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1. Introduction

East Tennessee, locatedin the state's eastern grand division, is defined by the Appalachian
Mountains, including the iconic Great Smoky Mountains National Park. Characterized by a

blend of natural beauty and historical significance, the regionis formed of unique counties,
cities and towns ranging fromrural Morgan County to the metropolis of the city of Knoxville.

The music scenein East Tennessee is deeply intertwined with its Appalachian heritage,
establishing the region as a vital birthplace and long-standing home for American roots
music. Genres such as country, singer/songwriter, and rock are some of the most widely
playedintheregion. The ecosystemis anchored by Knoxville, withits diverse venues,
studios, and festivals that support a wide spectrum of musicians. Music culture remains
vibrant, honoring its deep historical roots while actively fostering a contemporary scene
that embraces a variety of modern genres.

In2025, Sound Diplomacy was commissioned by the Tennessee Entertainment
Commission to work across the state of Tennessee to deliver an extensive analysis and
comprehensive census of the music industry in specific regions. East Tennessee, the pilot
region forthe 2-yearlong study, has openedits doors to support the research and
stakeholderengagement that was crucial to the creation of thisreport.

Tennessee's music industry is a powerful economic engine, contributing an estimated $7
billion to the state's economy and supporting over 23,700 jobs in 2025. Ranking number 1
nationally foremployment concentration in the music industry, the sector has
demonstrated remarkable growth, increasing 95% since 2014. Given its statewide
significance and the concentration of activity across nearly 1,500 business locations' a
deeperunderstanding of the music industry's regional impact is now required to
strengthen existing clusters of activity, whichis the foundational purpose of thisreport.

The East Tennessee music industry is a significant economic driver, supporting 14,035 jobs
(1.77% of regional employment). It generates a total of $2.95 billion in output and $1.69
billionin gross value added. The impact is substantial:

'Tennessee Entertainment Commission. Impact of the Creative Economy in Tennessee 2025. Report.
Accessed https://www.tnentertainment.com/lib/file/manager/TEC_Ent_Econ_lmpact_2025.pdf
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e Output Multiplier (1.94): Every $1,000 of direct music-related output generates an
additional $935 in economic activity across the region.

e Employment Multiplier (2.05): Every direct job in the music sector supports more
than one (1.05) additional job elsewhere.

e Fiscal Contribution: The sector provides $364.4 million in tax revenue across all
levels of government.

Beyond this, stakeholder conversations revealed a music scene thatis deeply
collaborative and creatively rich, with strong cooperation across genres. Yet key gaps exist
inthe region, from limited funding to a lack of business-focused professional
development, low artist wages to aneed for clear branding linked to music that celebrates
East Tennessee whilst connecting it to the wider Tennessee music brand.

A strong music ecosystemis an asset to any region, providing opportunities for social
inclusion, cognitive development, creative expression, and careers for East Tennessee
residents, as well as attracting visitors, business and investment to the area.

The following report, resulting from comprehensive desk research, data analysis andin
depth conversations with local stakeholders, is a strategy for East Tennessee. The
objectives forthe implementation of the recommendations in the Action Plan are:

e Increase economic opportunities and foster sustainable growth for the music
sector
o Nurture and support music entrepreneurs and organizations
o Provide guidance andresources to support and grow the local music
industry
Strengthen musicians’ financial stability and professionalization
Improve access to funding and financial support for music organizations,
especiallyinrural areas
o Improve communication and collaboration within the music ecosystem, and
with other sectors/industries
e Increase music offerings and programming
o Improve access to music spaces
o Fosterbroader participation and community engagementinlocal music
offerings
e Establish anationally recognized music identity for East Tennessee
o Improve music brand fortheregion
o Increase therole that music plays in the regional tourism offer and cultivate a
reputation for East Tennessee as a music destination
o Showcase talent andraise awareness for the regional music sectorat a
national/international scale
e Improve diversity, equity, inclusion, and accessibility in the local music sector

SOUND DIPLOMAGY HOLDINGS LTD London « Barcelona e Berlin « Delaware
info@sounddiplomacy.com www.sounddiplomacy.com



e Improveregional cohesion

With strategic focus, state support, and intentional planning from the perspective of the
music industry being a driver of economic growth, social and cultural development, East
Tennessee canleverage and strengthen what already exists for a sustainable future.

The Tennessee Entertainment Commission (TEC) promotes and facilitates economic
development of the film and music community through the recruitment of business to
Tennessee. In addition, TEC promotes Tennessee as a location, builds infrastructure and
supports the growth of the state's film and music community.

We are a global music, culture and creative economy consultancy. We use research and
data to demonstrate the economic and social value of the creative industries, and provide
strategic planning for cities, places and communities to maximise theirimpact. Our work
unlocks new opportunities, fosters sustainable development and builds more dynamic,
inclusive environments.

Composed of consultants and experts worldwide, Sound Diplomacy has advised over 150
clientsinover 30 countries, including the public sector such as cities, municipalities,
governments, and international governmental organisations, and private entities in the real
estate, investment and cultural and creative sectors.

We are creating the global standard demonstrating how investing in culture - and the
people who make it - is the best path to economic and social growth. We provide
world-class data and evidence so that culture, in allits forms, isincorporated into how we
build, govern, and make decisions to invest in ourselves and our communities.

Sound Diplomacy owns and operates world-leading business conferences on music,
culture and policy and produces insights and thought leadership with renowned partners.
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In 2015, through the United Nations, world leaders agreed to the Sustainable Development
Goals (SDGs): 17 commitments and 169 targets with the aim of building a better world by
2030.These goals have the power to end poverty, fightinequality and address the urgency
of climate change. Guided by these goals, itis now up to governments, businesses, civil
society and the general public to work together to build a better future for everyone.? While
cultureis not explicitly mentionedinthe SDGs, itis viewed as a key element of all SDGs. The
UN has conductedresearch to betterunderstand the role culture can play in meeting
sustainable development goals.
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Sound Diplomacy embraces Inclusion, Equity and Diversity:

e Inclusioninvolves ensuring that all are represented, engaged with, and have access
to music and cultural life. Sound Diplomacy endeavors to be inclusive of the
communities we work for and that these voices inform our proposals. Inclusioniis
about ensuring that no group is deliberately excluded from our research process,
and that our conclusions and recommendations have the broadest possible impact,
particularly for historically marginalized or underrepresented communities.

e Equityinvolves distributing resources to ensure diversity while combating
economic and social inequalities. Sound Diplomacy works to embed cultural equity
within ourresearch methodology. We strive to propose policies and programs that
challenge established inequities and level the playing field for the full spectrum of

2 United Nations, “The 17 Goals,” accessed January 9, 2024, https://sdgs.un.org/goals
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music ecosystems. Equity is ensuring that every community has the same access to
the power and benefits of music.

e Diversity involves ensuring that all groups are recognized as contributing to music
and cultural ecosystems and supported in doing so. Sound Diplomacy places this
recognition at the center of our work so that voices from a wide range of
backgrounds are represented in our research and prescriptions. Diversity is about
celebrating our differences and recognising the vital contribution every community
makes to our cultural fabric.

The scope of work for this report has been a process of desk research, stakeholder
consultation and data analysis. This was completed in the following stages:

Regulatory Assessment: Coordinating with our partners in Tennessee, Sound Diplomacy
conducted thoroughresearchinto the regulations, laws and programs that are related to
the music ecosystem in Knox County. The resultis a thorough analysis of 42 data points that
East Tennessee can consult and expand to work towards making processes and
regulations more music-friendly.

Asset Mapping Analysis: The mapping process identifies music-related assetsin the
region of East Tennessee. The mapping database is produced using the Tennessee
Entertainment Commission private databases and publicly available sources on the web.
The datais cleaned up and deduplicated to ensure that only unique and open/in operation
music-related assets were considered in the analysis. The informationis georeferenced
with Sound Diplomacy’s mapping tool and added to an online, interactive map. The resultis
adatabase of music-related assetsin the area, with contact information, websites, and
opening hours that East Tennessee can use to identify regional music resources.
Additionally, the asset map can be used to analyze music ecosystem clusters,
sociodemographic variables, and access to transportation. The map is also a useful tool for
identifying gaps and areas of concentration when determining new developments.

Economic Impact Assessment: The economicimpact calculationis based onthe
Input-Output Model (I-O), which explains how production is determined by the total
amount of products and services demanded in the economy. The model identifies how
individual industries rely oninputs from other sectors, generating a chainreaction that
produces multiplier effects throughout the region. Through this structure, intersectoral
impacts are estimated, along with the way sales and purchases circulate across economic
activity. For the directimpact, data on the workforce, number of establishments, and
average output perworker are used to calculate output, Gross Value Added (GVA), and
employment. The resultis a fullimpact analysis that shows the economic value of musicin
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theregion, and supports policymakers, industry stakeholders, and communitiesin
understanding the broader economic implications of the music ecosystem. This, in turn, will
facilitate informed decision-making, strategic planning, and investment initiatives to
support the growth and sustainability of the ecosystem.

Stakeholder Engagement: Sound Diplomacy engaged with stakeholders through an
online survey, and roundtables.

The sampling method of the online survey was non-probabilistic, involving volunteers® who
responded to the survey distributed by partners across East Tennessee.

The survey had an approximate duration of 15 minutes and was open forresponses from
August - September 2025 . When considering allresponses, a total of 703 were collected
(413 complete, 165 partial and usable for some sections, and 125 disqualified).

4 online roundtables were organized and held in September 2025, gathering 28
stakeholders across multiple areas of the music ecosystem (recorded music, live music,
local government, education, and tourism) to discuss their lived experiences as part of the
industry.

SWOT Analysis: All findings were assessed and summarized into a SWOT analysis,
highlighting the key strengths, weaknesses, opportunities and threats based on each
stage of research. This SWOT analysis is used to assess the main aspects that need to be
addressedinthe Action Plan and support the definition of the recommendations.

ActionPlan: Aset of 16 actionable recommendations form the Action Plan for East
Tennessee to take forward. These are categorized into 5 areas of focus, and arranged by
proposed timeline for establishing the recommendation, how to implement it, any further
considerations to take into account, and, where relevant, a best case example of another
location, organization or partnership thatis leading on a similarinitiative. All
recommendations were informed by the research and stakeholder conversations.

3Individuals were selected based on non-random criteria, and not every individual had a chance to be included
due to the approach of an online survey, where people volunteer themselves torespond. As aresult, thereis a
higherrisk of bias in the sampling. Nonetheless, each survey respondent was classified as part of one of the 3
segments: musicians, music-related businesses and organizations, and music fans.

4The sample for creatives and artists was made up of 163 observations (considering complete and partial
usable responses). The sample of businesses and organizations was made up of 83 observations (considering
complete and partial usable responses). The sample of music fans was made up of 332 observations
(considering complete responses).
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Definition of the Music Ecosystem

Musicinaplaceis part of an ecosystem. Like in nature, this ecosystemis formed by a group
of stakeholders, a set of resources and an environment where they develop their activities
and they connect with each other and with other ecosystems. Like in all ecosystems, these
relationships are interdependent. Some stakeholders exist because others exist, and
because thereis a sustainable environment that favors their survival.

Inthe case of music, these agents are responsible for everything related to music, starting
from the artists and going all the way to the audience. Some of its elements, like music
venues or labels, are obvious. But some others aren’t like IT suppliers, police officers or
government organizations. But they are allrelevant, and play animportant role in the chain.

As stated above, for the ecosystem to be healthy and thrive, all the agents must be
resourced, connected and supported by the institutions. This is done by developing a
music strategy and implementing it through policies and regulations that take into account
every step of the chain, eases the operations, and facilitates the relationships between all

of them.
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Economic Impact Definitions

Table 1. Economic Impact Dimensions

ECONOMIC IMPACT

DEFINITION

Direct Economic
Impact

The directimpactis the economic value and employment directly generated
by the economic activity of the music ecosystem.

Indirect Economic
Impact

Theindirect economic impact measures the ripple effects on the economy,
focusing onvalue and job creationin sectors that form part of the music
ecosystem's supply chain. It encapsulates the demand-driven benefits for
supporting industries, such as advertising, legal services, and food and
beverage suppliers, which are integral to the music ecosystem's operations.

Induced Economic
Impact

Induced impact refers to the economic effects generated when the
ecosystem's direct and indirect employees spend theirwages on goods and
services such as food, transportation, and entertainment in their daily lives.
This spending stimulates further economic activity within the broader
community.

The variables evaluated as part of the Economic Impact Assessmentinclude the
ecosystem’s output, employment and GVA, with definitions of each measure below.

Table 2. Variables Evaluated in the Economic Impact

VARIABLE

DEFINITION

Output®

The economic value produced by the sales of goods and servicesinthe
ecosystem. Forexample, concert ticket sales, broadcasting services, etc.

Employment?

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

Gross value added
(GVA)’

The output minus intermediate consumption (the costs of allinputs - food and
beverage suppliers, legal services, transportation, equipment, etc.).

5 Bureau of Economic Analysis (2020)

¢Ibid.
7 Ibid.
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2. SWOT Analysis

Table 3. SWOT Analysis

STRENGTHS

WEAKNESSES

Music Ecosystem

The regional music ecosystem supports a total of 14,035 jobs
across East Tennessee, and generates $2.95 billion in total output
and $1.69 billionin gross value added (GVA).

The regional music ecosystem has strong multiplier effects (1.94
total output multiplier, and 2.05 employment multiplier).®

Music Community

The regionis home to arich music scene, with a strong sense of
collaboration across genres.

Music Education

UT Knoxville’s College of Music offers undergraduate, graduate
and certificate programs for students and professional
musicians.

Strong after-school education exists via different organizations
and programs (Knoxville Symphony Orchestra, School of Rock,
Joy of Music School etc.).

Professional Development

Creators face severe financial instability. 69% of professional
musicians and 91% of semi-professionals cannot meet their basic
financial needs through music alone.

Less than half of the musicians who responded to the survey register
works. Licensing/IP and digital revenues are minimal.

Collaboration & Networking

Network building (national/international) was identified among the
top needs for musicians.

Export & Music Circulation

Thereis alack of national and international promotion of the local
music scene.

Value Chain & Intermediation

Creation and production are identified as having the greatest
structural frailty and offer the clearest opportunities for targeted
investment and capacity development.

Theindustry is heavily skewed geographically. 41% of all mapped
physical music infrastructure is concentrated solely in Knox County,
leaving peripheral counties without the critical mass needed to
sustain local musical economies.

8Thisindicates that every $1of direct output generates an additional $0.94 in the wider regional economy, and that each direct job supports just over one

additional job throughindirect and induced effects.
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Professional Development

e The "FairWage Stage" initiative encourages venues to fair pay
standard.

