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Trey Anthony, Performing Arts – Playwright, Producer, Actor, Comedienne
Recognition:
 Ms. Anthony was the recipient of a Harry Jerome Award in the category of Arts,
Media & Entertainment in 2009; recipient of an Egale Canada – Queering Black
History Award in 2009; recipient of a Gemini Award in 2008; and received four
Theatre Awards from the National Association for the Advancement of Colored
People (NAACP) in 2007; and ‘da Kink in my Hair’ was nominated for four Dora
Mavor Moore Awards in 2003;
 Ms. Anthony received the Eve Ensler Vagina Warrior Award for her work with
women and the positive portrayal of women in ‘da Kink in my Hair’.
Residency:
 Ms. Anthony attended Notre Dame High School in Brampton.
Minimum of 5 Years in Arts and Entertainment Industry:
 ‘da Kink in my Hair’ debuted in 2001.
Andy Donato, Visual Arts - Cartoonist
Recognition:
 Mr. Donato received the 1976 National Newspaper Award for editorial cartooning;
1980 Award for Best Editorial Cartoon in the World from the Montreal Salon of
cartoons; and the Metropolitan Police Annual News Award for Cartooning in 1993
and 1997.
Residency:
 Mr. Donato lived in Bramalea at the time when the Bramalea Guardian was
launched in 1964.
Minimum of 5 Years in Arts and Entertainment Industry
 Mr Donato has more than 50 years of experience in the industry.
Exco Levi (né Wayne Ford Levy), Performing Arts – Singer / Songwriter
Recognition:
 Mr. Levi was the first recipient in the Reggae Recording of the Year Category to
receive a JUNO Award for 4 consecutive years .
 Mr. Levi received his fourth award in 2015 Juno’s for “Welcome The King” in March
2015. Previous wins are: 2014 Juno for “Strive” featuring Kabaka Pyramid, “Storms
of Life” in 2013 and the controversial “Bleaching Shop” in 2012.
Residency:
 Mr. Levi resides in Brampton.
Minimum of 5 Years in Arts and Entertainment Industry:


Exco Levi’s first release in Canada was “OH CANADA” in 2007.
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Awards Ceremony
Saturday, September 24, 2016, 10:00am – 11:35am
Garden Square/Rose Theatre

Draft Program
10:00 am

Arrival of Guests (Rose Theatre)



Reserved parking will be available underground, Rose Theatre, P2
near the elevators
Inductees and Councillors will meet in the Rose Theatre lobby

10:30 am

Escort to Reserve Seating (Garden Square)

10:35 am

Ceremonies Opened (Emcee)

10:40 am

Opening remarks (City of Brampton)

10:45 am

Each Inductee (or representative) invited on stage (one at a time)


11:15 am

2 min speaking opportunity per inductee

Inductees (or representatives) unveil plaques (one at a time)


Official Photo on Main St. Sidewalk

11:30 am

Event Closing

11:35 am

Private Reception at the Rose Theatre (Inductees, Guests, Councillors)

* Please note that times are estimates only
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Location/Design
2016 Location
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Standard Design for AWOF Plaques

7.2-1
Report
Community & Public Services Committee
The Corporation of the City of Brampton

2016-03-02
Date:

2016-01-26

Subject:

Kramer Design Associates (KDA) Consulting Final Report RE:
Garden Square Program, Marketing, Sponsorship and Media
Sales – Ward 1

Contact:

Bernice Morrison, Manager, Arts and Culture, Recreation and
Culture Division, Public Services Department, 905.874.3542

Recommendations:
1. That the report from Bernice Morrison, Manager, Arts and Culture, Recreation
and Culture Division, Public Services Department, dated January 26, 2016, to
the Community and Public Services Committee of Council meeting of March 2,
2016 RE: Recommendation report to the KDA Consulting Final Report RE:
Garden Square Program, Marketing, Sponsorship and Media Sales be
received;
2. That the Community and Public Services Committee endorse the staff
recommendations on programming and revenue generation;
3. That additional programming recommendations be considered in future years
and included in regular updates to the Community and Public Services
Committee;
4. That staff report back to Community and Public Services committee on future
capital investment within the context of the development of the Central Area
Master Plan.

Overview:
 On July 8, 2015, Council approved the Request for Special Consideration for
Non-Compliance of the Purchasing By-Law #35-2012 for the Consulting
Services of Kramer Design Associates Limited (KDA) to develop a plan for the
Garden Square programming and sponsorship (C229-2015)
 KDA was previously involved in the downtown beautification project related to
Garden Square based on extensive experience with civic squares and open
spaces with other municipalities (e.g. Cities of Toronto, Mississauga,
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Edmonton and others in the United States as well as cities in other countries).
 The scope of work included benchmarking approaches to programming,
marketing and communication and revenue generation for the Digital Program
Screen, Media Banner and Garden Square and making recommendations to
Committee of Council and Council proper.
 During the development of the KDA report and recommendations, Jeremy
Kramer, Principal and Creative Director, KDA, collaborated with Bernie
Colterman, Managing Partner, Centre of Excellence for Public Sector
Marketing. Mr. Colterman is working with staff to develop a City wide
sponsorship strategy. The discussion focused on ensuring that sponsorship
and revenue generation expectations for Garden Square were consistent,
realistic and achievable.
 This report outlines the KDA recommendations for Garden Square
advancement related to programming, sponsorship and infrastructure. It also
provides recommendations and implications from staff related to the KDA
recommendations.

Background:
In December 2014 the Recreation and Culture Division entered into a contract in the
amount of $5,000.00 with KDA, in accordance with the Purchasing By-law. KDA had
been engaged by the Division for the purpose of identifying gaps and opportunities in
programming and revenue generation in the revitalized Garden Square and new
Digital Screen.
On May 13, 2015 (CPS062-2015) Council directed staff to return to Community and
Public Services Committee with a report on the scope of the plan regarding the
Garden Square and Digital Screen content addressing revenue generation and
sponsorship prior to authorizing a Purchase Order to Kramer Design Associates
Limited for consulting services.
On July 8, 2015, Council approved the Request for Special Consideration for NonCompliance of the Purchasing By-Law #35-2012 for the Consulting Services to
develop a plan for the Garden Square programming and sponsorship (C229-2015)
due to their previous involvement in the project and expertise with civic squares and
open spaces.
Council approved continuance of the consulting relationship for the further scope of
work to develop a plan for Garden Square to build on current successes and
maximize the potential of the revitalized Garden Square and Digital LED Screen. The
contract was based on hourly and per diem rates, up to an upset limit of $30,000.
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Current Situation:
Staff has worked closely with KDA on the scope of work and final report and
recommend a phased approach to the implementation of KDA’s recommendations as
follows:
Staff Recommendation – Programming and Digital Screen:
Immediate Implementation
 In addition to the current Arts and Culture recurring programming, staff will
increase programming to support KDA’s proposed schedule. The 2016
proposed programming will include:
o Student media on the Digital Screen in partnership with Sheridan
College
o Major sporting events (Watch Parties, and Community Rallies)
o Additional outdoor movie screening
o Fit Tuesdays (Yoga, Tai Chi, Bootcamp, Parent and Child programs)
o Walking Tours
 In addition to the current annual activities, staff will increase programming for
different age groups:
o Summer Kick-off Party
o Stomp ‘n’ Stampede
 In support of the strategic priority “Strong Communities”, staff will work with
key partners that may provide significant economic and community benefit to
the City (e.g., William Osler Health System, etc.).
Phased Implementation
1. At this time, given that the one year anniversary of the revitalized Garden
Square occurs in mid-June, staff recommends that the City build on current
successful programs to increase audiences/attendance to activate the
downtown and continue to increase potential for revenue generation.
Therefore, the following KDA recommended programming should be
considered for implementation in the future:
o Book Club
o Karaoke
o Multiplayer Gaming
Staff Recommendation - Infrastructure:
2. The KDA Report recommends various capital investment projects that will
provide future opportunities for enhanced programming and revenue
generation. Capital investment projects recommended by KDA will be
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reviewed by staff going forward and within the context of the Central Area
Master Plan. This will include reviewing overall vision, assessing cost benefit
and feasibility of each of the recommended projects. In the meantime,
Recreation and Culture suggests the following approach to each of the
recommendations:

KDA
Recommendation
for Capital
Enhancements
Install Accessible
Public Washrooms

Install Permanent
Shade Structures
Install a Permanent
Outdoor Café

Add a Dedicated
Portable Stage

Current Situation

Staff Recommendation

Currently portable
washrooms are ordered on
an as needs basis to
Garden Square during high
attended activities.
Rental costs: regular
and accessible portable
toilet, wash station,
delivery and pick-up
$620.00 per day

Continue to order portable
washrooms as necessary.

Dedicated mobile umbrellas
are in place to create shade
and moved as necessary for
sight line purposes.
An outdoor patio is currently
used as a joint use facility
between Garden Square
and the Rose Theatre.
Construction would be
required to install a
permanent Outdoor Café in
Garden Square.
Arts and Culture’s technical
team supports staging in
Garden Square. Currently
there is only one portable
stage to share across all
activities supported by the
technical team.

Continue to use the mobile
umbrellas.
Consider options for the
Rose Theatre patio to create
a more inviting space.

Continue to share use of the
outdoor stage in 2016.

Staff recommendation – Revenue Generation:
3. Staff recommends that the City continues to generate revenue through
community and commercial rentals and program sponsorships.
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Corporate Implications:
The KDA report provides confirmation that the City of Brampton is on the right track
in responding to and integrating the LED screen into its programming and other
activities in Garden Square and in the downtown. Staff will continue to coordinate
activities across departments and with community and commercial partners to ensure
success.
Financial Implications:

There are no financial impacts for this report at this time.
Staff will report back to Community and Public Services Committee on future capital
and operating budget requirements.
Strategic Plan:
This report achieves the Strategic Plan priority of Strong Communities:
 Celebrate citizens and create partnerships through art, culture and social
interaction;
 Create connected spaces in the heart of the city for people to live, work and
play; and,
 Support diversity and enable wellness through health and recreation.
Conclusion:
Based on the City of Brampton’s context, staff has developed recommendations on
an immediate and phased approach to implementing KDA’s proposed advancements
to Garden Square’s programming, sponsorship and infrastructure.
The KDA report provides a useful guide and reference for advancing the potential of
Garden Square as a key element in Brampton’s Downtown, increasing community
engagement and foot traffic. The report also supports the advancement of the City’s
reputation as a vibrant, lively and exciting place to be.

Bernice Morrison
Manager, Arts and Culture

Donna-Lynn Rosa
Director, Recreation and Culture

Attachment:
KDA Report - Garden Square Program, Marketing, Sponsorship and Media Sales
Report authored by: Roberta Canning, Acting Supervisor, Garden Square

5

7.2-6

Garden Square
Program, Marketing,
Sponsorship
and Media Sales Report

Presented to:
The Corporation of the City of Brampton
Attn: Bernice Morrison / Manager, Arts and Culture
Recreation and Culture Division
2 Wellington St. W, Brampton, ON L6Y 4R2
January 13, 2016
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1. Introduction
Background
Located in Brampton’s downtown, Garden Square has been revitalized to provide free
opportunities for the community to enjoy a variety of artistic, cultural, theatrical performances
and attractions throughout the year. As part of Downtown Brampton Revitalization initiatives,
Garden Square has been designed as a flexible, programmable and vibrant destination within
Brampton for its diverse population.
In addition to free public programming, the Square has benefited from several sponsorship programs,
developed and managed by the Community and Public Services Department’s Recreation and
Culture Division in concert with other departments. Programming, has generated $25,000 in revenue
for the City of Brampton in the first several months of operation. This exceeded initial revenue
expectations
by 67%.
The Square is anchored by a 24’ x 14’ LED screen that showcases digital content specific to its
programming activities, performances, events, announcements, and promotions, along with
opportunities to generate revenue from sponsorships and private sector partnerships.
On May 13, 2015, Council directed staff to return to Community and Public Services Committee
with a report on the scope of the plan for the next 2-3 years regarding the Garden Square and the
Digital Screen content addressing revenue generation and sponsorship.
Current Status
The Recreation and Culture Division engaged Kramer Design Associates (KDA), for the purpose of
building upon current successes, identifying gaps and opportunities in programming and maximizing
the potential for revenue generation in the revitalized Garden Square and new Digital Screen. KDA
was previously retained by the City of Brampton to design and develop the LED digital screen for
the Square. In this regard, staff confirmed that the advice received from KDA for these services
contributed to the successful reopening of Garden Square and the introduction of the LED screen.
KDA’s Scope of Work
Programming
• Develop and consult on programming ‘best practices’ for Garden Square and LED
Digital Screen programming for operations including attention to family and youth
oriented activities and tailoring a plan to Brampton demographics.
The plan shall consider:
• Morning event opportunities and coordinated screen programming
• Mid-day/lunch hour event opportunities and coordinated screen programming
• After school/work event opportunities and coordinated screen programming
• Participation in GTA events
• Participation in Brampton sport and cultural initiatives
Revenue Generation
• Address immediate and long-term revenue generation options for Garden Square
programming and the LED Digital Screen programming including but not limited to:
• Recommending and developing sponsorship and advertising strategies and experiential
marketing for programs, events and other assets in Garden Square.
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Marketing and Communications
• Help identify strategies, plans, tactics and other activities for marketing / communication
initiatives to increase awareness and traffic to the Square, taking into consideration the
City’s demographics paying particular attention to youth.
• Highlight strategies for ensuring brand consistency across internal, inclusive of other
related City of Brampton departments, and external communication channels.
Reporting
•
•
•
•

Present draft recommendations/reports to the project team
Present draft recommendations to the Downtown Beautification Steering Committee
Present final recommendations and report to Community and Public Services Committee
of Council; and to City Council
Provide direction to City staff as it relates to developing related collateral materials such
as brochures, sell/rate sheets and other sales support tools. (Note: to the extent possible
strategies to be aligned with a citywide sponsorship strategy currently being developed.)

Deliverables/Objectives
The following report provides precedent examples of successful public parks and squares
throughout North America and provides insight into what has made each of these examples
great public spaces.
Based on this research, this report provides recommended approaches to marketing and
communications sponsorship; programming and operations; and digital screen media sales.
The marketing and communication plan addresses the role of sponsorship, for profit partnership
advertising strategies and rentals.
KDA has also carefully looked at the type of programming that we believe would benefit the
community of Brampton and how Garden Square could best deliver this programming.
In addition to the above, we have audited the existing Garden Square facilities and amenities
and have included suggestions for upgrades that could contribute to the long-term success of
Garden Square.
KDA’s recommendations build on our significant past experience in planning and implementing
public squares having played a major role in the design and planning of Celebration Square,
Maple Leaf Square, Ice District Plaza, Lansdowne Park Square and YD Square, including its
surrounding private development.
The vitality that Garden Square has brought to downtown Brampton is already observable and
has the potential to become the meeting place for downtown.
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2. Programming & Operational Considerations
Programming Precedents
Programming precedent research for public squares and parks revealed many consistent themes
that can help guide the development and growth of Brampton’s Garden Square programming. These
include Movie Nights, Markets, Craft Fairs, Concerts, Fitness and Group Club Events. Importantly,
the programming must span various age groups and recognize the cultural diversity of Brampton.
In addition to the above, successful squares and parks have the following attributes:
• Space to gather – 5,000 or more
• Amenities to conduct events such as Sound, Lighting, Stage, LED Screens, Cameras,
WIFI and LAN.
• Public Services- Restrooms, Change Rooms, Kitchen /Prep-Kitchen
• Shade Structures
• Proximity to complementary features - Theatre, Restaurants, City Hall, Transit, Parking.
• Diverse programming that appeals to all age groups of Community.
As part of this report’s appendix, KDA presents five precedent examples of successful public
parks and squares. The following chart provides an overview summary of their attributes and tools,
along with a comparison of Garden Square.

Notes to above chart - x*
The Square currently has access to Rose Theatre facilities such as washrooms and cafe, however
cannot realistically service when Square attendance is above 1,000. Although the Square has some
programming, strategies need to be developed to increase number and frequency of events, along
with a more balanced 4-season approach. Additionally, the lack of cameras prevents basic recording
of activity for video imaging projection on to the LED screen. This is a fundamental amenity tool and
must be included in plans for immediate installation.
As evidenced by the above chart, Garden Square currently does not have the ‘best practice’
infrastructure in place to realize its full potential of operation year one or year two. In response to this,
a 5-year programming and infrastructure strategy to optimize revenues from the use of the Square
and its amenities needs to be developed and forms the recommendations within this report.
Economic Benefit
When we re-evaluated past public squares that KDA had participated in the planning and other North
American examples, we found that the success in each case related to providing the public multiple
reasons to visit the space and sufficient variety that audiences would feel that repeat visitation would
offer different and varied experiences.
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As the City of Brampton looks to add vibrancy to the downtown core and enhance the success
of Main Street, the importance of a public gathering space has multiple benefits:
1. Creates retail customer traffic that will benefit Main Street stores, restaurants and services.
2. Provides a meeting space for urbanites that choose to live downtown in developing condominiums.
3. Presents a compelling reason for Brampton residents and visitors to experience the downtown.
4. Brings street life and animation that translates to safer, more visited streets.
5. Contributes to social and cultural integration through events and programming.
6. Becomes a primary economic pull for companies and families choosing a place to live/work.
In today’s world economy where companies compete for the best talent to succeed, it is essential that
cities seeking to attract corporate businesses provide a living environment that will help businesses
attract talent to relocate.
A vibrant downtown with things to do, places to gather, like Garden Square, can become pivotal to
economic development.
In situations where a City may compete against other Municipalities to secure a major corporation in
their community and where all competitive business points may be equal, the tipping point could likely
be lifestyle aspects such as what Garden Square can offer.
Social benefits will be a major driver for growth in Brampton. Garden Square is a highly visible
example that can be used to illustrate lifestyle, social and community benefits. A core objective for
the City is to increase foot traffic and animate the downtown in a coordinated fashion. Along with
other amenities, Garden Square is a key factor in achieving this objective.
Target Audiences
Recognizing different audience groups in programming and scheduling is extremely important.
Adults in the workforce would enjoy an exercise class before starting the workday or something
interesting to listen and watch during lunch-break, while Seniors would welcome a pre-lunch event
or low impact activity.
There are several audience groups one would need to target to ensure successful programming:
1. Adults in the workforce
3. Seniors
5. Family & All Ages

2. Parent and Tots
4. Youth
6. Various Cultural Groups

While some programming may be of interest to all groups, it is important to ensure that programming
be evaluated each season to ensure that a variety of content exists for each audience segment.
Programs
Programming for the above audience segments has been developed in four categories as follows:
A. Active:

Yoga, Pilates, Tai Chi, BollyFuze, Tango, Ping-pong, Walking Tour

B. Interest:

Chess Match, Bingo, Multi-Player Lunchbox, Saturday Market,
Digital Photography, Language Class, Antique Road Show.

C. Entertainment:

Guitar Jam, Unplugged Monday, Movie Night, Animation Reel, Karaoke,
Improv Comedy and Sports Games.

D. Passive:

Knitting, Book Club, Poetry Reading

The four program categories should address each of the audience segments and look to embrace
the diverse multiculturalism of Brampton.
Each month, modifications will need to be planned that address specific monthly calendar events
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including Thanksgiving in October and Remembrance Day in November and Winter Holidays,
New Year’s Eve and special events like Blue Jays season final games and related activities that
garner significant local social interest.
Weather will also impact the schedule. Realistically, Garden Square will have five months of full daily
programming from May-September, followed by a reduced programming schedule from October
through to April.
Please refer to Appendix ‘A’ that illustrates a month long sample program for the month of September
including morning; midday and evening programming and November with significantly reduced
programming reflecting the change in temperature and daylight hours.
Rentals
Rentals of Garden Square, in small or larger scale, should be encouraged to alleviate capital costs
of operations while providing programming of interest to the community.
Rentals of the square could take a variety of forms including:
•
Buskers, including singers, circus performers, street dancers, mimes, actors and musicians
•
Kiosk programs concurrent with daily programming within the Portals from Theatre Lane
•
Complete Square utilization for Craft Fair, Word on the Street Fair and World Food Festival
•
Photo Shoots and Filming
•
Festivals
•
Product launches that would contribute to Garden Square experience including Video Game
Launches, Sports Equipment Presentations, Fashion Shows and Food sample tasting
•
Corporate / Team Building events.
Evaluating Rental Proposals/Contracts
Providing clear descriptions online to assist interested parties in preparing proposals will help in
evaluating potential third-party / Private Sector partnership options and processing applications.
It is important to clarify that not all submitted applications will be granted an opportunity and that
applications will be evaluated based on a range of goals and objectives.
Considerations:
• Content would be of interest to a significant component of the community
• Reinforces the interest of one or more of the six audience segments
• Provides brief marketing plan to reach and communicate to interest groups
• Agrees to provide target group mailing / data base list
• Reinforces the three themes of Active, Interest and Entertainment
Process:
• Applications for Garden Square should be aligned with the
City of Brampton’s existing rental agreement administration policies and guidelines .
Temporary Expanded Programming
Currently, Garden Square can host a maximum of 5,000 attendees throughout the day. For unique,
large-scale events like the Flower City Parade, Canada Day Celebrations, Brampton Board of Trade
Santa Claus Parade and New Year’s Eve Countdown Party, Garden Square and the downtown core
area has the ability to host 8,000 - 10,000 attendees by expanding its boarders to the perimeter of the
right-of-way and roadways of the Square including Main Street North, Queen Street East and Theatre
Lane. Expansion of Garden Square can be controlled with temporary barriers and police control to
enable this audience capacity.
Additional signage and audio elements that can address expanded programming areas will need
to be considered (please refer to Operation Considerations).
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LED Screen Programming
The LED Screen programming will vary based on the following three (3) typical conditions:
1. Non-event Time
2. Pre-event Time
3. Non-broadcast Event Time
The LED Screen is currently being used to present movie nights, City of Brampton messaging,
Region of Peel messaging, acknowledgments of sponsors and supporters, promotion of upcoming
programming at Arts and Culture venues or in the downtown core; Screen feed (news, trivia, sports,
and entertainment highlights), and cable TV (including news, sporting events and program venues
or in the downtown core; that is of cultural significance (i.e. Pan Am Games Opening Ceremony). It is
programmed following three (3) typical conditions outlined and tailored for non-event, pre-event and
non-broadcast events.
As per industry standard, KDA is recommending that the LED screen programming be based
on a two-minute loop consisting of five and ten second spots. The two-minute loop strategy
ensures that messaging exposure for each loop segment will reach as many ‘viewers’ as possible.
Typical conditions of optimal programming will most likely be achieved by the Square during
operating years four and five once it has adopted and begins to implement its 5-year programming
and infrastructure initiatives.
However, the LED screen programming can be altered and adapted to reflect the Square’s current
conditions. Additionally, the existing broadcast time of Cable TV programming should be scheduled
as effective content between the suggested two-minute loop times. Early implementation of the live
camera footage will help in the broadcasting of exciting, real-time kinetic programming.
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1. Non-event Time
This represents time in the Square that is passive with no scheduled programming and no
scheduled specific broadcast content on the screen such as News or Sports.
During non-event time we recommend a two-minute loop consisting of five and ten second spots
that repeat continuously until pre-event time and or a scheduled broadcast commences.
Non-event time could be 1-2 hours between scheduled time in the May-September Season and in
the colder Months of October-April could be 5-8 hours.
Non-event time should be utilized to promote and communicate the following:
• Season Sponsor
• What’s On this week
• What’s Coming
• Quick Segments on Weather, Sports, News Entertainment
• City Messaging
• Business Improvement Area (BIA)
• Rose Theatre
• Digital Art
• Student/School Submissions
• Upcoming major events
The pie chart below represents suggested programming for the Square once it has adopted
and begun to implement its 5-year programming and infrastructure initiatives.
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2. Pre-event Time
This represents the hour leading up to a Live Performance or Recurring Program such as Indie
Nights, Improv Nights or Movie Nights.
During pre-event time where audiences have arrived for specific programming we recommend
broadcasting a two-minute loop that is tailored to the event and can be presented as a lead-up
and a finish to the main event.
Suggested content for Pre-event programming would include:
• Season Sponsor
• Program main and secondary sponsors
• Private Sector Partnerships – i.e.: paid promotions for partners supporting programming
• Program logo
• Video clip of past event
The two-minute loop would repeat 60 times providing strong recognition of Sponsors, third-party
media generation and marketing to promote the event pre and post presentation.
The pie chart below represents suggested programming for the Square once it has adopted and
begun to implement its 5-year programming and infrastructure initiatives.
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3. Non-broadcast Event Time
This represents content that would be appropriate during events such as Farmers Market or a
Craft Fair where the event does not require the screen.
During non-broadcast event time where
there will be large audiences that can interact with the screen we recommend a two-minute loop
that includes the following:
• Live camera footage of the activity in the square.
• Program Sponsor
• Season Sponsor
• Private Sector Partnerships i.e.: paid promotions for partners supporting programming
• Cooking Clips
Non-broadcast Event Times, such as a fair or market, can occur over 7-8 hours providing strong
visibility for sponsors, advertisers and to promote and market the event. These events have the
potential to attract several thousand attendees making this highly attractive to all participants.
The pie chart below represents suggested programming for the Square once it has adopted and
begun to implement its 5-year programming and infrastructure initiatives.
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Best Practice Requirements
Garden Square launched in mid-June 2015, and included are movable tables and chairs, fountain
stage, portable stage (shared with Rose Theatre), the introduction of live concerts, the continuation
of Farmers Market and featured an internal facing LED digital screen capable of presenting movies
and broadcasting of sports coverage and the PanAm Games.
Attendance and response has been positive and demonstrates the appetite in downtown Brampton
for a social space where audiences can come together and enjoy a variety of programming and or
simply enjoy the space.
While the results to date have been positive, a range of opportunities for enhanced public experiences
in the Square exist that require other amenities to be planned for and implemented – these include:
1. Implement a portable and mounted image projection cameras pointing at the stage from
key positions to allow the performers on stage to be projected onto the LED screen.
This feature is extremely important as it allows live performances to be more effectively
watched by audiences from all positions in the Square and has the potential to service
satellite venues.
2. Installation of a People Counter system to help measure our traffic effectively.
3. Permanent audio and lighting features to support concerts and presentations in
the Square.
4. Improved lighting in the Square to make a safer more welcoming environment.
5. Distributed sound system integrated with lighting to enable quality sound from
all positions.
6. Dedicated Portable Stage for exclusive use by Garden Square.
7. Enhance the use of the Rose Patio (Café style) that could support activity in the Square.
8. Introduce accessible public washroom with baby changing facilities.
9. Provide for ‘covered spaces’ within the Square.
A significant number of possible programming opportunities are currently not feasible due to the
above features not being in place.
The proposed operational improvements exist in all five of the precedent examples provided and
are considered best practice for public squares.
Our experience has been that it is not unusual to have missing operational elements within the first
year, but it is important for Brampton to recognize the current operational limitations and plan for
funding to make these improvements within a five-year plan.
There exists synergy between Garden Square and the Rose Theatre that can be exploited to the
benefit of both Civic Assets under the Arts and Culture Department. Rose Theatre has washroom
facilities and an outdoor café terrace that could support programming in the Square and its lobby
could be used to host events connected with Garden Square during non-performance times.
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3. Marketing and Communications
The marketing and communication program for Garden Square should focus strongly on creating
a strong online presence with extra emphasis on social media.
Description of the Square and Brampton Community comments related to events will do the best
job in getting the message out to the public:
• Facebook
• Twitter
• Instagram
• Pinterest
• Google+
Print related promotion should rely on partnerships such as Brampton Tourism brochures and
GTA related marketing.
Website should include clear and easy to read program schedules for Primary Season and Secondary
Season. The calendar should clearly explain that additional content may be posted on
a monthly basis and to stay tuned.
We recommend that the main season should plan for 15-20 primary recurring programs that can
be effectively marketed as the main presenting season of the Garden Square Calendar.
In addition to the recurring programming we recommend marketing the main four to five key larger
events that may involve expanding the Square to include perimeter streets and laneways.
Garden Square currently helps support large festivals. These include Flower City Parade, Santa
Claus Parade and New Year’s Eve. Each of the major recurring programmed activities e.g. Movie
Night, Yoga in the Square, Unplugged Mondays should be branded and marketed as a product in the
Square with a distinct identity.
The marketing approach to promoting the programs will greatly assist in securing:
• Sponsors for the programs.
• Co-Productions for the programs.
• Rentals/ experiential marketing to enhance the programs.
The calendar of programming should be easy to navigate online with PDF downloads for the public
to understand the options. Custom icons can also help identify and promote the events.
Suggested rentals could include samples from retailer Michael’s Craft during a knitting class, game
download from Future Shop during multi-player lunchbox and water bottles from Dasani during Yoga
class. On line voting for ‘best of’ could contribute to conversations about the Square.
Creating a strong brand image for Garden Square is also important to build awareness and a clear
understanding of the location within Brampton. The brand image should be unified and clarified on
City of Brampton website, BIA websites and related tourism sites to build awareness and reinforce
brand importance.
Consistent presentation of the Garden Square Brand is extremely important and relies on the support
and collaboration of other internal City of Brampton departments.
For programming events and activities at Garden Square, value is added by distinguishing between
both Sponsors and Advertisers.
KDA has reviewed the report prepared by the Centre of Excellence for Public Sector Marketing and
has considered this in our evaluation. The specific figures and totals are different, as the KDA analysis
responds to a detailed number of events and programs that result in a specific evaluation projection.
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4. Sponsorship and Donor Programs
Sponsorship Programming
Each recurring programmed event should include a Title Sponsor and one or more Secondary
Sponsor. The Sponsorship Package should be based on bundled exposure and data related to
attendance, as well as exposure to communication.
Sponsors could be acknowledged through the following media communication:
1. Online Program Guide, Web, Twitter, Facebook and Instagram.
2. Print promotion, poster and pamphlets.
3. On-screen pre and post program event time and promotion of program event.
4. Related City of Brampton tourism guides – through collaboration of support with Tourism
Sponsorship Programming - Years 1-5:
Year one of Garden Square's operation generated $25,000 in revenue. However, in the immediate
two-year season, KDA recommends five program sponsors and 10 secondary sponsors to increase
revenue to $35,000 / year.
Recommend cost analysis for Sponsorship:
1. Program Sponsor: e.g. Saturday Night Movie (5)
2. Secondary Sponsors: e.g. Saturday Night Movie (10)