Collaboration & Networking
e The Knoxville Chapter of the Nashville Songwriters Association
International hosts regular programs for music stakeholders to
connectandlearn.

Value Chain & Intermediation
e Transversal services (e.g., music education, retail) demonstrate a
high relative concentration, with LQs that closely match the overall
ecosystem average (establishment LQ of 0.90 and employment
LQ of 0.76).°

e Live Musicisthe physical core of the ecosystem, accounting for
53% of allmapped physical assets.

e Thisis heavily supported by grassroots venues (bars, cafes,
restaurants) andis backed by strong audience demand, with
nearly 80% of surveyed fans expressing a desire for more live
music events.

Audience Development & Community Engagement

e Thereisahighlevel of demand and engagement from audiences,

Thereis alack of businesses supporting the music sector, and
existing managers/booking agents and record labels received the
lowest ratings by musiciansin terms of relevance, quality and
availability, with over half of musicians reporting no engagement
with them.

Peripheral counties often centeraround a few subcategories,
which canlead to the development of narrow local identities and
music-related offerings, underscoring a need forregional
coordination.

The overall ecosystem operates below national concentration
levels, with an establishment LQ of 0.89 and an employment LQ of
0.73, indicating considerable space for growth.”®

o Creation activities have one of the lowest concentrations
(employment LQ of 0.21), representing a limited presence
of artists and composers.

o Production shows similarly low specialization (employment
LQ of 0.07), highlighting a very narrow local base of
recording and production services.

o  While Distribution's establishment LQ exceeds 1.0, the
employment LQ (0.58) and the employment LQs for
Exhibition (0.51) and Transversal (0.76) are still below the
national level of concentration.

Assets are heavily concentrated in Exhibition (53%) and Transversal
(28%), while Production (8%) and Distribution (11%) functions, which
typically support commercial growth, remain limited.

? Location Quotients (LQs) are calculated by comparing the share of an industry within the regional economy to the same share at the national level.
AnLQ of Tindicates that the industry’s presence in East Tennessee is proportionate to its presence in the national economy, meaning the regionis neither
more norless concentratedin that activity. An LQ below 1reflects alower concentration than the national average, which may suggest limited local
specialization or fewer regional resources supporting that activity. An LQ above 1signals a higher concentration than the national benchmark, pointing to
areas where the region may hold a competitive advantage due to factors such as workforce skills, specific assets, orlong-standing cultural oreconomic

traditions.
Obid
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and a strong alignment between creators and audiences around
rock, country, and singer-songwriter.

Music Branding & Tourism

e Knox County has a strong historical branding as the "Birthplace of
Country Music" and "Cradle of Country Music", and Visit Knoxville
and the Arts & Culture Alliance manage several music tourism
initiatives.

e Eventslike the Big Ears Festival draw international audiences and
drive significant economic impact.

Financial Resources

There are no local economic developmentincentives dedicated
solely to the music sector, and no music-dedicated budget line for
Knox County.

Rural counties often struggle to access state grants (like ABC or RAFT
grants) because they lack the necessary local funds to provide the
required financial match.

Live Music Sector & Infrastructure

Thereis alack of mid-sized venues (400-700 capacity) for
developing artists and attracting touring artists.

The regionlacks major performance infrastructure, with only 2
arenas, 12 dedicated live venues, and 23 performing arts centers
identified, indicating a lack of high-capacity, purpose-built facilities
forlarge audiences.

Thereis no dedicated physical music hub for co-working, rehearsal,
and production.

Policy & Governance

Thereis no formallocal structure for the music sector.
Some licensing and permitting processes currently do not
effectively support the music sector (events guide, street
performance program, sound ordinance, etc.).

Audience Development, Communication & Marketing

Survey respondents noted a lack of resources to support music
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promotion.
e Thereisaneedformusic audience development strategies.

Music Branding & Tourism

e Theregionlacks aunified music brand and music tourism strategy.

OPPORTUNITIES

THREATS

Communication & Marketing

e Visit Knoxville’s calendaris the main calendar for arts and culture
events in Knox County, including music events.

Developing Regional Touring Circuits:

e Giventhe stronglocal demand forlive music but the high
concentration of venues in Knox County, there is an opportunity
to develop coordinated regional touring networks. This would
pulleconomicimpactinto peripheral counties and provide local
artists with more routing options.

Audience Development & Community Engagement

e The"Penny4Arts" and library "Explorer Passes" programs provide
free ordiscounted access to cultural events that caninclude music
programs.

Real Estate & Cost of Living
e Costoflivingisamong the top 2 most pressing challenges
identified by musicians, directly affecting their ability to sustain a
careerinmusic.
e Approximately 47% of music organizations that responded to the
survey see real estate as achallenge.

Financial Support
e Musicians and music businesses face alack of support fromlocal
banks and accountants who do notunderstand the industry's
business model, complicating access to loans and capital.
e Securing corporate sponsorship and municipal investment is
difficult because the music scene competes directly with UT
athletics/football.

Transportation
e While several transportation services are offered at night or for live
entertainment, thereis alack of regular night transportation
service.
e Parkingis achallenge affecting music audiences and venues.
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3. ActionPlan

This section summarizes our research and provides recommended actions to address
challenges and leverage opportunities, all with the aim of strengthening and growing the
music economy in East Tennessee.

East Tennessee has arich music heritage and scene, with a strong sense of community, and
celebrated talent and authenticity. Overall, the ecosystem supports 14,035 jobs across the
region through direct, indirect, and induced effects. The ecosystem generates $2.95
billionin total output. Figure Tsummarizes the total economic impact of the music
ecosystemin East Tennessee. Theresults also indicate strong multiplier effects: for every
$1of direct output, an additional $0.94 is generated in the wider regional economy.

Figure 1. East Tennessee Music Ecosystem Total Economic Impact, 2023

Creation Production Distribution Exhibition Transversal
Dlrect 67.89%
Ernol . K53
mploymen AN o
POy ﬁ @ @ 12.04% 15.47%
6,859 2.08% 2.52%
Multiplier Effect Composition of Total Qutput Composition of Total Employment
1 ' 1 94 Induced Induced
Forevery $1of output of the
music ecosystem, thereis an
additional output of $0.94in Indirect EEEEREN Indirect [CHSEL
therest of the economy
Developed by Sound Diplomacy

Source: County Business Patterns 2023, IMPLAN, Sound Diplomacy Research

However, the region’s music ecosystem remains below national concentration levelsin
both establishments and employment, indicating considerable space for growth.
Distributionis the only link that approaches arelative concentration, while transversal
activities are close to the national benchmark but stillunderrepresented. The most critical
gaps appearin creation and production, where the ecosystem shows the lowest presence.
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These areas represent the greatest structural frailty and offer the clearest opportunities for
targetedinvestment and capacity development.

Figure 2. Location Quotients East Tennessee

== East Tennessee == USA == East Tennessee == USA
Creation Creation
1.25 1.00
1.00
Transversal Production
Exhibition Distribution Exhibition Distribution
Establishments Employment

Source: Quarterly Census of Employment and Wages

Creation activities present one of the lowest concentrations in the region, with an
establishment LQ of 0.42 and an employment LQ of 0.21. Both figures fall substantially
below the overall ecosystem averages (0.89 and 0.73), indicating a limited presence of
artists, composers, and other creator-oriented occupations. This positions creationas a
key area with ample room for development and strategic support.

Production shows similarly low specialization, with an establishment LQ of 0.64 and an
employment LQ of 0.07. These values fall below the ecosystem’s overall LQ and highlight a
very narrow local base of recording and production services. The extremely low
employment LQ suggests a structural gap, pointing to the need forinvestmentin
infrastructure, talent development, and professional services to strengthen this link.

Although creation and production represent a smaller share of the current employment
structure, they remain essential components of the music value chain and signal clear areas
with potential for further development, capacity-building, and investment to strengthen
the overall ecosystem.
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Thereis aneed for structured government support to fill those gaps and increase the music
sector’'seconomicimpactintheregion.

3.1Policy & Governance

Several organizations serve as leaders and advocates for the music sector at the local and
state levels. These include the Knox Music Coalition, the Arts & Culture Alliance of Greater
Knoxville, and the Tennessee Entertainment Commission (while not dedicated to the music
sector). However, there is alack of formal structure to support the music ecosystemin the
region, with no Music Office nor Music Advisory Council.

Musicians and music industry participants (including organizations and businesses) in the
region were asked to identify the key players they consider most relevant to achieving their
professional goals, and to rate the quality and availability of these players ona scale from 1
to 5. Local authorities and government were rated 3.52 forrelevance and 3.21 for
availability by organizations, and 2.50 forrelevance and 2.27 for availability by musicians.
Theseresults suggest that governance and leadership initiatives may need to be
strengthened or expanded to better support the music sector, and particularly musicians.

Working together, and with local organizations supporting the music sector, a Music
Officer and Music Advisory Council would have the potential to identify the needs of the
regional music ecosystem and develop targeted initiatives that support its growth. By
aligning their efforts with broaderregional and state objectives, and collaborating with
other sectors, they can help foster a thriving cultural landscape and contribute to regional
economic development.

The survey also asked how government support for the music sector could be enhanced.
Musicians and organizations were asked to rank the areas they believe local government
andinstitutional support could have the greatestimpact.
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Figure 3. Priority Areas of Government Support Selected by Participants of the Music Ecosystem

Musicians and Organizations

Preferred Ways of Receiving Government Support

Promoting/marketing local artists and
creators in local media

Promoting the exhibition of local content

Creating export opportunities for local
music

Strengthening the network between all
participants of the local music ecosystem

Promoting artistic exchange and
co-production

Acting as an intermediary between the
music sector and other sectors such as
tourism, education and housing

Co-financing or providing infrastructure
improvements

Strengthening and updating local creative,

artistic, technical and music
business-related education programs

Standardizing wages in artists’ rate card
Improving access to public and private
financing mechanisms

Leading regulatory changes to make it
easier for musicians to perform and
promote their music

Advocating for efficient and transparent

processes on Intellectual Property

Other

@ Musicians ( Organizations Developed by Sound Diplomacy

For musicians, the top areas of desired government support are:

Promoting and marketinglocal artists and creators inlocal media (51%)
Promoting the exhibition of local content (33%)

Creating export opportunities forlocal music (30%)

Strengthening the network between all participants of the local music ecosystem
(27%)
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For organizations, the leading priorities include:

Promoting and marketing local artists and creators in local media (42%)
Improving access to public and private financing mechanisms (35%)
Strengthening and updating local creative, artistic, technical, and music
business-related education programs (33%)

e Co-financing or providing infrastructure improvements (31%)

These are areas that can be supported either by expanding the current actions of regional
organizations supporting the music sector, or that could be undertaken by a regional Music
Advisory Council and Music Office.

Recommendation 1. Establish aregional Music Advisory
Council

Initiators Regiopal gounty governments, Downtown and Main Street
organizations
) Local music stakeholders, stakeholders from the night time economy,
Supporting tourism, education, planning, licensing, hospitality, transport sectors
Stakeholders ' ' ' ' '
etc.
Timeframe Short term (0-12 months)
e Provide guidance andresources to support and grow the local
music industry
e Improve communication and collaboration within the music
ecosystem, and with other sectors/industries
Goals e Improve diversity, equity, inclusion, and accessibility in the local
music sector
e Improveregional cohesion

A Music Advisory Council or Music Board is a working commission thatincludes a wide
range of members from all sides of alocal music ecosystem and adjacent industries
including but not limited to, night time economy, tourism, education, planning, licensing,
health, hospitality and transport. AMusic Advisory Council can change policies, adopt new
measures and impact county councils and governmental objectives. They also act as
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advocates forthe broad music ecosystem, raising concerns and demanding solutions
from the municipal government and other governing entities.

Aregional Music Advisory Council should be established to allow music stakeholders to
share knowledge and work together to advocate for the music industry, supporting the
creation of new initiatives aimed at addressing challengesidentified by its members and
the broader music community. Suchinitiatives should aim to mobilize resources to better
meet the needs of the music sector, leading to a thriving music scene and improved
planning, policies and regulations both in more established music hubs and rural
communities. It would also help bring stakeholders together to improve regional cohesion
and collaboration. Thisrecommendationis designed to align with the Tennessee
Entertainment Commission’s plans for a Music Advisory Council. Additionally, the Music
Advisory Council could pave the way for the establishment of a Music Office for the region
(recommendation 2).

To ensure the Music Advisory Council reflects the reality of the region, it should include
representatives from the rural communities. Each council member should have a clearly
definedrole when they join, related to their specific perspective, experience or
organizational affiliation. The Music Advisory Council should meet monthly for the first year
of operations. A Chair should be tasked with confirming the agenda and leading the
meetings.

The Music Advisory Council’s objectives shouldinclude:

Providing a voice for the music ecosystemin front of the local and regional councils.
Supporting the Music Office in advocating for the importance of the music industry.
Act as the leading advocates for any changes the sector needs across the region
including, forinstance, better, more comprehensive and consistent music related
regulations in the county (recommendation 3).

e Champion the regional music ecosystem, helping it grow and promoting it locally
andinternationally.

e Supporting the Music Office in conducting research and implementing the music
strategy.

e Supporting the Music Office in connecting the music ecosystem, including linking
with other music entities across the region.

e Support music tourism, the night time economy, music education and community
engagementin music.

Implementation Actions:

Identify where the Music Advisory Council should sit and define its objectives.
ldentify prospective members of the Council, to include actors from all areas of the
industry, and create an online open call for members from across the region,
including rural communities.

SOUND DIPLOMAGY HOLDINGS LTD London « Barcelona e Berlin « Delaware
info@sounddiplomacy.com www.sounddiplomacy.com

20



o Councilmembers should be selected based on theirlevel of expertise and
shouldinclude representation from:
m Artists
Music professionals (managers, venue owners, labels, studio owners)
Regional county governments
Night time economy, transportation and tourism sectors
Educationalinstitutions and student representatives
Regional organizations supporting the music sector
m TEC

o Caremustbe takento ensure that diversity, accessibility and
environmental/low impact practices are followed, and that the diverse
sub-sectors of the music industry are represented.

Once established, the Music Officer should be responsible for chairing the Music
Advisory Council.

The Music Advisory Council would be volunteer-led and consist of up to 16
members, split between 60-70% music professionals and 30-40% government
and otherindustries. It should maintain a 50/50 gender split.

Members would serve for 2 years. After tenure, members would be expected to step
down and new members selected. Members should agree to a set of Terms of
Reference and declare any conflict of interest before being accepted onto the
Council.

Invite a variety of guests (i.e county and city councilmembers, local stakeholders or
citizens) to participate on ameeting by meeting basis, either to present on a topic or
to observe. This will ensure the Council remains inclusive and accessible to the
music ecosystem at large.

Stakeholders from otherindustries should be invited to meetings to encourage
cross-sector collaborations.

The Music Advisory Council can be divided into working sub-groups or committees
to address specific topics, either permanent or eventual, based on the current and
changing needs of the sector or the stage of implementation of the strategy. They
couldinclude:

o Music education and career pipeline, supporting the implementation of
recommendation 9, with the opportunity for student representatives to join
the Council.

o Artist support and professional development, to help support the

implementation of recommendations Z, 8 and 10).

Licensing and music-friendly regulations (recommendation 3).
Transportation and parking.

Music branding and tourism (recommendations 14, 15 and 16).

Diversity and accessibility in the music ecosystem.

Night time economy (NTE), working on topics such as assessing NTE
regulations, advocating to make them more NTE/music friendly, addressing
potential NTE issues such as sound management, hours of operation of

o O O O O
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music venues and restaurants, safety, increasing transportation options
during night time events, etc.
o Environmental stewardship in the music industry .

Case Study: Huntsville Music Board (Huntsville,
Alabama)

What s It: Sound Diplomacy’s music audit of the City of Huntsville led to the
establishment of the Huntsville Music Board in 2019. This governing body is a
volunteer citizen advisory committee." It aims to cultivate a diverse and vibrant
music ecosystem, providing opportunities to the community through the
implementation of the strategy developed by Sound Diplomacy. Its goalsinclude:

Establishing, promoting and maintaining Huntsville as a music-friendly city.
Connecting with other cities to share best practices.
Advocating for the sustainability and future growth of the music sectorin
Huntsville. Thisincludes guidance in attracting music industry related jobs,
music venue guidelines and standards, promotion of music related
festivals, and affordability of living and working spaces.

e Supporting the overall development of a music economy in Huntsville and
increasing the profile of the local music scene.

e Connecting with other cities to share best practices, information and talent
exchange.
Supporting music education within the community.
Helping establish, promote, and assist with music related commerce
(festivals, conferences, etc.)”

The Huntsville Music Board is composed of nine regular members appointed by the
Mayor and two ex office members from various parts of the local music industry
and community. Of the regularmembers first appointed, four serve initial terms of
oneyear, and five serve initial terms of two years. While members do not receive
any compensation for their services, necessary expenses incurred in the
performance of their duties may be paid.”

The Music Board also oversees four subcommittees in the outreach and marketing,

"Huntsville Alabama Granicus, “Huntsville Music Board of the City of Huntsville”, accesssed February 17, 2026,
https://huntsvilleal.granicus.com/boards/w/575d18cObafa2 rds/3497

12 City of Huntsville“ORDINANCE NO. 19-1051", accessed February 17,2026
https://mcclibraryfunctions.azurewebsites.us/api/ordinanceDownload/12962/1033404/pdf?forceDownload

=true
B bid.
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industry, education and events areas."

The Huntsville Music Board meets regularly, with a minimum of one meeting every
90 days.”

Who Is Responsible: The City of Huntsville.

What Has It Done: In 2022, Matt Mandrella was hired as Huntsville’s full-time Music
Officer thanks to the efforts of the Music Board, and the Huntsville Music Office
was created. The Huntsville Music Board also led the research and development of
the Huntsville Music Month (see the Huntsville Music Office case study).

The Huntsville Music Board provides ongoing research and guidance to the City
and the Music Office on policies and projects to support the local music industry. It
supportslocal authorities, communities, and development to protect existing
music spaces and the creation of new music opportunities; conducts strategic
planning exercises for various music initiatives; reviews licensing and legislation,
and recommends updates. Additionally, the Board participates in marketing and
promotion efforts for the regional music scene. Finally, it helps provide music
education within the community, in partnership with local organizations.”

Relevance for East Tennessee: The Huntsville Music Board was created to help
implement Sound Diplomacy’s recommendations in Huntsville and can serve as a
source of inspiration for the development of East Tennessee’s Music Advisory
Council. The Huntsville Music Board was established in Huntsville before the music
industry had become a major economic driver for the city, helping to lay the
foundation forlaterinitiatives and key accomplishments such as the creation of the
Music Office and Huntsville Music Month. In East Tennessee, as the music sector
already is a key industry, the Music Advisory Council would not only guide the
implementation of the music strategy but also strengthen an already existing
ecosystem and itsinitiatives, further positioning the region as a music destination
and hub. Inspiration can be taken from the Huntsville Music Office’s events and
ongoingresearch, along with licensing and legislative reviews. These would also be

" Lucy Berry DeButy, “Making history: meet Huntsville’s new Music Board”, HuntsvilleCityBlog.com, accesssed

'© Huntsville Alabama, “Huntsville Music Board of the City of Huntsville”, accessed February 17,2026

https://huntsvilleal.granicus.com/boards/w/6a09835bbfld512a/boards/34970 and City of
Huntsville*ORDINANCENO. 19- 10517, accessed February 17,2026

https://mcclibraryfunctions.azurewebsites.us/api/ordinanceDownload/12962/1033404/pdf?forceDownload

=true
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valuable in East Tennessee to foster a music-friendly environment, supporting local
music stakeholders and attracting talent, visitors, and businesses.

Recommendation 2. Advocate for the establishment of a
region-wide Music Office

Regional county governments, Downtown and Main Street

Initiators o . . .
organizations, proposed Music Advisory Council
ti : : o
Supporting Local music stakeholders, Tennessee Entertainment Commission
Stakeholders
Timeframe Longterm (2-3years)
e Increase economic opportunities and foster sustainable
growth for the music sector
e Nurture and support music entrepreneurs and organizations
Provide guidance and resources to support and grow the local
music industry
Strengthen musicians’ financial stability and professionalization
e Improve access to funding and financial support for music
organizations, especially inrural areas
e Improve communication and collaboration within the music
ecosystem, and with other sectors/industries
Increase music offerings and programmin
Goals 9 prog 9

e Improve access to music spaces

e Fosterbroaderparticipation and community engagementin
local music offerings

e Establish anationally recognized music identity for East
Tennessee
Improve music brand for the region

e Increase therole that music playsinthe regional tourism offer
and cultivate areputation for East Tennessee as a music
destination

e Showcase talent andraise awareness for the regional music
sector at anational/international scale
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e Improve diversity, equity, inclusion, and accessibility in the local
music sector
e Improve regional cohesion

Regional county governments, Downtown and Main Street organizations, and the
proposed Music Advisory Council, with support from the Tennessee Entertainment
Commission and regional music stakeholders should advocate for the establishment of a
Music Office forthe region. This could be placed in a city location, such as Knoxville, but
support the region’s music industry.

The establishment of an East Tennessee Music Office, including a Music Officerrole, would
provide significant support for the regional music ecosystem, while making a clear
statement that the region recognizes music as one of their target industries. Sitting
between regional county and city governments and industry, the Music Office would be
responsible foradvocating and negotiating better conditions for actorsin the music
industry in terms of licensing, permits, funding, and other government-related aspects. Its
main missions should include:

e Responsibility for overseeing and coordinating the implementation of
recommendations within the music strategy, with the support of both the local
music ecosystems and the regional county governments.

Advocating for the music ecosystem.

Negotiating policies to better support the music ecosystem (recommendation 3).
Providing the music sector with easier access to any resources and support from
local government, and guidance on how to navigate regional bureaucratic
processes (recommendation 4).

Promoting the music scene (recommendation 13).

ldentifying opportunities and implementing initiatives to nurture, attract and
develop new music businesses and entrepreneurs in the region.

e Actingasthe first point of contact for the music sector when addressing other
government agencies and departments.

e |dentifyingnewrevenue streams and advocating forincentives for the music sector,
and liaising with government agencies, nonprofits, baking institutions,
philanthropists and foundations to assess the potential for music grants,
sponsorships, and other funding avenues (recommendations 5 and 6).

e Coordinating music branding and marketing strategies and campaigns
(recommendations 14 and 15).

To effectively serve the entire regional music ecosystem, the Music Office should equally
consider the opportunities and gapsin both established music hubs, such as Knoxville, and
more rural communities. It should support the regional music sector as a whole while
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addressing specific local needs. Thisimplementation will also need to reflect the diversity
of budgets within the region, recognizing that smaller communities have limited capacity
for financial commitments, which may require more major communities such as Knoxville to
potentially compensate. Addressing specific needs can be achieved most efficiently by
collaborating closely with the proposed Music Advisory Council (tecommendation 1),
whose diverse membership from across music and otherindustries should aim to reflect
theregionalreality.

Implementation Actions:

The proposed Music Advisory Council, regional county governments and Downtown and
Main Street organizations should collaborate with the Tennessee Entertainment
Commission and:

e Use Sound Diplomacy’sresearch and the recommendations of this strategy to
highlight the regional music industry’s needs, and how a Music Office could further
support the sector.

e Buildtrustand alliances withinlocal government agencies and private organizations
to garner support. The more informed stakeholders are about the benefits a Music
Office can provide, the easieritis to advocate for and build the resources needed to
createit. By developing areceptive audience, it will be easier to build a case for the
economic and social return an office can create, justifying the monetary investment
required from the government.

o Hold meetings and presentations with relevant stakeholders to gather
feedback, align on goals, and answer potential questions and concerns.

o ldentify relevantindividuals or organizations to champion the idea. These
could include nonprofit organizations supporting the music sector such as
the Arts & Culture Alliance of Greater Knoxville and Knox Music Coalition,
which already serve as advocates for the sector.

o Communicate regularly with all relevant stakeholders.

e Define the potential mission, vision and objectives of the Office, including the
framework around which the Music Office will be developed.

e |dentify staff needs, the management structure and abudget.

o Thebudget allocation should take into account any available county funding
or alternative funding sources that can be utilized foradministrative and
program costs.

e |dentify apotential host for the regional Music Office .It could be an Economic
Development department or a regional organization supporting the music sector.

e Advocate fora fixed budgetto be securedin orderto ensure the longevity of the
Office.

o Redirecting aportion of the hotel tax (5% tax for overnight accommodations,
and an additional 4% in Knoxville) could provide a dedicated funding source
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for establishing the Music Office and supportingits initiatives. A portion of
these $12 million funds is already allocated to cultural organizations,
including the Arts & Culture Alliance of Greater Knoxville ($425,000). This tax
could also beincreased, forinstance by 25¢ more per night to fund music
initiatives. As arts and culture are animportant draw for tourists, the
contribution they make towards tourism can be augmented by improving the
quality and availability of local arts and culture.

Further Considerations:

If the establishment of aregional Music Office is not feasible in the short term orrequires a
longer development process, the proposed Music Advisory Council, regional county
governments, and Downtown and Main Street organizations could instead collaborate with
existing organizations that already support the regional music sector. By strengthening
partnerships and expanding current initiatives, these stakeholders could advance key
objectives while laying the groundwork for a more formal structure in the future.

To ensure the sustainability of these efforts, regional county governments and the
Tennessee Entertainment Commission should work together to establish a funding
mechanism, such as a dedicated grants program, to compensate existing nonprofits
supporting the music sector (e.g. Arts & Culture Alliance of Greater Knoxville, Knox Music
Coalition, etc.) for the costs associated withimplementing the recommendations outlined
in this strategy.

Recommendations of this strategy should then be assigned to the organization
responsible for theirimplementation, based onits functional expertise. Initiatives can
include:

o Defining IP and copyrights education programs and engaging with experts

(recommendation /)

o Advocating forthe expansion of the fair wage stage initiative at the region
level (ecommendation 8)

o Supporting the higher education and entrepreneurial pipeline
recommendation 9

o Hostingtraining, professional development and networking sessions and

workshops (recommendation 10)
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Case Study: Huntsville Music Office (Huntsville,
Alabama)

What Is It: The Huntsville Music Office falls under the purview of the Mayor’s Office,
and aims to nurture and support Huntsville’s music ecosystem to strengthen the
city’s economy, attract more visitors and enhance the residents’ quality of life. The
office aims to help the city’s music industry reachits full potential through
advocacy, policy and strategic planning initiatives."”

The objectives of the Huntsville’s Music Office are as follows:

e Bridge the gap between the public and private sectors within the music
ecosystem.

e Connectdifferent sectors (both across government and the overall
economy) with the music sector.

e Facilitate connections across the entire music ecosystem, including among

diverse musical genres, industry sectors, and demographic characteristics.

Improve communication across the music sector.

Act as the first point of contact for the music sector when addressing the

public institutions.

Improve the music sector’s access to resources and support from the city.

Provide guidance on how to navigate the city’s bureaucratic processes.

Advocate for the music ecosystem.

Build relationships that can benefit the music sector.

Oversee andreinforce the implementation of the city’s music strategy.

Promote the music sectorlocally, nationally and internationally, and

increase the export of Huntsville’s music to other markets.

Who Is Responsible: The Huntsville Music Office was created in 2022 with the
hiring of Huntsville Music Officer Matt Mandrella. A full-time Music Office Programs
Coordinatorrole was createdin early 2024.'®

What Has It Done: The Huntsville Music Office serves as aninformation center,
providing resources for artists, music businesses, industry professionals, and
music fans alike. It offers guides and resources for music stakeholders, music

7Huntsville Music Office, “ About us”, accessed February 3, 2026, https.//huntsvillemusic.com/about/
8 Government Jobs, “ Music Office Programs Coordinator”, accessed February 3,2026,

https://www.governmentjobs.com/careers/huntsville/classspecs/newprint/1627315
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industry directories, business development support, music education and
workforce development programs, as well as grants."”

Its key programs include the Music Ambassador Program and the Music Export &
Exchange Programs, as well as music events:

The Huntsville Music Ambassador Program (MAP) aims to leverage local musicians
as ambassadors for the city at the national and international level. The program
provides financial support to Huntsville-based musicians during their tours, so long
as they promote Huntsville to their audiences. The initiative provides funding
ranging from $750 to $1,500 per tour, with an annual cap of $4,500. Eligibility
criteriainclude residency in the Huntsville area and having five or more tour dates
outside a 100-mile radius of Huntsville. The program supported 70 tours in 2025.2°

The Huntsville Music Office’s music export and exchange program aims to
showcase local talent to new audiences while also fostering connections with
artists from other cities. It brings in artists from outside the area to collaborate and
performin the city, particularly during Huntsville Music Month. This program
provides a unique opportunity forlocal talent to reach a broader audience, while
also promoting Huntsville's growing reputation as a hub for music and creativity.?