Rate
$ 3,000
$ 2,000

Total
$ 15,000
$ 20,000
$ 35,000

We would recommend not entering into long-term sponsorship agreements in the first two years to
allow Garden Square and its value to be more developed.
Sponsorship Programming - Years 5-10:
Following the sponsorship programming for Years 2 – 4, KDA recommends 15-20 Program Sponsors
with the potential for some Presenting sponsors and individual program sponsors. may choose to
participate in more than one programmed event.
In addition to improving the Square’s value-added amenities for effective sponsorship benefits,
a dedicated team needs to be assigned to the sponsorship initiatives in order to successfully
secure both Program Sponsors and Secondary Sponsors. This initially could take 3-4 years to
build and implement this plan.
Recommended cost analysis for Sponsorship:
1. Garden Square Season Presenting Sponsor
2. Program Sponsor: e.g. Saturday Movie Night (20)
3. Individual Program (non-recurring and non-exclusive)

Rate
$ 30,000
$ 1,000
$
500

Total
$ 30,000
$ 20,000
$ 25,000
$ 75,000

Based on the above, we believe that sponsorship has the ability to generate yearly revenue of
upwards of $75,000.00.
This will continue to increase as the awareness and the strength of the event brands grow in the
community. The Season Sponsor Rate have been set low, but we believe that this can be increased
within the next three years based on proof of performance.
Donor Programs
Several of the successful squares and parks have established a foundation and donor program with
charitable status to encourage the private sector to support programming and amenities within the
space with the benefit of tax preferential treatment.
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As an example, Bryant Park has donorship programs that have resulted in fundraising for public art,
games and services in the park as well as ongoing support for staff and maintenance.
We believe that potential exists for Garden Square to have a donorship program that could include a
brick program of recognition and support for many of the operational enhancements proposed in this
report.
5. Media Revenue
Advertising can take the form of on-screen time, as well as rental, experiential marketing tied to
program events.
Private Sector Partnership Ad Buys
It is important to maintain a consistent advertising format to maximize profits, as managing too
many sizes for screen content ads result in higher operational costs that ultimately erodes profit.
We recommend monthly ads buys only with the option of full screen or 2/3 screen.
The ads will be a consistent ten second spot and will run as part of a loop during pre-event time,
non-broadcast event and as part of large major events. During peak 30 day periods, potential revenue
could include:
Rate
• (3) Full screen ad 10 second spots in rotation ……………………………... $ 1,500
• (2) 2/3 screen ads with six ads per 10 second spots in rotation …………. $ 3,000
Total Rate:
$ 4,500
Year 1 - 5: Private Sector Partnership - Ad Buys
KDA estimates that revenue from ad buys from Private Sector Partnerships could reach $31,500.
This is based on providing yearly traffic counts from five recurring events and two major events
within the Square.
•

7 total programs: 5 recurring programs / 2 major activities .………………... $ 31,500
(7 x $4,500)

KDA anticipates that this revenue will increase over Years 2 to 4, due to recommended strategies
for enhanced programming and amenities within the Square.
Years 5-10: Private Sector Partnership- Ad Buys
During these established years, KDA recommends twenty recurring programs and five
or more major activities yearly. We envision the existing internal facing LED screen to generate the
$112,500 in yearly revenues.
•

25 total programs: 20 recurring programs / 5 major activities……………... $112,500
(25 x $4,500)

Rental Revenue
KDA envisions rentals associated with the majority of programmed events to enhance the audience
experience and provide marketers a meaningful opportunity to interact with audiences. Rentals should
be associated with advertising revenue.
This can be accomplished in two ways:
1. As a straight rental; and
2. As part of a sponsorship package to existing programming.
It is worth noting that it could take 12-18 months to secure the following level of projected rentals,
with a higher success rate occurring with the introduction of the enhanced amenities and
infrastructure (portable projection camera and people counters). It is also
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worth noting that strategies should be developed to ensure year round programmed events – with
creative strategies needed to secure winter activities.
Years 1-5: Rental revenue
Projected revenue for basic “commercial” rental during peak 30 day periods could yield the following:
• 5 rentals monthly @ $1,630.00 per …………………….……$ 8,150
Years 5-10: Rental revenue
Projected revenue for basic “commercial” rental during peak 30 day periods could yield the following:
• 20 rentals monthly $1,630.00 per(100% occupancy)……….$ 32,600
It is important to note that maximum viewing audience may be at 100% during peak months such as
May through
to September and then decrease significantly due to limited programming in the colder months.
6. Advertising Policies
Third-party media advertising must abide by the City of Brampton Policy for Advertising on City
property No. CW122-2011/C080-2011. Advertising shall be consistent with the City’s vision, mission
and values.
Additionally, advertising shall not conflict with the Canadian Charter of Human Rights and Freedom
and must abide by the Advertising Standards of Canada based on the following fourteen principles:
1
Accuracy and Clarity
2
Disguised Advertising Techniques
3
Price Claims
4
Bait and Switch
5
Guarantees
6
Comparative Advertising
7
Testimonials
8
Professional or Scientific Claims
9
Imitation
10 Safety
11 Superstition and Fears
12 Advertising to Children
13 Advertising to Minors
14 Unacceptable Depictions and Portrayals
Should the City of Brampton choose to enter into a public-private partnership with a media operator
the above standards will apply.
Both the media operator and the Advertising Agencies responsible for the creations of advertising
must abide by these standards. Advertising Standards of Canada is responsible for receiving and
addressing any issues that arise in the event that an ad does not meet these standards.
7. Resourcing
Garden Square’s revenue strategy is based on:
• program revenue as a result of rentals, sponsorships, donorship; and
• Private Sector Partnership revenue generated from the internal LED screen.
As such, staffing will be required to support and manage these two revenue streams as follows:
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Staff: Garden Square Programming
Sourcing, securing and managing the programming at Garden Square on a yearly basis requires
a dedicated team of professionals versed in the type of programming outlined in this report.
It is essential to have both strong senior leadership and junior management staff to ensure
programming is successfully implemented.
A minimum of four (4) staff would be required as follows:
1. Marketing & Communications Coordinator: brand management, print and social media,
web programming, announcements
2. Event Manager / Coordinator: sourcing and securing programming & fulfillment requirements
3. Sponsorship & Donorship Supervisor: sourcing and securing sponsors and donors
4. Sponsorship & Donorship Coordinator: coordinating fulfillment requirements
It is also important to note that, in addition to the above resources, Technical and Operations
Personnel must be available to help set-up the staging equipment, and any programming
infrastructure that must be present for the successful presentations of events.
Staff: Private Sector Partnerships- Revenue-Generating
In most cases, cities outsource the media sales and operations to an independent third-party media
operator. On average, the cost of this service is 25% of media sales. In the case of Garden Square,
the existing internal facing LED display will not generate sufficient sales revenue to offset the cost of
retaining an outdoor provider.
The City of Brampton currently does not have the staff in place to handle media sales, media
operations and customer communications as it relates to scheduling ads, coordinating digital
artwork and confirming broadcast completion.
As a result, a minimum of three (3) staff would be required as follows:
1. Media Sales Representative: soliciting sales and finalizing bookings.
2. Digital Production Associate: receiving files and scheduling in system,
preparing production files depending on client resources, colour calibration and ad runs
3. Operations Manager: manage maintenance staff, maintenance of the screen, Garden Square
and surrounding area,
Positions 1 and 2 could be combined providing candidate has the appropriate skill sets.
Given the current schedule, internal staffing will be required and need to be in place for 2016.
8. Summary and Conclusions
Based on extensive review of five (5) of North America’s most popular and financially viable
public spaces/parks, KDA concludes there are several factors that will contribute to both
short-term and long term success of Garden Square as a welcoming gathering place
and profit centre for the City of Brampton as follows:
•
•
•
•
•
•

Programming, Sponsors and Donors
Marketing and Communications
Private Sector Partnerships Media LED Screen: Existing
Operational Considerations: Proposed
Resourcing
Potential Revenue

Programming, Sponsors and Donors
• Year One plan should be based on five recurring events with one participant. This
should be ramped up throughout years two to five, by the inclusion of additionally
secured recurring events, and major events.
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•

Years 5 - 10 should be planned for 15-20 primary recurring programs, along with
five major events.

•

Four to five key larger events that may involve expanding the Square to include
perimeter streets and laneways.

•

Develop seasonal programming that appeals to various age groups and
demographics through;

Programs
o Sponsored, Regular Occurring programs - Title Sponsor and Primary Donor
Sponsored Events – Charitable Status
o Promotional / Cross Promotional Events
Other Sources
o Experiential Programming
o Rentals i.e.: photo shoots, vendor booths, etc.
o Product Launches
o Tribute Sponsorships i.e.: Brick Program
Target Audience
o Adults in the Workforce
o Parents and Tots
o Seniors
o Youth
o Family & All Ages
o Various Cultural Groups
Marketing and Communications
• Marketing and Communications plan needs to be developed based on the following;
o

Web/Mobile Friendly web-site needs to be established to communicate daily events
and activities at the Square – along with printable monthly calendars

o

Marketing and communication program should focus on creating a strong online
presence with extra emphasis on social media;
§ Facebook
§ Twitter
§ Instagram
§ Pinterest
§ Google+

Media LED Screen: Existing
• Current LED screen will provide opportunities for the Private Sector Partnerships during
large events within the Square, however due to lack of street exposure on Main St. N and
Queen Street East, revenue will be limited as it cannot be based on vehicular traffic counts.
•

City of Brampton

Private Sector Partnership advertising must abide by the City of Brampton Policy for
Advertising on City property No. CW122-2011/C080-2011. Advertising shall be consistent
with the City’s vision, mission and values. Additionally, advertising shall not conflict with
the Canadian Charter of Human Rights and Freedom and must abide by the Advertising
Standards of Canada.
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Operational Considerations: Proposed
• Increase audience attendance and participation, along with attracting more lucrative
sponsorships and donorships by improving the Square’s amenities to support the
infrastructure of;
Improve Amenities
o Accessible Public Washrooms
o Shade Structures
o
o
o

Invest in Performance Staging
Dedicated portable Stage to host events
Permanent Audio / Lighting Equipment – performance enhanced
Image Projection System

Resourcing
The City of Brampton will require two teams of staff resourcing. One team is required for
management of yearly programming at Garden Square, and one team is required for the
management of the LED screen.
The City allocated $250.0K for programming related costs to launch the revitalized square
and existing resources were leveraged to support successes that were experienced. From
June to September 2015 we saw a sample of the kind of success that is possible in the
Square. Based on the experience it is projected that the medium to longer-term resource
requirements would be as follows:
Garden Square Administration
• Staff members:
o Supervisor
o Coordinator (l FT)
o Programmer (2 FT/2 PT)
o System Technician: Audio Visual, Infrastructure and Programming (1 FT/1PT)
o Part-time Maintenance (12-16 PT)
o Support Staff (2 PT)
o Part time staff (e.g., programmers, technical, marketing, sponsorship)
Private Sector Partnerships- Revenue-Generating LED
City Managed: Existing LED Screen
• Currently staff is not in place to handle, media sales, media operations and customer
communications as it relates to scheduling ads, coordinating digital artwork and confirming
broadcast completion.
•

Three (3) staff
o Media Sales Representative (1FT)
o Digital Production Associate - currently utilizing Existing Staff
o Operations Manager – currently utilizing Existing Staff

Potential Revenue and Resourcing Expenses
• The below charts provide overview summaries of the potential revenue that can be
garnered from both event programming and the existing LED screen over:
o Year 1-5;
o Year 5-10, and
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Potential Annual Revenue Year 1 - 5
(Cash and In-kind)
Programming
Sponsored Events*
$ 45,000
Sub-Total
$ 45,000
Private Sector Partnership Revenue
Internal LED
$ 31,500
(existing)
Rental
$20,375
Marketing
Sub-Total
$ 51,875

Year 5 - 10

Total

$470,500

$ 96,875

$195,000
$195,000
$112,500
$163,000
$275,500

Based on the above summary and one internal facing LED screen Garden Square in the City
of Brampton:

City of Brampton

•

Can operate as an essential social hub for the community for years to come.

•

Can instill a sense of community pride.

•

Will require management effort and investment, through years 1 to 5, before a real
financial return is realized. This is consistent with the precedent examples.

•

Has the potential to generate substantial revenue in years 5- 10, through;
o Enhanced Sponsored Programming,
o Consistent Event Programming,
o Development of For Profit Revenue Strategies,
o Achievement of higher Sponsorship and Donor rates due to increased exposure,
o Implementation of additional amenities within the Square to attract bigger and
more profitable events.
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Civic Square - Precedent Examples
We have focused on urban public squares/parks that are within the downtown city centre and
function as the primary public gathering space for people that live and work downtown.
•
•
•
•
•

YD Square – Toronto
Bryant Park – NYC
Celebration Square – Mississauga
Directors Park – Portland
Millennium Park - Chicago

In the case of event programming for each Square or Park, many consistent themes come to the
forefront that can help guide the development and growth of Brampton’s Garden Square such as
Movie Nights, Markets, Concerts, Fitness and Group Club Events. Additionally, the programming
spans various target markets and age groups.
YD Square - Toronto
Yonge-‐Dundas Square (YD Square) is a public square that programs on average 300 events each
year including 88% private, scheduled third-‐party; and 12% self-‐programmed events. These events
promote economic and cultural activities by showcasing businesses and drawing residents and
tourists to the area. Some days are also reserved for the public to enjoy the square as a piazza
with no specific programming. Approximately 1.250 million people visit YD Square annually.
YD Square was and remains a key civic feature of the revitalization of Yonge and Dundas and
has positively contributed to enhancement of retail, commercial office, residential and the life of
Ryerson University that is embedded in this community.
YD Square is prominently featured in City of Toronto marketing and communication, as well as the
marketing and communication of Tourism Toronto. The after ten plus years, YD Square operates
at profit, but the economic benefit is far greater as a tool to stimulate growth and development in
downtown Toronto, contribute to tourism, and initiate a resurgence of residential growth in the area.
This all contributes to what makes Toronto a great City.
YD Square has the right features for success:
• Clearly communicated calendar of events.
• A permanent outdoor stage to facilitate programming
• Permanent theatrical lighting to support events
• Power and data connections for efficient support of rental.
• External and internal facing digital displays that generate media revenue.
• Areas with weather protection and seating.
• Below grade public parking and direct connection to subway.
• Public washrooms / baby changing station
• Permanent ticket booth to promote last minute tickets for surrounding theatre/concerts.
To accommodate larger events and civil celebrations, YD Square implements temporary road
closures on both Yonge and Dundas streets to expand the Square beyond it’s borders.
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Cameras facing the stage and focused on the Square from adjacent private development enables
recording and simultaneous broadcast onto the displays in the square and with permissions
synchronized broadcast onto surrounding screens on private development.
Through successful planning and programming, YD Square now generates revenue from multiple
sources:
1. Season sponsorship of the Square that is both endorsement and content programming.
2. Sponsors of individual recurring events.
3. Rentals including Photo shoots, booths, rentals, events and advertising.
The value and rates over ten years has grown based on:
• Quality and number of events.
• Statistical data on level of attendance/market penetration.
• Increase in number of visitors to and residents in the immediate area.
• Success and enhancement of retail and commercial development.
• Live broadcast presence of City TV and E-Talk in the Square.

City of Brampton

Media Signage and Fountains at Night.

Event with rental booths

Concert on permanent stage

Seasonal holiday events
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Bryant Park – NYC
Bryant Park is a public park located in the New York City borough of Manhattan. It is located
between Fifth and Sixth Avenues and between 40th and 42nd Streets in Midtown Manhattan.
Although technically the Main Branch of the New York Public Library is located within the park,
effectively it forms the park's functional eastern boundary, making Sixth Avenue the park's primary
entrance.
Bryant Park is part of the New York City Department of Parks and Recreation, however the Park
is managed by the private not-for-profit corporation Bryant Park Corporation.
Daily, Bryant Park accommodates an attendance of 800 people per acre and 7,000 people over its
nine acres making the park the most densely attended park in the world with yearly attendance that
includes large-scale audience figures of 5 million.
On average, Bryant Park hosts 600 events each year, many of which are tailored to the diverse
interests of the community.
Bryant Park is all about creating a great place. Movable chairs and tables enable visitors to enjoy
the various spaces. Programming of daily recurring events for children, adults and seniors provides
repeat visitation and creates a strong sense of community and synergy with the Public Library.
Both a community space and a successful tourist visit location, the park has become a significant
enhancer to the location and has also allowed the public library to bring its value to the street in a
manner that encourages continued interest in reading.
Bryant Park has a lawn that people relax on in the summer that converts to a skate rink in the winter.
Food kiosks all year around, washroom facilities, Public sculpture and areas for games including
Chess, Ping Pong, backgammon, putting and kubb.
Concerts and events are scheduled throughout the year adding to the success of Bryant Park, but
in fact the real heart of Bryant Park is the smaller daily event programming of knitting clubs, reading
clubs, art classes, games, dance lessons, yoga and related activities are the heart of Bryant Park.
The park is run by a not-for-profit corporation that manages event programming, maintenance and
upkeep and turns commercial event profit into proceeds for further enhancement of the Bryant Park
experience.
Bryant Park has the right features for success:
• A permanent lawn that transforms to audience seating for concerts and skate rink in winter.
• Stage facilities for Concerts and Movies.
• Power and data connections for efficient support of rental.
• Kiosks for food and retail.
• Portable carts for crafts and books
• Seating areas.
• Permanent putting and kubb games, as well as Pétanque.
• Excellent signage and orientation graphics.
• Areas with weather protection and seating.
• Direct connection to subway.
• Clearly communicated calendar of events and program guides.
• Public washrooms / baby changing station.
Despite an amazing downtown location, Bryant Park was not originally a well-attended space.
Through focusing on programming and amenities in the park that were important to the community,
the park transformed into what is now cited as one of the most successful public spaces in the world.
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Bryant Park has become viewed as an oasis in downtown Manhattan that is well-used all year
round by locals and visitors.
The success of the event programming and the quality of experience has led to significant support
from private sector corporations through sponsorship of events and programming.
Charitable status of Bryant Park has also enabled corporations to benefit from tax deduction
efficiency of donations.
Bryant Park has a wide-ranging sponsorship program including Primary and secondary supporters
of events and daily programming.
Sponsors and donors have also led to the purchase of games, equipment and public art.
The value and rates for sponsor participation and third-party media on displays has also grown
significantly over the years as programming of Bryant Park has matured.
Bryant Park has a significant and well organized online presence with a website that provides
excellent information on events and programming along with social media including Instagram,
Facebook, Twitter, Snapchat and Pinterest.

Children’s Craft classes

Lunchtime in the Park

City of Brampton

Winter Market Kiosk Program
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Bryant Park – NYC

Chess Games

City of Brampton

Food Kiosks

Ping Pong Matches

Movie Nights

Skating in the Park

Concerts

Country Dance Classes
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Celebration Square – Mississauga
Located in the City Centre of Mississauga, Celebration Square is a popular location for concerts
and performances, events and festivals and many other types of public events. The Square was the
result of an international juried competition and a Provincially funded super build investment to take
two separate Civic spaces and create one revitalized space that would encourage and promote
greater daily use by the community.
The Square is connected to the Mississauga Civic Centre, Public Library and below grade public
parking. Public bus transit provides convenient access to the Square and a dedicated LRT stop is
being planned that will stop on Duke of York Boulevard directly at the Square.
Celebration Square is beside Square One shopping centre one of the busiest and most successful
retail centres in Canada, Significant condominium development surrounds the Celebration Square
and Sheridan College has a built its School of Business in walking distance from the Square adding
to the urban vitality of the area.
In 2014, Celebration Square hosted 55 major events along with recurring daily programming and
was visited by more than 580,000 people.
Celebration Square includes a state-of-the-art sound and lighting systems on two stages; interactive
water feature/skating rink; built-in amenities to accommodate vendors; seasonal plantings and green
space; elegant glass pavilion; chairs, tables and umbrellas; and a full service, licensed café.
Amenities of the Square include:
•
•
•
•
•
•
•
•
•
•
•

Permanent stage flanked by two high-resolution LED displays and integrated AV system.
Summer fountain area that transforms to skating rink in winter months
Restaurant café looking onto the Square.
External facing, revenue-generating media gateway with dedicated information for Square.
Library cart program managed by central library.
Cart and display program to support weekend market and related events.
Banner program throughout the space.
Below grade public parking
Accessible wayfinding system and orientation map graphics.
Large green space to enjoy in the summer months, as well as rose gardens.
In-building washroom facilities.

Celebration Square has the capacity to host up to 50,000 visitors for large-scale events. The success
of Celebration Square is important to the urban intensification of downtown Mississauga and making
the area, livable, walkable with a compelling place for city dwellers to meet and congregate.
Since 2011, Celebration Square has hosted a Bollywood Monster Mashup event that has garnered
worldwide attention for outstanding dance performances.
Annual Amacon Mississauga Rotary Rib Fest, Movie nights, Lions Farmers Market, Fresh Air Fitness
and Microsoft Gaming on the Screen Night and an amazing New Years Party provide for an active
and engaging evening.
Like Byrant Part, Celebration Square is a catalyst for additional residential high-rise development
and Square One has plans to build out towards the street to create a coordinated urban response
to the change.
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Celebration Square – Mississauga

City of Brampton

Canada Day Celebrations

Winter Skating

Bollywood Monster Mashup

Movie Nights

Fitness Classes

Meeting place for Rides and Runs
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Director Park – Portland
Located in downtown Portland, Director Park is both a community space and event space with
a wide range of programmed events for its more than 24,000 visitors throughout the year.
Director Park hosts concerts, lectures, receptions, dinners, and dance classes, as well as outdoor
athletics and commercial trade events/promotions.
Between 2010 and 2012, the park had programming of 228 events and attracted over 73,000
event-specific visitors. In summer 2013, the park hosted 53 free events open to the public,
including ice-cream giveaways, dance classes, music performances, and yoga classes.
Director Park attracts an average of 1495 people per day during summer months (June through
September). Of these visitors, 96% engaged in recreational activities, 87% of which were also social
activities. Average daily winter visitation (November through February) is 376 users.
Importantly, summer visitation increased 19% between 2010 and 2012 and winter visitation increased
50%. These figures do not include event attendance.
Director Park has become an important gathering space in downtown and is viewed as a visionary
project taking what was once an above ground garage and turning it into one of the most dynamic
parks in North America.

Concert event in the Park

City of Brampton
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The Park has a permanent stage with lighting and AV equipment, fountain and sculpture features,
café, public washrooms, life sized chess game, movable tables and chairs and direct access to public
light rail transit.
Director Park also benefits from traffic created by surrounding retail and restaurants, and has a 700
space commercial parking facility.
The Park has become an important community gathering space although winter use is significantly
less and programming focuses almost exclusively on June-September.
Director Park has been a catalyst for beautification and renewal in downtown Portland and is visited
by both local residents and tourists alike.

City of Brampton

Public dances under the stage

Outdoor Yoga Classes

Craft Shows

Market days and Food Fairs
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Millennium Park - Chicago
Millennium Park sits on land that was previously occupied by rail yards and parking lots.
Construction of Millennium Park began in 1998. Through a massive civic effort, generous private
donations and six years of tireless work, it opened on July 16, 2004. The three-day grand opening
attracted 300,000 visitors and featured an inaugural concert from the Grant Park Orchestra and
Chorus. Since then, the popularity and development of the area has contributed to Millennium Park
becoming the second most popular tourist attraction in Illinois with Navy Pier remaining number one.
City officials originally expected the park to attract 2 million to 3 million visitors a year. In 2014, an
estimated 4.75 million people coursed through the park.
The park contains a theatre, gardens, public sculpture, great lawn, walking trails, bike trails, café,
skate rink, fountains, water feature, LED media displays, public washrooms and changing facilities.
The park hosts movie nights, garden tours, art tours, jazz festivals, exercise classes, opera, music
festivals and smaller groups utilizes portions of the park for smaller programs.
The original plan called for a 16-acre park and a Beaux Arts-inspired outdoor music venue. Over time,
things changed. Through public support, private sector involvement and with world-famous architect
Frank Gehry committed to the effort, Millennium Park became a much more ambitious and worthwhile
undertaking. Today, the park is 25 acres, contains some of the greatest public art pieces in the world
and is a wonderfully remarkable achievement for Chicago.
The plan for Frank Gehry's bandshell auditorium was released in early 2000, after the city announced
its expansion of the park and some $25M in private donations. The centerpiece of Millennium Park is
known for its trademark curving plates and stainless steel beams. With room for 11,000 visitors and a
state-of-the-art sound system, the Pavilion is a popular live performance venue for visitors and locals.
The BP bridge, is a girder footbridge in the Loop Community spans Columbus Drive to connect
Maggie Daley Park with Millennium Park, both parts of the larger Grant Park. The BP bridge was also
designed by architect Frank Gehry, it opened along with the rest of Millennium Park on July 16, 2004.
Anish Kapoor's first public sculpture in the United States came as the result of $26M in private
donations. Composed of close to 200 stainless steel plates and weighing 100 tons, Cloud Gate faced
numerous technological and upkeep issues before being unveiled in early 2005. Thankfully, Kapoor
and a team of experts ironed out early shortcomings and, ultimately, created one of Chicago's
signature landmarks.
When Spanish sculptor Jaume Plensa designed Millennium Park's Crown Fountain, he envisioned
the reflecting pool between the fountain's 50-foot-tall glass block towers as a dignified public space
where visitors would gaze at the faces of 1,000 ordinary Chicagoans that appear on the tower's video
screens.
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Millennium Park - Chicago

Jay Pritzker Pavilion designed by Frank Gehry

City of Brampton

Jaume Plensa designed Crown Fountain

Yoga on the Lawn

Anish Kapoor sculpture

Skating Rink
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SEPTEMBER – WEEK ONE
Sunday
Monday
Reserved 6:30-7:45am
Yoga in the SQ.
for
Adults
rentals
Camera and stage to enable
Yoga instructor to be on-screen.
Primary sponsor
LULU Lemon )
Second Sponsor:
Coca Cola Dasani Water
10:30-11:45 AM
Yoga in the SQ.
Seniors
Primary Sponsor
LULU Lemon )
Second Sponsor:
Coca Cola Dasani Water
Zoomer Magazine
12:00-1:00pm
PGA Clinic
Lunch-hour
(Proposed Sponsor:Rogers
Sportnet. Second Sponsor:
SportsCheck
6:00-8:00pm
Guitar Jam Session
All Ages
Proposed Sponsor
The KEG)
Camera and stage to enable
Performer to be
on-screen.
8:00-11:00pm
Unplugged Mondays
(Proposed Sponsor Bacardi
Canada Inc.
Get license to provide taster
samples.
Live Streaming

City of Brampton

Tuesday
6:30-7:45am
Pilates in the SQ.
Adults
Camera and stage to enable
Yoga instructor to be onscreen.
Primary sponsor
LULU Lemon )
Second Sponsor:
Coca Cola Dasani Water

Wednesday
6:30-7:45am
Yoga in the SQ.
Adults
Camera and stage to enable
Yoga instructor to be onscreen.
Primary sponsor
LULU Lemon )
Second Sponsor:
Coca Cola Dasani Water

Thursday
6:30-7:45am
Pilates in the SQ.
Adults
Camera and stage to enable
Yoga instructor to be onscreen.
Primary sponsor
LULU Lemon )
Second Sponsor:
Coca Cola Dasani Water

Friday
6:30-7:45am
Yoga in the SQ.
Adults
Camera and stage to enable
Yoga instructor to be onscreen.
Primary sponsor
LULU Lemon )
Second Sponsor:
Coca Cola Dasani Water

Saturday
9:00am - 2:00pm
Saturday MRKT
Farmers
Performers
Arts / Crafts
Demonstrations, etc.

10:30-11:45 AM
Stroller Fit in the SQ.
Moms/Tots
Primary Sponsor
LULU Lemon )
Second Sponsor:
Coca Cola Dasani Water

10:00-11:30am
Plein Air Art
Seniors
Primary Sponsor
PAMA
Michaels Craft Store
Zoomer Magazine

10:30-11:45 AM
Stroller Fit in the SQ.
Moms/Tots
Primary Sponsor
LULU Lemon )
Second Sponsor:
Coca Cola Dasani Water

10:30-11:45 AM
Chess Match
Seniors
Primary Sponsor
Second Sponsors:
Tetley Tea
Zoomer Magazine

Cupcakes
Coffees, Muffins
Tim Hortons

11:00-12:00am
Walking Tour - Seniors
Short presentation on screens
of building and original history.
Sponsor: Brampton Heritage

12:00-1:00pm
Sportsnet
Lunchbreak
Broadcast sports
On screen during lunch.
Sponsor
Canadian Tire
Ford Motor Company

12:00-1:00pm
Garden SQ. Book Club
lunch-hour
Garden SQ. Book Club
(Proposed Sponsor
Indigo Books.
Second Sponsor:
Starbucks

12:00-1:00pm
Tuesday Meal Demo
Lunch-hour
Quick Healthy Meal
Demonstration
(Proposed Sponsor
Loblaws.
Food Channel Canada
8:00pm-11:00pm

Garden SQ. Movie Night
Classic Comedy
Popcorn and Refreshments
Tim Horton Foodtruck

8:00-10:00pm
Karaoke Crooners
Sponsor:
HMV

9:00-11:00pm
Brampton Top Ten Video
Countdown
Sponsor
Bell Media

Food Trucks to service
Audience

Cineplex to run trailers for
movies and quiz games for
pre-show.
Second sponsor
Coca Cola
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12:00-1:00pm
Multi-Player Lunchbox
Nintendo WII
Lunch break
Competitive play in SQ.
Sponsor:
Futureshop
Coca Cola
5:00-7;00pm
Ping Pong Showdown
Foodtruck Fridays
Show Aerial footage of
Game Live
Sponsor
Canadian Tire
Starbucks

3:00 - 4:00pm
Saturday Game-Day
Board-games, chess

7:00-8;00pm
Preshow Activity
Crafts, Foodtrucks, Sponsor
Promos
8:00-11:00pm
Garden SQ. Movie Night
- Popcorn
Classic Movies
Popcorn and Refreshments
Tim Horton Foodtruck
Cineplex to run trailers for
movies and quiz games for
pre-show.
Second sponsor

Coca Cola

Animation Reel Friday
Sheridan College
Friday Indie Spotlight
Live local performers
Sponsor:
Rogers Media
Food-trucks to support
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SEPTEMBER – WEEK TWO
Monday
Sunday
Reserved 6:30-7:45am
BollyFuze.
for
Adults
rentals
Camera and stage to enable
BollyFuze instructor to be onscreen.
Primary sponsor
LULU Lemon )
Second Sponsor:
Coca Cola Dasani Water

Tuesday
6:30-7:45am
Pilates in the SQ.
Adults
Camera and stage to enable
Yoga instructor to be onscreen.
Primary sponsor
LULU Lemon )
Second Sponsor:
Coca Cola Dasani Water

Wednesday
6:30-7:45am
Yoga in the SQ.
Adults
Camera and stage to enable
Yoga instructor to be onscreen.
Primary sponsor
LULU Lemon )
Second Sponsor:
Coca Cola Dasani Water

Thursday
6:30-7:45am
Pilates in the SQ.
Adults
Camera and stage to enable
Yoga instructor to be onscreen.
Primary sponsor
LULU Lemon )
Second Sponsor:
Coca Cola Dasani Water

Friday
6:30-7:45am
Yoga in the SQ.
Adults
Camera and stage to enable
Yoga instructor to be onscreen.
Primary sponsor
LULU Lemon )
Second Sponsor:
Coca Cola Dasani Water

Saturday
9:00am - 2:00pm
Saturday MRKT
Farmers
Performers
Arts / Crafts
Demonstrations, etc.

10:30-11:45 AM
Tai Chi. In the SQ.
Seniors
Primary Sponsor
LULU Lemon )
Second Sponsor:
Coca Cola Dasani Water
Zoomer Magazine

10:30-11:45 AM
Stroller Fit in the SQ.
Parents/Tots
Primary Sponsor
LULU Lemon )
Second Sponsor:
Coca Cola Dasani Water

10:00-11:30am
Plein Air Art
Seniors
Primary Sponsor
PAMA
Michaels Craft Store
Zoomer Magazine

10:30-11:45 AM
Stroller Fit in the SQ.
Parents/Tots
Primary Sponsor
LULU Lemon )
Second Sponsor:
Coca Cola Dasani Water

10:30-11:45 AM
Digital Photography
Seniors
Primary Sponsor
Second Sponsors:
Future shop
Zoomer Magazine

Cupcakes
Coffees, Muffins
Tim Hortons

Ticker to promote both sponsors
pre and post class. Water
bottles for participants.
LuluLemon headbands.

11:00-12:00am
Walking Tour
Seniors
Short presentation on screens
of building and original history.
Sponsor: Brampton Heritage

12:00-1:00pm
Sportsnet Wednesday
Lunchbreak
Broadcast sports
On screen during lunch.
Sponsor
Canadian Tire
Ford Motor Company

12:00-1:00pm
Language Class Thus
Lunch-hour
Learn a second language
(Proposed Sponsor
Magna
Ford Motor Company
Second Sponsor:
Starbucks

12:00-1:00pm
Multi-Player Lunchbox
Nintendo WII
Lunch break
Competitive play in SQ.
Sponsor:
Futureshop
Coca Cola

12:00-1:00pm
PGA Clinic
Lunch-hour
(Proposed Sponsor:Rogers
Sportnet. Second Sponsor:
SportsCheck
6:00-8:00pm
Guitar Jam Session
(Proposed Sponsor The KEG)
Camera and stage to enable
Performer to be
on-screen.
8:00-11:00pm
Unplugged Mondays
(Proposed Sponsor Bacardi
Canada Inc. Get license to
provide taster samples.
Live Streaming

City of Brampton

12:00-1:00pm
Meal Demo Tuesday
Lunch-hour
Quick Healthy Meal
Demonstration
(Proposed Sponsor
Loblaws.Food ChannelCanada
8:00pm-11:00pm

Garden SQ. Movie Night
Classic Comedy
Popcorn and Refreshments
Tim Horton Foodtruck

8:00-10:00pm
Karaoke Crooners
Sponsor:
HMV

9:00-11:00pm
Brampton Top Ten Video
Countdown
Sponsor
Bell Media

Food Trucks to service
Audience

Cineplex to run trailers for
movies and quiz games for
pre-show.
Second sponsor
Coca Cola

KDA Garden Centre Digital Sign Report

3:00 - 4:00pm
Saturday Game-Day
Board-games, chess

7:00-8;00pm
Preshow Activity
Crafts, Foodtrucks, Sponsor
Promos
8:00-11:00pm
Garden SQ. Movie Night
- Popcorn
Classic Movies
Popcorn and Refreshments
Tim Horton Foodtruck

5:00-7;00pm
Ping Pong Showdown
Foodtruck Fridays

Cineplex to run trailers for
movies and quiz games for
pre-show.
Second sponsor

Show Aerial footage of
Game Live
Sponsor: Canadian Tire
Starbucks

Coca Cola

7:00-8:00pm
Animation Reel Friday
Sheridan College
8:00-11:00pm
Friday Indie Spotlight
Live local performers
Sponsor: Rogers Media
Food-trucks to support events.
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SEPTEMBER – WEEK THREE
Sunday
Monday
Reserved 6:30-7:45am
Yoga in the SQ.
for
Adults
rentals
Camera and stage to enable
Yoga instructor to be on-screen.
Primary sponsor
LULU Lemon )
Second Sponsor:
Coca Cola Dasani Water
10:30-11:45 AM
Yoga in the SQ.
Seniors
Primary Sponsor
LULU Lemon )
Second Sponsor:
Coca Cola Dasani Water
Zoomer Magazine
12:00-1:00pm
PGA Clinic
Lunch-hour
(Proposed Sponsor:Rogers
Sportnet. Second Sponsor:
SportsCheck
6:00-8:00pm
Guitar Jam Session
All Ages
Proposed Sponsor
The KEG)
Camera and stage to enable
Performer to be
on-screen.
8:00-11:00pm
Unplugged Mondays
(Proposed Sponsor Bacardi
Canada Inc.
Get license to provide taster
samples.
Live Streaming

City of Brampton

Tuesday
6:30-7:45am
Pilates in the SQ.
Adults
Camera and stage to enable
Yoga instructor to be onscreen.
Primary sponsor
LULU Lemon )
Second Sponsor:
Coca Cola Dasani Water

Wednesday
6:30-7:45am
Yoga in the SQ.
Adults
Camera and stage to enable
Yoga instructor to be onscreen.
Primary sponsor
LULU Lemon )
Second Sponsor:
Coca Cola Dasani Water

Thursday
6:30-7:45am
Pilates in the SQ.
Adults
Camera and stage to enable
Yoga instructor to be onscreen.
Primary sponsor
LULU Lemon )
Second Sponsor:
Coca Cola Dasani Water

Friday
6:30-7:45am
Yoga in the SQ.
Adults
Camera and stage to enable
Yoga instructor to be onscreen.
Primary sponsor
LULU Lemon )
Second Sponsor:
Coca Cola Dasani Water

Saturday
9:00am - 2:00pm
Saturday MRKT
Farmers
Performers
Arts / Crafts
Demonstrations, etc.

10:30-11:45 AM
Stroller Fit in the SQ.
Moms/Tots
Primary Sponsor
LULU Lemon )
Second Sponsor:
Coca Cola Dasani Water

10:00-11:30am
Plein Air Art
Seniors
Primary Sponsor
PAMA
Michaels Craft Store
Zoomer Magazine

10:30-11:45 AM
Stroller Fit in the SQ.
Moms/Tots
Primary Sponsor
LULU Lemon )
Second Sponsor:
Coca Cola Dasani Water

10:30-11:45 AM
Chess Match
Seniors
Primary Sponsor
Second Sponsors:
Tetley Tea
Zoomer Magazine

Cupcakes
Coffees, Muffins
Tim Hortons

11:00-12:00am
Walking Tour - Seniors
Short presentation on screens
of building and original history.
Sponsor: Brampton Heritage

12:00-1:00pm
Sportsnet
Lunchbreak
Broadcast sports
On screen during lunch.
Sponsor
Canadian Tire
Ford Motor Company

12:00-1:00pm
Garden SQ. Book Club
lunch-hour
Garden SQ. Book Club
(Proposed Sponsor
Indigo Books.
Second Sponsor:
Starbucks

12:00-1:00pm
Tuesday Meal Demo
Lunch-hour
Quick Healthy Meal
Demonstration
(Proposed Sponsor
Loblaws.
Food Channel Canada
8:00pm-11:00pm

Garden SQ. Movie Night
Classic Comedy
Popcorn and Refreshments
Tim Horton Foodtruck

8:00-10:00pm
Karaoke Crooners
Sponsor:
HMV

9:00-11:00pm
Brampton Top Ten Video
Countdown
Sponsor
Bell Media

Food Trucks to service
Audience

Cineplex to run trailers for
movies and quiz games for
pre-show.
Second sponsor
Coca Cola

KDA Garden Centre Digital Sign Report

12:00-1:00pm
Multi-Player Lunchbox
Nintendo WII
Lunch break
Competitive play in SQ.
Sponsor:
Futureshop
Coca Cola
5:00-7;00pm
Ping Pong Showdown
Foodtruck Fridays
Show Aerial footage of
Game Live
Sponsor
Canadian Tire
Starbucks

3:00 - 4:00pm
Saturday Game-Day
Board-games, chess

7:00-8:00pm
Preshow Activity
Crafts, Foodtrucks, Sponsor
Promos
8:00-11:00pm
Garden SQ. Movie Night
- Popcorn
Classic Movies
Popcorn and Refreshments
Tim Horton Foodtruck
Cineplex to run trailers for
movies and quiz games for
pre-show.
Second sponsor

Coca Cola

Animation Reel Friday
Sheridan College
Friday Indie Spotlight
Live local performers
Sponsor:
Rogers Media
Food-trucks to support
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SEPTEMBER: WEEK FOUR
Monday
Sunday
Reserved 6:30-7:45am
BollyFuze.
for
Adults
rentals
Camera and stage to enable
BollyFuze instructor to be onscreen.
Primary sponsor
LULU Lemon )
Second Sponsor:
Coca Cola Dasani Water

Tuesday
6:30-7:45am
Pilates in the SQ.
Adults
Camera and stage to enable
Yoga instructor to be onscreen.
Primary sponsor
LULU Lemon )
Second Sponsor:
Coca Cola Dasani Water

Wednesday
6:30-7:45am
Yoga in the SQ.
Adults
Camera and stage to enable
Yoga instructor to be onscreen.
Primary sponsor
LULU Lemon )
Second Sponsor:
Coca Cola Dasani Water

Thursday
6:30-7:45am
Pilates in the SQ.
Adults
Camera and stage to enable
Yoga instructor to be onscreen.
Primary sponsor
LULU Lemon )
Second Sponsor:
Coca Cola Dasani Water

Friday
6:30-7:45am
Yoga in the SQ.
Adults
Camera and stage to enable
Yoga instructor to be onscreen.
Primary sponsor
LULU Lemon )
Second Sponsor:
Coca Cola Dasani Water

Saturday
9:00am - 2:00pm
Saturday MRKT
Farmers
Performers
Arts / Crafts
Demonstrations, etc.

10:30-11:45 AM
Tai Chi. In the SQ.
Seniors
Primary Sponsor
LULU Lemon )
Second Sponsor:
Coca Cola Dasani Water
Zoomer Magazine

10:30-11:45 AM
Stroller Fit in the SQ.
Parents/Tots
Primary Sponsor
LULU Lemon )
Second Sponsor:
Coca Cola Dasani Water

10:00-11:30am
Plein Air Art
Seniors
Primary Sponsor
PAMA
Michaels Craft Store
Zoomer Magazine

10:30-11:45 AM
Stroller Fit in the SQ.
Parents/Tots
Primary Sponsor
LULU Lemon )
Second Sponsor:
Coca Cola Dasani Water

10:30-11:45 AM
Digital Photography
Seniors
Primary Sponsor
Second Sponsors:
Future shop
Zoomer Magazine

Cupcakes
Coffees, Muffins
Tim Hortons

Ticker to promote both sponsors
pre and post class. Water
bottles for participants.
LuluLemon headbands.

11:00-12:00am
Walking Tour
Seniors
Short presentation on screens
of building and original history.
Sponsor: Brampton Heritage

12:00-1:00pm
Sportsnet Wednesday
Lunchbreak
Broadcast sports
On screen during lunch.
Sponsor
Canadian Tire
Ford Motor Company

12:00-1:00pm
Language Class Thus
Lunch-hour
Learn a second language
(Proposed Sponsor
Magna
Ford Motor Company
Second Sponsor:
Starbucks

12:00-1:00pm
Multi-Player Lunchbox
Nintendo WII
Lunch break
Competitive play in SQ.
Sponsor:
Futureshop
Coca Cola

12:00-1:00pm
PGA Clinic
Lunch-hour
(Proposed Sponsor
Rogers Sportnet. Second
Sponsor:SportsCheck
6:00-8:00pm
Guitar Jam Session
(Proposed Sponsor
The KEG)
Camera and stage to enable
Performer to be on-screen.
8:00-11:00pm
Unplugged Mondays
(Proposed Sponsor Bacardi
Canada Inc. Get license to
provide taster samples.
Live Streaming

City of Brampton

12:00-1:00pm
Meal Demo Tuesday
Lunch-hour
Quick Healthy Meal
Demonstration
(Proposed Sponsor
Loblaws.Food ChannelCanada
8:00pm-11:00pm

Garden SQ. Movie Night
Classic Movies
Popcorn and Refreshments
Tim Horton Foodtruck

8:00-10:00pm
Karaoke Crooners
Sponsor:
HMV

9:00-11:00pm
Brampton Top Ten Video
Countdown
Sponsor
Bell Media

Food Trucks to service
Audience

Cineplex to run trailers for
movies and quiz games for
pre-show.
Second sponsor: Coca Cola

KDA Garden Centre Digital Sign Report

3:00 - 4:00pm
Saturday Game-Day
Board-games, chess

7:00-8;00pm
Preshow Activity
Crafts, Foodtrucks, Sponsor
Promos
8:00-11:00pm
Garden SQ. Movie Night
- Popcorn
Classic Movies
Popcorn and Refreshments
Tim Horton Foodtruck

5:00-7;00pm
Ping Pong Showdown
Foodtruck Fridays

Cineplex to run trailers for
movies and quiz games for
pre-show.
Second sponsor

Show Aerial footage of
Game Live
Sponsor: Canadian Tire
Starbucks

Coca Cola

7:00-8:00pm
Animation Reel Friday
Sheridan College
8:00-11:00pm
Friday Indie Spotlight
Live local performers
Sponsor: Rogers Media Foodtrucks to support events.
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NOVEMBER – WEEK ONE	
  
Monday
Sunday	
  
6:30-7:45am
Reserved for rentals
5K Run Meet
	
  
Adults
Primary Sponsor:
SportChek
Second Sponsor:
Booster Juice

Tuesday
6:30-7:45am
5K Run Meet
Adults
Primary Sponsor:
SportChek
Second Sponsor:
Booster Juice

Wednesday
6:30-7:45am
5K Run Meet
Adults
Primary Sponsor:
SportChek
Second Sponsor:
Booster Juice

Thursday
6:30-7:45am
5K Run Meet
Adults
Primary Sponsor:
SportChek
Second Sponsor:
Booster Juice

Friday
6:30-7:45am
5K Run Meet
Adults
Primary Sponsor:
SportChek
Second Sponsor:
Booster Juice

10:30-11:45 AM
Holiday Winter Tour
Seniors
Primary Sponsor
LULU Lemon )
Second Sponsor:
Coca Cola Dasani Water
Zoomer Magazine

10:30-11:45 AM
Holiday Stroller Tour
Parents/Tots
Primary Sponsor
LULU Lemon )
Second Sponsor:
Coca Cola Dasani Water

10:00-11:30am
Holiday Winter Tour
Seniors
LULU Lemon )
Second Sponsor:
Coca Cola Dasani Water
Zoomer Magazine

10:30-11:45 AM
Holiday Stroller Tour
Parents/Tots
Primary Sponsor
LULU Lemon )
Second Sponsor:
Coca Cola Dasani Water

	
  

	
  

	
  

	
  

Friday
6:30-7:45am
5K Run Meet
Adults
Primary Sponsor:
SportChek
Second Sponsor:
Booster Juice

Saturday
9:00am - 2:00pm
Saturday WINTER MRKT
Family
Farmers
Performers
Arts / Crafts
Demonstrations, etc.

	
  

	
  

	
  
	
  
	
  
November – WEEK TWO
Sunday
Reserved for rentals

Monday
6:30-7:45am
5K Run Meet
Adults
Primary Sponsor:
SportChek
Second Sponsor:
Booster Juice

Tuesday
6:30-7:45am
5K Run Meet
Adults
Primary Sponsor:
SportChek
Second Sponsor:
Booster Juice

Wednesday
6:30-7:45am
5K Run Meet
Adults
Primary Sponsor:
SportChek
Second Sponsor:
Booster Juice

Thursday
6:30-7:45am
5K Run Meet
Adults
Primary Sponsor:
SportChek
Second Sponsor:
Booster Juice

10:30-11:45 AM
Holiday Winter Tour
Seniors
Primary Sponsor
LULU Lemon )
Second Sponsor:
Coca Cola Dasani Water
Zoomer Magazine

10:30-11:45 AM
Holiday Stroller Tour
Parents/Tots
Primary Sponsor
LULU Lemon )
Second Sponsor:
Coca Cola Dasani Water

11:00am-12:00pm
Remembrance Day

10:30-11:45 AM
Holiday Stroller Tour
Parents/Tots
Primary Sponsor
LULU Lemon )
Second Sponsor:
Coca Cola Dasani Water

All Ages
Video on Screen
Moment of Silence

Saturday
9:00am - 2:00pm
Saturday WINTER MRKT
Family
Farmers
Performers
Arts / Crafts
Demonstrations, etc.
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NOVEMBER – WEEK THREE	
  
Monday
Sunday	
  
6:30-7:45am
Reserved for rentals
5K Run Meet
	
  
Adults
Primary Sponsor:
SportChek
Second Sponsor:
Booster Juice

Tuesday
6:30-7:45am
5K Run Meet
Adults
Primary Sponsor:
SportChek
Second Sponsor:
Booster Juice

Wednesday
6:30-7:45am
5K Run Meet
Adults
Primary Sponsor:
SportChek
Second Sponsor:
Booster Juice

Thursday
6:30-7:45am
5K Run Meet
Adults
Primary Sponsor:
SportChek
Second Sponsor:
Booster Juice

Friday
6:30-7:45am
5K Run Meet
Adults
Primary Sponsor:
SportChek
Second Sponsor:
Booster Juice

10:30-11:45 AM
Holiday Winter Tour
Seniors
Primary Sponsor
LULU Lemon )
Second Sponsor:
Coca Cola Dasani Water
Zoomer Magazine

10:30-11:45 AM
Holiday Stroller Tour
Parents/Tots
Primary Sponsor
LULU Lemon )
Second Sponsor:
Coca Cola Dasani Water

10:00-11:30am
Holiday Winter Tour
Seniors
LULU Lemon )
Second Sponsor:
Coca Cola Dasani Water
Zoomer Magazine

10:30-11:45 AM
Holiday Stroller Tour
Parents/Tots
Primary Sponsor
LULU Lemon )
Second Sponsor:
Coca Cola Dasani Water

	
  

	
  

	
  

	
  

Friday
6:30-7:45am
5K Run Meet
Adults
Primary Sponsor:
SportChek
Second Sponsor:
Booster Juice

Saturday
9:00am - 2:00pm
Saturday WINTER MRKT
Family
Farmers
Performers
Arts / Crafts
Demonstrations, etc.

	
  

	
  

	
  
	
  
November – WEEK FOUR
Monday
Sunday
6:30-7:45am
Reserved for rentals
5K Run Meet
Adults
Primary Sponsor:
SportChek
Second Sponsor:
Booster Juice
10:30-11:45 AM
Holiday Winter Tour
Seniors
Primary Sponsor
LULU Lemon )
Second Sponsor:
Coca Cola Dasani Water
Zoomer Magazine

Tuesday
6:30-7:45am
5K Run Meet
Adults
Primary Sponsor:
SportChek
Second Sponsor:
Booster Juice

Wednesday
6:30-7:45am
5K Run Meet
Adults
Primary Sponsor:
SportChek
Second Sponsor:
Booster Juice

Thursday
6:30-7:45am
5K Run Meet
Adults
Primary Sponsor:
SportChek
Second Sponsor:
Booster Juice

10:30-11:45 AM
Holiday Stroller Tour
Parents/Tots
Primary Sponsor
LULU Lemon )
Second Sponsor:
Coca Cola Dasani Water

10:00-11:30am
Holiday Winter Tour
Seniors
LULU Lemon )
Second Sponsor:
Coca Cola Dasani Water
Zoomer Magazine

10:30-11:45 AM
Holiday Stroller Tour
Parents/Tots
Primary Sponsor
LULU Lemon )
Second Sponsor:
Coca Cola Dasani Water

Saturday
9:00am - 2:00pm
Saturday WINTER MRKT
Family
Farmers
Performers
Arts / Crafts
Demonstrations, etc.
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7.3-1
Report
Community & Public Services Committee
The Corporation of the City of Brampton

2016-03-02
Date:

2016-01-27

Subject:

Revitalized Garden Square and New LED Screen: Inaugural
Summer Achievements 2015 – Ward 1

Contact:

Bernice Morrison, Manager, Arts and Culture, Recreation and
Culture Division, Public Services Department, 905.874.5190