” Huntsville Music Office, “Arts & Entertainment Districts”, accessed February 3,2026,
https://www.huntsvilleal.gov/development/building-construction/planning/zoning/arts-entertainment-distri
cts/ and Huntsville Music Office, “Noise”, accessed February 3,2026,
https://www.huntsvilleal.gov/environment/noise/ and Municode, “Huntsville, Alabama - Code of Ordinances
Chapter12 - ENVIRONMENTAL MANAGEMENT ARTICLE V. - NOISE”, accessed February 3,2026,
https://library.municode.com/al/huntsville/codes/code_of_ordinances?nodeld=COOR_CHI2ENMA_ARTVN
(@)

And Huntsville Music Office, “Special Event Permits”, accessed February 3,2026,
https://www.huntsvilleal.gov/business/licensing-permits/special-event-permits/

And Huntsville Music Office, “Music Education”, accessed February 3, 2026,
https://huntsvillemusic.com/resources/education/

And Huntsville Music Office, “Venues and Performances Spaces”, accessed February 3,2026,
https://huntsvillemusic.com/venues-and-performance-spaces/

And Huntsville Music Office, “What we do”, accessed February 3,2026,
https://huntsvillemusic.com/what-we-do/

20 Huntsville City Blog, “Huntsville Music Office: 2025 Rewind”, accessed April 21,2026,
https://cityblog.huntsvilleal.gov/huntsville-music-office-2025-rewind/

Z'Huntsville Music Office, “What we do”, accessed February 3, 2026,
https://huntsvillemusic.com/what-we-do/
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The Huntsville Music Office organizes several events aiming to celebrate
Huntsville’s music ecosystem and brand the city as a music destination. All events
are opento the public and free to attend. Key initiatives include:

Huntsville Music Month?2

Make Music Day?®

Festivals and concert series throughout the year.?

Quarterly meetings providing members of the music community a platform
to network with stakeholders.?®

Operational/Financial Information: The Huntsville Music Office is staffed by two
people: the Music Officerand a Programs Manager. The Office operates with an
annual budget of approximately $400,000. This budgetincludes $50,000
allocated for the Music Ambassador Program.®

The Office’s budget leverages larger, city-wide infrastructure investments. For
instance, the $50 million Orion Amphitheater was funded by the Economic
Development department and not the Music Office. This approach of coordinating
existing city resources has proven that a Music Office can be effective with a
minimal budget, which has, in turn, motivated the Office to prioritize community
and stakeholder engagement.?

Relevance for East Tennessee: East Tennessee can draw inspiration from the
Huntsville example when establishing its regional Music Office and defining clear
goals, an operational structure, and tangible achievements. Like Huntsville, East
Tennessee can focus on high-impact, low-cost initiatives in the early stages of the
Music Office.

This case study also shows how garnering top-down support, investment fromthe
local government, and support and feedback from the local community have been
critical to the success of the Huntsville Music Office and could be one of the first
steps for East Tennessee to establish a Music Office.

22 Huntsville Music Office, “ Huntsville Music Month”, accessed February 3, 2026,
https://huntsvillemusic.com/musicmonth/

23 Make Music Huntsville, “ Homepage”, accessed February 3, 2026, https://makemusicday.org/huntsville/
24Huntsville Music Office, “ What we do”, accessed February 3, 2026,
https://huntsvillemusic.com/what-we-do/

2 Huntsville Music Office, “ What we do”, accessed February 3, 2026,
https://huntsvillemusic.com/what-we-do/

26 Information received from Huntsville Music Office Matt Mandrellain March 2026

Zbid.
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Case Study: Austin Live Music Fund, anIncreased and
Redirected Hotel Occupancy Tax for the Music Industry
(Austin, Texas)?®

What s It: In Fall 2019, the City of Austin’s Economic Development Department
reassessed the Department’s Hotel Occupancy Tax-funded programs, whichled
to the creation of the city’s Live Music Fund. Austin City Council established the
Live Music Fundin 2019, through a city Ordinance. The Live Music Fund aims to
support Austin’s diverse live music industry: professional music businesses,
organizations, musicians and bands performing live and virtual shows, recording
studio production, video production and merchandise.

What Has It Done: Since the city created the Live Music Fundin 2019, it has grown
to more than $3 million.?’ The disbursement of the funds collected is planned for
mid-2023. The reasons for this delay are assumed to be because the fundis the
first of its kind; therefore, there is no concrete plan to govern how to distributeit. In
addition, Austinis suffering from a shortage of city staffers, including 20 positions
in the Economic Development Department. Consequently, management of the
fund has been shifted to a third-party contractor. Eventually, the program will
include between 250 and 500 contractsissued, disbursing between $5,000 and
$10,000 in funding to Austin-based musicians and independent promoters to help
support events®®. The funds will be used towards venue rentals, performance fees,
equipment rentals, or other costs associated with hosting a live performance.”!

In2023, the program had a nearly $4 million budget, to which $525,000 in funds
have been added to cover administrative fees paid to the Long Center for the

% City ofAustln Cultural Funding Review: Arts, Heritage, Mu3|c austlntexas gov, accessed February 20,

2 McQueen E. &Bloxson M, The city has millions of dollars to support the Austin music scene. But who gets
the money?” NPR, accessed February 20,2026,
https://www.kut.org/austin/2022-03-01/the-city-has-millions-of-dollars-to-support-the-austin-music-sc
ene-but-who-gets-the-money

% Music and Entertainment Division, City of Austin Economic Development, “Live Music Fund Event Program”,
services.austintexas.gov, accessed February 20,2026,
httr_)s:((services.austintexas.gov(edims(document.cfm?id=382331

* Austin Monitor, “city staffing shortages to delay Live Music Fund deployment until mid-2023”,
austlnmomtorcom accessed FebruaryZO 2026,

ment. until- mld 2023/
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Performing Arts,* the organization approved to oversee the program.*?

Operational/Financial Information: The Live Music Fund was created through a
2019 increase in hotel occupancy taxes. The City of Austin's Hotel Occupancy Tax
rateis 9%, comprising a 7% hotel occupancy tax and an additional 2% venue
project tax.** The city taxis levied in addition to the 6% rate imposed by the State
of Texas, which must be remitted separately to the State. Since the Live Music Fund
is funded through the Hotel Occupancy Tax (HOT) revenues, all activities
supported by the fund should encourage, promote, improve, and showcase
Austin’s live music industry. The ultimate goal of the fund is to sustainably develop
infrastructure and experiences that attract tourism and develop Austin’s
convention and hotelindustries.** The Live Music Fund is specifically financed by
dedicating 15% from a supplementary 2% Hotel Occupancy Tax.*

The Austin Live Music Fund provides $7.14 million in support of 399 musicians,
promoters, and live music venues across Austinin 2026.%

Relevance for East Tennessee: Allocating a portion of hotel occupancy taxes
presents a funding opportunity to support the regional music sector. Given East
Tennessee's existing tourism appeal, thisinitiative could significantly enhance the
region's support to the music community. Such an approach would also fostera
collaboration between the tourism and music sectors, creating a mutually
beneficial partnership that could inspire future projects andinitiatives. By
positioning music as a key element of East Tennessee’s strategy to attract tourists,
as suggestedinrecommendations 14 and 15, this would not only enrich the region’s
culturallandscape but also contribute to increased hotel occupancy and overall
tourismrevenue.

32 Long Center for the Performing Arts, “About Us”, longpac.org, accessed February 20,2026,
https://lonapac.ora/about

33 Swiatecki, C, “Council votes clear path for April rollout of Live Music Fund”. AustinMonitor.com, accessed
FebruaryZO 2026
h

und/

34 City of Austin, “What is the City of Austin’s Hotel Occupancy Tax rate?”, austintexas.gov, accessed February

20,2026, https://www.austintexas.gov/financial-services/hotel-occupancy-taxes-fag

% Speak Up Austin, “Live Music Fund Community Engagement”, speakupaustin.us, accessed February 20,
2026, https://speakupaustin.us.engagementhqg.com/live-music-fund?tool=ganda
3¢ Services Austin Texas, “ORDINANCE NO. 20190919-149”, accessed April 21, 2026,

https://services.austintexas.gov/edims/document.cfm?id=328565
¥ Austln Wlden “2026 ACME Fund|ng Program Award List Austin Live Music Fund”, accessed April 21,2026,
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Theregulatory assessment revealed some issues concerning the definition of certain
regulations and licenses that apply to the music sector, as well as alack of guidance.
Organizations and musicians who responded to the survey rated the procedures required
to operate in the music sector as slightly challenging, with average scores of 2.2 for
musicians and 2.6 for organizations (on a scale from 1to 5). While these administrative
barriers were not flagged as the most pressing challenges for the music industry, some
regulations and licensing processes could be improved to better support the sector.

Sound regulations: In Knox County, night time (between 10pm and 7am) sound limits are
capped at 80 dB(A) for both continuous and impulsive sounds across residential,
commercial, and industrial areas, with lower thresholds applying to certain uses. Special
noise permits can be issued for events, when the sound emitted from the premises can
exceed the regular standards of up to 10db(A). However, those special noise permits can
beissued only for events occurring on Friday, Saturday or a federally recognized holiday,
and are effective only between 7am and 10pm. This restriction can prevent venues from
legally hosting amplified performances in the evening, whichis typically when audiences
are most likely to attend live music events. Special noise permits are also limited to a single
day, and no more than two permits can be issued to any premises in any twelve-month
period, regardless of any change in ownership of the premises.*® This further constrains the
ability of music event organizers to develop regular outdoor programming, limiting
opportunities foraudience growth and economic sustainability. Additionally, no sound
management standards or guidance for music venues could be found during research.
Finally, the Agent of Change Principle, which holds the entity that creates achangeinan
arearesponsible forthe impact this change canhave inthat area, isnot in place, potentially
leading to complaints. These regulations and the lack of guidance can create a challenging
environment for event organizers and music venues.

Music events: Event permits are required in Knox County to organize events that meet
certain criteria, including being open to the general public, taking place in parks, involving
vendors or food trucks, requiring road closures or significant parking use, using temporary
infrastructure, using amplified sound, accessing utilities, orhosting more than 100
attendees.”

Applications can be filed online, and fees include $500 for a monetized special event
permit, and $100 for a non-monetized special event permit, plus potential other fees such

38 Knox County, “Ordinance”, accessed September 10,2025,
https://www.knoxcounty.org/codes/pdfs/ordinance.pdf

3 Knox County, “Is this event happening on Knox County Park property?”, accessed September 9, 2025,
https://www.knoxcounty.org/parks/pdfs/KCPREventPermittingChart.pdf
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as pavilionrental, gate fee, cleaning fees etc.”® Knox County’s website includes a
document summarizing otherrequirements for special events such asinsurance
coverages, amenities, vendors and food trucks regulations etc.”

The City of Knoxville provides a separate event guide, detailing permit processes, event
regulations, rules, and logistics, alcohol sales, with online application also available.*

While these processes and guidance are relatively structured and accessible, cohesive
processes for the entire region, with detailed information depending on the location and
type of event, could further encourage and support the organization of music events,
especially outside of established music hubs such as Knoxville.

All ages: There are no local ordinances orlicensing processes regulating whether cultural
events orvenues can admit all ages. This suggests that decisions regarding age
restrictions are primarily determined by venue operators or event organizers, oftenin
relation to alcohol service policies, and may result in fewer all-ages events, limiting young
people’s access to live music, both as audience members and performers.

Street performance: There are no regulations or licensing processes regarding street
performance in Knox County. However, Nourish Knoxville, Inc., a Knoxville-based 501(c)(3)
nonprofit organization supporting relationships between local farmers, producers, and the
public, runs a busking program at its farmers markets. Buskers may perform for tipsin
designated zones during market hours (Wednesdays and Saturdays, with seasonal
variations) and must follow certain rules regarding the duration of the performances,
amplified sound, designated zones, sale of merchandise etc. More broadly, no guidelines,
regulations orlicensing processes regarding street performance were identified in the
region. The lack of regulation may create uncertainty regarding where and under what
conditions street performance is permitted, which can limit the development of busking as
avisible and accessible platform forlocal artists and particularly emerging musicians, as
well as the quality of performance for showcasinglocal talent to visitors and residents, and
cause potential conflict between performers and local businesses.

Entertainment/creative districts: While Knoxville has an area with a high concentration of
galleries, referred to as the Arts District, and a Theatre District, hosting four theaters, there

49Knox County, “Special Event Application”, accessed September 9, 2025,
https://www.knoxcounty.org/parks/special_event_application.php and Knox County, “Special Event Fees”,
accessed September 9,2025, https://www.knoxcounty.org/parks/pdfs/KCPRSpecialEventFees.pdf

“TKnox County, “Requirements for a Special Event”, accessed September 9, 2025,
https://www.knoxcounty.ora/parks/pdfs/KCPREventPermittingRequest.pdf

“2 City of Knoxville, “Office of Special Events Event Guide”, accessed September 9, 2025,
https://cdnsmb5-hosted.civiclive.com/UserFiles/Servers/Server_109478/Fil ecialEvents/Special%20Ev.
nt%20Guide%202023%20rev%203.13.2023.pdf

And City of Knoxville, “Special Event Application”, accessed September 9, 2025,

https://www.knoxvilletn.gov/cms/One.aspx?portalld=109562&pageld=10276689
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are no official entertainment or creative districts in Knox County.** Entertainment districts
are vibrant areas within cities that are dedicated to cultural uses, and are often designed to
be more walkable. These districts generally house a variety of music venues, theatres,
restaurants, and other entertainment-related establishments. They are governed by
specific policies, tailored to support the music industry and other creative sectors, while
also ensuring the well-being of residents. These policies may regulate the hours of
operation for events, businesses, and sound, as well as liquor sale and consumption, thus
helping to strike a balance between providing a robust entertainment offering while
respectinglocalresidents’ needs. Entertainment districts contribute to the economic
growth of an area by attracting tourists, creating jobs, and enhancing the cultural activity.

The absence of officially designated entertainment or creative districts in Knox County
suggests that cultural and nightlife activity is not currently supported through a
coordinated policy framework. This may limit opportunities for creative events and
economic development. There are ongoing discussions about permitting open containers
of alcoholin Market Square in Knoxville. The proposalis largely driven by competition from
the new downtown stadium district, whichis drawing increased foot traffic and activity
away from the Square. While the City has already pedestrianized a portion of South Central
Street on weekends, it has not authorized open containers in that area.* These discussions
illustrate growing interest in strengthening downtown activity and public space activation,
which could also create additional opportunities for live music and cultural programming at
theregional scale.