Recommendations:
1. That the report from Bernice Morrison, Manager, Arts and Culture, Recreation
and Culture Division, Public Services Department, dated January 27, 2016, to
the Community and Public Services Committee meeting on March 2, 2016,
RE: Revitalized Garden Square and New LED Screen: Inaugural Summer
Achievements 2015 be received;
2. That the Community and Public Services Committee endorse the proposed
2016 Garden Square reoccurring programming outlined in Appendix A to this
report; and,
3. That staff report semi-annually to the Community and Public Services
Committee to provide status updates on Garden Square programming and
operations.
Overview:
 On May 13, 2015, the Community and Pubic Services Committee approved
the proposed programming and operation plan for the revitalized Garden
Square as an outdoor entertainment hub and place making space (CPS0612015). The plan was based on a variety of inputs including community and
stakeholder engagement as well as research on civic squares, benchmarking
and cross-departmental input and collaboration.
 This report details successes and accomplishments of the inaugural summer
season of the revitalized Garden Square facility on such areas as attendance,
revenue and program offerings.
 In planning and implementing the summer schedule staff collaborated closely
with other City of Brampton departments, partners and key stakeholders to
leverage ideas and resources, and ensure coordination of activities. Advice
from Kramer Design Associates Limited (KDA) also informed approaches,
programming and future planning.
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7.3-2
 Recreation and Culture staff continue to collaborate and coordinate
programming in Garden Square and Gage Park with internal/external partners.
Input on lessons learned from a variety of sources will be used for constant
improvement purposes to encourage synergies.
 Staff seek the Community and Public Services Committee’s endorsement of
the proposed summer programs and activities in the attached 2016 program
calendar (see Appendix A).
Background:
In November 2013, Council endorsed the procurement process for the Downtown
Beautification Revitalization initiative projects. Through consultation with the
community, stakeholders and City staff, Garden Square was listed as one of the top
priorities for redevelopment. Community engagement with the public and other
stakeholders took place to obtain feedback. These engagements included a public
information session on June 17, 2014, a Visioning Charrette presentation on
February 10, 2014, and an internet survey. Other inputs included cross-departmental
discussions, civic square research, and benchmarking.
Based on the collective input received the following key themes were adopted as
guiding principles for programming in the Square and were endorsed by the
Community and Public Services Committee (CPS061-2015): Sustainable Creative
Place-making
 Creative Programming
 Showcase Hub for Arts, Culture and Entertainment
 Promote Downtown Brampton
 Build a Strong Investment and Tourist Destination
Staff subsequently collaborated with various departments and partners on the
development of a plan for 2015 to support Garden Square programming and
operations to position the Square as a creative, innovative, sustainable outdoor
culture and community gathering space.
Current Situation:
The City’s Recreation and Culture staff have completed a successful inaugural
summer season in the revitalized Square. During program planning and execution
staff kept the importance of coordinating activities, audience development and
revenue generation top of mind. Garden Square offered 110 programs and activities
and is well on track to achieve its current goal of 200 program dates within five years.
An area of focus for 2016 will be to build up the rental side of the business while
adopting new programming proposed by Kramer Design Associates Limited
contained in their recent report.
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7.3-3
Achievements and Results
The reopening of Garden Square in mid-June 2015 was all about enhancing previous
successful programs and building new programs through advice from Kramer Design
Associates Limited, experimentation and piloting innovative ideas, implementing
suggestions where workable, and learning from the experiences in other jurisdictions.
It was also a ground breaking experience for the City with the installation and
programming of an LED screen along with technical requirements.
Programming aligned with the Arts and Culture mandate and goals and the followi ng
achievements were accomplished:
 Present diverse, inclusive and community responsive programming for all
ages:
o In terms of foot traffic and activities in the square, the goal was to
increase programs and activities from 80 opportunities to 200 by the
end of year five.
 At the end of summer 2015 it is estimated that the 110 programs
and activities brought more than 20,000 residents and visitors to
Garden Square.
 Programming activities leveraged the Farmers’ Market as a
launch pad for the new Square. (For more details please see
Appendix A – Garden Square Programming Results 2015)
o The varied programming included but was not limited to: movie series,
concert series, youth dedicated programming, sporting events,
community group showcases and tourism programming.
 Showcase and support the arts and culture community by providing programs
and opportunities for all artists, art forms and community groups:
o 208 opportunities were provided for artists, artisans, and community
groups promoting Brampton as a place where arts and culture grow.
o Successful programs included Culture Days, Artists’ Spotlight and
Showcase, Youth Vibe.
 Support and collaborate with the community and corporate partners on annual
attractions as well as provide rental opportunities to external partners and
clients
o 2015 focused primarily on enhancing programming and sponsorship in
the Square and on ensuring technical aspects of the new LED screen
were in order.
o $25,000 was achieved in sponsorships, 67% above the projected
revenue target of $15,000.
o Noteworthy, successful rentals included the Community BBQ rental,
Scotiabank’s Aids Walk, the Pumpkin Party, and the Cobra Swim Club.
o 2016 will see a greater focus on the rental business to explore new
opportunities in the Square - in cooperation with corporate and
community partners.
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 Attract various City and community programs, activities and events:
o The Square is a hub of major collaborative initiatives with other City
departments and the community and included such activities as Culture
Days and National Youth Arts Week, Artist Spotlight and Showcase and
Meet the Beat.
o A very successful outdoor movie series was presented which grew
throughout the summer, attracting approximately 10,500 residents and
visitors to the downtown core over the summer of 2015. On average,
attendance at movie nights grew from about 300 to in excess of 750.
o The Sunday Stomp ‘n’ Stampede brought local and visiting country
music fans together for live entertainment, line dancing and family
activities attracting an estimated attendance of over 600.
o The “Friday Night Artist Spotlight” program promoted local musical
talent each Friday throughout the summer and drew an estimated
overall attendance of over 2,500.
Throughout the summer, private sector sponsors supported a number of Garden
Square flagship events such as the Garden Square re-opening party, Culture Days
Launch Party, and Stomp ‘n’ Stampede. In 2015, Garden Square was also a host
location for the Toronto International Film Festival initiative – “Movies in Your Park”.
Partnerships were entered into to showcase the FIFA Women’s World Cup, PanAm
and Para PanAm Games, and Blue Jays regular and post season games.
The Arts and Culture team, in collaboration with other departments and partners, has
developed a proposed activity plan for Garden Square’s 2016 season mindful of
existing annual programming and rentals that take place in the downtown core. The
proposed 2016 plan includes major digital programming for the LED screen. The
media banner will continue to primarily focus on City of Brampton messaging.
Flexibility has been built into the proposed 2016 plan to allow for new and emerging
activities. (Please see Appendix A – Garden Square Reoccurring Programming List
2016).
Financial Implications
The 2016 Budget includes $251,000 of approved funding for Garden Square
programming, which is sufficient to deliver the proposed 2016 program.
Corporate Implications:
To be successful Garden Square requires a collaborative, coordinated approach.
Division staff collaborated with Tourism, Economic Development, Office of the
Central Area, Corporate Security, Parks and Festivals and Special Events Office,
Employee Fundraising Campaign among others. In addition, staff collaborated with
the BIA and local business, PAMA, arts groups and artists. A coordinated approach
was vital to success and to enhance and encourage creative place making in support
of the City’s strategic plan objective to build strong communities.
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Strategic Plan:
Garden Square programming and operations supports the 2016 – 2018 Strategic
Plan – “Strong Communities” as follows:
 celebrate citizens and create partnerships through art, culture and social
interaction;
 create connected spaces in the heart of the city for people to live, work and
play; and
 support diversity and enable wellness through health and recreation.
These priorities reflect a common purpose – a collective aim for leadership, quality of
life, and civic pride.
Conclusion:
The Recreation and Culture Division will continue to develop, coordinate and present
diverse, innovative, inclusive and community responsive programming throughout the
year in Garden Square and in the downtown in a collaborative manner.
In showcasing and supporting the local arts community and engaging with local and
national business interests through various programs and opportunities, Garden
Square is becoming an attractive destination for community gatherings and vibrant,
outdoor place making activities in Brampton’s downtown.

Bernice Morrison
Manager, Arts and Culture

Donna-Lynn Rosa
Director, Recreation and Culture

Attachments:
Appendix A - Proposed Programming 2016
Appendix B - Program Summary 2015
Report authored by: Roberta Canning, Acting Supervisor, Arts and Culture
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Appendix A

PROPOSED PROGRAMMING 2016
Live Animation on the Screen
Mondays
11 AM; 2 PM; 6 PM
In partnership with Sheridan College - Showcasing student animation short films on the big
screen.
Unplugged Mondays
Mondays
6:00 p.m. – 8:00 p.m.
Showcasing local Brampton musical talents.
Parent & Me Fit Tuesdays
Tuesdays
10:00 a.m. – 11:00 a.m.
Parent & Me fitness classes in partnership with Recreation Centres.
Fitness Tuesdays
Tuesdays
6:00 p.m. – 7:00 p.m.
Rotating weekly fitness classes, such as Zumba, Yoga and Bootcamp. In partnership with
Recreation Centres
Youth Vibe
Wednesdays
6:00 p.m. – 8:00 p.m.
From sports Night to Mini Golf to Gladiator Jousting, Youth Vibe night promises to provide hours
of unique entertainment while also promoting a healthy and active lifestyle for kids.
Peel Film Reel Pre-show
Thursdays & Saturdays
7:00 p.m. – 8:00 p.m.
Segment prior to each movie night.
Retro Movie Nights
Thursdays
8:00 p.m. – 10:00 p.m.
We throwback to the classic films we all know and love on the big screen.
Live Screenings
Fridays
11 AM; 2 PM, 6 PM
In partnership with Sheridan College, to showcase local screenings of various art forms .
Lunchtime DJ
Fridays
12:00 p.m. – 2:00 p.m.
Local DJ spinning Top 40 Music as residents and workers enjoy their lunch outside.
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Artist Spotlight Series
Fridays
7:00 p.m. – 11:00 p.m.
Showcasing local artists live at Garden Square.
Emerging Artist Showcase
Saturdays
10:00 AM
Showcasing Brampton’s emerging artists on stage in Garden Square.
Movies Under the Stars
Saturday
5:00 pm and 8:00 p.m. (double header)
Family favourite movies.
Blue Jays Sundays
Sundays
1:00 p.m. – 4:00 p.m.
Cheer on the Toronto Blue Jays on the big screen throughout the baseball season!
Walking Tours
Day: TBD
Time: TBD
Local walking tours of historic downtown Brampton.
Pedestrian Sundays
Sundays
1:00 PM
Creative place making in Garden Square
Top 10 Video Playlist
Ongoing
Time: TBD
Showcasing Brampton’s Top 10 Music Videos
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Appendix B

PROGRAMMING SUMMARY 2015
Please note attendance numbers mentioned below are an approximation based on a
head count conducted 50% into the implementation of an activity.
Program: Friday Night Artist Spotlight
Highlights: Showcased two local Brampton or GTA bands each week on the main
stage in Garden Square.
Total Dates: 10
Opportunities provided to local artists & community: 20
Total Audience: 2,500
Program: Showcase Saturdays
Highlights: Emerging local artists were showcased on stage for the Farmers’ Market
attendees to enjoy.
Total Dates: 16
Opportunities provided local artists & community: 16
Total audience: 2,500
Program: Street Performers Program
Highlights: Local artists were able to animate the streets of downtown Brampton during
the Farmers’ Market.
Total Dates: 16
Opportunities provided to street performers: 64
Program: Lunchtime Live
Highlight: Created a positive ambience for the lunchtime crowd in Garden Square each
week.
Total Dates: 11
Opportunities provided to lunchtime crowd and community: 11
Total Audience: 500
Program: Youth Vibe
Highlights: Various games and entertainment offered for youth each week in Garden
Square.
Total Dates: 10
Opportunities provided to youth and local artists: 10
Total Audience: 500
Program: Family Favourite Movie Nights - Saturdays
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Highlights: Attendance numbers soared from 300 to over 700 people every week with
families coming down to the square to watch the newest blockbuster film.
Total Dates: 10
Opportunities provided to families: 10
Total Audience: 7,500
Program: Throwback Flicks Movie Nights – Tuesdays
Highlights: Audiences of all ages packed Garden Square to watch their favourite films
from the 80’s and 90’s.
Total Dates: 8
Opportunities provided to families: 8
Total Audience: 3,000
Program: Stomp ‘n’ Stampede
Highlights: Garden Square went country for the night featuring live entertainment, line
dancing and family activities for Brampton country fans.
Total Dates: 1
Opportunities provided to local community: 1
Total Audience: 600
Blue Jays Sundays & Playoff Watch Parties
Highlights: Brampton residents were invited to come together in Garden Square to
cheer on the home team on their playoff run.
Total Dates: 15
Opportunities provided to families and sports enthusiasts: 15
Total Audience: 1,500
Artists’ Marketplace
Highlights: This program provided opportunity to artists and artisans who are attempting to
test the market with creative and innovative products.
Total Dates: 8
Opportunities provided to local artisans: 80
Culture Days
Highlights: This year the Arts and Culture department provided the local arts
community with the Garden Square space to conduct FREE and interactive activities for
the public during the weekend.
Total Dates: 3
Opportunities provided local arts & culture groups: 18
Total Audience: 200
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Pan/Para Pan Am Camp Days
Highlights: Hundreds of youth were brought to Garden Square to enjoy and celebrate
the international sporting spectacle.
Total Dates: 2
Opportunities provided to local youth: 2
Total Audience: 700
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FIFA Women’s World Cup Final
Highlights: The Festival and Special Events Office hosted the FIFA Women’s World
Cup Championship Game in Garden Square.
Total Dates: 1
Opportunities provided to the local community: 1
Total Audience: 500
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Report
Community & Public Services Committee
The Corporation of the City of Brampton

2016-03-02
Date:

2016-01-14

Subject:

Consideration of a Potential Transition Plan to Centralize
Garden Square Events Programming into the Office of
Festivals and Special Events, Office of the Chief Operating
Officer, including Financial and Other Implications - Ward 1

Contact:

Bernice Morrison, Manager Arts and Culture, Recreation and Culture
Division, Public Services Department, 905.874.3542

Recommendations:
1. That the report from Bernice Morrison, Manager, Arts and Culture, Public
Services Department, dated January 14, 2016, to the Community and Public
Services Committee meeting of March 2, 2016, regarding the potential
transition of event programming in Garden Square to Strategic Enterprise
Services, Office of Festivals and Special Events from Recreation and Culture,
Arts and Culture, Ward 1,(DB.x) be received; and
2. That Community and Public Services Committee approve the continued
management and coordination of Garden Square by the Recreation and
Culture Division including the management and coordination of the LED
Screen, programming of ongoing, established and new arts, culture,
community and city-wide programming pending the development of an arts
and culture strategy;
3. That Recreation and Culture staff continue to work with Strategic Enterprise
Services, Festivals and Special Events Office, on signature City events in
Garden Square; and that staff continue to collaborate with all City departments
and the community on the use of Garden Square and the LED screen pending
the development of an arts and culture strategy;
4. That staff report semi-annually to the Community and Public Services
Committee to provide status updates on successes and challenges.
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Overview:


On February 25, 2015, Council passed a resolution requesting staff to develop a
transition plan to centralize Garden Square Events Programming into the Office of
Festivals and Special Events including financial and other implications.



A further report was submitted for consideration at the Community and Public
Services Committee on May 27, 2015 detailing the forthcoming review. The
review was to include but not be limited to event programming, resource and
service level impacts – including financial, human and other resourcing within the
context of the current mandate of Strategic and Enterprise Services and Festivals
and Special Events and Recreation and Culture.



A preliminary review determined that given the newness of the LED screen, the
experience and successes over the summer in the revitalized square, it would be
prudent for the responsibility of all programming in Garden Square to remain with
the Recreation and Culture Division at this time. It was further suggested that
event programming and arts and culture programming in the Square be
considered within the context of deliberations and recommendations of the soon
to be established Arts and Culture Panel, and the subsequent development of an
Arts and Culture Strategy.



Through a coordinated and collaborative approach, Garden Square operations
are managed by an Acting Supervisor and program staff who oversee all
programming and activities in both Garden Square and Gage Park. These
facilities are further supported by Arts and Culture marketing, technical and
sponsorship resources. Staff will be requesting resources in the 2017 budget
submission to support continued growth.



It is recommended that all programming in Garden Square remain the
responsibility of the Recreation and Culture Division until the Arts and Culture
Strategy is in place; and that division staff continue to collaborate and coordinate
activities in the Square across all departments. It is also recommended that staff
report to Community and Public Services Committee of Council on a semi-annual
basis.

Background:
A revitalized Garden Square has significant potential to make Brampton’s downtown
a landmark destination for year-round tourism, leisure activities, an entertainment
hub, and a gathering space. The Square hosts free arts and culture presenting
series, programs, activities, events and has the potential to generate a healthy rental
business.
The revitalized Square opened in mid-June 2015. The goals for Garden Square are
to stimulate interest in the downtown, increase activity and foot traffic based on
upwards of 150 activities annually, and over 100,000 visits, over 5 years, in
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collaboration with key partners using innovative, creative and unique marketing,
promotion and programming concepts.
On February 25, 2015, City Council passed the following resolution:
"That staff be requested to report back to Council on a transition plan to
centralize all Garden Square events programming into the Office of Festivals
and Special events, Office of the Chief Operating Officer, including financial
and other implications for Council approval." (C049-2015)
Current Situation:
The LED Screen was operational as of June 15, 2015 and installation was not fully
completed until September 16, 2015.
Through a coordinated and collaborative approach, Garden Square operations are
managed by an Acting Supervisor and program staff who oversee all programming
and activities in both Garden Square and Gage Park. These facilities are further
supported by Arts and Culture marketing, technical and sponsorship resources. Staff
will be requesting resources in 2017 to support growth.
Staff have been working with Kramer Design Associates Limited (KDA) on assessing
existing programing, identifying the potential for new and innovative programming,
and developing marketing tactics and advertising opportunities associated with the
new screen. KDA is reviewing and providing advice on policies and procedures
developed by City staff. KDA will be reporting to Council in Q1, 2016 on
recommendations. KDA has commented that the successes the City has seen so far
with Garden Square have been greater than anticipated. This is in line with new
screen installations including but not limited to such civic squares as Celebration
Square and Yonge-Dundas Square.
Reaction by the community to the City re-opening of Garden Square this summer
was very positive and community interest remains high. Among other things, staff
programmed Blue Jays’ games, movie nights, and World Cup Soccer. Staff engaged
the community with programming that involved local artists and youth, including but
not limited to such activities as Youth Vibe, Nashville North, Culture Days, dance,
and girls’ baseball teams.
From June – September 2015, attendance in the square reached over 20,000. For
instance there was an average of 500 attendees at each movie night; approximately
500 at the Women’s World Cup Soccer, 50 for Sunday afternoon Blue Jays’ games,
and over 800 patrons in attendance during the Thanksgiving long weekend Blue Jay
programming.
As winter approached, Garden Square furniture was replaced with red and blue
Muskoka chairs, electric heaters and fire pits. The season kicked off with the
Christmas Market hosted by the BIA and supported by Festivals and Special Events
and Arts and Culture. The Market brought thousands of visitors to downtown
Brampton. Seizing on the momentum of a successful Christmas Market, Arts and
Culture staff continued to program Garden Square as a “Winter Marketplace” for four
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consecutive weekends leading up to the holidays. Activities included classic
Christmas movies, fire pits and marshmallows, crafts and Santa meet and greet.
Corporate Implications:
Financial Implications:
There are no financial impacts related to the recommendations in this report.
Other Implications:
The Recreation and Culture Division will continue to operate and program the
Garden Square facility and the LED screen in collaboration with all City departments,
in areas where mandates are aligned especially with Strategic Enterprise Services,
Festivals and Special Events Office. The management structure of Garden Square
includes an Acting Supervisor who is also responsible for programming in Gage Park
as the point of contact to ensure coordination of arts and culture programming
activities in the downtown core.
Strategic Plan:
This report achieves the priorities of the new Strategic Plan through the “Strong
Communities” priority (celebrate citizens and create partnerships through arts, culture
and social interactions; support diversity and enable wellness through health and
recreation).
Conclusion:
Based on a preliminary review, and given the recent re-opening of Garden Square,
the installation of the new LED screen and the successful experience over the
summer and into late fall, staff recommends:
 that all programming in Garden Square including the new LED screen remain
the responsibility of the Recreation and Culture Division until the Arts and
Culture Strategy is in place;
 that division staff continue to collaborate and coordinate activities in the
Garden Square across all departments as needed; and
 that a semi-annual report be presented to the Community and Public Services
Committee, the first of which is to be scheduled over the next few months.

_________________________
Bernice Morrison
Manager, Arts and Culture

________________________
Donna-Lynn Rosa
Director, Recreation and Culture
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Report
Community & Public Services Committee
The Corporation of the City of Brampton
2016-03-02

Date:

2016-02-08

Subject:

Request to Begin Procurement – Purchasing By-law Section 4.0 –
Supply and Delivery of One (1) Class “A” Top Mount Pumper, One
(1) Class “A” Top Mount Pumper/Rescue, One (1) Emergency – One
Platform Aerial Device for The City of Brampton – All Wards

Contact:

Kevin Hamilton, Apparatus and Maintenance Division Chief, Fire and
Emergency Services, Public Services Department, 905.458.5343

Recommendations:
1. That the report from Kevin Hamilton, Division Chief, Apparatus & Maintenance,
Fire and Emergency Services, dated February 8, 2016, to the Community and
Public Services Committee meeting of March 2, 2016, Re: Request To Begin
Procurement – Purchasing By-law Section 4.0 – Supply and Delivery of
One (1) Class “A” Top Mount Pumper, One (1) Class “A” Top Mount
Pumper/Rescue, One (1) Emergency–One Platform Aerial Device for The
City of Brampton, be received; and
2. That the Purchasing Agent is authorized to commence the procurement for
One (1) Class “A” Top Mount Pumper, One (1) Class “A” Top Mount
Pumper/Rescue, One (1) Emergency – One Platform Aerial Device for The
City of Brampton.
Overview:
 The purpose of this report is to obtain Council authorization to commence
procurement for the Supply and Delivery of One (1) Class “A” Top Mount
Pumper, One (1) Class “A” Top Mount Pumper/Rescue, One (1) Emergency–
One Platform Aerial Device for The City of Brampton.
 The estimated cost for the Supply and Delivery of One (1) Class “A” Top
Mount Pumper, One (1) Class “A” Top Mount Pumper/Rescue, One (1)
Emergency–One Platform Aerial Device for The City of Brampton is $3.3
million dollars.
 Exception of competitive procurement in accordance with Schedule “C” of the
Purchasing By-law, Item 2, Standardization of equipment/products is for the
purchase of one (1) Emergency- One Platform Aerial Device.
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 One (1) Class “A” Top Mount Pumper and one (1) Class “A” Top Mount
Pumper/Rescue which are not required to be standardized will be
competitively priced.
Background:
The 2016 Capital Budget included an approved budget of $3.3 million dollars for the
replacement of one (1) platform aerial apparatus vehicle, one (1) class “A” pumper
apparatus vehicle, and one (1) net new class “A” pumper/rescue apparatus.
Two (2) of the three (3) required units have met their frontline life cycle and require
replacement. The third vehicle will be staffed by the additional crew being added in
2017.
Brampton Fire and Emergency Services have standardized their fleet of aerial
devices with the Emergency-One product line. Currently, Brampton Fire and
Emergency Services have two (2) 95-foot Platforms and four (4) and 75-foot aerials.
All six aerials are manufactured by Emergency-One. The proposed 95-foot aerial
platform will replace a 1992 aerial.
The following are the benefits that Fire and Emergency Services have realized from
having an exclusively Emergency-One aerial fleet.


Emergency-One aerials have been utilized for the past 27 years with no
structural problems.



The entire department is familiar with the operation of this type of equipment;
therefore the time required to train all of the firefighters will be significantly
reduced.



All Fire emergency vehicle technicians have been trained in the
repair/maintenance of Emergency-One aerials.



Brampton Fire and Emergency Services currently stocks Emergency-One
replacement parts and wear items.



Fire and Emergency Services have standardized breathing apparatus,
resuscitators, defibrillators, nozzles, extrication equipment, personal protective
equipment and pumper design so the firefighters are familiar with their
operation. Maintaining the standardization of our aerials will further ensure
that the firefighters can maintain their familiarity with the operation of the
emergency equipment.

Current Situation:
Brampton Fire and Emergency Services is ready to begin the procurement process
for the supply and delivery of One (1) Class “A” Top Mount Pumper, One (1) Class
“A” Top Mount Pumper/Rescue, One (1) Emergency–One Platform Aerial Device for
The City of Brampton.
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Maintaining the standardization of our aerials reduces the potential that the
firefighters make mistakes with unfamiliar equipment, reduces the need for our
emergency vehicle technicians to become familiar with a different manufacturer of
aerials and reduces our costs in order to stock additional replacement parts.
Scope of the Project/Initiative:
The outcome of this procurement will provide the City with a Vendor/s for the supply
and delivery of One (1) Class “A” Top Mount Pumper, One (1) Class “A” Top Mount
Pumper/Rescue, One (1) Emergency–One Platform Aerial Device for The City of
Brampton.
Timing of the Project/Initiative:
Item
Bid Document Issued
Contract Start Date

Target Dates
March 2016
June 2017

Purchasing Comments:
A One (1) Class “A” Top Mount Pumper and one (1) Class “A” Top Mount
Pumper/Rescue shall be publicly advertised. The Bid Document shall include the
specifications and drawings for the required scope of work. The method of obtaining
pricing shall be a sealed bid process and the lowest compliant bid is eligible for the
award of contract.
The Vendor for One (1) Emergency-One Platform Aerial Device is determined in
accordance with Schedule “C”, Item 2, “Where there is an absence of competition for
technical reasons and the goods or services can be supplied only by a particular
vendor and no alternative or substitute exists. A purchase order shall be established
with the Vendor.
Purchase approval shall be obtained in accordance with the Purchasing By-law.
All communications with Bidders involved in the procurement must occur formally,
through the contact person identified in the Bid Document. This shall commence
when the bid call is solicited and ends when the Purchase order is issued.
Corporate Implications:
Financial Implications:
Funding totalling $3.3 million is available for this request to begin procurement.
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Strategic Plan:
This report supports the Strategic Plan priority area of Good Government by
practicing proactive, effective and responsible management of municipal assets and
services.
Conclusion:
This report summarizes the scope of the requirement, identifies available funding,
and provides a tentative schedule and method of the supply and delivery One (1)
Class “A” Top Mount Pumper, One (1) Class “A” Top Mount Pumper/Rescue, One (1)
Emergency–One Platform Aerial Device for The City of Brampton.
To ensure delivery of the on-going requirements in a timely manner, it is important
that staff be authorized to begin procurement, as described in this report.

Kevin Hamilton
Division Chief, Apparatus
and Maintenance,
Fire and Emergency
Services

Michael Clark
Fire Chief,
Fire and Emergency
Services
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Report
Community & Public Services Committee
The Corporation of the City of Brampton

2016-03-02
Date:

2016-01-26

Subject:

Status Update - Two Year Anniversary of Ice Storm - Brampton All Wards - IE.a

Contact:

Alain Normand
Manager, Brampton Emergency Management Office
905.874.3360

Recommendations:
1. That the report from Alain Normand, Manager, Brampton Emergency
Management Office, Public Services dated January 26, 2016, to the
Community and Public Services Committee meeting of March 2, 2016, re:
Status Update – Two Year Anniversary of Ice Storm – Brampton – All
Wards, be received; and
2. That $1.4 million of the Ice Storm claim that was disallowed by the Ministry of
Municipal Affairs and Housing (MMAH) be funded by the General Rate
Stabilization Reserve.
Overview:
 December 21, 2013 was the start of an ice storm that forced the City of
Brampton to activate its emergency plan. This situation involved many
divisions of the City and demonstrated our ability to come together and resolve
serious incidents using our emergency plans.
 On February 24, 2014, a debriefing session was held to identify strengths and
weaknesses in our response to the ice storm. In particular, 18
recommendations were made to enhance the existing programs.
 Two years after the ice storm, 11 of the 18 recommendations have been
implemented with one of them involving on-going work, 5 have started and are
progressing well, and two have been initiated as long-term projects.
 The Ministry and Municipal Affairs and Housing announced the result of the
City of Brampton’s Ice Storm claim on December 18, 2015. The total claim
allowed is $15.8 million out of the $ 18.9 million claimed by the City. This
resulted in a write- off of $1.4 million in 2015 compared with the estimated
eligible claim of $17.2 million recorded as accounts receivable in 2014.

 It is recommended that Council approve the write-off of $1.4 million to be
funded by the General Rate Stabilization Reserve.
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Background:
On December 21, 2013 at 9:00 p.m., the City of Brampton Emergency Plan was
activated to respond to the ice storm situation. The response required action from
staff in most departments, under the coordination of the Brampton Emergency
Management Office (BEMO).
Previous reports have demonstrated how the City responded to the situation and this
report recaps some of these actions. After two years, staff have examined the status
of the recommendations to enhance existing response programs.
Current Situation:
Review of the Incident
The City of Brampton was one of the most heavily impacted communities from the
Ice Storm that affected the Greater Toronto Area on December 21, 2013. The ice
accumulation on tree branches and hydro wires caused widespread power outages,
blocked streets and sidewalks with accumulated debris, and damaged the vehicles
and property of many Brampton residents.
December 21, 2013 was the Saturday before Christmas and many City employees
had taken vacation days, leaving a reduced work force in place. Many staff members
were actually out of province or out of the country. Upon discussion with the Parks
Maintenance and Operations Director and Hydro One Brampton Operations Director,
the Manager, Brampton Emergency Management Office, activated the Emergency
Plan, which was an action later confirmed by the CAO. A decision was made to open
a Crisis Command Centre (CCC) at City Hall in the Council Committee Room,
because the Emergency Operation Centre located at the Hydro One Brampton
building was already being used by Hydro One and not accessible to the City.
The City’s Emergency Control Group was convened. This team is composed of City
staff from various divisions, as well as key partners such as Peel Regional Police and
the Region of Peel. A business cycle was initiated by which meetings of the Control
Group were held on a regular basis; twice a day at the onset. Telephone lines were
activated and logs were opened in the CCC as well as a staff rotation schedule for
BEMO and Corporate Communications.
From that time, until January 2, 2014, the CCC operated on a 24/7 basis supporting
operational departments. On January 3, 2014, BEMO and Strategic Communications
moved back to their respective offices and migrated to a virtual command centre
option.
Response and Recovery Phases
The response and recovery was broken into six phases:
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1. Emergency response: dealing with life safety issues including power
restoration
2. Safety response: dealing with conditions that could cause risks to the safety of
citizens.
3. Initial clean-up: to remove debris from streets, sidewalks, and school
pathways.
4. Post thaw clean-up: to remove remaining debris once the snow had melted.
5. Dead tree and stump removal: depending on the assessment of the trees.
6. Canopy re-instatement: multi-year project to rebuild the urban canopy.
A separate report from the Planning and Infrastructure Committee was submitted on
November 16, 2015 on the tree recovery program, therefore, we will not address this
aspect here. We will only mention that throughout the response, and up to Phase 4,
extensive coordination was maintained between the Parks Maintenance and
Operations and the CCC.
Some of the other major initiatives coordinated through the CCC were:
 Communications to residents via the City’s web site, social media, news
releases and interviews, as well as constant communication with the City’s
Corporate Contact Centre and 3-1-1 services to ensure consistent messaging.
6,000 calls were received on Sunday December 22, 2013, followed by
significant increases in call and email volumes during the response phase.
 Operation of overnight shelters and daytime warming centres throughout the
City, using community centres operated by Recreation staff with Community
Emergency Response Volunteers (CERV), Red Cross, Salvation Army, and St
John Ambulance volunteers, for a duration of two weeks.
 Lodging, feeding and equipment maintenance for 34 forestry crews from
various parts of Ontario, Quebec, Manitoba, and New York for most of
January and part of February with the assistance of Economic Development’s
Tourism section.
 Use of the Brampton Fire Rehab Unit and Salvation Army canteen to feed and
offer temporary warming place to work crews in various parts of the City.
 Use of Brampton Transit garage for storage of heavy forestry equipment from
external crews.
 GIS mapping of areas affected with daily update on progress of clean-up and
debris removal during Phases 3 and 4.
 Constant communication with Hydro One Brampton on progress of power
restoration.


Capture of all financial data by Financial Services and Treasury and
development of Disaster Assistance claim to the province by creating cost
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centres specific to emergency events and emergency payroll codes to track
labour costs associated with the emergency.
 Use of emergency generator at the Chinguacousy Curling Club to maintain ice
during a prolonged power outage in the sector.
 Assistance from the Rose Theatre personnel for the general debrief session
involving over 130 people from various City departments, regional services,
CERV program, key stakeholder organizations and volunteer agencies
 Reports to Council, Senior Management, City staff and key stakeholders on
the progress of the response, twice a day during emergency response phase
and reduced to once a day during safety response phase.
 Regular communication with other levels of government.
 Support from Property Management and Corporate Security for the
maintenance and operations of the CCC as well as the provision of security at
City Hall and Community Centres used as overnight shelters and warming
centres.
 Log keeping and archiving of documentation.
Three divisions continued to be involved on this emergency after all others were
stood down.
1. The City’s Corporate Contact Centre and 311 Services continued to receive
increased volumes of call and e-mails about the ice storm recovery process
through to September 2014. Over the course of several months, call and
email volumes progressively decreased and service levels were incrementally
improved. By September 2014, customer service levels returned to a
consistently acceptable level and have since continued.
2. Parks Maintenance and Operations worked on Phases 5 and 6 over the last
two years as explained in a separate report.
3. Financial Services and Treasury continued work on payment of invoices and
collating financial data, then working with the Province on the claim for
disaster assistance.
Financial Status
On February 26, 2014, Ministry of Municipal Affairs and Housing (MMAH) indicated
that up to $190 million in funding will be made available to storm affected
municipalities through a one-time Ice Storm Assistance Program to fund 100% of
eligible recovery costs. Subsequently, MMAH provided guidelines regarding eligible
and ineligible costs and set a claim submission deadline for December 31, 2014.
The City of Brampton submitted a claim for $18.9 million for eligible ice storm related
costs for goods and services, labour and City-owned equipment costs. An accounts
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receivable amount of $17.2 million (91%) was set up in the 2014 financial statements
as a conservative estimate of eligible claim.
In February of 2015, the City received an advance payment of $6.6 million from the
MMAH.
Brampton’s ice storm claim has been reviewed and audited during 2015 by LandLink
Consulting Ltd. hired by the Province. Throughout 2015, staff responded to
LandLink’s various inquiries and requests for additional documentation to support the
claim. Staff received no negative feedback or any indication from LandLink during
the audit that any portion of the claim would be ineligible.
The MMAH announced on December 18, 2015 that the review was completed and
the City is eligible to receive $15.8 million (84%) out of the $18.9 million claimed.
Compared to the estimated receivable of $17.2 million, this resulted in a short fall of
$1.4 million requiring a write-off to be reflected in the 2015 financial statements.
Further to the interim payment of $6.6 million, a final payment was received on
January 6, 2016 in the amount of $9.2 million from the Province.
City staff is of the opinion that Brampton’s eligible costs should be higher than what
has been allowed and therefore are exploring avenues for an appeal to the MMAH.
Debriefing Session
A formal debriefing session was held on February 24, 2014 with all participants and
stakeholders to evaluate the response to the emergency. This session helped
recognize successful protocols and actions as well as identify areas for
improvements. In general, the session highlighted that the City was well prepared
and had acted quickly and professionally in response to the crisis. The collaboration
between all departments and with external partners was a key feature of our
response.
Eighteen recommendations were tabled as part of the after action report based on
the debrief discussions. Appendix A provides a review of the recommendations, the
status of the work towards resolving the issue, and some details of actions
undertaken.
Progress Report
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Two years after the emergency, staff wishes to provide a status update on these
recommendations. Of eighteen (18) recommendations, eleven (11) are complete,
one (1) is an on-going action, four (4) are in progress, and the last two (2) have been
initiated as long-term projects.

Recommendations

Initiated

In progress
Completed
On-going

It should be noted, that some of the recommendations involve issues that we had
identified prior to the ice storm. The aspect of public alerting through media is a longstanding issue related to the fact that we have no radio or television station in
Brampton. The need for a permanent location for an emergency operation centre
dates back a long time. The issue is now being addressed as part of the Fire
Campus project.
Corporate Implications:
This report is an information report and as such requires no new initiatives. BEMO
and other city divisions involved in the progress of the recommendations will continue
to work towards the goals established.
Financial Implications:
The MMAH’s announcement regarding Brampton’s eligible claim resulted in $1.4
million write- off for claim receivable in 2015. It is recommended the amount to be
funded by the General Rate Stabilization Reserve.
Strategic Plan:
This report achieves the Strategic Plan priorities by demonstrating good government,
ready to respond to the needs of our citizens under any circumstances, and by
helping build a strong community resilient in the face of adversity.

8.2-7
Conclusion:
Two years after the ice storm we pause to reflect on our successful response to the
emergency and to monitor the progress made on improving our ability to cope with
such situations.

Alain Normand
Manager, Brampton
Emergency Management
Office
Attachments:
Appendix A – Status of Recommendations

Michael Clark
Fire Chief,
Fire and Emergency
Services
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Appendix A – Status of recommendations
Issue

Status

Actions

Completed

We created a list of criteria for which an emergency
declaration would apply and taken inconsideration
particular issues that came up during the ice storm to
provide new grounds for a declaration.

Initiated

Plans to include an Emergency Operations Centre
(EOC) as part of the future Fire Campus design have
been approved by Council. In the meantime, BEMO
is working with Space Planning to find alternate
options for an EOC. Evaluations should be
completed by end of 2015 for implementation soon
after. Currently the EOC at Hydro One Brampton is
still functional for emergencies that do not involve
power outages.

Declaration of Emergency
The City of Brampton did not make an
emergency declaration during the Ice Storm.
Crisis Command Centre

The use of the alternate Emergency Operations
Centre (EOC) as a Crisis Command Centre
(CCC) needs to be revisited for the next
emergency or major incident.

Shift changes
At the EOC, when employees change shifts, the
process needs more clarity and communication
to stakeholders.
Notification
The Brampton Emergency Management Office
utilizes an emergency notification system,
Everbridge Mass Notification, as a call-out
method to internal stakeholders who need to
respond to an emergency or major incident.
The notification system was not used to contact
employees during the Ice Storm.
Media
The weakest point in the emergency public
information strategy was that the City of
Brampton was overshadowed by reports and
concerns from the City of Toronto; media paid
little attention to other municipalities affected by
the Ice Storm.
Online public information messaging
There was too much emphasis on messaging
the public through online methods, and not
enough focus on low-tech messaging for those
residents who did not have access to online
tools. This was especially critical because of
the nature of this emergency – extended power
outages – that lead residents to be without
technology for several days.

Completed

Three teams were created to ensure full rotation of
shifts and a sign-in board system was instituted in
the EOC to communicate to all participants their
respective roles.

Completed

We revised the usage of this technology and will be
making use of existing networks rather than
automated notification to ensure information is
transmitted properly. In addition, text messaging and
social media will be used to reach larger audiences
as needed.

In progress

Currently working on a possible agreement with a
GTA radio station to have priority broadcast during
emergencies to reach Brampton residents. Also
lobbying CRTC for access to new mobile technology
for reaching smartphones in an emergency area.

Completed

Protocol revised with Strategic Communications.
Future emergencies will make use of hand-outs at
community centres and mobile signs, in addition to
social media and web site content.
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Resident contact lists

Develop an online or offline strategy to contact
residents to share emergency information.

Access and skills
Strategic Communications identified the need to
develop redundancies within their team by
ensuring all members of the team have the
same level of access to IT systems and tools,
as well as skills that are needed to utilize those
resources.

On-going

Protocols exist to contact the Region of Peel
Human Services and the Community Care
Access Centre (CCAC) of Peel to reach
vulnerable population. Those groups maintain
the list on an ongoing basis so we would not
require any additional resources to maintain
such lists. We are also working with local faithbased organizations to have them become
neighbourhood places of refuge during
emergencies especially geared toward
vulnerable populations.

Completed

Training and reorganisation of the
Communications team has been completed
with a view to this recommendation.

Completed

We have access to technology that allows us
to combine all social media platforms
registered through the City of Brampton under
one message sending platform. This ensures
that the reach is greater and the message is
consistent. We also equipped some of our key
staff with iPhone to allow better social
messaging directly from the emergency site.

Employees as resources

There are a number of City employees who are
regular users of various social media platforms
and website authoring environment.

Website
Develop a mobile version of the City of
Brampton website.

Completed

Corporate Contact Centre and 311 Service

Joint communications strategy between
municipal and regional call centres.
Mapping services
Utilize the Geographic Information Services
(GIS) to provide up-to-date mapped information
to residents. Web mapping is more prevalent
than paper maps, to provide information to the
public. Collaborative information between
stakeholders.

Completed

In progress

All pages of the web site are now mobile
friendly. In addition, work is being done to use
the Pingstreet app during an emergency.
The Region and other local municipalities had
regular communication processes and
information-sharing meetings in place. All
organizations
continue to collaborate in situations that may
significantly impact the volume of resident calls
and emails. .
Mapping for emergency management has
been enhanced over the last two years, the
current software is being updated, and training
of GIS staff in emergency management as well
as their participation in exercise has helped
enhance their role in an emergency.
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Training
Recreation staff members were very involved in
running the emergency shelters and warming
centres. It would be beneficial for all Recreation
front-line and support staff to receive training on
how to operate emergency shelters, and all the
components that are involved in that process.
Information Packages
Residents who stayed at the overnight
emergency shelters or utilized the warming
centres were interested in receiving nonelectronic sources of information related to the
Ice Storm. Hardcopy handouts would have
been valuable in this situation and future
emergencies when there are widespread power
outages and access to the internet is limited.

In progress

The evacuation and sheltering plan has gone
through a complete revision in 2015 and
training is planned for 2016 to ensure all
recreation staff members are familiar with this
plan.

Completed

Brochures and one page handouts have been
developed ready to print to provide to all those
making use of shelters and warming centres.
More items will be developed to align with the
revised evacuation plan.

Completed

Agreements exist through the Region of Peel
with the Red Cross and the Salvation Army to
provide such comfort kits during emergencies.
Both agencies have those in stock and are
ready to distribute them to victims of disasters
upon demand.

Completed

CERV member database has been upgraded
to ensure usage of text messaging and social
media to alert CERV members when they are
required to assist in an emergency situation.

Initiated

Discussions have been initiated with Faithbased agencies to become the conduit for
support to the community during emergencies.
Project Lighthouse is underway and aims at
creating more pre-planned actions based on
existing organizations making use of
volunteers in order to reduce the number of
spontaneous volunteers

Comfort Items
The Shelters lacked essential care items for
residents who were staying overnight. Some
items from the containers (i.e. blankets and
pillows) need refreshing or replacement.
CERV Notification
CERV is interested in a formal notification
process to advise of emergency situations.
Spontaneous Volunteers
Residents of the City of Brampton came
together to help each other through the Ice
Storm. Many residents wanted to volunteer
their time to help the City respond to the storm
at warming centres, for debris cleanup, and for
snow and ice removal from driveways and
sidewalks.
Emergency Purchase Orders
We had to make special arrangements to allow
for spending of money in response to this
emergency without formal tenders and without
using normal purchasing protocols. Also,
spending authority had to be amended quickly
to allow for emergency expenses.

In-progress

An SOP Emergency Purchase orders has
been developed and was effective July 1,
2015. In addition, Purchasing Bylaw will be
amended to include provision requesting that
emergency purchase order be requested from
Purchasing within 60 days of the event.
Purchasing Bylaw amendment will be
approved by the end of the year. Emergency
signing authority is being revisited and soon to
be included in the SOPs.
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Report
Community & Public Services Committee
The Corporation of the City of Brampton

2016-03-02
Date:

2016-01-28

Subject:

Syrian Newcomer Resettlement Program - All Wards - IE.a

Contact:

Alain Normand, Manager, Brampton Emergency Management
Office, Public Services Department, 905.874.3360

Recommendations:
1. That the report from Alain Normand, Manager, Brampton Emergency
Management Office, Public Services, dated January 28, 2016, to the
Community and Public Services Committee meeting of March 2, 2016, re:
Syrian Newcomer Resettlement Program – All Wards (File IE.a), be
received.
Overview:
 The City is committed to supporting the Syrian Resettlement program
initiated by the federal government.
 The Region of Peel and United Way of Peel have taken a lead role in
establishing a Syrian Resettlement Working Group and the City of
Brampton is active on this committee through the Brampton Emergency
Management Office (BEMO).
 Agencies involved in this effort all agreed to stop using the term
“refugee” when referring to people arriving in Canada during this
initiative and use the term “newcomer” in order to reduce the stigma and
provide a more welcoming approach.
 Some of the activities undertaken by BEMO staff to date include:
o participation in a number of meetings to coordinate the program,
o presence at a number of presentations on the newcomers, their
culture and their beliefs,
o attendance at an information fair on January 21, 2016 to answer
questions from sponsors regarding services offered by the City,
and
o development of a lunch and learn session to be offered to city staff
in March 2016.
 Once United Way has completed the design of an identification card for
the newcomers, we aim to extend the ActiveAssist Brampton Program to
the newcomers in order to make recreation programs available to them.
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Background:
On November 18, 2015, the Ontario Ministry of Community Safety and Correctional
Services requested municipal assistance in resettling up to 25,000 refugees from
Syria.
The City of Brampton, through the Economic Development Committee, received the
request on November 18, 2015 and instructed the Acting Chief Administrative Officer,
in partnership with the Region of Peel, the Brampton business community and local
community organizations, to undertake the necessary steps to provide appropriate
municipal assistance and support to federal and provincial government efforts and
programs to receive, welcome and resettle refugees escaping the ongoing conflict in
Syria, as part of the national commitment for Canada to accept up to 25,000
refugees.
This report will serve to inform the Community and Public Services Committee on the
steps undertaken by the City of Brampton since November 18, 2015, as part of the
resettlement effort in Peel.
Current Situation:
It should first be noted that agencies involved in this effort all agreed to stop using the
term “refugee” when referring to people arriving in Canada during this initiative and
use the term “newcomer”, in order to reduce the stigma and provide a more
welcoming approach. The balance of this report will therefore refer to the Syrian
Newcomer Resettlement effort in order to follow this recommendation.
The resettlement effort involves all levels of government, as well as local community
agencies, and a clear definition of roles and responsibilities was developed by the
federal government for this effort.
The selection and screening process of all Syrian newcomers resides at the federal
level. This is done at the points of departure currently in Lebanon, Jordan and
Turkey. In particular, an extensive security screening is being done as well as a
health evaluation and an adaptability screening to ensure candidates selected will be
able to adjust to Canadian climate, culture and living conditions. Transportation is
arranged by the federal government and destinations are coordinated with provincial
governments.
Upon arrival in Canada, the Canadian Border Service does an identity verification,
and Immigration Refugees and Citizenship Canada (IRCC) coordinates lodging and
transportation.
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Upon arrival at Pearson Airport, Malton Neighbourhood Services has been
contracted to provide winter clothing to all newcomers. Peel Region paramedics are
also present to provide any medical attention as required. Newcomers are then
brought to a local undisclosed hotel – the address is not provided in order to respect
the newcomer’s rights to privacy, especially from the media – and are lodged there
until ready to transport to their final destination.
Private sponsors then meet the newcomers under their care. In Brampton, as of
January 10, 2016, a total of 12 privately sponsored people had arrived, with another
16 expected to join by the end of February, 2016. Currently, we know of 28 private
sponsors in Brampton.
The City of Brampton has been involved in the resettlement process since November
2015, participating on the Resettlement Working Group organized jointly by the
Region of Peel and United Way of Peel. This group works with over 30 agencies in
Peel involved in employment support, English as a second language, mental health
support, school and daycare enrolment and more. We have attended a series of
meetings, as well as a few special presentations on the background of Syrians and
the needs of the newcomers. A session on the Muslim faith implications for sponsors
was also held, since close to 85% of Syrians are Muslim.
One of the major contributions from the City of Brampton, that we have been
exploring, is the possibility of offering the ActiveAssist Brampton Program to
newcomers. The ActiveAssist Brampton Program helps low-income families and
individuals in Brampton participate in recreation programs, such as swimming
lessons, summer camps, skating and more. Confidentiality is always maintained. We
are working with United Way to develop an identification card for newcomers that
would enable us to extend this existing program to the newcomers.
On January 21, 2016, the Resettlement Working Group organized an information fair
for newcomers and sponsors at the Mississauga Convention Centre, at which 29
agencies participated. The City of Brampton had a table there and City
representatives were on site from 4:00 p.m. to 9:00 p.m. Danielle Norris and Holly
Unruh from Brampton Transit were present to provide transit route maps and discuss
fees and support as well as the use of the Presto Card. Also present was Ban
Bannister from Service Brampton, who volunteered her time to explain the many
other services accessible to Brampton citizens. Ban speaks Arabic fluently and as
such has a special connection with the newcomers. Finally, Ann Muir from our
Recreation and Culture Division was present to introduce the recreation programs
available and to explain the ActiveAssist Brampton Program to sponsors. Ann was
also there to speak on behalf of our libraries and remind sponsors of the many
services available.
At this fair, our representatives answered questions from the sponsors on access to
transit, kids programs, 3-1-1 and 9-1-1 but they also had the opportunity to network
with many of the other agencies present.

8.3-4
We have also initiated discussions with the Muslim Council of Peel (MCP) about the
possibility of offering a series of talks possibly in a lunch and learn format to various
City staff groups in order to give City employees an overview of the Syrian
newcomers’ background, their culture, their beliefs and their needs. As MCP is
currently very busy welcoming the newcomers, we envision that these sessions will
be held some time in March 2016.
Corporate Implications:
BEMO will continue to be the main point of contact on this program and will ensure
liaison with the Region of Peel, United Way and other agencies involved. BEMO will
continue to attend the monthly meetings of the Resettlement Working Group and will
continue to encourage people to donate to the cause through United Way and the
Syrian Lifeline website.
Strategic Plan:
This report achieves the Strategic Plan priorities by extending our commitment
towards strong communities to the Syrian newcomers and helping continue our goal
of supporting diversity and enabling wellness through health and recreation.
Conclusion:
The federal government has indicated that the goal of bringing 25,000 people from
Syrian refugee camps to Canada should be completed by the end of February 2016,
but envisions additional intake after that date although no numbers have been
brought forward. The City of Brampton will continue to maintain liaison with the other
levels of government and social services agencies to assist in any way possible with
this initiative.

Alain Normand
Manager
Brampton Emergency Management Office

Michael Clark
Fire Chief

10.1-1
Report
Community & Public Services Committee
The Corporation of the City of Brampton

2016-03-02
Date:

2016-02-05

Subject:

Recommendation Report: Authorization to Renew and Amend
Lease with Region of Peel at the Civic Centre, Suites 09, 013,
302, 307 and 308, Ward 7 , (File No. AF.B – L16CC.09)

Contact:

Ann Pritchard, Manager, Realty Services, Public Services
Department, 905.874.2131

Recommendations:
1. That the report from Ann Pritchard, Manager Realty Services, dated February
5, 2016, to the Community and Public Services Committee meeting of March
2, 2016, re: Recommendation Report: Authorization to Renew and
Amend Lease with Region of Peel at the Civic Centre, Suites 09, 013, 302,
307 and 308 – Ward 7 (AF.B – L16CC.09), be received; and
2. That a by-law be passed to authorize the Mayor and Clerk to execute a fair
market value agreement with The Regional Municipality of Peel to renew and
amend its current lease for Suites 09, 013, 302, 307 and 308 at the Civic
Centre, scheduled to expire July 31, 2016, to renew same for a period of three
years less one day, on terms and conditions acceptable to the Chief Public
Services Officer and in a form of agreement approved by the City Solicitor.
Overview:
 Pursuant to a Lease Agreement dated January 28, 1999 (the “Lease”) the
City leased to The Regional Municipality of Peel (“the Region”) Suites 09,
013, 302, 307 and 308 at the Civic Centre (the “Premises”) for a term of
10 years ending July 31, 2008, together with two additional 5 year
renewal options;
 Pursuant to a Lease Renewal Agreement dated April 11, 2008 (the “1 st
Renewal Agreement”) the Region exercised its first five-year renewal
option provided for in the Lease, for the period August 1, 2008 to July 31,
2013;
 Pursuant to a Lease Renewal/Amending Agreement dated March 7, 2013,
(the “2nd Renewal Agreement”) the City and Region agreed to amend the
second five-year renewal option to one three year option , and two, oneyear renewal options. The Region also exercised its second renewal
option provided for in the 2 nd Renewal Agreement commencing August
1, 2013 and expiring July 31, 2016 (the “Expiry Date);
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 The Region has been reviewing their long term space requirements and
has requested the City’s agreement to amend their remaining renewal
options under their Lease to provide for the renewal of the Lease past
the Expiry Date for an additional term of three years less one day (the
“Renewal Term”); and
 Staff is recommending a renewal and amendment of the Lease for the
Renewal Term on the same terms and conditions as the Lease, except
that the rent, during the Renewal Term be subject to annual adjustments
according to the Consumer Price Index over the previous year’s rent.
Background:
Pursuant to a Lease Agreement dated January 28, 1999 (the “Lease”) the City
leased to the Regional Municipality of Peel (“the Region”) Suites 09, 013, 302, 307
and 308 at the Civic Centre, 150 Central Park Drive, Brampton (the “Premises”) for a
term of 10 years ending July 31, 2008, together with two additional 5 year renewal
options.
Pursuant to a Lease Renewal Agreement dated April 11, 2008 (the “1 st Renewal
Agreement”) the Region exercised its first five-year renewal option provided for in the
Lease, for the period August 1, 2008 to July 31, 2013.
Pursuant to a Lease Renewal/Amending Agreement dated March 7, 2013, (the “2 nd
”
Renewal Agreement”) the City and Region agreed to amend the second five-year
renewal option to one three year option , and two, one- year renewal options. The
Region also exercised its second renewal option provided for in the 2 nd Renewal
Agreement commencing August 1, 2013 and expiring July 31, 2016 (the “Expiry
Date).
Current Situation:
The Region currently occupies the Premises at the Civic Centre pursuant to a Lease
dated the 28th day of January, 1999, the term of which is currently scheduled to
expire on the Expiry Date.
The Region has been reviewing their long term space requirements and has
requested the City’s agreement to amend their remaining renewal options under their
Lease to provide for the renewal of the Lease past the Expiry Date for an additional
term of three years less one day (the “Renewal Term”).
Staff is recommending a renewal of the Lease for the Renewal Term, on the same
terms and conditions as the Lease, except that the rent, during each year of the
Renewal Term be subject to adjustment according to the Consumer Price Index over
the previous year’s rent.
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Financial Implications:
Subject to Council approval, the revenue collected from the Lease will continue to be
budgeted in future years.
Corporate Implications:
Corporate Services: Legal Services will review and approve the form of Lease
Renewal/Amending Agreement.
Public Services: Facility Services is supportive of renewing the Lease on terms and
conditions detailed in this report.
Strategic Plan:
This report achieves the Strategic Plan priority of Good Government by practicing
proactive, effective and responsible management of finances, policies and service
delivery.
Conclusion:
It is recommended that Council authorize the renewal and amendment of the Lease
with the Region on terms and conditions described in this report.

Ann Pritchard
Manager, Realty Services

Al Meneses
Executive Director, Facility Services

12.1-1
Report
Community & Public Services Committee
The Corporation of the City of Brampton

2016-03-02
Date:

2016-01-28

Subject:

Outline of Feasibility Analysis Related to Potential Acquisition
of the Powerade Centre - Ward 3 (AF.a)

Contact:

Brian Rutherford, Director, Business Services, (905)874.3396
brian.rutherford@brampton.ca

Recommendations:
1. That the report from Brian Rutherford, Director Business Services, Public
Services, dated February 19, 2016, to the Community and Public Services
Meeting of March 2, 2016, re: Outline of Feasibility Analysis Related to
Potential Early Acquisition of the Powerade Centre, Ward 3 (File AF.a), be
received.
Overview:






At its meeting of January 27, 2016, Council directed staff to report on a timeline
and resourcing plan to undertake a full analysis of the feasibility of early
acquisition of the Powerade Centre.
This report provides an outline of the major components in a feasibility analysis
and acquisition process related to the potential early acquisition of the Powerade
Centre, including estimates of external costs and estimated timelines.
Key outcomes from the analysis would include:
o valuation of the Powerade Centre
o determination of sufficient benefits for the City of Brampton to justify early
acquisition of the Powerade Centre.
Should Council decide to pursue early acquisition of the Powerade Centre, work
on the planning and implementation of the acquisition process and management
structure would follow.

Background:
At the Corporate Services Committee meeting of January 20, 2016, the Brampton
Beast Hockey Club made a delegation which, among other things, requested that
“the City of Brampton immediately open dialogue with the intent to enter into
negotiations to attempt to purchase the Powerade Centre within the next 12 months
from RealStar, whose lease does not expire until 2034.”
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At its meeting of January 27, 2016, Council dealt with a report from the Chief
Corporate Services Officer on this matter. With respect to the Brampton Beast’s
request on purchase of the Powerade Centre, the report noted that PA Sports Centre
Inc. expressed they are willing to discuss the matter and that PA Sports Centre Inc.
has “indicated that a purchase/sale discussion would need to be initiated by the City
in the form of a proposal as PA Sports is currently committed to its agreements and
executing its multi-year business plan, which did not include divesting itself of the
Powerade Centre.”
The report also noted that purchase of the Powerade Centre would require further
Council consideration with detailed analysis and information on a variety of aspects,
including facility programming, asset management, property negotiations, operating
estimates and alternatives available to the City. On January 27, 2016, Council
adopted the following motion:
C011-2016

That Public Services Department staff be directed to report to
Community and Public Services Committee in February or March
2016 with a timeline and resourcing plan (including external
expertise, if necessary) to undertake a full analysis of the
feasibility of early acquisition of the Powerade Centre including
but not limited to estimates to acquire the facility and related
buy-out costs, property and facility purchase, operating
estimates and alternatives, projections on revenues and all
related and associated legal implications and all costs to assist
in the analysis.