Liquor licenses for performance: Event organizers in Knox County must obtain licenses
from different authorities to sell alcoholic beverages at events. The type of license required
depends onthe business's structure and the nature of the event.*® For example, for-profit
entities can obtain a festival license from the TABC to sell alcoholic beverages at festivals
foralimited period, while nonprofit organizations may apply for a special occasionlicense
for fundraising events. Additional permits may also be required for beer sales, and staff
serving alcoholin certain areas must complete approved training programs.* However,
the processes involve multiple authorities and do notinclude specific provisions tailored to
cultural venues. In addition, no centralized guidance (such as a one-stop shop oronline
guide) explaining the full licensing process was identified. This may create administrative

43 Visit Knoxville, “Arts District”, accessed September 5, 2025,
https://www.visitknoxville.com/things-to-do/arts-culture/arts-district/ and “Theatre District”,
https://www.visitknoxville.com/things-to-do/arts-culture/theatre-district/

44 Knox News, “Another Mardi Gras with no open container. Will Knoxville ever allow it?”, accessed February 23,
2026,
https://eu.knoxnews.com/story/entertainment/dining/2026/02/17/market-square-open-container-debate-

over-public-beer-alcohol-back-this-mardi-gras-downtown-knoxville/88612485007

48 City of Knoxville, “Office of Special Events Event Guide”, accessed September 9, 2025,
https://cdnsmb5-hosted.civiclive.com/UserFiles/Servers/Server_109478/Fil ecialEvents/Special%20Ev.

nt%20Guide%202023%20rev%203.13.2023.pdf
4 Knox County Clerk, “Beer Permits”, accessed September 10, 2025,

https://www.knoxcounty.org/clerk/permits_beer.php
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complexity forvenues, promoters, and festival organizers planning events that include
alcohol sales.

Business licensing: Music businesses in Knox County must apply for a business license with
the County Clerk. Businesses located within the municipal boundaries of the City of
Knoxville must also register with the City of Knoxville Department of Finance. No specific
rules for music-related businesses could be identified.* This suggests that music industry
specificities such as live performance, sound management, operating hours and more are
not specifically addressed within the regulatory ecosystem. This may hinder the
development of music businesses and impact the regional music industry.

Parking & transportation

While Knoxville’s Special Events Guide outlines some parking and circulation rules during
special events, Knox County’s zoning ordinance does not include provisions regarding
parking and loading and unloading zones specific to venues.*® The absence of
venue-specific provisions may create operational challenges for music venues for
activities such as equipment load-in andload-out, bus access, and artist or crew parking.
These challenges can affect the efficiency and cost of hosting performances.

Furthermore, while Knoxville Area Transit (KAT) has several bus lines operating during the
evening until around midnight across the city, there is a lack of regular night transportation
service inthe region.”

Stakeholderengagement revealed a significant parking challenge for music events and
venues. Parking and the lack of regular night transportation represent barriers limiting
artists’ ability to perform and to gatheraudiences. There is a need to advocate for solutions
such as dedicated, free, orlower-rate parking for music events and for new venue
developments toincorporate these considerations.

Industry guides & resources

The regional music community currently lacks dedicated industry guides and resources
addressing topics such as safety and emergency preparedness, environmental
sustainability, and diversity, equity, inclusion and accessibility in the music sector.

While the Knoxville-Knox County Emergency Management Agency (KEMA) coordinates
local efforts to prepare for, respond to, and recover from major emergencies and

47 Knox County, “Business License”, accessed September 9, 2025,
https://www.knoxcounty.org/clerk/businesstax.php

48 Knox County, Tennessee, “Zoning Ordinance”, accessed September 9, 2025,
https://knoxplanning.org/resources/zoning/ordinances/county/2023-08-28.pdf

4? KatBus, “Schedules & Maps”, accessed September 9,2025, https://katbus.com/schedules-maps/#
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disasters, it does not have any program specific to the live music sector.®® Knox County has
a “Green Event Planning Help: Waste Reduction or Zero Waste” webpage encouraging
event planners to contact the Knox County Solid Waste Office and a Recycling Coordinator
to help them reduce their ecological footprint. No other resource is available online.”'
Resources for sustainable event planning exist via the University of Tennessee Office of
Sustainability’s Zero Waste Event Planning Guide, but there is no equivalent
comprehensive resource tailored to cultural or music events at the regional level or
dedicated to the music sector. Similarly, no accessibility initiatives specific to the music
sectorwere identified.

The absence of tailored guidance and resources can lead to barriers for music businesses
and event organizers seeking to follow best practices in safety, sustainability, and
accessibility topics, forinstance. Without guidelines, music stakeholders may struggle to
adopt consistent standards, limiting the potential support to musicians, music
professionals and audiences. This also limits overall regulation of the industry froma
city/government perspective.

Recommendation 3. Advocate for the implementation of
music-friendly regulations and guides

Proposed Music Advisory Council and Music Office (orregional

Initiators organizations supporting the music sector).

Supporting Regional county governments, regional city councils, TEC
Stakeholders

Timeframe Mediumterm (1-2 years)

e Nurture and support music entrepreneurs and organizations

e Provide guidance andresources to support and grow the local
music industry

Goals e Increase music offerings and programming

Increase the role that music plays in the regional tourism offer

and cultivate areputation for East Tennessee as a music

destination

%0 City of Knoxville, “What is KEMA?”, accessed September 10, 2025,
https://www.knoxvilletn.gov/government/city_departments_offices/knoxville-knox_co_emergency_manag
ement_agency

®TKnox County, “Green Event Planning Help: Waste Reduction or Zero Waste”, accessed September 10, 2025,
https://www.knoxcounty.org/solid_waste/event_planning_help.php
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The proposed Music Advisory Council and Music Office should advocate to East
Tennessee’s county governments and city councils for the implementation of regulations
and licensing processes that align more closely with the specific needs of the music sector
inthe region. By doing so, it can create a supportive environment that not only empowers
artists, but also facilitates the growth and success of cultural events, ultimately fostering a
thriving and vibrant music community.

They should then advocate for the implementation of those reviewed/new processesin
each county and city of the region to support greaterregional integration, reduce
confusion for artists, venues, businesses and event organizers operating across municipal
and county boundaries, and foster a more cohesive environment for music-related activity.

Implementation Actions:

e Use Sound Diplomacy’s work to determine which regulations and permitting
processes need modifications and/or clearer guidelines. These would include, but
are not limited to:

o Soundregulations: create sound management standards and guidance for
music venues, and potentially implement the Agent of Change Principle.
Inspiration can be taken from Boulder’s sound ordinance, detailing
specifications forconcerts and music festivals.

o Eventpermits: extend Knoxville’s event guide to the region with detailed
information depending on the location and type of event. Seattle’s special
event handbook can also serve as amodel when expanding the guide.

o Allagesevents: ensure music venues can admit all ages by implementing all
ages eventslicenses similar to Milwaukee’s ordinance.

o Streetperformance: develop abusking programin specific areas toincrease
music programming (recommendation 12) and contribute to brand the region
as aplace for music creation and experiences (recommendation 14). See the
Asheville case study below for an example of guidelines.

o Parking: advocate for solutions such as dedicated, free, orlower-rate
parking for music events and for new venue developments to incorporate
these considerations.

o Entertainment districts: establish entertainment districts with specific
policies, tailored to support the music industry and other creative sectorsin
relevant communities. Inspiration can be taken from Austin’s entertainment
districts.

o Liquorlicensing: add a specific section for cultural events and venues to local
liquorregulations, and develop a guide for music event organizers.
Inspiration can also be drawn from Lafayette’s liquor licensing simplified
processes formusic stakeholders.
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o Music businesslicensing: develop specific guidelines for music business
licensing. This can be done similarly to New Orleans’ creative business
licensin i
Draft policy proposals based on thisinformation and on the following benchmarks.
Gainfeedback from, and provide updates to local music stakeholders throughout
the definition phase.

e Consult with stakeholdersin other cities in the state, such as Memphis (the city has
also undertaken a full music strategy), to understand best practices, lessons
learned, and identify opportunities for alignment outside of the region.

e Onceimplemented, ensure all the regulations and permitting processes relevant to
the arts sectorare included and easily accessible in the proposed one-stop shop
(recommendation 4).

e Create guidestonavigate certain processes, which should also be added to the
one-stop shop, and potentially to the Music Office’s website, along with other
potential guidelines.

e Raise awareness around the reviewed regulations, licensing processes, and the
guides by running sessions with the local community to explain what changes have
beenmade and how it applies to them.

e Monitorthe number of applications and permits granted for music events.

Further Considerations:

In addition to reviewing regulations and licensing processes and creating guides for them,
the proposed Music Advisory Council and Music Office could develop resource guides on
abroaderrange of industry priorities. These may include guidance on environmental
sustainability for music events; Diversity, Equity, Inclusion, and Accessibility (DEIA)
standards for music activities; and emergency preparedness frameworks tailored to music
and cultural organizations.
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Case Study: Street Performers Guidelines (Asheuville,
North Carolina)®?

What s It: Asheville’s street performance guide provides clear guidelines for
performers. Permits are not required for sidewalk performers who wish to busk
downtown during times when sidewalks, streets, and parks are not otherwise
reserved for outdoor special events. The Asheville Buskers Collective provides a
number of guidelines for overall busking etiquette, such as using two-hour turns,
managing crowd size, and keeping volumes low, especially around businesses,
offices, andresidences.

Buskers are expected to adhere to a set of city rules including: avoid obstructing
sidewalks, doorways or streets and provide a minimum of 6 feet of pedestrian
passageway; no selling or displays of any tangible goods in exchange for money or
donation; performances may only be between the hours of 10.00 a.m. and 10:00
p.m. Performers must also keep their setup minimal, leave their space cleaner than
they found it, and avoid repetitive songs orignoring requests to turn down.
Performers must not be under the influence of alcohol or controlled substances,
andinherently dangerous acts such as fire, blades, or acrobatics are prohibited
unless part of a permitted event.

The guide includes the noise ordinance. The city has also established High Impact
Areas, where only one audible performance s allowed per120 feet, and
non-audible performances must be atleast 40 feet away. In all areas, performers
must maintain at least 40 feet distance from each other.>’

Who Is Responsible: City of Asheville

What Has It Done: The guidelines make busking easy forlocal performers, and as
such benefitsresidents and local business owners with a bustling downtown.
Asheville’s open approach to busking has produced a music-filled downtown, and

2 The City of Asheville, "Street performers make downtown a fun and exciting place to be.", accessed February
19,2026, https://drive.google.com/file/d/13hWP6ézBPbr2gegbYawbhZNcJlebCkiX3/view.

53 City of Asheville, “Street Performers Guide”, accessed February 19,2026,
https://drive.google.com/file/d/12QKXzDZD5IropPleGJzMY 6feXfeEjwus/view
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while problems persist, such as unclear sound ordinances and an occasional
violation of guidelines, the program has been deemed an overall success.*

Operational/Financial Information: Asheville does not require a busking permit,
meaning that busking implementation requires no administrative costs. The
Asheville Busker’s Collective has lobbied for a self-regulatory model. The only
financial burden was the cost going into composing and printing the Street
Performers Guide.

Relevance for East Tennessee: The promotion of street performance, especially in
lively areas, can provide an opportunity forresidents and visitors to enjoy the
regional music scene, thus expanding exposure to musicians. This would not only
ensure an allencompassing experience but would also represent an opportunity
forlocal artists to showcase their music, directly contributing to the goal of
branding the region as a music destination.

Recommendation 4. Establish a one-stop shop for music
regulations

Regional organizations supporting the music sector (or proposed

Initiat . : . .

nitiators Music Advisory Council/Music Office)
Supporting . . :
Stakeholders Regional county governments and city councils
Timeframe Short term (O-12 months)

e Nurture and support music entrepreneurs and organizations

e Provide guidance andresources to support and grow the local
music industry

Goals e Improve access to funding and financial support for music
organizations, especially inrural areas

e Improve communication and collaboration within the music
ecosystem, and with other sectors/industries

54 John Boyle, “Answer Man: Guidelines for Buskers? City Regulations for Busking?,” Citizen-Times.com,
accessed February19 2026,

—buskers C|tv requlatlons Ibusklnq/4711893002/
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e Increase music offerings and programming
e Improveregional cohesion

The proposed Music Advisory Council and Music Office should work with regional and
county governments and city councils to review the regulations and licensing processes
thatimpact the music industry (recommendation 3), and to include themin a one-stop
shop platform for the region.

A one-stop shopis a digital platform that those wanting to organize and promote special
events willuse in order to browse regulations and licensing processes, as well as financial
support and otherresources and opportunities. The portal can also include local and state
financial incentives such as grants and tax rebates that event organizers may be eligible for,
and guides on how to apply for them. The one-stop shop should be hosted on the Music
Office website, oron any otherrelevant organization’s website such as the Arts & Cultural
Alliance website.

Implementation Considerations:

e Runauserexperience test onthe existing systems and processes to understand
current gaps and identify areas forimprovement and streamlining.
e Use Sound Diplomacy’s regulatory assessment to include information on
regulations, permitting and licensing processes related to the music sector, such as:
o Permitting and licensing requirements related to the creation of music
businesses, and to the organization of music and cultural events (permits and
license requirements and costs to organize events, permits to play live music
and amplified music, for busking, forliquor sales, etc.). It should also include
links to application forms/pages.
o Information onregulations applying to the music sector, including sound
regulations, hours of operation, curfews, busking regulations, etc.
o Alltheresources and opportunities available forthe music sector, such as
professional development opportunities and resources (recommendation
Z), fair pay (recommendation 8), potential environmental and low impact
guidelines, Diversity, Equity, Inclusion and accessibility guidelines, and
emergency preparedness guidelines (recommendation 3).
o Itshouldalsoinclude alink to the TEC directory (tecommendation 10).
e Create the platform onthe most relevant website (Music Office or Arts & Culture
Alliance website forinstance).
e Promote the platform to the music and cultural community by running online andin
person sessions to showcase guidance and resources to the sector, allowing
opportunities for Q&A and networking. These sessions will also provide an
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opportunity for the regional county governments to be better connected to the
music industry.
e Collectfeedback onusability and proposedimprovements for the platform.