This report sets out the main components for a feasibility analysis and acquisition
process related to the potential early acquisition of the Powerade Centre.
Current Situation:
Recent dialogue with PA Sports Centre Inc. about the potential for early acquisition of
the Powerade Centre indicated that purchase/sale discussion would need to be
initiated by the City in the form of a proposal.
The main purpose of the proposed feasibility analysis is to outline a process to
establish an informed basis for the development and implementation of any such
proposal by the City.
Components of Feasibility Analysis and Acquisition Process
There are 4 main components in the proposed feasibility analysis and acquisition
process, set out briefly below.
1. Valuation
 This component would undertake research on the value of the Powerade
Centre as a basis for negotiations on its early acquisition by the City.
 Areas of analysis would include:
o Review of leases, contracts, and agreements
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o Appropriate valuation models (e.g., business valuation, leasehold
interest (building) valuation, land lease valuation)
o Assessment of asset conditions and capital requirements
o Market sounding of private and public sector organizations that own
and/or operate ice sports complexes, to confirm key assumptions
and validate results
Anticipated time requirements
o 5 months (includes preparing scope, procurement, consultant
report)
Anticipated resources
o Internal project team
o External real estate valuation consultant, estimated cost $25,000 to
$35,000
o Business valuation consultant, estimated cost $25,000 to $35,000
o Building capital reserve projection (engineering) consultant,
estimated cost $15,000
o External legal counsel, estimated cost $2,000

2. Business Case Analysis
 This component would establish the benefits and costs of City ownership
of the Powerade Centre compared to benefits and costs of the status quo
(i.e., reversion of facility to City in 2034)
 Areas of analysis would include:
o Assessment of the facility’s market potential
o Revenues and costs of operating the ice sports complex
o Potential revenue sources, including programming revenues and
associated outlays
o Evaluation of potential operating and service delivery models (e.g.,
direct City operation versus contracted management)
o Assessment of financial and other risks associated with early
acquisition
 Anticipated time requirements
o 6-9 months (includes preparing scope, procurement, consultant
report, and report back to Committee)
 Anticipated resources
o Internal project team
o External management/business advisory consultant, estimated cost
$50,000-$65,000
3. Acquisition Process
 This component is the process appropriate for acquisition of an operating
asset, essentially the structure of a deal beginning with a Memorandum of
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Understanding (MOU) and leading to a contract, any additional due
diligence, and closing.
Areas of work include:
o Selection of lead negotiator
o Development of agreements (e.g., Memorandum of Understanding,
purchase and sale agreements)
o Financing / mortgage
o Titles
o Transition provisions, including transition plan and timeframe
Anticipated time requirements
o 10 months following completion of Valuation and Business Case
Analysis
Anticipated resources
o Internal Project team
o External real estate consultant, estimated cost $50,000
o External legal counsel, estimated cost $30,000 to $50,000

4. Management Structure
 This component confirms the management structure and resources that
will be required to manage and operate the asset if acquired.
 Areas of work include:
o Refining and implementing the operating and service delivery
models identified in the Business Case Analysis
o Confirming multi-year business and operating plan
o Procurement and award of contracted services for operation of the
facility (e.g., RFP to solicit operations and maintenance proposals);
o Operating policies and procedures (user fees, allocation policies)
 Anticipated time requirements
o 2 months to confirm management structure
o If external facility management, allow 6 - 10 months (scope,
procurement, negotiating agreements, approvals)
 Anticipated resources
o Internal project team
o External sport facility management consultant, estimated cost
$25,000
o External legal counsel, estimated cost $7,000 to $9,000
Sequence and Timeline of Proposed Feasibility Analysis
The valuation and business case analysis would provide critical information related to
a decision on pursuing early acquisition of the Powerade Centre.
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The valuation and business case analysis could proceed more-or-less
simultaneously. The estimated timeline for completing both of these components is 69 months.
Should Council decide to pursue early acquisition of the Powerade Centre, work on
the planning and implementation of the acquisition process and management
structure would follow.
Corporate Implications:
Financial Implications:
As outlined above, components of the feasibility analysis include some high-level
estimates of the external experts and services to undertake the work. In total, these
costs are estimated to range between $230,000 and $285,000.
A funding source would need to be identified for these services.
Strategic Plan:
The Strategic Plan 2016-2018 includes four priority areas for the vision of the City
Council, which moves us toward being a connected city that is innovative, inclusive
and bold. This report supports the Strategic Plan goal of Good Government through
“proactive, effective and responsible management of municipal assets and services.”
Conclusion:
This report provides an outline of the major components in a feasibility analysis
related to the potential early acquisition of the Powerade Centre.
Key outcomes from the analysis would include: 1) valuation of the Powerade Centre
as a basis for negotiations with the owner; and 2) determination of sufficient benefits
for the City of Brampton to justify early acquisition of the Powerade Centre.
Should Council decide to pursue early acquisition of the Powerade Centre, work on
the planning and implementation of the acquisition process and management
structure would follow.

Brian Rutherford, Director
Business Services
Report authored by: Rob Downard, Senior Business Advisor, Business Services,
Public Services
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Report
Community & Public Services Committee
The Corporation of the City of Brampton

2016-03-02
Date:

2016-02-29

Subject:

Brampton Beast Request for Coverage of Operating Losses

Contact:

Brian Rutherford, Director, Business Services, Public Services
Department, 905.874.3396

Recommendations:
1. That the report from Brian Rutherford, Business Services, Public Services,
dated February 29, 2016, to the Community of Public Services Committee
meeting of March 2, 2016, re: Brampton Beast Request for Coverage of
Operating Losses - Ward #3 (AF.b), be received.
Overview:
 At the Council meeting of January 27, 2016, staff was directed to review
financial and business information requested from the Brampton Beast
and report back.
 The Brampton Beast requested the City to cover operating losses for the
2016 – 2017 season, take ownership of the Powerade Centre, and enter
into a new lease.
 At the end of the first two seasons, the Club has an operating loss of
$4,413,497.
 Overall, the information and proposals from the Club appear optimistic
and depend on growth that exceeds the experience of the first three
seasons.
 Based on the available information, it appears that funding losses in one
form or another will be required for some time to cover the Club’s
expenses.
 The likelihood of ongoing operating losses is relevant to a decision on
the request to cover losses for the 2016-2017 season.
 As outlined in Attachment A, “Staff Review and Comment on Information
provided by Brampton Beast,” information and proposals from the
Brampton Beast were not found economically feasible.
Background:
At the Corporate Services Committee meeting of January 20, 2016, the Brampton
Beast Hockey Club made a delegation which, among other things, requested that the
City of Brampton provide an immediate cash infusion of $750,000 to cover their
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operating losses for the 2016 / 2017 hockey season to a maximum of $1.5 million,
and that the City begin dialogue with the intent to enter into negotiations to attempt to
purchase the Powerade Centre within the next 12 months from PA Sports Centre
Inc., whose lease does not expire until 2034.
At its meeting of January 27, 2016, Council adopted the following motion:
C012-2016 That the Brampton Beast prepare, at their expense:
i)
a detailed economic impact study,
ii)
a three-year detailed history of Brampton Beast revenues (ticket
sales, sponsorships, merchandising, revenue from other events,
and naming rights),
iii)
audited financial statements for the last three years of operation,
and
iv)
any other documentation and information that staff requests,
for consideration in advance of the detailed Public Services
Department report to Committee, in order for staff to assess and
advise Council whether providing the Brampton Beast the funds
and benefits as requested is economically feasible and compliant
with the provisions of the Municipal Act, 2001 and any other
applicable legislation.
Staff met with Cary Kaplan of the Brampton Beast Hockey Club on February 2, 2016
to discuss the requested information and the process for reporting back to Committee
of Council. The majority of the information from the Brampton Beast was received the
week of February 15, 2016.
Current Situation:
The Brampton Beast has asked the City to 1) cover its operating losses for the 20162017 season and 2) take on ownership of the Powerade Centre and enter into new
lease arrangements that would contribute to the “long term sustainability and health”
of the Club.
Council requested the Brampton Beast to provide a variety of information to help in
assessing the economic feasibility and statutory compliance aspects of the Brampton
Beast’s request for funds and benefits from the City.
City staff has reviewed the information provided by the Brampton Beast. Some
information that Council and staff requested from the Brampton Beast was not
received or did not meet the level and quality of information anticipated. This includes
unaudited financial statements and information provided at a level of detail that
makes it difficult to validate or to review constructively.
Detailed comments on the information provided by the Brampton Beast are included
in Attachment A to this report.
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Attachments B to F are selected documents received from the Brampton Beast.
These documents include financial information on the Brampton Beast, an economic
impact assessment prepared for the Brampton Beast, and additional details on the
Brampton Beast’s proposals funding and benefits from the City.
The following comments are provided to assist in Council consideration of the
requests made by the Brampton Beast for funding and benefits.
Review of Economic Impact Assessment for the Brampton Beast
Appended to the staff report as Attachment D is a document titled “Economic Impact
Assessment, Brampton Beast” prepared for the Brampton Beast by The Wagstaff
Group. The report presents the economic impacts of the 2015-2016 full hockey
season with 36 home games.
Highlights of the economic impact include:
 “The expenditures associated with Brampton Beast season is a combined total of
$2,520,103. This includes visitor spending ($668,988), capital spending
($310,000) and operational expenditures ($1,541,115).”
 “The economic impact resulting from one season of play in Brampton is
$3,700,000 for the City of Brampton and $5,500,000 within the Province of
Ontario. The total annual tax revenue estimated impact across all levels of
government is over $842,000, including $396,000 in Federal, $314,000 in
Provincial and $131,000 in Municipal.”
The Wagstaff Group used the Sport Tourism Economic Assessment Model (STEAM)
with inputs from the Brampton Beast to generate the economic impact summary. This
is the industry standard for sport tourism events. Its application to a hockey season is
not typical but has merit and produces useful information. The results are as reliable
as the processes to collect and confirm input information such as the number of
Brampton hotel rooms booked and the applicable room rate.
As context for the findings on the Brampton Beast, the estimated economic impacts
of two annual hockey events hosted in Brampton -- the 49th Annual Canadettes
Easter Tournament (March 25-28, 2016) and the 2015 Two Nations College Prep
Series (December 3-6, 2015) -- were found to have economic impacts which bracket
those of the Brampton Beast. The dollar values suggest that certain scale of sports
events achieve economic impacts in the same general range as the Brampton Beast.
The Brampton Beast’s Operating Losses
The Brampton Beast provided financial statements for the first two years of
operation. The Brampton Beast incurred an operating loss of $509,672 prior to the
start of the first season, lost $1,733,606 during their inaugural 2013/2014 season,
and $2,170,219 during their 2014/2015 season. The cumulative loss at June 30,
2015 was $4,413,497.
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Based on the Brampton Beast’s initial budget and the business plan directions
presented to Council in early 2013, operating losses are mainly the result of
significant revenue shortfalls in all areas. Revenues are tracking at only half of what
is required to support the operating expenses. Ticket sales numbers may not be the
same as actual fans in seats; and this may explain lower merchandise and
concession sales. Revenues from suites and advertising are below those
experienced prior to the Brampton Beast.
It is clear that the Brampton Beast have made efforts over the past three years to
generate sufficient interest and revenue from fans, sponsors, and advertisers.
Nonetheless, losses in the $1.5 - $2.0 Million range per season appear likely.
“Growing” the fan base for spectator hockey in Brampton over the past 18 years
appears to remain a challenge, including achieving the revenues necessary to cover
the operating expenses of a professional hockey team.
The Brampton Beast’s information does not show evidence of financial break-even
based on the key drivers of revenue already within the control of the Club, i.e., tickets
and attendance, suite licence, advertising, pouring and naming rights. The Club’s
proposals appear highly optimistic and depend on growth that exceeds the
experience of the first three seasons.
Based on the available information, it appears that funding losses in one form or
another will be required for some time. This likelihood is relevant to a decision on
providing assistance for the 2016-2017 season.
Brampton Beast’s Lease with the Powerade Centre
The Brampton Beast has requested that the City purchase the facility from PA Sports
Centre Inc. and provide the Beast with a “reasonable and fair lease.”
The structure of the lease gives the Brampton Beast control over key revenue
streams, such as pricing and rate structure of tickets, suites, advertising, and naming
rights. The lease appears to provide the Brampton Beast greater opportunity to
generate and retain revenues than was the case with the Brampton Battalion.
It is not clear that new ownership of the Powerade Centre and a new lease at the
Powerade Centre would, in themselves, address the fundamental issue of
underachieved revenues.
The club’s proposals for an improved lease, assuming City ownership of the facility,
would potentially cost the City in the range of $1M annually based on relief from
facility rent and foregone revenues arising from splitting of various revenue streams.
This does not include any other costs the City would be exposed to as the owner
and/or operator of the facility.
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Statutory Compliance Aspects of Covering the Brampton Beast’s Requests
Legal review on the Municipal Act, 2001 and other legislative compliance is not
included since the information and proposals from the Brampton Beast were not
found economically feasible.
Corporate Implications:
Financial Implications:
There are no immediate financial implications to this report. Should Council decide to
pursue any funding or financial support to the Brampton Beast, a funding source
would need to be identified.
Strategic Plan:
The Strategic Plan 2016-2018 includes four priority areas for the vision of the City
Council, which moves us toward being a connected city that is innovative, inclusive
and bold. This report supports the Strategic Plan goal of Good Government through
“proactive, effective and responsible management of municipal assets and services.”
Conclusion:
The Brampton Beast’s information does not show evidence of achieving financial
break-even based on the key drivers of revenue already within the control of the
Club, i.e., tickets and attendance, suite licence, advertising, pouring and naming
rights. Operating losses are mainly the result of significant revenue shortfalls.
Overall, the information and proposals from the Club appear optimistic and depend
on growth that exceeds the experience of the first three seasons.
Based on the available information, it appears that funding losses in one form or
another will be required for some time to cover the Club’s expenses. This likelihood is
relevant to a decision on the request to cover losses for the 2016-2017 season.
As outlined in Attachment A, “Staff Review and Comment on Information provided by
Brampton Beast”, information and proposals from the Brampton Beast were not
found economically feasible.

_______________________
Brian Rutherford
Director, Business Services
Public Services Department

______________________
Julian Patteson
Chief Public Services Officer
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Attachments:
A

Staff Review and Comment on Brampton Beast Request.

B

Financial Statements (unaudited) of 1652747 ONTARIO LIMITED, Year ended
June 30, 2015.

C

Year 1 - 3 Detailed Revenue Breakdown.

D

Economic Impact Assessment, Brampton Beast (prepared by The Wagstaff
Group).

E

Proposed Partnership with City of Brampton and its Constituents for
2016-2017 Season.

F

Brampton Beast Franchise 2016-2017 and Beyond.
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Attachment A

Staff Review and Comments on
Information Provided by the Brampton Beast

February 29, 2016
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Section 1 – Overview
Background
At the Corporate Services Committee meeting of January 20, 2016, the Brampton Beast
Hockey Club made a delegation which, among other things, requested that the City of
Brampton to provide an immediate cash infusion of $750,000 to cover their operating and
potential losses incurred in the 2016 / 2017 hockey season to a maximum of $1.5 million while
the City begins dialogue with the intent to enter into negotiations to attempt to purchase the
Powerade Centre within the next 12 months from PA Sports, whose lease does not expire until
2034.
At its meeting of January 27, 2016, Council adopted the following motion:
C012-2016

That the Brampton Beast prepare, at their expense:
i)
ii)

iii)
iv)

a detailed economic impact study,
a three-year detailed history of Brampton Beast revenues (ticket sales,
sponsorships, merchandising, revenue from other events, and naming
rights),
audited financial statements for the last three years of operation, and
any other documentation and information that staff requests,

for consideration in advance of the detailed Public Services Department report to
Committee, in order for staff to assess and advise Council whether providing the
Brampton Beast the funds and benefits as requested is economically feasible and
compliant with the provisions of the Municipal Act, 2001 and any other applicable
legislation.

Purpose and Approach to Staff Review of Information from the Beast
This document forms part of a staff report to the Community and Public Services Committee
meeting of March 2, 2016 titled as “Brampton Beast Request for Coverage of Operating Losses
– Ward 3 (AF.b)”
The purpose of this document is to provide staff comments on the review of information from
the Brampton Beast, particularly with respect to Council’s consideration of the Brampton
Beast’s requests for funds and benefits to address the hockey club’s losses and related
questions on the economic feasibility and compliance of such assistance.
The following are some of the main questions and considerations in front of the City in relation
to the proposals (or “requests”) from the Brampton Beast:


What is the outlook on the Brampton Beast’s future operating losses?
3
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What are the main causes of the operating losses?
What are the risks associated with covering the Brampton Beast’s operating losses?

Review Process
Staff met with Cary Kaplan of the Brampton Beast on February 2, 2016 to discuss the
documents necessary for staff to review.
The Brampton Beast submitted twelve documents during the week of February 15 - 19, 2016.
On February 19, 2016, staff identified and communicated a list of outstanding information
requests and follow-up questions related to the information received. The Brampton Beast
responded to the requests for information and questions on February 22 - 25, 2016.
Staff met with representatives from PA Sports (Realstar), engaged opinions from external legal,
real estate, and a chartered accountant.
City staff representatives from Finance, Legal, Real Estate, and Recreation collaborated,
provided information, and advice.
Secondary sources of information were sought that included historical league attendance
figures from league websites, newspaper articles, some benchmarking, and public reports from
other municipalities that provide information and context.

Information Provided by the Brampton Beast
Information received from the Brampton Beast has been reviewed by staff in preparing this
report.
The following documents received from the Brampton Beast include key information about the
Brampton Beast and their proposals (or “asks”) for City support, as follow:






Financial Statements (Unaudited) of 1652747 ONTARIO LIMITED, Year ended June 30,
2015
Year 1-Year 3 Detailed Revenue Breakdown
Economic Impact Assessment, Brampton Beast (prepared by The Wagstaff Group)
Proposed Partnership for City of Brampton & its Constituents for the 2016 / 2017 Season
Brampton Beast Franchise 2016 – 2017 and Beyond

These documents will be provided to Council as part of the staff report.
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Completeness and Quality of Information
Some information that Council and staff requested from the Brampton Beast was not received
or did not meet the level and quality of information required to complete a full and
comprehensive analysis.
For example, financial statements for the first two years of operation provided by the Brampton
Beast are unaudited. Financial statements are a main source of information on a business’s
performance and audited financial statements are intended to provide a reasonable assurance
on the accuracy of financial statements. Of note, is the following statement from KPMG, who
compiled the financial statements for the Beast: “We have not performed an audit or a review
engagement in respect of these financial statements and, accordingly, we express no
assurance thereon. Readers are cautioned that these financial statements may not be
appropriate for their purposes.”
Other information received from the Brampton Beast did not include many details, rather,
information was provided at a summary and projection level which includes information staff are
unable to validate and or report on. Current year operating statements are not available from
the Brampton Beast.
Sections of this review will, therefore, note relevant concerns with the information provided and
implications for assessing the requests from the Brampton Beast.

Confidentiality
The Brampton Beast inquired as to the confidentiality of the information provided to the City.
City staff provided the Brampton Beast with an overview and link to of the Municipal Freedom of
Information and Protection of Privacy Act, R.S.O. 1990, c. M.56 (MFIPPA) and its provisions for
disclosure of information provided by a third party (in this case, the Brampton Beast).
Staff indicated that the report would need to provide relevant information discussed at Council
(e.g., ongoing losses incurred by the Brampton Beast) and other information relevant to
Council’s consideration of providing funds or benefits to the Brampton Beast.
Staff spoke with the Brampton Beast regarding appending selected documents to the report
(e.g., the financial statements and the Brampton Beast’s proposals for the 2016-2017 season)
and received verbal permission to do so.
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Section 2 -- Background on the Powerade Centre and the Brampton Beast
Powerade Centre
In the 1990s, the City of Brampton desired a 5,000 seat spectator arena and entertainment
facility to host an OHL anchor tenant and bring other sport and entertainment opportunities to
Brampton residents. Lacking funding to develop the venue and not wanting to take on debt, the
City chose a public-private-partnership (P3) model to design, build, finance, and operate. In
1998, the City entered into a Ground Lease with PA Sports Centre Inc. which led to the
development of the Powerade Centre. The Ground Lease ends in 2034 at which time the City
assumes ownership of the arena complex. The land on which the Powerade Centre sits is
owned by the City while the facility is owned and operated by PA Sports Centre Inc.
The City of Brampton has made significant financial commitments to provide a 5,000 seat
spectator arena with the expected amenities to support revenue opportunities and efficiencies
for tenants and operator. The City provided the land, loan guarantees, construction loan, and
operating guarantees towards the P3 project. Since 1998, the City has provided a total of $19.7
million in funding as shown in the following table.

Construction Loan
Net Operating Advances
Cash Flow Deficiencies
Capital Improvements *

As at Dec. 31, 2015
(millions)
$6.0
$6.3
$1.2
$6.2
$19.7

The Capital Improvements funding noted above includes the Score Clock (cost $1.5 million)
provided by the City in 2013. The City continues to retain ownership of the Score Clock under a
licence agreement with the Powerade Centre. A request for capital funding from PA Sports
Centre Inc. for $285,000 for replacement of the ammonia condenser at the Powerade Centre
was approved as part of the 2016 capital budget is not included in the above table.
In 2011 and 2013, Council approved refinancing plans that enabled the Powerade Centre to
generate positive cash flow and become self-sustaining, limiting the likelihood of further
operating loss contributions from the City.
Although there is no obligation for the City to fund capital expenditures at the Powerade Centre,
the City has historically considered and supported capital funding requests that help maintain
the facility in a state of good repair, or which improve operating efficiency or which help the
facility generate revenue. This includes the funding and replacement of the score clock in the
spectator arena in 2013 as part of the overall arrangements for the Brampton Beast at the
Powerade Centre.
The City and PA Sports are currently undertaking a building condition assessment (BCA) to
ensure safety, reliability, and prolonged useful life to the investments in this venue.
6
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Brampton Beast Hockey Club
The Brampton Beast (or the “Club”) is one of twenty eight teams that comprise the professional
ECHL (East Coast Hockey League). The Beast is the only Canadian team in the ECHL and has
operated from the Powerade Centre in Brampton since the fall of 2013. The team assumed the
role as major tenants at the Centre after the Ontario Hockey League (OHL) team, the Brampton
Battalion, relocated to North Bay after fifteen years being the key tenant at the Powerade
Centre since its opening in September, 1998.
For their first season 2013-2014, the Brampton Beast operated as part of the Central Hockey
League (CHL). In October, 2014, the CHL ceased operations and the Brampton Beast and six
other teams joined the ECHL for the 2014-2015 season.
The current season, 2015-2016, is the Club’s third year of operations. The Club’s schedule
sees it play 72 games with 36 of these at home at the Powerade Centre. At the present time,
the Beast, to February 29, has played 53 games resulting in a 16-26-7-4 win-loss-tie-tie record
for 43 points, placing them in last place in the eastern Conference. The Club has not played in
any playoff games since it began.
The Club is owned by Gregg Rosen a Kingston businessman, and Cary Kaplan, who serves as
President and General Manager. Mr. Caplan is also the owner of Cosmos Sports the
management company retained by the Club to assist with operations and marketing. The Club
roster indicates 26 players. The Club is affiliated with the National Hockey League (NHL)
Montreal Canadiens and the American Hockey League (AHL) St. John’s Ice Caps.

Lease between Brampton Beast and PA Sports Centre Inc.
The Brampton Beast has indicated that the current lease between the Brampton Beast and PA
Sports is a problem for team sustainability. The current 10-year lease was negotiated in 2013
between the Brampton Beast and PA Sports Centre Inc.
City staff reviewed the lease between the Brampton Beast and PA Sports, including a
comparison of its key commercial terms with the lease for the preceding OHL hockey club, the
Brampton Battalion.
The Brampton Beast assumes the lead sales responsibility for ticket, suite licence, advertising,
pouring and naming rights. The lease provides for sharing of revenue opportunities (or revenue
splits) and provides the Brampton Beast with the lead responsibility on selling tickets, suite
licences, merchandising, advertising, sponsorships, pouring and naming rights. The lease gives
the Brampton Beast significant opportunities on key revenue streams and the capacity to
generate revenues to support the hockey club’s operations.
The Brampton Beast has referred to their rent as $300,000. This amount is actually the sum of
annual payments to the Powerade Centre based on the revenue splits set out in the lease. It is
made up of a percentage of advertising and sponsorship ($100,000), a percentage of suite
sales ($50,000), and a percentage of ticket sales (called basic rent $150,000), plus some
7
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additional incidental costs. These amounts are paid by the Brampton Beast to the Powerade
Centre.
The Powerade Centre provides a share of the food and beverage sales during game periods to
the Brampton Beast, an amount similar to that of other facilities lease in Ontario.
Overall, and based on review of secondary sources, it appears that the lease includes terms
that are typical of many major arena facilities in Ontario with respect to the types of fees the
team pays the facility and vice versa.
The Brampton Beast negotiated these terms and they appear to be favorable to the Brampton
Beast in comparison to the lease with the Brampton Battalion. The lease provides the club the
ability to pursue and benefit from various potential revenue streams such as advertising and
sponsorship, suites, and naming rights. Presumably, the lease reflects the Brampton Beast’s
emphasis in these aspects of operating a hockey club.
The table below provides a comparison of the main commercial terms of the leases between
PA Sports and both the Brampton Battalion and Brampton Beast:

Lease Term
Fees Paid by
Facility to Team

Fees Paid by
Team to Facility

Indemnity

Brampton Battalion

Brampton Beast

15 Years with option to
terminate after 10 years
1. 10% of suite revenue
2. 10% of food &beverage
3. 50% of advertising profit
4. 50% of parking profit
1. Minimum annual rent of
$40K, reduced by gate
fees
2. 10% of gate revenue
3. Cost of Licensor’s staff for
hockey games
4. Common Area
Management fees
~$3,300 annually
None

10 years with option to extend for 5 years
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1. 10% of food & beverage (F&B) revenue
up to $500K; 15% of F&B revenue
between $500k and $1M; 20% F&B
revenue over $1M
1. Minimum annual rent of $150K;
maximum annual rent $175K based on
$1.25 per ticket sold less the minimum
annual rent
2. 50% of suite revenue
3. $100K minimum advertising fee, plus
10% of gross advertising revenue in
excess of $200K
4. 40% of Naming & Pouring Rights
If event of default occurs Gregg Rosen
agrees to pay liquidated damages in the
amount of $1M in year 1, $750K in year 2,
$500K in year three and $250K in
subsequent years
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Section 3 – Review of Financial Information from Brampton Beast
Brampton Beast --Financial Statements
Appended to the staff report are two documents from the Brampton Beast that contain
information on the club’s financials:
Attachment B

Financial Statements (Unaudited) of 1652747 ONTARIO LIMITED,
Year ended June 30, 2015

Attachment C

Year 1-Year 3 Detailed Revenue Breakdown

Attachment B provides unaudited financial statements for the first two years of operation
provided by the Brampton Beast.
Attachment C provides information on the club’s revenues to this point, including projected
revenues for the club’s third year of operation (which includes the current 2015-2016 season).
Financial statements are the main source of accountability of management performance and
audited financial statements are intended to provide a 'reasonable' assurance over the
accuracy of financial statements.
Staff questioned why the club’s financial statements are not audited. The Brampton Beast
answered that club ownership felt the cost of auditing (estimated at $50,000) is not worth it and
are comfortable with what is provided by/with KPMG. It should be noted that the “Notice To
Reader” provided by KMPG at the front of the financial statements includes the caution “We
have not performed an audit or a review engagement in respect of these financial statements
and, accordingly, we express no assurance thereon. Readers are cautioned that these financial
statements may not be appropriate for their purposes.”
Staff also requested internal financial statements and budgets for the current 2015 – 2016
season. The club responded that they would not have current year financial information until
May 2016. Staff found it unusual that monthly or quarterly financials are not prepared for the
benefit of regular management monitoring of financial performance.
Staff analysis relies, therefore, on the unaudited financial statements for seasons 1 and 2 and
additional information provided by the Beast to reflect projected revenues for season 3 and 4.
Should Council consider financial assistance to the Brampton Beast (e.g., covering operating
losses), staff recommends that audited financial statements be among the conditions of any
such assistance.
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Comments on Financials
Overview
In general, the information provided indicates that the club’s revenues are significantly below
the level required to cover operating expenses.
The Brampton Beast incurred an operating loss of $509,672 prior to the start of the first season,
lost $1,733,606 during their inaugural 2013/2014 season, and $2,170,219 during their
2014/2015 season.
The cumulative loss at June 30, 2015 is $4,413,497.
The Brampton Beast provided their first season break-even budget forecast that anticipated
expenses and revenues of $3.08M. Budget figures (i.e., planned expenditures and revenues)
were not provided for any other year.
Expenses
Total expenses for 2013-2014 were $2.903 million.
In 2014-2015, operating expenses increased by $560K or 19.3% to $3.463 million.
The significant increase was mainly due to salaries, $165,000, foreign exchange losses of
$247,500, advertising $95,000, and medical of $57,000.
The financial statements provided for the first two seasons provide the following expense
information:
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Expense Details, Brampton Beast, Year 1 and Year 2