Case Study: One Stop Shop (New Orleans, Louisiana)

What s It: Events andliquorlicensing are run by New Orleans’ one-stop shop for
permits and licensing. In addition to a dedicated webpage, the site offers a
search engine to ease user navigation to different licensing information and
forms. The one-stop shop is also available via an app, which allows users to find
licensing information and apply for permits from their mobile devices.*® Each
permit type hasits own drop-down menuincluding:

Business permits and licenses
Event/film permits andlicenses
Building permits and licenses
Residential permits

Hazard permits

Beneath each specific permit orlicense, there isinformation regarding what the
documentis for, who should apply forit, how to successfully complete the
application process, and what to expect following submission. The summary
alsoindicates whether or not the permit or license can be completed online.%

Fillable PDF applications can be downloaded directly from the app.®’
Who Is Responsible: The City of New Orleans

What Has It Done: The one-stop shop’s datais publicly available online,
providing a monthly breakdown of the number and types of permitsissued. In
June 2025 forinstance, the dashboard shows permitsissued for events such as
the “New Orleans Wine & Food Experience” (June 5-9) and “Crescent City

%5 City of New Orleans,“City of New Orleans One Stop Permits & Licenses”, accessed February 20,2026,

https://onestopapp.nola.gov/
% bid.

% One stop app, “Get started”, accessed February 20, 2026, https://onestopapp.nola.gov/
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PrideFest” (June 21-22), with documentation covering tents, street closures,
sound permits, and temporary structures.>®

Operational/Financial Information: Abudget of $299,000 was adopted by the
city government to establish the one-stop shop in 2011.%°

Relevance for East Tennessee: A one-stop shop similarto New Orleans’
example can be a cost-effective way for East Tennessee to significantly reduce
administrative barriers and encourage the organization of more music events by
facilitating the access to music-related regulations, licensing processes, and
guidance. Creating a single place for all relevant information would also make it
easier foragents like event promoters to comply with the regulations and
industry standards for their musical activity, supporting a thriving environment
for the music community.

The cultural sector benefits from budget lines as part of the Social, Cultural, and
Recreational sector ($8,120,725%) in Knox County. Most local governments in the region
also support events and tourism efforts through charitable or discretionary line items. In
smaller counties, events and tourisminitiatives are largely volunteer-driven.

Several grants and funding mechanisms are also available for the arts sector at the local,
regional and state levels. They include grants from the Arts & Culture Alliance of Greater
Knoxville, the Arts Fund for East Tennessee, the Tennessee Arts Commission, and the Levitt
Foundation. These grants are utilized to support festivals in the region, particularly to pay
forbands and covering sound engineering costs. Additionally, the Tennessee
Entertainment Commission (TEC) runs several economic development incentive programs
that are opento the musicindustry, including the Music Scoring Grant, the 25% Grant
Rebate, and the FastTrack Economic Development Grant. However, none of these financial
resources and funding mechanisms are dedicated solely to the music sector.

Researchrevealed that musicians and music organizations face challenges in terms of
funding, finance and fundraising. Organizations that responded to the survey mentioned

°8 One stop app, “Open Data”, accessed February 20,2026,
https://onesto .nola.gov/Dash rd.aspx?report=monthPrmtListTableDiv&utm
5 New Orleans Mayor’s Office, “Adopted 2011 Operating Budget””, accessed February 20,2026,

https://nola.gov/nola/media/Mayor-s-Office/Budget/2011/2011_NOLA_ADOPTED_Budget-FINAL.pdf
%9 Knox County Tennessee, “FY2026 Proposed Budget”, accessed September1, 2025,

https://www.knoxcounty.org/finance/pdfs/2025_2026_budget/FY26_Proposed_Budget.pdf

SOUND DIPLOMAGY HOLDINGS LTD London « Barcelona e Berlin « Delaware
info@sounddiplomacy.com www.sounddiplomacy.com

44


https://www.knoxcounty.org/finance/pdfs/2025_2026_budget/FY26_Proposed_Budget.pdf
https://nola.gov/nola/media/Mayor-s-Office/Budget/2011/2011_NOLA_ADOPTED_Budget-FINAL.pdf
https://onestopapp.nola.gov/Dashboard.aspx?report=monthPrmtListTableDiv&utm

finance and fundraising among their top needs, signaling a push for operational resilience.
Stakeholdersidentified a financial tools gap in the music industry, and a lack of support
fromlocal banks and accountants, misunderstanding the industry’s business model, thus
complicating access toloans and capital. Securing corporate sponsorship and municipal
investment was also identified as a challenge because of the music sector’s direct
competition with the sports sector. Furthermore, stakeholder engagement revealed that
rural counties often struggle to access state grants because they lack the necessary local
funds to provide the required financial match.

Music businesses, organizations, and musicians and artists in East Tennessee’s music
ecosystem were asked a series of questions about the challenges of accessing funding,
the procedures required to carry out their music-related activities, and the level of
institutional and regulatory support they receive. Figure 4 summarizes the main findings.

Figure 4. Music Ecosystem Challenges: Key Findings®!

Music Ecosystem
Challenges Musicians and Artists Public Funding
o) . . (o)
1486 Sources of Public Funding 852 /(;:
Procedures required
of total of total
musicians 0% 4.6% 5.6% musicians
Level of taxes received NGOs Other e did not
public Institutions  Government receive
Stagnant pay rates , * ’ , | 41 funding public
funding
1.9% 74% 0.9%
Cost of livin [ Federal Local Clty Local
¢ , ’ ’ , 4 Government County
Challenges Organizations and Businesses Public Funding
i i o)
Level of taxes 691% Sources of Public Funding 301 /6
of total 34.5% 52.7.% 56.4% of total
Procedures required organizations Eederal EEs] State Or’gar\lzatlons
received Government City Government did not
A 1 t public receive
fcces-s 0 governmen , * ’ ‘ 37 funding 56.4% public
inancing 43.6% - 41.8% funding
Other State Local
Cost of living , ’ * * 36 Insitutions Government County

“"Theiconsinthe “Challenges” section represent the degree to which each factoris perceived as a challenge.
Thumbs pointing downward indicate greater difficulty or a stronger negative impact, while thumbs pointing
upward indicate fewer challenges or more favorable conditions.
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Organizationsidentified the cost of living (3.6) and access to government financing (3.7) as
slightly more significant barriers, but not to the extent of being considered operational
obstacles. Overall, the results suggest that the main economic pressures arerelated to
income sustainability rather than bureaucratic hurdles.

Over half of musicians (52.8%) expressed interestinreceiving aid, highlighting a substantial
gap between existing needs and access to available funding, as well as areflection of a
market that doesn’t provide enough opportunities, or suitable pay, for gigging musicians.

The disparity between musicians and organizations points to unequal access to public
resources. While organizations appear better equipped to navigate institutional
processes, individual musicians remainlargely excluded, either due to lack of information,
administrative capacity, or tailored funding mechanisms. This highlights a need for clearer
communication, simplified application procedures, and targeted programs forindividual
creatives to bridge the gap and ensure a more equitable distribution of public support
within East Tennessee’s music ecosystem.

Figure 5. Music Ecosystem: Public Funding Relevance

Music Ecosystem

Importance of Receiving Public Funding

Musicians Organizations

75%

think receiving public funding
was extremely important for
their music-related work

Respondents who have received public funding in the past were asked how crucial this
funding was for their music-related work (rating on a scale of 1to 5, where Tis 'not important
atall'and 5is 'extremely important'’). The results demonstrate that, when available, public
funding plays a critical role in strengthening the local music ecosystem, not only by helping
sustain existing activity but also by enabling creative and organizational growth. They also
reinforce previous findings that the main barrieris not the perceived value of aid, but rather
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limited access and outreach, particularly forindividual musicians, many of whom remain
unaware of orunable to access existing opportunities.

While local arts agencies make efforts to promote funding resources to the communities
they serve, thereis aneed to broaden access to public funding and financial resources
across the music sector. This can be achieved by leveraging Tennessee Arts Commission
(TAC) funding to better support music organizations and events, particularly in rural
communities, while also strengthening financial literacy and improving access to capital for
creative enterprises.

Recommendation 5. Leverage TAC funding for music
organizations and events

Regional organizations supporting the music sector (or proposed
Initiators Music Advisory Council/Music Office), regional county governments

Tennessee Arts Commission, Tennessee Entertainment Commission,

Supporting regional organizations supporting the music sector
Stakeholders
Timeframe Short term (O-12 months)
e Increase economic opportunities and foster sustainable
growth for the music sector
e Nurture and support music entrepreneurs and organizations
Provide guidance and resources to support and grow the local
music industry
e Improve access to funding and financial support for music
organizations, especially inrural areas
Goal e Improve communication and collaboration within the music
oals

ecosystem, and with other sectors/industries

e Increase music offerings and programming
Fosterbroader participation and community engagementin
local music offerings

e Improve diversity, equity, inclusion, and accessibility in the local
music sector

e Improveregional cohesion
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Many potential live music, festival and placemaking initiatives in the region qualify for
Tennessee Arts Commission (TAC) funding. TAC support can play a catalytic rolein
developing new programming, particularly in rural communities. Regional county
governments, with support from local organizations supporting the arts, should ask the TAC
foralist of organizations currently receiving these funds so they canraise awareness
among smaller organizations and festivals, ensuring they can apply.

Implementation Actions:

e Engage withthe TAC torequest alist of organizations in the region currently
receiving funding. Documentation on eligibility criteria and funding priorities could
also berelevant to obtain.

e Comparethe TAC recipient list with the broader ecosystem of live-music venues,
festivals, promoters, and placemakinginitiativesin the region.

e |dentify underrepresented counties, rural communities, and organizations not
currently accessing TAC funds.

e Develop materials to promote TAC funding targeting those underrepresented areas
and organizations, describing what TAC grants support, eligibility criteria, and
application details.

Distribute information online and at relevant events.

Collaborate with the TAC to organize workshops supporting underfunded
organizations in theirapplication processes. Those could be held in rural
communities.

e Collectnumbers of TAC funding applicants and recipients and evaluate increases.

Recommendation 6. Improve financial literacy and access for
creative enterprises

Proposed Music Office (orregional organizations supporting the
Initiators music sector)

Local bankinginstitutions and professionals, TEC, regional

Supporting | ryanizations supporting the music sector

Stakeholders

Timeframe Medium term (1-2 years)

Goals e Increase economic opportunities and foster sustainable

growth for the music sector
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e Nurture and support music entrepreneurs and organizations

e Provide guidance andresources to support and grow the local
music industry
Strengthen musicians’ financial stability and professionalization
Improve access to funding and financial support for music
organizations, especially inrural areas

e Improve communication and collaboration within the music
ecosystem, and with other sectors/industries

Local banks, private investors, and business support organizations often lack familiarity
with creative-sector models. Stakeholders should promote information sharing that help
cultural enterprises understand how to access general SME financing, while encouraging
financial institutions to adapt or clarify eligibility criteria for creative businesses.

Implementation Actions:

Design sector-specific financial literacy programs tailored to music businesses,
artists and entrepreneurs.

o Organize workshops and one-on-one clinics.

o Develop toolkits, guides, templates and online resources for the local music
community. These should clarify financing eligibility criteria, and help music
professionals assess their financial capacities. The online resources could be
added to the one-stop shop (recommendation 4).

Develop briefing papers for financial institutions to understand music-specific
revenue models and costs, plus the value of the industry (economic, social and
cultural). The documentation could also include case studies of successful,
bank-financed creative enterprises.

Facilitate the dialogue between music professionals and local financial institutions
by developing relationships and potential partnerships with banking
establishments, and hosting roundtables and events.

o Partnerships could be developed by having lenders sponsor music events,
projects and support initiatives.

o This could alsoinclude having bank professionals giving lectures or panel
discussions at music events and networking sessions (recommendations Z
and]0).

Encourage local financial institutions and private investors to have a liaison specific
to the music or creative sector.
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Case Study: ORNL Federal Credit Union Creative
Economy Support (Tennessee)

What Is It: ORNL Federal Credit Union (FCU)is one of the largest credit unionsin
Tennessee and provides support to the local community, including creative
stakeholders through funding and diverse initiatives.®?

Initiatives supporting the creative community include:

e Summer Sessions Concerts, afree concert series presented by ORNL FCU,
that features bluegrass and Americana bands from throughout the region.®*

e DogwoodArts, presented by ORNL FCU, whichis an organization
promoting and celebrating the art, culture and natural beauty of East
Tennessee, providing arts advocacy, environmental stewardship, and
economic impactintheregion. It produces 20 year-round events and
programs in Knoxville.®*

e Financial support for Friends of Knox County Public Library, Rose Center
Council of the Arts and Zoo Knoxville.®

e Italsosupportedthe Oak Ridge Street Painting Festival, among others.%

Who Is Responsible: ORNL Federal Credit Union (FCU) is a not-for-profit,
member-owned financial cooperative.®’

What Has It Done: In2022, ORNL FCU had over 189,000 memberships across 19
countiesin East Tennessee. %8

Operational/Financial Information: In 2022, ORNL FCU spent over $500,000 in
community investment.®’

Relevance for East Tennessee: ORNL Federal Credit Union could be a strong
potential partnerin developing a program focused on improving financial literacy

%2 ORNL, “About us”, accessed February 27, 2026, https://ornlfcu.com/about/why-bank-us
3 Tennessee League, “ORNL FCU Announces Return of Summer Sessions Concerts to Oak Ridge this Summer”,

accessed February 27,2026, https://www.yourleague.org/ornl-fcu-announces-summer-sessions/
¢“Dogwood Arts, “About”, accessed February 27,2026, https://www.dogwoodarts.com/about

5 ORNL, “Community Impact”, accessed February 27, 2026, https://ornlfcu.com/about/community
% Upper Cumberland Business Journal, “ORNL Federal Credit Union builds on history of community support
with Street Palntlng Festival donation”, accessed February 27 2026,

et- parntrnq festrval donatron/

¢ ORNL, “About us”, accessed February 27, 2026, https://ornlfcu.com/about/why-bank-us
%@ ORNL, “Annual report”, accessed February 27,2026,

https://ornifcu.com/docs/default-source/annual-report/2022-report-at-a-glance.pdf?sfvrsn=7e589b1d _3
* Ibid.
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and access to capital for creative enterprises. As a community-oriented financial
institution committed to supporting regional economic development, including
the creative sectorand educational initiatives, this type of program aligns with its
mission and expertise. In addition, such a partnership could create opportunities to
support or co-fund otherinitiatives of this strategy. This case study is an example
of existing supportin the state where music and culture are recognized for their
value, and need for support, by businesses that have financial capital to investin
theirlocal community.

3.2 Talent and Creative Ecosystem

Musicians and artists: level of professionalization and sources ofincome

For the survey, Sound Diplomacy classified musicians and artists in East Tennessee by level
of professionalization. The majority of respondents identify as semi-professionals (51.9%),
meaning they receive payment for music-related work, but itis not their main source of
income. Professionals represent 28.1%, earning most of theirincome from musical activity,
while amateurs account for 20.0%, generating little or no income from their artistic
practice. Among those who are not yet professionals, 27.0% are already pursuing music as
afull-time career, 18.9% plan to do so in the future, and 54.1% have no plans to do so. This
distribution suggests that while a significant share of artists aspire to professionalize, over
half see music primarily as a complementary or recreational activity rather than a primary
source of livelihood.

Figure 6 presents the main findings on the professionalization of local musicians and artists,
their sources of income, and whether their music-related income is sufficient to cover
basic needs. The data confirms that non-professionals remain financially dependent on
income from other fields.
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Figure 6. Musicians and Artists; Professionalization and Sources of Income.

Musicians and Artists
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As previously mentioned, the most pressing challenges identified by musicians are
stagnant pay rates (4.1) and cost of living (4.1), both of which directly affect their ability to
sustain a careerin music. These factors, while external to the creative process, limit financial
stability and long-term professionalization.

The wide majority of musicians (69.23% of professionals, 91.38% of semi-professionals,
and 84.21% of amateurs) reported being unable to cover their basic needs withincome
from music-related activities. This indicates that even those who rely primarily on music for
theirlivelihood face significant economic precarity - rooted in low diversification of income
streams, limited market reach, and the near absence of professional intermediaries such as
managers, booking agents, andrecord labels.

Revenue from live performances (42%) is the primary music-related income source for
professional musicians, followed by freelance compensation (22%). To strengthen this
critical revenue stream, the "Fair Wage Stage" initiative, launched by the Knox Music

SOUND DIPLOMAGY HOLDINGS LTD London « Barcelona e Berlin « Delaware
info@sounddiplomacy.com www.sounddiplomacy.com

52




Coalition (KMC) to ensure fair pay at Knoxville venues, should be expanded across the
entire East Tennessee region. This regional push would encourage more venues and
businesses to sign the fair pay pledge, thereby raising the standard for local music scenes.

Licensing, intellectual property, and digital or online revenues remain marginal,
representing no more than 8% combined for professionals and near-zero for the rest,
underscoring the limited monetization of recorded or streamed music in the local
ecosystem.

Copyrights registration and ownership

As shownin Figure 7, 42.2% of musicians in East Tennessee register their copyrighted
works, while the remaining majority either have not registered or have limited awareness of
the process. Among those who have not registered, 11.9% report not knowing how to do
s0, 11% say they are notinterested, and 7.3% are unaware of the benefits. Additionally,
20.2% note they have never owned a musical work, which may reflect the prevalence of
performers over songwriters, collaboration-based creation, or early career stages within
the local ecosystem.

Regarding ownership, 89.1% of musicians report having total control over their rights, while
only small proportions control most (4.3%), a small part (2.2%), or none (2.2%) of their
rights, and 2.2% are unsure of what they own. This suggests that while most respondents
who create original works retain ownership, formal registration and protection mechanisms
remain underused, and could in part explain why the overallincome gained from IP is so low.

Figure 7. Music Ecosystem: Copyright Registration and Ownership

Musicians and Artists

Registration of Copyright Ownership of Copyright

Register their 42.9%
copyrighted work °

Have never owned o
: 20.2%
a musical work

Don't know how to o
h 1.9%
register

Not interested -

Unaware of the
benefits fek

891%

@ Total control @ Control most of their rights

@ Control a small proportion of their rights

Other 7.4%
@ Don't know what they own Don't have any control

Developed by Sound Diplomacy
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Therelatively low rate of copyright registration is consistent with earlier findings showing
limited income from licensing, intellectual property, and digital revenues. This pattern
indicates that many artists may not be leveraging the full economic potential of their
creative assets, not necessarily due to lack of interest but because of information gaps,
limited access to legalresources, and low institutional support. Strengthening education
around copyright registration, through targeted workshops, local partnerships, and clearer
guidance, could help ensure that musicians in East Tennessee are betterequipped to
protect and monetize their work.

Value chain

Researchrevealed a gap inindustry-facing and intermediary businesses and professionals
inthe area, including producers, managers, booking agents, record labels and distributors.
Industry-facing and intermediary assets registered with physical spaces are almost
absent: only 6 music managers, 3record labels, and 3 publishers (<1%), plus one music PR.
’9Managers/booking agents and record labels received the lowest ratings by musicians in
terms of relevance, quality and availability, with over half of musicians reporting no
engagement with them.

As a consequence, artists self-manage marketing, booking, and distribution, constraining
growth, export potential, and the sector’s ability to scale commercially. Many artists record
fromhome orrely on free digital platforms for distribution but lack marketing knowledge to
maximize theirreach.

Skills training

Several organizations provide music industry education to local professionals and
stakeholders:

The TEC FastTrack Job Training Assistance Program assists businessesin Tennessee with
the cost of training new employees, offering support for skill development and
onboarding, enhancing the workforce and increasing employment opportunities.

The Knoxville Music Coalition offers music industry stakeholders monthly meet-ups, artist
showcases, and educational panels.”” KMC panels and meetups are open to artists,
promoters, venue owners, radio hosts and music fans, and cover topics from music
marketing and social media strategies to recording tips and networking in the industry.”?

79 While the mapping process is comprehensive, it's not exhaustive. Those who are doing these jobs but don't
have a physical space registered to theircompany are notincluded in the measurement

"TKnox Music Coalition, “About”, accessed September 4, 2025, https://www.knoxmusiccoalition.org/about
2 Knox Music Coalition, “Programs”, accessed September 4, 2025,

https://www.knoxmusiccoalition.org/programs
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The Knoxville Music Teachers Association (KMTA) supports local music educators by
offering workshops, instructional programs, and social connections for teachers,
musicians, performers, and clinicians.”

However, when asked about the skills they would like to acquire or strengthen to support
theirmusic-related work, musicians tend to focus on self-promotion and creative
development, while organizations emphasize management, financing, and strategic
growth. As shown by figure 8, there is aneed to increase skills development opportunities
in marketing, social media, and data analysis, formal creative skills, technology related to
the creation or production of music, and building national and international contacts for
musicians.

Figure 8. Skills or Knowledge Gaps in the Music Ecosystem

Musicians and Organizations

Skills Respondents Want to Acquire
@ Musicians @ Organizations

Marketing, social media and data |
analysis

Formal creative skills [

Technology related to the
creation/production of music

Building national and international
contacts

Copyright management and other legal
aspects

Industry-specific skills

Business, financial management and
fundraising

Skills to promote the export of arts and
culture

| am not interested

Other |4

Developed by Sound Diplomacy

The predominance of marketing and communication-related skills is particularly relevant,
as these are typically the domain of intermediaries such as managers, booking agents, and

73 Knoxville Music Teachers Association, “About”, accessed September 4, 2025,

https://knoxvillemta.org/about/
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record labels - roles that, as noted earlier, remain underdevelopedin East Tennessee’s
music ecosystem. This indicates that many musicians are assuming self-management
responsibilities to professionalize their careersin the absence of dedicated industry
intermediaries.

Organizations emphasize management, financing, and strategic growth, prioritizing skills in
business, financial management, and fundraising, marketing, social media, and data
analysis, export of arts and culture, and building national and international contacts.

Both groups also show interest in copyright management and otherlegal aspects (18%
among musicians; 10% among organizations), reflecting some awareness of the
importance of protecting creative rights, though formal registration remains limited.

These findings highlight a shared trend toward greater self-sufficiency among both
musicians and organizations. The strong demand for marketing, financialmanagement, and
export-related skills reflects aresponse to the lack of intermediaries and institutional
infrastructure in the region. This points to an adaptive but fragile ecosystem where
creatives must perform multiple professional roles - underscoring the need for
capacity-buildinginitiatives and targeted public support to enable more sustainable
professional growth across East Tennessee’s music industry.

Recommendation 7. Develop an IP and copyright education
program

Regional organizations supporting the music sector, including Arts &
Initiators Culture Alliance of Greater Knoxville and Knox Music Coalition

IP and copyrights professionals, regional county governments, TEC,

Supporting University of Tennessee, local radio networks
Stakeholders
Timeframe Mediumterm (1-2 years)

e Increase economic opportunities and foster sustainable
growth for the music sector

Goals e Provide guidance andresources to support and grow the local
music industry

e Strengthen musicians’ financial stability and professionalization
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Strengtheningrights managementis essential to increasing artistincome and supporting
long-term professional development. There is a need to develop practical, hands-on
supportinthese areas, through targeted workshops, local partnerships, and clearer
guidance.

Implementation Actions:
Regional organizations supporting the music sectors should:

e Connectwith existing programs to learn from established initiatives (see the
following case study).

e Collaborate withregional universities, and IP and copyrights experts to curate a
program based on the local needs and what is offered in other places.

e Potential partners orresources to develop the program caninclude:

o Educationalinstitutions such as the University of Tennessee

o Rights management organizations such as the Mechanical Licensing
Collective (MLC), American Society of Composers, Authors, and Publishers
(ASCAP), and Broadcast Music Inc. (BMI) as well as other Performing Rights
and Collective Management Organizations.
Government bodies such as the United States Copyright Office.
Professional or advocacy organizations such as the Copyright Alliance and
The Copyright Society.”

e Support couldinclude online resources and tools, and one-to-one clinics to help
artists register their works, set up accounts with collection societies, and better
understand revenue flows.

o Some workshops and educational events could be held at the University of
Tennessee and open to the broader community.
o Abiannualworkshop could be developed in the region with experts.
e Promote the program. This could be supported by local radio stations.

Further Considerations: Regional county governmentsin East Tennessee should also
implement a policy requiring government and nonprofit organizations (NPO) entities to
prioritize artists who have registered their work when offering performance opportunities,
in order to incentivize copyright registration.

4 US Copyright Office, “homepage”, https://www.copyright.gov/ and ASCAP ‘About us”,
https://www.ascap.com/about-us and BMI “licensing”, https://www.bmi.com/licensing, and MLC,
“homepage”, https://www.themlc.com/, and Copyright Alliance, “About”,

https://copyrightalliance.org/about/, and Copyright Society, “homepage”, https://copyrightsociety.org/,
and Collective Management of Copyright and Related Rights, “homepage”,

https://www.wipo.int/en/web/copyright/collective-management, accessed February 12,2026
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Case Study: Crosstown Arts’ Musician and Artist
Services Program (Memphis, Tennessee)

What s It: Crosstown Arts is a nonprofit dedicated to cultivating the creative
community in Memphis and providing resources and creating opportunities and
experiences to support and connect a diverse range of creative people, projects,
and audiences.”®

The Crosstown Arts’ Music Publishing Coordinator offers Memphis-based
musicians and music industry professionals (including producers, songwriters,
engineers, and composers) free administrative support and guidance to manage
their music catalog's publishing and receive all royalties for their original work.”®

This programs benefits artists and musicians by providing them with:

Individualized assistance organizing their own publishing catalog
Personalized supportidentifying and understanding all music revenue
streams relevant to their catalog

Music publishing templates (catalog management and split sheets)
Ongoing access to the Music Publishing Specialist who helps the
artist/musician stay updated and informed on how the music publishing
industry relates to their catalog.”

Requirements for artists and musicians to benefit from the programinclude:

e Beingraisedin Memphis, currently livingin Memphis, or having created
music in Memphis.

e Willing to participate in a minimum of two in-depth meetings with the Music
Publishing Coordinator during the first two weeks of participation.”®

The Crosstown Sync program licenses music created by Memphis artists and
musicians, as well as music recorded in Memphis by non-Memphians, foruse in
movies, television shows, commercials, video games, and other on-screen
opportunities via its inclusive catalog.”

75 Crosstown Arts “Vision”, accessed February 12, 2026, https://crosstownarts.or t/vision
76 Ibid.
7 bid.
78 |bid.

’? Crosstown Arts “About Crosstown Sync”, accessed February 12, 2026, https://crosstownsync.org/
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Who Is Responsible: Crosstown Arts has the dedicatedrole (filled by Charles
Seaton). The Crosstown Arts’ Music Publishing Coordinator is a dedicatedrole
within Crosstown Arts’ music department.8©

What Has It Done: Charles Seaton specializes in assisting independent Memphis
music creators in copyright management and sync licensing opportunitiesin order
to empower their careers within the Memphis music community and music industry
asawhole. Charles's contributions at Crosstown Arts have facilitated the
collection of unpaid publishing and neighboring rights royalties for over 200
Memphis-affiliated musicians during its inaugural year as a one-stop catalog for
sync opportunities. Through the Publishing Administration Support program at
Crosstown Arts, he established a clear pipeline for creatives toreceive the
developmental resources needed for protecting their copyrights and leverage
their catalog to pursue sync licensing opportunities.®'

Operational/Financial Information: This collection of unpaid publishing and
neighboring rights royalties were instrumental in generating over $50,000 in gross
income for Crosstown Sync during its first year.®?

In2024, Crosstown Arts reported $4.86m inrevenue and $5.49m in expenses, with
3lemployees.®

Relevance for East Tennessee: This case study provides a key example of the
importance of IP registration and increased education from an economic point of
view forthe local economy and the development and sustainability of music
industry careers. East Tennessee could draw inspiration from Crosstown Arts’
Music Publishing and Crosstown Sync programs when developing its own IP and
copyright educationinitiative. The East Tennessee region benefits from existing
successful nonprofit organizations that could learn from this. Additionally,
Crosstown Arts and its publishing/sync services connect with multiple parts of the
Memphis music ecosystem including the Memphis Music Initiative, Music Export
Memphis, Recording Academy Memphis Chapter, Stax Music Academy, and other

80 Crosstown Arts “Vision”, accessed February 12, 2026, https://crosstownarts.org/about/vision/
8 Sound Diplomacy, “Memphis Music Strategy”, accessed February 12, 2026,
https://staticl.squarespace.com/static/64027e6e0c7a3644433839b7/t/67bcc2641142893ac0b4c974/1740

425581567/Memphis%2BMusic%2BStrateay%2BFinal%2BFULL.pdf
8 pbid.

8 Cause IQ, “Crosstown Arts”, accessed February 12,2026,
https://www.causeig.com/organizations/crosstown-arts,271876711/2utm_source=copilot.com#programs
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industry stakeholders, particularly in professionalization of music careers and
publishing literacy.®* These organizations and initiatives could represent potential
partners or contacts for East Tennessee when curatingits IP and copyright
education program.