Salaries and benefits
Travel
Rent
Foreign exchange loss
Advertising
Management Fees
Equipment & Uniforms
Housing
Medical
League expenses
Marketing
Amortization
Office and general
Game
Team expenses
Computer expense
Interest and bank charges
Employees
Printing
Supplies
Professional fees
Tickets
Souvenirs
Player activities
Training
Total

$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$

2015
1,022,516
347,066
298,594
253,412
212,043
200,004
182,536
167,103
141,907
128,910
99,997
89,078
75,838
64,806
23,943
19,218
16,951
15,758
15,743
12,515
11,053
10,093
7,422
7,040
6,896
3,430,442

$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$
$

2014
857,364
325,003
265,149
6,059
117,099
200,000
217,065
183,635
85,229
148,943
99,900
95,425
22,901
40,640
25,302
14,053
18,482
15,922
17,131
35,140
14,862
12,471
39,392
14,294
22,824
2,894,285
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Variance
19%
7%
13%
4082%
81%
0%
-16%
-9%
67%
-13%
0%
-7%
231%
59%
-5%
37%
-8%
-1%
-8%
-64%
-26%
-19%
-81%
-51%
-70%
19%

2015 % of total
29.8%
10.1%
8.7%
7.4%
6.2%
5.8%
5.3%
4.9%
4.1%
3.8%
2.9%
2.6%
2.2%
1.9%
0.7%
0.6%
0.5%
0.5%
0.5%
0.4%
0.3%
0.3%
0.2%
0.2%
0.2%
100.0%
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Revenues
Year 1 revenues amounted to $1,169,093 with year 2 at $1,292,576 for an increase of $124K or
10.7%.
These revenues are significantly below the first year break-even budget forecast of revenues of
$3.08M.
Year 3 and Year 4 projected revenues, including revenue type, have been provided by the
Brampton Beast. These are reflected in following sections as appropriate, including comments
by staff.
Ticket Sales
Average tickets issued for year 1 was 2,233 per game, year 2 was 2,578 per game, and year 3
is 2,800 per game (to date).
This represents a 15.5% increase year 2 over year 1, and an 8.6% increase in year 3 over year
2.
Average regular season ticket sales last season in the East Coast Hockey League (ECHL) was
4,598 and in Ontario Hockey League (OHL) was 4,131 spectators per game. The Brampton
Beast has been growing ticket sales each year and are reaching the highest average ticket
sales per game in the history of the Powerade Centre. Again, the average Brampton Beast
ticket sales this season are approximately 2,800 per game.
It should be noted that these figures represent tickets issued and not fans in the seats. There
are indications that reported ticket sales numbers are higher than actual attendance at games.
Powerade Centre staff indicate that actual attendance (fans in seats at games) appears to be
50-60% of the reported number of tickets issued.
Sponsorships of tickets by local business and charities may be a contributing factor to the
difference between ticket sales and the number of fans in the seats. It could be assumed that a
percentage of actual attendance is attributable to fans who receive complimentary tickets from
a sponsor. People with complimentary tickets may be less likely to follow-through with attending
a game than someone who purchased a ticket. While this strategy can introduce new potential
fans, it may also indicate that not enough fans are willing to purchase tickets.
Given that actual attendance at games correlates strongly with other revenue streams (such as
suites, advertising, merchandise, food and beverage), a difference between tickets issued and
actual attendance has many implications for team and facility revenues.
Ticket sales are the most significant revenue stream for professional hockey teams in 5,000
seat venues. In the case of the Brampton Beast, this represents over 75% of their revenue.
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Revenues for the various ticket categories are listed below:
Revenue
Season Tickets
Flex Tickets
Group Ticket
Suite Tickets
Walk Up/Pre
Total

$
$
$
$
$
$

2013-2014
249,153
21,475
323,969
74,215
74,123
742,935

$
$
$
$
$
$

2014-2015
334,055
12,015
335,950
74,441
75,995
832,456

2015-16 Projected
$
401,250
$
26,366
$
407,897
$
86,202
$
66,506
$
988,221

2016-17 Projection
$
483,750
$
29,002
$
451,980
$
96,547
$
83,154
$
1,144,432

12%
12%

19%
33%

16%
54%

Annual Increase
Cumulative Increase

Brampton Beast single game tickets range in price from $14.25 to $28.25. Discounts and
promotions results appear to yield an actual average ticket price of $9.80 per seat. This is
calculated by dividing the 2015-2016 projected revenue of $988,221 by projected ticket sales of
100,800 (2,800 average per game times 36 games) equals $9.80 average ticket price. Staff
observes that raising the average ticket price is as critical as selling tickets to earn sustainable
revenues.
Suite Licences
The Brampton Beast has a total of 30 Luxury Suites at the Powerade Centre available to sell.
The licence holder is required to purchase 10-14 season tickets in addition to the suite licence.
Suite sales are commonly linked to other benefits including use during other venue events,
advertising, discounts on additional tickets, reserved parking, suite entrance, and food and
beverage services.
Suite licence revenue is shared 50% each between the Brampton Beast and PA Sports.
The Brampton Beast share of suites licences revenue is shown in the table below.

Suite License Sales
Season
Beast Revenue
2013 / 2014
$
50,450
2014 / 2015
$
54,910
2015 / 2016 (projected)
$
63,849
2016 / 2017 (projected)
$
73,000
For comparison, in 2011, when the Brampton Battalion was the hockey club, Powerade Centre
sales staff achieved total revenue for suite licences of $169,600. If that level of sales were to
13
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be achieved by the Brampton Beast, the revenue split of 50% would yield the Beast $84,800,
an amount higher than recent actuals or projected revenues from suite licenses.
Advertising Sales
The Brampton Beast has a variety of advertising mediums at the Powerade Centre complex to
sell including opportunities in the community rinks. These mediums include back-lit panels, onice graphics, ice resurfacer, announcements, and the score clock during game times.
Gross revenue is shared with PA Sports. PA Sports receives $100,000 and 10% of sales over
$300,000. Below is a table with summary information.

Season
2013 / 2014
2014 / 2015
2015 / 2016 (projected)
2016 / 2017 (projected)

$
$
$
$

Advertising Sales
PA Sports Revenue
Beast Revenue
100,000.00 $
137,224.00
100,000.00 $
157,968.00
100,000.00 $
160,000.00
103,800.00 $
234,200.00

$
$
$
$

Gross Sales
237,224.00
257,968.00
260,000.00
338,000.00

For comparison, in 2011, annual gross advertising sales were $411,315 when the Brampton
Battalion was at the Powerade Centre.
Pouring Rights and Naming Rights
The Brampton Beast is the lead sales agent for pouring rights and naming rights at the
Powerade Centre. Revenue from these areas is to be shared 60% to the Brampton Beast and
40% to PA Sports
Pouring rights are for non-alcoholic and alcoholic beverages and is also sometimes called an
exclusivity agreement that picks a soft drink brand and a beer brand.
Naming rights are the right to name a piece of property, either tangible or an event. Naming
rights are available for the overall complex naming and also includes naming rights inside each
community rink.
The naming rights agreement with Powerade ended in February 2016. At present, the
Brampton Beast is in the marketplace for new naming rights. The Brampton Beast has indicated
they see potential for a significant increase in the value of the naming rights for the facility.
Comparing naming rights between venues is complicated by different terms and conditions
typically associated with these agreements:




Are the capital costs of signage included in the fee or extra?
Is on-going maintenance and cleaning included or extra?
Are exclusivity clauses or contra deals involved?
14
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Are other venues or agreements included?
Are advertising, tickets, suites, events included?

Naming rights examples are listed in the table below:
Building Name

City

Ricoh Coliseum

Toronto, ON

MasterCard Centre

Etobicoke, ON

Sleeman Centre

Price

Years Avg. Annual Tenant(s)

$ 4,800,000

10

$

480,000 AHL Toronto Marlies

?

?

$

525,000 NHL Toronto Maple Leafs - Practice Rink

Guelph, ON

$ 1,100,000

13

$

FirstOntario Centre

Hamilton, ON

$ 3,500,000

10

$

350,000 OHL Hamilton BullDogs

K-Rock Rogers Centre

Kingston, ON

$ 1,700,000

10

$

170,000 OHL Kingston Frontenacs

Budweiser Centre

London, ON

$ 6,400,000

10

$

640,000 OHL London Knights

Hershey Centre

Mississauga, ON

$ 1,900,000

10

$

190,000 OHL Mississauga Steelheads

Meridian Centre

St Catherines, ON

$ 5,230,000

25

$

209,200 OHL Niagara IceDogs

General Motors Centre

Oshawa, ON

$ 1,650,000

10

$

165,000 OHL Oshawa Generals

Essar Centre

Sault Ste Marie, ON $ 1,500,000

10

$

160,000 OHL Soo Greyhounds

WFCU Centre

Windsor, ON

$ 1,750,000

10

$

175,000 OHL Winsor Spitfires

Aviva Centre

Toronto, ON

?

10

$

750,000 Tennis Canada - Includes Event Sponsorship

Mattamy National Cycling Centre Milton, ON

$ 2,000,000

10

Sony Centre

$ 10,000,000

10

Toronto, ON

84,615 OHL Guelph Storm

?

Toronto 2015 PANAM/PARAPANAM Games

$ 1,000,000 Entertainment

The Brampton Beast provided some of the major highlights of the current Powerade Centre as:











The facility hosts 1.2 million patrons annually
100 million cars drive by the venue each year via 410/407 and Kennedy Road
The only facility of this kind on the 407
The venue is accessible within a 20-minute drive of 2.1 million people
The venue is a 15 minute drive from Canada’s busiest airport
Multi-purpose 4-pad/5,000 seat sport and entertainment complex
Hosts many youth and recreational teams
Home to the Brampton Beast
Demographically in the region with world’s largest percentage of immigrants from India
The venue is on the direct flyover path of Pearson flights

The Brampton Beast has indicated that the primary factor that impacts the valuation of naming
rights for the Powerade Centre is traffic. Brampton Beast see an opportunity for bolder signage
because the facility is visible from all directions in the 407/410 corridors as well as Kennedy
Road.
City staff comments there is significant potential impact on revenues if anticipated value for
naming rights is not achieved as planned.
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Uncertainty with the Club’s financial sustainability and the possibility of not continuing in
Brampton coupled with a potential change of ownership of the Powerade Centre may cause a
pause or delay in securing naming rights. The naming rights have been marketed for some time
and have not been secured to date. Costs related to signage and maintenance are sometimes
net of gross naming rights payments and venues / teams do not always receive a positive cash
flow in the early years of naming rights agreements. The impact of no naming rights or lower
offers than expected is a material risk to address, especially as this represents a significant
dollar amount and percentage of projected revenue.

Operating Loss Forecast
What will the Brampton Beast’s operating loss be this year and following years?
Staff did not receive an outlook for the current season from the Brampton Beast.
As noted in the previous “Comments on Financials” section, the Brampton Beast does not have
monthly or quarterly financial statements for the current 2015 – 2016 season.
Staff has prepared a range of operating loss forecasts with assumptions from the information
available and revenue projections from the Club.
The first chart is the historical performance as reported by the Club:
From Financial Statements
Revenue
Prior to first season
Year 1 - 2013-2014 Season
Year 2 - 2014-2015 Season

$
$
$
$

1,169,093
1,292,576
2,461,669

$
$
$
$

Expenses
509,672
2,902,699
3,462,795
6,875,166

$
$
$
$

Loss
(509,672)
(1,733,606)
(2,170,219)
(4,413,497)

The next chart is prepared by staff from the information available from the Brampton Beast. In
the absence of information from the Club, the expense total is based on Year 2 of club
operation with an assumed increase of 2% per year for purposes of this exercise.
The anticipated revenues for the Club’s Year 3 season (2015-2016) are based on projected
actuals from the club. The chart includes two scenarios for the club’s operating losses in Year
4, depending on which anticipated savings or revenue enhancements proposed by the Club for
2016-2017 are included in the projection.
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Operating Projections

Year 3 - 2015-2016

Beast Revenue
Expenses
Loss
Projection
( Year 2 + 2% ann. increase)
$ 1,501,764.00 $
3,532,050.90 $(2,030,287)

Year 4 - 2016-2017 - without Naming Rights,
Winning Team, Savings on Housing & Travel

$ 1,776,432.33 $

3,602,691.92 $(1,826,260)

Year 4 - 2016-2017 - with Naming Rights,
Winning Team, Savings on Housing & Travel

$ 2,326,432.33 $

3,415,191.92 $(1,088,760)

The Club’s projected Year 3 operating losses will likely be in the range of $2 million dollars. This
is based on inferences from unaudited financial information and projections provided by the
Brampton Beast. Given the information available, this projection should be viewed cautiously as
an approximation and operating losses could be higher or lower.
As noted, the Club’s projected Year 4 operating outlined in the chart includes two scenarios.
The scenarios were developed on a number of potential savings and revenue improvements
anticipated by the Club. These potential savings and revenue improvements are presented and
commented on by staff in Section 5 of this document.
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Section 4 – Review of Economic Impact Assessment
Appended to the staff report as Attachment D is a document titled “Economic Impact
Assessment, Brampton Beast” prepared by The Wagstaff Group.
The report presents the economic impacts of the 2015-2016 full hockey season with 36 home
games.
Highlights of the economic impact include:
“The expenditures associated with Brampton Beast season is a combined total of
$2,520,103. This includes visitor spending ($668,988), capital spending ($310,000) and
operational expenditures ($1,541,115).”
“The economic impact resulting from one season of play in Brampton, is $3,700,000 for
the City of Brampton and $5,500,000 within the Province of Ontario. The total annual tax
revenue estimated impact across all levels of government is over $842,000, including
$396,000 in Federal, $314,000 in Provincial and $131,000 in Municipal.”

Comments on Economic Impact Assessment
The Wagstaff Group used the Sport Tourism Economic Assessment Model (STEAM) with
inputs from the Brampton Beast to generate the economic impact summary. This is the industry
standard for sport tourism events. Its application to a hockey season is not typical but has merit
and produces useful information. The results are as reliable as the processes to collect and
confirm input information such as the number of Brampton hotel rooms booked and the
applicable room rate.
To provide some context, the STEAM model is also the standard model utilized by Sports
Brampton staff for assessing local sport events. For comparison purposes, two annual hockey
events hosted in Brampton have used the STEAM model to estimate economic impacts in
Brampton:


49th Annual Canadettes Easter Tournament
o Date: March 25-28, 2016
o Host: Brampton Canadettes Girls Hockey Association
o Venues: All City arenas and Powerade Centre
o Participants: 400 teams, 8,000 (est.) females, aged 9+ years
o Estimated economic activity in the province of $10,234,440, of which $6,455,884
is in the City of Brampton.



The 2015 Two Nations College Prep Series
o December 3-6, 2015
o Host: Brampton Canadettes Girls Hockey Association
o Venues: Century Gardens, South Fletchers, Chris Gibson
18
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o Participants: 64 teams, 1,280 (est.) females, aged 14-18 years
o Estimated economic activity in the province $4,214,285, of which $2,667,783 is in
the City of Brampton.
Again, these two events and their estimated economic impacts are included for context and
comparison with the results of the STEAM analysis provided by the Brampton Beast. The dollar
values suggest that certain scale of sports events achieve economic impacts in the same
range as the estimated economic impacts of the Brampton Beast.
A professional hockey team also provides many intangible social and economic benefits to a
community. While these intangible benefits are difficult to estimate and quantify and were not
part of the economic assessment provided by the Brampton Beast, they should not be
overlooked.
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Section 5 – Brampton Beast Proposals
The Brampton Beast in its Letter to Council at Corporate Services Committee on January 22,
2016, requested:
“That the City of Brampton agrees that for the 4th Brampton Beast season (2016 – 2017),
while the City and Real Star are in discussions, the City will cover any additional losses
incurred by the Beast to a maximum of $1.5 Million.
(With continued attendance growth, sponsorship growth, and the prospect of a naming
rights agreement, this loss could be substantially less, but it would be capped at $1.5
Million)
A payment plan would be structured and would include a lump sum up front payment of
$750,000; and subsequent mutually agreeable payments during the above mentioned 12
month period based on reviewing financials).”
On February 16 and 17, 2016, the Brampton Beast provided two documents that provided
additional information on the Brampton Beast’s proposals for covering the club’s losses in 1) the
2016-2017 season and 2) in the case of a change of ownership and new agreements with the
club at the Powerade Centre.
Essentially, these two documents provide additional details on the Brampton Beast’s proposals
for the 2016-2017 “bridge year” and an outlook/forecast of the results of a new arrangement at
the Powerade Centre.
These documents are attached to the staff report as follows:

Attachment E:

Proposed Partnership for City of Brampton & its Constituents for the
2016 / 2017 Season

Attachment F:

Brampton Beast Franchise 2016 – 2017 and Beyond

The following sections provide an overview and comments on each of these documents,
including consideration of the economic feasibility and statutory compliance aspects of the
Brampton Beast’s request for funds and benefits from the City.
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“Proposed Partnership for City of Brampton & Its Constituents for the 2016-2017
Season”
Appended to the staff report as Attachment E is a document from the Brampton Beast titled
“Proposed Partnership for City of Brampton & Its Constituents for the 2016-2017 Season”.
The document presents a 5-part proposal outlining numerous advertising and sponsorship
opportunities for the City of Brampton (and other municipal agencies) at a total value of $1.5
million. These include the following types of opportunities:

Partnership Component

Cost

1. 500 tickets per game to Non-Profits

$476,000

2. Title sponsorship of 2 Peel School Days

$235,200

3. 10 Featured Game Night Sponsorships @
$40,000/game
4. Major Facility Sponsorship w/Beast

$400,000

5. Major Sponsorship of Powerade Centre

$188,800

Total Commercial Value

$200,000

$1,500,000

The proposal is intended to provide tangible benefits to the various departments with the City as
well as numerous community groups that would benefit from the opportunities the partnership
would provide.
The proposal is based on a one-year model, however, the approach is intended to help
establish a partnership between team, residents and the City that can act as a catalyst to long
term sustainability of the Brampton Beast.
If the Brampton Beast loses less than $1,500,000 in the 2016-2017 season, the sponsorship
costs to the City of Brampton would be reduced by that amount.
City staff comment on this proposed partnership is that it is unlikely that the City would derive
value or benefit from such an extensive advertising and sponsorship presence at the Powerade
Centre.
The proposed partnership, with its focus on the City as a major sponsorship and advertising
presence at the Powerade Centre, may also impact on revenues from other advertisers and
sponsors in 2016-2017 and beyond.
The identified value of the proposed partnership is $1.5 million. This would be a significant
amount for advertising and sponsorship expenditures by the City. As indicated in an information
report to the Budget Committee meeting of December 9, 2015, the total non-staff costs (both
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direct and indirect) related to communications across the corporation including advertising,
contracted services and other related costs is estimated at $2.6 million. In the context of the
City’s overall expenditures for communications and related services, the proposed partnership
for 2016-2017 in the amount proposed by the Brampton Beast would be a large increase in City
expenditures related to these kinds of services.
It should also be noted that the City has recently chosen not to renew its advertising and suite
agreements with the Powerade Centre. On February 11, 2015, Budget Sub-Committee
requested information regarding contracts for Rental of Sign Locations and Suite Holder
Licence at the Powerade Centre. Staff prepared a Report “Request for Information – Powerade
Centre and Rose Theatre” for the Budget Committee meetings of March 30, 31, and April 2,
2015. As cost saving measures, the contracts for the Rental of Sign Locations for Advertising
and Suite Holders Licence would not be renewed at the end of contract terms saving $45,000
commencing on January 1, 2016.
The purpose of the proposed partnership for 2016-2017 season appears mainly to be a vehicle
or mechanism for City funding to cover the Club’s anticipated operating losses of up to $1.5
Million.
While advertisements and sponsorships at the Powerade Centre certainly have value, it would
appear that the cost of the overall proposal to the City is disproportionate to the need and value
of the advertising and sponsorship benefits.
There may, of course, be advertising and sponsorship opportunities that provide a reasonable
exchange of value and benefits between the Brampton Beast and the City or other public
agencies. These can be assessed and pursued if Council wants to pursue advertising and
sponsorship opportunities with the Brampton Beast.

“Brampton Beast Franchise 2016–2017 and Beyond”
Appended to the staff report as Attachment F is a document “Brampton Beast Franchise 2016 –
2017 and Beyond” prepared by the Brampton Beast.
The document outlines the major financial factors that can impact the Brampton Beast
financials for the club’s fourth season (2016 – 2017) and beyond. The document outlines nine
(9) areas the Brampton Beast suggests would improve the financials.
The first five (5) areas are within the control of the Brampton Beast and could occur within the
current lease with PA Sports. The last four (4) areas represent the potential value to the Beast
under a re-negotiated lease with the City of Brampton if the City chooses to acquire the
Powerade Centre early and make changes to the Brampton Beast lease. The following is a
summary of these major financial factors and the associated impact anticipated by the
Brampton Beast:
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Major Factor
Brampton Beast Controlled
Revenue Trend
$
250,000
Naming Rights
$
450,000
Travel Savings
$
100,000
Player Housing
$
87,500
Improved Team
$
100,000
Facility Rent
Beast Food & Beverage
Other Event Revenue
Extra Naming Rights
Total
$
987,500

Contingent Upon New Lease

$
$
$
$
$

300,000
145,000
450,000
150,000
1,045,000

1. Revenue Trend – anticipated impact on Club’s bottom line of $250K
This major factor has been detailed in the Brampton Beast projections. The Club is projecting
further revenue growth as a result of robust sales and marketing, greater awareness of the
Montreal Canadiens brand as an affiliate, continued player presence in the community, and an
increased number of camps and clinics that will all contribute to revenue growth.
City staff suggests that this major factor is most influenced by strategies that increase average
attendance per game combined with raising the average net ticket price after discounts and
promotions.
2. Naming Rights – anticipated impact on Club’s bottom line of $450K
The Club has identified some examples in the Toronto area namely the Aviva Centre at York
University, Sony Centre, MasterCard Centre, and BMO Field as examples of $600,000 plus per
year agreements. The key strength of the facility is its unparalleled car traffic from all four
directions and approximately 90,000,000 vehicles that drive by the facility each year. The Club
would earn 60% of the revenue from a naming rights agreement.
City staff suggest this major revenue factor has significant risk. Uncertainty with the Club’s
financial sustainability and the possibility of not continuing in Brampton coupled with a potential
change of ownership and operation of the Powerade Centre may cause a pause or delay in
securing naming rights. The naming rights have been in the marketplace for some time and
have not been secured to date. Furthermore, costs related to signage and maintenance are
sometimes net of gross naming rights payments and venues / teams do not always receive a
positive cash flow in the early years of naming rights agreements. The impact of no naming
rights or lower offers than ideal is a material risk to address, especially as this represents a
significant dollar amount and percentage of projected revenue.
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3. Travel Savings – anticipated impact on Club’s bottom line of $100K
The Brampton Beast anticipates reduced flight costs due to an improved regular season
schedules. The ECHL is implementing a plan for teams to negotiate in-kind sponsorship with
local hotels to save visiting teams paying directly for team hotel rooms when travelling.
City staff note that a portion of these savings rely on local hotels willingness to exchange rooms
for other in-kind services.
4. Team Housing – anticipated impact on Club’s bottom line of $87.5K
The Club has been spending $175,000 per year for housing in Mississauga. The Club plans to
find a sponsor in Brampton that will provide a 50% cost savings through a sponsorship trade.
City staff notes that this potential saving requires a Brampton landlord to offer cost savings in
exchange for sponsorship.
5. Winning Record – anticipated impact on Club’s bottom line of $100K
The Brampton Beast sees impacts from an improved winning record and qualifying for the
playoffs that would increase interest and revenues to the club.
City staff note that a winning record and qualifying for playoff games would very likely increase
interest and revenues for the Club.
Summary of Brampton Beast Controlled Major Factors (1 – 5)
With information available today, the first five (5) major factors identified as under the control of
the Brampton Beast, the risk likelihood is high and risk impact is also high of not realizing these
revenue increases and cost reductions. The risks would be reduced with naming rights
agreements and sponsors secured for travel and housing savings.
The next six (6) factors proposed by the Brampton Beast for improving the bottom line are
contingent upon a change of ownership and a new lease for the Club at the Powerade Centre.
6. Facility Rent – anticipated impact on Club’s bottom line of $300K
The sum of annual payments to the Powerade Centre is a combination of a percentage of
sponsorship revenues ($100,000), a percentage of suite sales ($50,000), and a percentage of
ticket sales (called basic rent, $150,000) plus some additional incidental costs. These amounts
total to some $300,000 per season.
City staff comment that this factor assumes a change in ownership of the Powerade Centre and
a new lease for the Club would see the elimination of this “rent” and some key revenue splits
between the Club and the facility, at least while the Club is incurring losses. The elimination of
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this revenue from the Club would need to be made up in some other way, e.g., more revenue
from other users, municipal funding, operating savings, or other possibilities. If the City were to
pursue acquisition of the facility, this proposal means the City would need to accept zero rent
after making the investment to acquire the facility. in effect subsidizing the Beast on an ongoing
basis.

7. Brampton Beast Food & Beverage – anticipated impact on Club’s bottom line of $145K
The Club proposes its share of food and beverage sales be increased to 50%. The Club also
anticipates that food and beverage will increase as attendance grows by 10%.
This is a significant change in the share of this revenue stream between a tenant and the
facility. At present, the Club receives 10% of food and beverage revenue when gross sales are
under $500K, 15% of revenue between $500k and $1M and 20% of revenue over $1M. As the
number of actual attendance increases and gross sales increase the club participates in a
greater percentage of sales.
City staff comments that a 10% share of food and beverage sales during a segregated period
on game days is reasonable. This assumes that the costs for the food, packaging, condiments,
and staffing runs at 80%; therefore the net income of 20% is shared 50% each between the
venue and team. PA Sports overall annual net income from Food and Beverage is 6.1% of
gross sales. Municipal concession stands are experiencing declines in revenue as customers
seek healthier choices with smaller portion sizes; healthier menu items generally have lower
margins with higher food and staffing costs to handle and prepare. Drinking and driving
awareness programs and changing attitudes towards drinking coupled with a family
environment will also impact alcoholic beverage sales.
If the City acquired the facility, sharing revenues from operations such as food and beverage
after making such an investment is an important question.
8. Other Events – anticipated impact on Club’s bottom line of $450K
The Brampton Beast believes they can assist in bringing other sports, entertainment and
corporate events to the facility which will drive incremental revenues. The Club proposes that
they receive 10% percentage of all facility revenues (current revenues included) in exchange for
providing this service.
The Powerade Centre has hosted other sport and non-sport events on an annual basis and
over its 18 year history, however, the potential for greater utilization or additional events and
programming should be explored. The magnitude of that potential and associated cost to
support additional programming would need to be assessed as part of that work.
City staff does not see a reasonable link between the revenue from other complex uses and the
benefits the Club proposes. Again, if the City were to acquire the facility, this proposal would
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mean the City would be sharing a portion of all revenues after making an investment in
acquisition, which has the effect of providing additional municipal subsidies to the Beast.
For comparison, under the current arrangement, the management fee for operating the
Powerade Centre is 5% for all aspects of facility operation.
9. Additional Percentage of Naming Rights– anticipated impact on Club’s bottom line of $150K
The Brampton Beast is responsible for naming rights in the current agreement with the
Powerade Centre and receives 60% of naming rights.
The Club proposes that this share would increase to 80% if the facility were acquired by the
City.
The extra $150K per year is based on an additional 20% of revenue based on a $750,000 sale
of naming rights.
City staff comments that naming rights are more commonly an income stream for the venue
rather than a tenant. They are, for example, often used to address capital requirements for new
facilities or major facility renewal.

Summary of Potential Revenues Dependant on a New Lease between the Brampton Beast and
City of Brampton (6 - 9)
The financial implication to the City of providing these proposed lease improvements appears to
be in the range of $1 Million.
As noted above, several of the factors identified by the Brampton Beast assume a change in
ownership of the Powerade Centre and the development of a new lease with the Brampton
Beast.
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Section 6 – Summary of Comments on the Information Reviewed
The Brampton Beast has asked the City to 1) cover its operating losses for the 2016-2017
season and 2) take on ownership of the Powerade Centre and enter into new lease
arrangements that would contribute to the “long term sustainability and health” of the Club.
Council requested the Brampton Beast to provide a variety of information to help assess the
economic feasibility and statutory compliance aspects of the Brampton Beast’s request for
funds and benefits from the City.
City staff has reviewed information provided by the Brampton Beast.
The following key comments on the information are provided to assist in Council consideration
of the requests made by the Brampton Beast for funding and benefits.
As outlined in earlier sections of this document, some information that Council and staff
requested from the Brampton Beast was not received or did not meet the level and quality of
information anticipated. This includes unaudited financial statements and information provided
at a level of detail that makes it difficult to validate or report on constructively.
Should Council consider providing any assistance to the Brampton Beast (e.g., covering
operating losses), staff recommends that audited financial statements be among the conditions
of any such assistance.

The Brampton Beast’s Operating Losses
The Brampton Beast provided financial statements for the first two years of operation. The
Brampton Beast incurred an operating loss of $509,672 prior to the start of the first season, lost
$1,733,606 during their inaugural 2013/2014 season, and $2,170,219 during their 2014/2015
season. The cumulative loss at June 30, 2015 was $4,413,497.
Based on the Brampton Beast’s initial budget and the business plan directions presented to
Council in early 2013, operating losses are mainly the result of significant revenue shortfalls in
all areas. Revenues are tracking at only half of what is required to support the operating
expenses. Ticket sales numbers may not be the same as actual fans in seats; and this may
explain lower merchandise and concession sales. Revenues from suites and advertising are
below those experienced prior to the Brampton Beast.
It is clear that the Brampton Beast have made efforts over the past three years to generate
sufficient interest and revenue from fans, sponsors, and advertisers to operate a sustainable
business. Nonetheless, losses in the $1.5 - $2.0 Million range per season appear likely.
“Growing” the fan base for spectator hockey in Brampton over the past 18 years appears to
remain a challenge, including achieving revenues necessary to cover the operating expenses of
a professional hockey team.
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The Brampton Beast’s information does not show evidence of achieving financial break-even
based on the key drivers of revenue already within the control of the Club, i.e., tickets and
attendance, suite licence, advertising, pouring and naming rights. The Club’s proposals appear
optimistic and depend on growth that exceeds the experience of the first three seasons.
Based on the available information, it appears that funding losses in one form or another will be
required for some time to cover the Club’s expenses. This likelihood is relevant to a decision on
providing assistance for the 2016-2017 season.

Brampton Beast’s Lease with the Powerade Centre
The Brampton Beast has requested that the City purchase the facility from PA Sports Inc. and
provide the Beast with a “reasonable and fair lease.”
This suggests that the current lease is a major factor in the operating losses experienced and
foreseeable for the Brampton Beast. The structure of the lease gives the Brampton Beast
control over key revenue streams, such as pricing and rate structure of tickets, suites,
advertising, and naming rights. The lease appears to provide the Brampton Beast greater
opportunity to generate and retain revenues than was the case with the Brampton Battalion.
It is not clear that new ownership of the Powerade Centre and a new lease at the Powerade
Centre would, in themselves, address the fundamental issue of underachieved revenues that is
the basis of the operating losses.
The club’s proposals for an improved lease, assuming City ownership of the facility, would
potentially cost the City in the range of $1M annually based on relief from facility rent and
foregone revenues arising from splitting of various revenue streams. This does not include any
other costs the City would be exposed to as the owner and/or operator of the facility.

Statutory Compliance Aspects of Covering the Brampton Beast’s Losses
The Brampton Beast Hockey Club is privately owned and may be described as a commercial
undertaking. The Brampton Beast’s request for the City to cover their operating losses raises
consideration about potential concerns with the City providing a “bonus” to such a commercial
undertaking.
The Brampton Beast has provided two documents that outline proposals for covering the Club’s
losses.
The “Proposed Partnership for City of Brampton & Its Constituents for the 2016-2017 Season”
document sets out a 5-part proposed partnership based on numerous advertising and
sponsorship opportunities for the City of Brampton (and other municipal agencies) at the
Powerade Centre for a total value of $1.5 Million. The proposed partnership for 2016-2017
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season appears mainly to be a vehicle or mechanism for City funding to cover the Club’s
anticipated operating losses. The cost of the overall proposal to the City appears
disproportionate to the need and value of the advertising and sponsorship benefits to be
received in exchange.
The “Brampton Beast Franchise 2016–2017 and Beyond” document outlines a number of
factors to improve the Club’s bottom line. This document includes a new arrangement at the
Powerade Centre for the longer term and a new lease with the City.
Legal review on the Municipal Act, 2001 and other legislative compliance is not included since
the information and proposals from the Brampton Beast were not found economically feasible.
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Financial Statements of

1652747 ONTARIO LIMITED
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sheet of
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then ended. We have not performed an audit or a review engagement in respect of these financial
statements and, accordingly, we express no assuranc e thereon. Readers are cautioned that these
financial statements may not be appropriate for their purposes.
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1652747 ONTARIO LIMITED
Balance Sheet
June 30, 2015, with comparative information for 2014
(Unaudited - See Notice to Reader)
2015

2014
(Restated)

Assets
Current assets:
Cash
HST receivable
Accounts receivable
Inventories
Prepaid expenses and deposits

$

Property, plant and equipment
Less accumulated amortization

Intangible assets
Investment in team franchise

66,429
14,256
139,158
36,456
256,299

$

1,311
160,971
36,456
4,500
203,238

667,075
184,503
482,572

611,724
95,425
516,299

7,124

6,473

1,093,239

639,839

$

1,839,234

$

1,365,849

$

238,084
139,234
377,318

$

126,037
140,855
217,607
484,499

Liabilities and Shareholders' Deficiency
Current liabilities:
Bank indebtedness
Accounts payable and accrued liabilities
Deferred revenue

Advances from Northlight Entertainment Corporation
Shareholders' deficiency:
Share capital
Deficit

$

5,875,303

3,124,518

110
(4,413,497)
(4,413,387)

110
(2,243,278)
(2,243,168)

1,839,234

$

1,365,849
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1652747 ONTARIO LIMITED
Statement of Earnings and Deficit
Year ended June 30, 2015, with comparative information for 2014
(Unaudited - See Notice to Reader)
2015

Revenue:
Sales
Other
Interest

$

Expenses:
Salaries and benefits
Travel
Rent
Foreign exchange loss
Advertising
Management fees
Equipment and uniforms
Housing
Medical
League expenses
Marketing
Amortization
Office and general
Game
Team expenses
Insurance
Computer expense
Interest and bank charges
Employees
Printing
Supplies
Professional fees
Tickets
Souvenirs
Player activities
Training

1,286,490
5,600
486
1,292,576

2014
(Restated)

$

1,162,657
5,000
1,436
1,169,093

1,022,516
347,066
298,594
253,412
212,043
200,004
182,536
167,103
141,907
128,910
99,997
89,078
75,838
64,806
32,362
23,943
19,218
16,951
15,758
15,734
12,515
11,053
10,093
7,422
7,040
6,896
3,462,795

857,364
325,003
265,149
6,059
117,099
200,000
217,065
183,635
85,229
148,943
99,900
95,425
22,901
40,640
8,414
25,302
14,053
18,482
15,922
17,131
35,140
14,862
12,471
39,392
14,294
22,824
2,902,699

Net loss

(2,170,219)

(1,733,606)

Deficit, beginning of year

(2,243,278)

(509,672)

Deficit, end of year

Note:

$

(4,413,497)

$

(2,243,278)

The recognition, measurement, presentation and disclosure principles in these financial
statements may not be in accordance with the requirements of any of the financial reporting
frameworks in the CPA Canada Handbook – Accounting.
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Attachment C

Year 1 -Year 3 Detailed Revenue Breakdown
The numbers below represent a detailed breakdown of Brampton Beast revenues
including Ticket Sales, Sponsorships, Suites, Merchandising, and other areas from
year 1- year 3.

Year 1

Year 2

Year 3
Current

Projected

Committed

Season Tickets

$

249,152.69

$

334,055.08

$

245,208.17

$

401,249.73

$

401,249.73

Sponsorship

$

237,224.00

$

257,968.12

$

250,812.56

$

250,812.56

$

260,000.00

Suite Fees

$

100,900.00

$

109,819.00

$

58,222.00

$

58,222.00

$

127,698.00

Suites Tickets

$

74,214.80

$

74,440.80

$

52,679.30

$

86,202.49

$

86,202.49

Merchandise

$

16,826.47

$

11,995.04

$

21,056.46

$

21,056.46

$

34,456.03

Food and Beverage

$

31,891.20

$

27,638.56

$

12,944.41

$

12,944.41

$

25,888.82

Jersey Auction

$

13,249.12

$

31,310.43

$

-

$

-

$

20,000.00

Free Agent Camp

$

17,325.00

$

19,250.00

$

20,500.00

$

20,500.00

$

20,500.00

Group Tickets

$

323,968.86

$

335,950.22

$

271,187.44

$

369,034.93

$

407,897.44

Flex Tickets

$

21,474.83

$

12,014.93

$

16,112.27

$

26,365.53

$

26,365.53

Walk-Up Tickets

$

74,123.24

$

75,995.16

$

40,642.30

$

40,642.30

$

66,505.58

Miscellaneous

$

2,306.79

-$

3,947.34

$

12,377.32

$

12,377.32

$

25,000.00

Totals

$ 1,162,657.00

$ 1,286,490.00

$ 1,001,742.23

$ 1,299,407.74

$ 1,501,763.62
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Attachment D

The Brampton Beast is the only Canadian franchise in the ECHL. The Beast is an aﬃliate of the Na onal Hockey
League’s (NHL) Montreal Canadians and the American Hockey League’s (AHL) St. John’s IceCaps. The team
started in 2013 and has made a signiﬁcant economic impact to the community.
The Brampton Beast’s economic impression on the City of Brampton is measured in numerous ways. The Team
has made a mark for many local businesses and community organiza ons through numerous community
dona ons and through its commercial rela onships with local suppliers. From an overall economic impact
point of view, the key drivers for the impact the Team makes in Brampton are the thousands of fans from
Brampton, the Greater Toronto Area and from Visi ng Teams. The number of fans that a end each game
provides the most direct, measureable impact for the City of Brampton.
and their economic impact on
This Economic Impact Assessment focused on the Brampton Beast organiza
the city of Brampton for the 2015-2016 season. This opinion report summarizes the methodology used to
assess the economic signiﬁcance, a summary of the ﬁndings and factors to consider from the research ﬁndings.

The Sport Tourism Economic Assessment Model (STEAM) was developed
by the Canadian Sport Tourism Alliance (CSTA) to generate credible and
cost-eﬀec ve economic impact studies. The primary purpose of this
model is to measure the economic ac ty of a speciﬁc spor ng events.
The CSTA achieved this by controlling the mul pliers consistently
es
d across Canada and standardized the visitor expenditure model.
The STEAM model uses three core factors to measure
economic impact:
• Fan / Visitor A endances
• Capital Cost
• Opera onal Expenditures
This assessment contains data from the 2015-2016 season. This allows for
the measurement of the total economic impact since the organiza on
started in 2013 and projec
of future seasons’ impact.
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This STEAM model assessment is based on a full
Brampton Beast season, with data from all 36 home
games. Results show the economic impact of the 20152016 season in Brampton.

The expenditures associated with Brampton Beast
season is a combined total of $2,520,103. This includes
visitor spending ($668,988), capital spending
($310,000) and operational expenditures ($1,541,115).

During the 2015-2016 hockey season, the Beast
organization will have a significant economic impact in
the city of Brampton.

Having the Beast hockey organization in Brampton
results in an increase in Gross Domestic Product (GDP)
of over $2M for the city of Brampton and overall an
increase of over $3M for the province of Ontario. A
$1.5M increase in wages and salaries will be seen
within Brampton and a total of 19.9 full year jobs are
created with each season the Beast play in Brampton.

Highlights of some of the impact:
 Over $400,000 spent in commercial
transactions with local business/suppliers.
 Since moving to Brampton in 2013, over 576
jobs created within the organization.
 Within a full season, the team attracts 4,680
out-of-town visitors and roughly 80% stay
overnight. This represents over $470,000 spent
on accommodations alone.
.

The economic impact resulting from one
season of play in Brampton, is $3,700,000 for
the City of Brampton and $5,500,000 within
the Province of Ontario. The total annual tax
revenue estimated impact across all levels of
government is over $842,000, including $396,000 in
Federal, $314,000 in Provincial and $131,000 in
Municipal.
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We are a leading Corporate Partnership Sales & Consulting firm that specializes in building strategic business
partnerships
Areas of Expertise
- Naming Rights
Valuation
Securing Naming Rights agreements
- Corporate Partnerships
Property Valuation
Economic Impact
Sponsorship Strategy Development

- Property Representation
Sponsorship Sales
- Corporate Consulting
Strategy Development
Corporate Partnership Agreement negotiations
Sponsorship Program Management
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Brampton Beast
Proposed Partnership

Attachment E

– City of Brampton

for City of Brampton & its Constituents for the 2016/

17 Season

We felt that the following was a creative method that clearly demonstrates a win-win-win
for the Brampton Beast Hockey Club, the City of Brampton and the residents of Brampton.

So while the dollar amounts involved are similar to those originally described, the tangible
bene its to the various departments with the City as well as numerous community groups
would be very apparent.
While still based on a one year model, this formula will truly establish a partnership
between team, residents and the City that can act as a catalyst to long term sustainability.

The Part nership would be Based on 5 Primary Elements
(a) The purchase of 500 hockey tickets for each of the 34 Brampton Beast games at face
value of $28.00. It is understood that each of these 500 tickets per game will
distributed to charities, minor sports teams and other non profits from within Peel
region. The team will be responsible for the full ticket distributions, while the City
will assist in working with various non-pro its on usage. The Beast will report back
to the City periodically as to usage, satisfaction and response.
The Commercial value of this is $476,000

(b) The City of Brampton will sponsor three of the annual Brampton School Day games,
allowing corporate sponsors, who have in the past sponsored the game, to free up
these funds for other purposes. The three games each have 4,200 children attending
@ $28.00 each.
The Commercial value of this is $235,200

(c) The below City of Brampton departments will sponsor the Beast’s various feature
nights.
1) Brampton Fire
2) Emergency Services
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3) Tourism Brampton
4) Economic Development
5) Brampton Transit
6) Parks and Recreation
7) Arts and Culture
8) Brampton Libraries
9) Brampton Community Centres
10) Brampton Public Works
These will be full title sponsorships @ $40,000/night
Each department will receive the following on their specific theme night:
1) 90 seconds of additional video board advertisements.
2) 1 promotional concourse booth.
3) MVP suite which holds up to 28 individuals to host clients or staff and their
families.
4) 100 tickets to be used by staff and their families, clients and their families or
to be donated to a charity of the department’s choosing.
5) Logo on all marketing materials promoting the upcoming games.
6) Social Media mentions prior and during the specific game.
7) Player /Mascot access- Players or team Mascot will be accessible to attend
any event the specific department holds.
8) Senior staff or department representative will have the opportunity to take
part in the ceremonial puck drop.
The Commercial value of this is $400,000
(d) Brampton Beast Advertising: The Brampton Beast have a number of sponsorship
opportunities available that would benefit the marketing budgets of many of the
City's various departments. Elements include:
1. "City of Brampton" Jersey Patch: Never before done by the Brampton Beast,
each Beast player will sport a City of Brampton logo on the chest over their
hearts. Patch visible at all games, on broadcasts, on most advertisements,
and most notably during the road games in each of the other ECHL cities
throughout the US. VALUE: $50,000
2. City of Brampton Fan Fest: The City of Brampton will be the presenting
sponsor of "Fan Fest", a tailgate-style fan party before the home opening
game. VALUE: $10,000
3. Bus Advertising: The City of Brampton logo and messaging will appear on
the bus that the Brampton Beast uses to travel to all of its road games. Bus
travels throughout the United States. VALUE: $10,000
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4. Two Suites for the 2016-17 season: one suite for Economic Development's
use, and one for City of Brampton volunteer appreciation. VALUE: $30,000
5. Two in-ice logos: visible to all Powerade Centre visitors and by all viewers of
Brampton Beast online broadcast (available world-wide). VALUE: $22,600
6. Two 10-foot Spectator Rink Rinkboards: Two large advertisements on the
boards visible to all visitors and broadcast. VALUE: $15,000
7. Spectator Bowl Wall Graphic: A City of Brampton message can be portrayed
on one of the highly visible walls in the main concourse of the Spectator
rink: VALUE: $15,000
8. Two Backlit logos in the Spectator Rink: Seen not only during every
Brampton Beast home game, these backlit logos will be seen during every
tournament/event held at the Powerade: VALUE: $10,000
9. Website "Dominate" Ad: Exclusive presence on BramptonBeast.com, logo
placement on the banner on every page on the Beast website. VALUE:
$10,000
10. "Lead Off" Intermission Videoboard Advertising: A 15-30 second video
advertisement in the first and second intermission of each Beast game,
perfect for tourism, fire safety, or upcoming events and festival messaging.
VALUE: $15,000
11. Brampton Family of the Game: Each game a family local to Brampton will be
chosen as the family of the game, being featured on the videoboard and each
family member receiving a Brampton Beast jersey. VALUE: $5,000
The Commercial value of this is $200,000
(e) Powerade Centre Advertising: The Brampton Beast control and benefit from the sale
of advertising throughout the Powerade Centre and its adjacent baseball fields. A
number of city department budgets could benefit from the following elements:
1. “Welcome to the City of Brampton” large graphic placed on the exterior of
the Powerade Centre: With nearly 40 million cars driving by the Powerade
Centre on a yearly basis via Highway 407, the City of Brampton will have the
opportunity to place a large exterior sign facing Highway 407 stating,
Welcome to the City of Brampton. VALUE: $100,000
2. Community Rink "Canvas" Ad: A City of Brampton advertisement will appear
on each of the three Powerade Centre Community Rinks. Ads will be
upwards of 20x20-feet, depending on space availability. VALUE: 3 x
$18,000= $54,000
3. Baseball Diamond Advertisements: A City of Brampton advertisement will
appear on each of the five Powerade Centre baseball diamonds. Ads will be
upwards of 30-feet wide. VALUE: 5 x $5,000=$25,000
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4. Community Rink Rinkboard Advertisements: The City of Brampton will
receive two 10-foot rinkboards on each of the Powerade Centre Community
Rinks. VALUE: $7,200
5. Community Rink Lobby Display: The City of Brampton will receive a
prominent display in the lobby of the Powerade Centre listing upcoming
events, department programming, and other announcements. VALUE:
$10,000.
The Commercial value of this is $196,200

Total Advertising/Sponsorship/Tickets:
1.
2.
3.
4.
5.

$476,000
$235,200
$400,000
$200,000
$188,800

------

500 tickets per game to Non-Profits
Title sponsorship of 2 Peel School Days
10 Featured Game Night Sponsorships @ $40,000/game
Major Facility Sponsorship w/Beast
Major Sponsorship of Powerade Centre

Total Commercial Value $1,500,000

If the Brampton Beast lose less than $1,500,000, the sponsorship by the City of
Brampton will be reduced by that amount.
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Attachment F

BRAMPTON BEAST FRANCHISE
2016-2017 AND BEYOND
The following document outlines the major inancial factors that can impact the Brampton
Beast inancials from 2016-2017 and beyond. We refer to this as Year 4 and beyond:

The clear determination from the below details, even using conservative information is
extremely positive.

Aside from and prior to any City support, the Beast business and inancial operations are
trending in a positive direction, and in spite of a poor win-loss record, attendance has
increased 30% since the irst year.

Our 2016-17 business plan, plus potential travel and housing savings, should independently
continue to reduce annual losses.

Naming rights is also a great inancial opportunity for the Beast likely to “close” in the next
6-12 months, with both the value and the industry demand being high and well
documented.

This document will further demonstrate the profound and positive impact with (a) the City
provides support in the upcoming 2016-2017 season; and further that (b) the City purchase
the facility from Real Star and provide the Beast with a “reasonable and fair lease”.

Combining all elements (outlined below) conservatively would show a $2,000,000 swing in
the bottom line. The result would be the long term sustainability and health of the
Brampton Beast Hockey Club.
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AGENDA (items 1-6 are within current lease)
1.
2.
3.
4.
5.

Trend of current ticket sales, sponsorship and other revenue growth
Naming Rights
Travel savings (includes new Hotel Protocol 2016/17)
Team Housing
Winning Record

6.
7.
8.
9.

Facility Rent
Food & Beverage at Beast Games
Percentage of Events at Facility
Increased Percentage of Naming Rights

AGENDA (Items 7-10 are with a lease with City of Brampton)
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1. REVENUE TREND:

Attendance was 2,233 per game in year 1; 2,578/game in year 2; and is 2,800 is year 3
(likely final of 2,850).

It is also noteworthy that of the 18 seasons of hockey at the Powerade Centre (15 Battalion;
3 Beast), the 2015-2016 will be the highest average attendance ever.

Total Revenue for Year 3 will also be approximately $200,000-$250,000 higher than Year 2.

We project that 10% revenue growth per year will continue.

Several factors including robust sales & marketing, greater awareness of the Montreal
Canadiens brand as an affiliate, continued player presence in the community, increased
number of camps and clinics in season/off season will all contribute to this remaining a
conservative estimate:

IMPACT:

$250,000

2. NAMING RIGHTS

As supporting documents confirm there is a long and successful history of naming
rights sales of facilities in Toronto and the surrounding areas.

The Aviva Centre (Vaughn), Hershey Centre (Mississauga), Sony Centre, Mastercard
Centre, Ricoh Coliseum, and BMO Field are examples of facilties.
All those listed have naming rights of $600,000+ per year, and all have been sold to
10 year agreements.
Approximately 100 companies are actively reviewing the RFP documents for
naming rights, and with continued exposure, we fully expect to “execute this sale”
within the next 6-12 months.
The key strength of the facility are:

(a) Virtually unparalleled car traffic as the facility is visible from all 4 directions on the
407 and 410. Including the Kennedy Road traffic, approximately 90,000,000 cars
drive by the facility per year.
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(b) 1.2 Million people consistently visit the facility per year – and a naming rights
sponsor would have powerful access to this group.
(c) Usage. A naming rights partner would have access to the facility for employees,
customers and prospects for conference, conventions and meetings.
(d) 2.1 Million people live within 20 minutes of the well situated facility, 15 minutes
from Canada’s busiest airport.

We believe the true value is $1,000,000 per year, in which the Beast receive 60%.
In spite of this belief, we are using a more conservative number here based on a sale
of $750,000 (60% = $450,000)
IMPACT: $450,000
3.

TRAVEL SAVINGS

In year 3 (2015-16), the Beast saved approximately $200,000 from previous
seasons.

By joining the ECHL and by being placed in a conference with Toledo (4 hour trip),
Elmira (4 hours), Kalamazoo (6 hours), Adirondack (5 hours), Reading (6 hours),
Wheeling (6 hours) – the flights of previous years are rare.
The league has recently made a motion that should provide the Beast additional
nearly $100,000

Currently, all teams pay for their hotel travel on the road. This season it will be
approximately 14 x 65 = 910 room nights @ US$100/room = $91,000. (with
exchange rate – 2015/2016 was highest season to date)

The league currently uses this approach in the Western Conference, with the
majority of teams doing a 100% trade/in kind sponsorship with local hotels –
resulting in a $0.00 hotel bill for the season.
IMPACT $100,000

4. TEAM HOUSING

One failure of the team to date has been to find affordable player housing for the
team during the season. As a result the cost for player housing has been $175,000
per year and has been in Mississauga, rather than Brampton, and Brampton is
where we would prefer to house the players.
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The Beast would like to change this reality and although this has not been
achievable in years 1-3 it was not as high as a priority as it should be.
We would like to find a local Brampton sponsor who provides team player housing
for the season.
Our assumption here will be that 50% of the cost will be in sponsorship trade.

IMPACT $87,500
5.

WINNING RECORD:

While there is a no guarantee in this area, in the first two ECHL seasons, the Beast
have been in the bottom 10% of the league standings.

With nearly half the players in the league from Canada, the Beast should have a
competitive advantage in recruiting and ultimately on ice success.
This has clearly not translated to date.

Even excluding any potential playoff revenues (16 of 28 teams quality for the
playoffs), should the Beast have a 500% + winning percentage in the 2016/17
season we believe we are being very conservative with the estimate that modest onice success will translate into incremental revenues.
Further, this impacts “hockey fans” less influenced by other factors, resulting in this
number being independent of other factors.

IMPACT $100,000

6. FACILITY RENT

The annual payment to the Powerade Centre which in essence amounts to a
percentage of sponsorship, a percentage of suite sales, and a percentage of tickets
sales plus some additional incidental costs is approximately $300,000 per season.

While every agreement is different, using the ECHL model – many teams play $0
total costs to the facility, with the average far below the costs incurred by the Beast.

12.2 - 53

A common model for Cities to begin charging rent should a franchise become
profitable.

We are basing this upon the City fully owning the arena and no longer charging the
Beast rent. (while incurring losses).

IMPACT $300,000
7.

BEAST FOOD & BEVERAGE

During Brampton Beast games, total food and beverage sales have been
approximately $300,000 whereby the Beast currently receive 10% ($30,000)

While we appreciate the hard costs of foods, the model calls for the Beast receiving
50% of sales.

Based on 10% increase in attendance and some very mild enhancements, we project
total sales of $350,000
50% of total sales seems like a fair and conservative amount to be returned to the
Beast $145,000 ($175,000 less $30,000 currently earned)
IMPACT: $145,000
8.

OTHER EVENTS:

The arena received approximately $2.7 million in ice rentals, and in excess of $1
million in food revenues.

We believe in particular the Spectator Arena is under utilized. The current
strategy does not call for aggressive event sales, apparent by an extremely small
“event sales” staff or focus.

The Brampton Beast believe they can assist in bringing other sports, entertainment
and corporate events to the facility which will drive incremental revenues, and are
requesting a 10% percentage of all facility revenues (current revenues included) in
exchange for providing this service.
Conservatively, we believe the facility revenues aside from the hockey team would
be $4.5 million.
IMPACT $450,000
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9.

ADDITIONAL PERCENTAGE ON NAMING RIGHTS

The Brampton Beast currently receive 60% of naming rights, and are doing 100% of
the work to earn this. The request here would be to continue to do 100% of the
work, but to split the increment with the City.
This extra 20% of revenue based on a $750,000 sale, would be $150,000 per year.
IMPACT $150,000

SUMMARY
The first parameter used above was to be as conservative and realistic as possible to
show what could be expected as true growth.
Several positive factors such as the strengthening of the Brand, the impact of the
Montreal Canadiens (NHL) affiliation, or what could be a profound result of the
city’s involvement in raising the teams’ profile, were not taken into account.

Further, the naming rights value was dropped by 25% from current projections,
there was no accounting for any increase in ticket prices or food prices that could
result in future revenues and the winning percentage of the on-ice product is only
projected at .500% - modest success.

As well, the City agreement allows the City to run a successful and financially viable
facility. Our requests for 10% of facility revenues, plus factoring food/beverage
costs in our assumptions further attempt to make the numbers as realistic as
possible.
Expenses for the first 3 seasons have been very consistent and within $150,000 of
$3,000,000. We will use the $3M baseline.
With that in mind, the financial impact is as follows:
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We will start with the presumption that the Beast will lose $1.5 Million in 2015/16
1.
2.
3.
4.
5.
6.
7.
8.
9.

Revenue Trend: $250,000
Naming Rights: $450,000
Travel Savings: $100,000
Player Housing $87,500
Improved Team $100,000
Facility Rent
$300,000
Beast Food/Bev. $145,000
Other Event Rev $450,000
Extra Naming
$150,000

Total Impact: $2,032,500

Understanding that there are many assumptions here, it is clear to the Beast that as
presented to Council that should:
a) The Beast receive assistance for the 2016-17 Bridge year
b) The City purchase the facility and provide the Beast a fair lease consistent with
others in the ECHL and OHL

The net result would be that the long term success and viability of the franchise is
very realistic.