Recommendation 8. Expand the “Fair Wage Stage” initiative
to theregional level

Knox Music Coalition
Initiators

Regional county governments, nonprofits supporting the music
Supporting sector, local music venues and businesses, TEC, proposed Music
Stakeholders | Office

Timeframe Short term (0-12 months)

e Increase economic opportunities and foster sustainable
growth for the music sector

Goals e Strengthen musicians’ financial stability and professionalization

Improve regional cohesion

The Knox Music Coalition (KMC) should expand its “Fair Wage Stage” initiative to the East
Tennessee region to ensure all musicians receive fair pay for their performances at venues
across theregion.

Fair pay guidelines should aim to:

e Setindustry standards for fair pay.
e leadtoincreasesinartistwages.
e Improve perceptions of the economic value of music.

84 Sound Diplomacy, “Memphis Music Strategy”, accessed February 12,2026,

https://staticl.squarespace.com/static/64027e6e0c7a3644433839b7/1/67bcc9641142893ac0b4c974/1740
425581567/Memphis%2BMusic%2BStrateqy%2BFinal%2BFULL.pdf
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e Raise public awareness for the importance of faircompensation through tailored
educational campaigns.

e Reduce thelikelihood of exploitation by promoting the development of
professional standards.
Fosteramorerespectful and supportive environment for musicians.
Provide an example of good practices for hiring artists.
Contribute to musicians’ financial stability, allowing them to pursue theirwork as a
full-time career.

e Supportthe work of individuals and organizations leveraging economic equity for
artists.

e Guarantee equitable compensation across alldemographics, addressing
disparities and ensuring that all musicians, regardless of background, are paid fairly.

Implementation Actions:

e The KMC shouldidentify regional county governments and nonprofits supporting
the music sectorin the region to describe the initiative to them and get their
support. Support couldinclude:

Promoting the initiative through government agencies in the region.

Showcasing participating venues in promotional and marketing campaigns.

Helping to develop and share a Fair Wage Stage guide.

Favorizing participating venues for public events.

Developing financial incentives to encourage participation. The Independent

Music Fund, created by the TEC, presents an opportunity to financially

support theinitiative.

e Use Sound Diplomacy’s mapping database to identify venuesinthe region. Partner
with these venues and promoters in the region to get their buy-in and encourage
them to sign a pledge to follow fair pay standards, helping to raise the bar forlocal
music scenes whilst learning about venue and promoter perspectives (e.g.
challenges they face to ensure fairwages).

e Adaptthe “FairWage Stage” forlocal needs by collaborating with local music
stakeholders including event organizers, venues and artists.

o Fairpay guidelines should give direction and suggestions to event organizers
regarding how much they should be paying artists and performers.

o Guidance could be offered with graded pay scales for differing levels of
experience for musicians.

o Otherfactors considered should include the size of the event, the length of
the performance, and otherrelevant metrics. Regional venues should be
included in the conversation to share their potential challenges.

e Promote the program throughout the region and feature it prominently at industry
events like educational sessions and live music events.

e Liaise with artists to educate them on the guidelinesin an effort to establish an
understanding of fair pay for various types of performance.

O O O O
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Case Study: UK Fair Play Venue Scheme (UK)

What s It: The Fair Play Venue Scheme invites venues across the UK to “declare
their support for the fair treatment of musicians and their opposition to
pay-to-play and unfair ticketing deals” by signing up to the scheme.® Fair Play
Venues receive a sticker that can be displayed on the premises and they are also
added to the Fair Play Venue database. In order for venues to qualify as a Fair Play
Venue they must endorse the principles of the Fair Play Guide (see below). Venues
can also be nominated by artists.

Who Is Responsible: The scheme was set up by the Musicians’ Union (MU) in 2013.
The MUis atrade unioninthe UK that represents over 36,000 musicians across all
sectors of the music business. The MU lobbies the government and major
employers on behalf of its members and offers advice, support and legal
assistance for musicians.?¢

The MU offers a variety of annual membership options ranging from £1to £25.%

What Has It Done: The Fair Play Venue database enables musicians to look up
venues that are sure to give them a fair deal. Venue profilesinclude a description,
address, contactinformation, socials, the kind of artist they are looking to
showcase and how to go about getting a gig. As of June 2025, the database has
129 venues registered across the UK.28 The MU is open to communication and
encourages artists that play at a Fair Play Venue to get in touch via email to let the
MU know any feedback, orif they need any help or advice. Similarly, the MU
encourages artists who played a gig at a venue where they were fairly treated and
had a positive experience to nominate the venue to be added to the Fair Play
Venue database.

The MU’s Fair Play Guide is a16-page booklet that can be accessed online for free.
It explains how musicians canrecognize and negotiate fair deals with venues and
promoters, and ultimately ensure their shows are successful and that they are paid
appropriately. The guide contains alist of factors to consider and things to avoid
when negotiating a gig and things to consider before committingto a

85Mu3|c|ans Unlon FaerIayVenue Scheme accessed February12 2026,

86 Musmans Union, About the MU”, accessed February12 2026

htt

musiciansunion.org.u/k otthem

87Mu5|C|ans Union, “Membership Rates”, accessed February 12, 2026, https://musiciansunion.org.uk/join
88 MUSICIanS Union, FlndaFa|rP|ay Mu3|cVenue accessed February 12,2026,
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competition-style gig or showcase event and when submitting artist applications.
The guide also contains information and advice onrepeat bookings, merchandise,
data capture androyalties.®

The MU and the Fair Play Scheme are categorically against ‘pay-to-play’ gigs and
work to expose their dangers. ‘Pay-to-play’ is when emerging and unsigned artists
are solely responsible for the promotion or financing of their gig by buying and
selling their own tickets, often ending up with considerable financial loss if they
can’tsellthem all. The MU argues that with social media, the most common deals
now are co-promotion deals where the artists assistin the promotion of their
shows but are appropriately rewarded for their efforts with a fair cut of the price of
eachticket.”®

As well as the Fair Play Guide, the MU also produces lists of recommended
minimum rates of pay for live music performances to help artists and venues when
booking a gig. The lists include the National Gig Rates, Casual Stage Rates,
Accompanist Rates, Residency Rates, and Organists and Ceremonies Rates. The
lists include details on setting up time, overtime, distance fees and travel
expenses, porterage, breaks, late fees, overnight stay, and subsistence, to name
just afew.”

Alongside the rates of pay lists, the MU provides live engagement standard
contracts that serve as written confirmation of the terms of the gig and ensures
both sides know what is expected e.g. what time to arrive and how much they’re
going to get paid.”? Contract templates include:

Hiring aband

Hiring a solo musician

Band continuing engagement

Solo musician continuing engagement
Profit sharing engagement

8 Mus|C|ans Unlon “Falr Play Guide”, accessed February12 2026

ve- engagement standard contracts
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The MU also has a guide on Engagement Booking for Unsigned and Emerging
Artists” and a guide on Performing and Touring with Featured Artists.” Both
containinformation on negotiating a fair fee and what should be agreed and then
confirmed as part of the performance contract.

Relevance for East Tennessee: East Tennessee could draw inspiration from the UK
Fair Play Venue Scheme while expanding the Fair Wage Stage Initiative at the
regionlevel, considering local needs and providing additional resources and
guidelines. While this example has been developed at alarger national scale, its
principles are widely transferable. It demonstrates how guidelines, resources and
venue recognition can further support emerging artists to negotiate fair deals and
find venues that are guaranteed to offer faircompensation.

Aregional strength of East Tennessee is its strong music education sector, anchored by UT
Knoxville's College of Music and complemented by robust after-school programs from
organizations like the Knoxville Symphony Orchestra and School of Rock. This was also
representedinthe Economic Impact Assessment, showing that transversal activities
demonstrate the highest relative concentration after distribution, with an establishment LQ
of 0.90and an employment LQ of 0.76. These values closely match the overall ecosystem
LQ, indicating that transversal services such as music education, retail, and other enabling
functions form arelatively solid and balanced foundation for the region’s music economy.

When asked about the relevance, quality and availability of local suppliers of the music
ecosystem, organization survey respondents rated education highly across all three
dimensions (relevance 3.92, quality 4.05, availability 3.68 - supporting the findings above
regarding the education LQ), while musicians gave moderate scores (relevance 2.96,
availability 3.06). This asymmetry implies that while education assets are established, their
direct utility is clearer toinstitutions than to artists, with more links existing between

% The Musicians Union, “Engagement Booking for Unsigned and Emerging Artists”, accessed February 12,
2026

n5|gned—ang—gmgrglng—art|§t§

o The Musmans Unlon ‘Performing and Touring W|th Featured Artlsts accessed February 12 2026,

ith- featured artists
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businesses and educational institutions, and suggests there are fewer pathways from
music education to performance-based careers.

School-based and extra curricular music education

East Tennessee has strong school-based music education, with music classes embedded
across all school levels (elementary school, middle school and high school), a dedicated
“Music and Performing Arts” budget of $776,722 for all Knox County Schools in FY2025,
and state standards.?®

The State of Tennessee also established K-12 fine arts academic standards covering music,
amongst others, aligned with national standards and organized around 11 foundations and
four topics. Additionally, the state offers arange of teachingresources, including
downloadable standards by discipline and online professional learning tools.” These
ensure consistency in teaching and learning outcomes.

Many organizations provide after-school music education programs in Knox County,
including the Knoxville Symphony Orchestra, the Knoxville School of Rock, the Joy of Music
School, the University of Tennessee Community Music School and more. Together, these
provide multiple opportunities and pathways for music participation and progression.

Post-secondary education

The University of Tennessee Natalie L. Haslam College of Music, located in Knoxville, is one
of the few standalone music colleges in the nation. It offers strong undergraduate,
graduate and certificate programs for students and professional musicians, including
Bachelor of Music, Bachelor of Arts in Music, Undergraduate Music Minor options, and
Master of Music.”” Together, these programs offer acomprehensive post-secondary music
education, covering music performance, music education, music advertising, music
business, music technology and more.

Internships and apprenticeship programs

Severalinternship, apprenticeship and mentorship programs exist for the music sectorin
Knox County, demonstrating local efforts towards workforce development and talent
pipeline support.

95 Knox County School, “PROPOSED FY 2026 BUDGET", accessed December18, 2025,
https://resources.finalsite.net/images/v1747162935/knoxschoolsorg/krqv3gpgtétvkuppbarg/FY26BudgetBo
ok_Final.pdf

%Tennessee Department of Education, “Fine Arts: Dance, Music, Theatre, Visual Art”, accessed September 3,
2025, https://www.tn.gov/education/districts/academic-standards/arts-education.html

7 The University of Tennessee, “Natalie L. Haslam College of Music”, accessed September 3, 2025,

https://music.utk.edu/
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They include the Vol Edge program, managed by the University of Tennessee to offer
career-ready experiences to all University of Tennessee students; the Knoxville Symphony
Orchestra's Side-by-Side program, providing a mentoring experience for high school
orchestra programs; and the Knoxville Opera Studio, providing music industry education
by connecting the Knoxville Opera with the University of Tennessee's graduate vocal
performance program.”®

While these programs provide valuable opportunities for music students and
professionals, stakeholder engagement highlighted gapsin connectinglocal
organizations with interns and apprentices and a need to encourage their hiring at the
regional level.

Higher education and entrepreneurial pipeline

As explained previously, there are gaps in the regional music ecosystem, particularly in
music business, production, booking, promotion, and tour management. These gaps could
be filled by developing and further positioning the universities and colleges as the crucial
pipeline for the next generation of music-sector entrepreneurs and intermediaries.

78 Knoxville Opera, “About the Knoxville Opera Studio”, accessed September 4, 2025,
https://www.knoxvilleopera.org/opera-studio/ and Knoxville Symphony Orchestra, “Education &
Community”, accessed September 4,2025, https://knoxvillesymphony.com/education-community/ and
University of Tennessee, “Voledge”, accessed September 4, 2025, https://voledge.utk.edu/program-details/
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Recommendation 9. Develop the higher educationand
entrepreneurial pipeline

Regional organizations supporting the music sector (or proposed
Music Office), local universities and colleges (including University of
Tennessee Natalie L. Haslam, College of Music, Middle Tennessee
State University, Vanderbilt University)

Initiators

Supporting Regional county governments
Stakeholders

Timeframe Medium term (1-2 years)

e Increase economic opportunities and foster sustainable
growth for the music sector
Nurture and support music entrepreneurs and organizations

Goals e Provide guidance andresources to support and grow the local
music industry

e Improve communication and collaboration within the music
ecosystem, and with other sectors/industries

The proposed Music Office, with potential support from regional county governments,
should develop partnerships with local universities and colleges, and with other universities
in Tennessee such as Middle Tennessee State University and Vanderbilt University to
strengthen the professional pipeline for students in the music industry inthe region. The
aimwould be to fill the gap in music business roles, and to increase knowledge amongst
musicians.

To clearly define the pipeline, development should include:

e Targetedtraining and education: creating specialized, short-term courses,
masterclasses, or certificate programs.

e Professional placements: encouraging universities to partner with regional
businesses like venues, events, record labels, and managers to offer tangible
internship opportunities.

e Mentorship andindustry connections: establishing mentorship programs and
inviting experienced music professionals to serve as guest lecturers to build direct
relationships between students and industry stakeholders.
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Implementation Actions:

Contact local universities and colleges, and particularly the University of Tennessee Natalie
L. Haslam College of Music to develop partnerships to strengthen the higher education and
entrepreneurial pipeline by sharing resources and expertise. Work jointly to:

Develop oradapt programs focused on music industry entrepreneurial skills and
business topics. These could include:

o Music business and entrepreneurial skills (business planning, budgeting,

grant writing, partnership development)

Legalrights and copyrights knowledge (recommendation 7)

Marketing and communication

Technology (music tech tools, production, distribution)

Artist management (contract negotiations, booking gigs, liaising with record
labels and touring managers)”’

o Tourmanagement (tour budgeting, venue coordination, transportation and
lodging planning, media interactions, event production, safety)'*°

Forlong term sustainability and development of the local industry, putin place
commitments to:

o Employ experienced music professionals as guest lecturers.

o Partnerwithregional businesses including venues, events, record labels,
artists managers and touring professionals forinternships opportunities.

Utilize the universities and colleges’ contacts and networks to develop a mentorship
program so mentors can provide guidance, advice, and supportinareas such as
performance, networking, career development, and navigating the local industry.
Help build direct relationships between students and music industry stakeholders
including businesses and musicians:

o Listbusinessesintheregionthat could beinterestedintraining, mentoring or
hiring music students. This can be supported by the music directory
expansion (recommendation10).

o Developrelationships with them, forinstance by inviting them to regular
networking events (recommendation 10) to meet other professionals and
students.

o Collaborate with businesses and professionals to develop collaborative
projects between industry stakeholders and music students, such aslive
music event production, music recording and production etc.

o O O O

% ICMP ‘The Role of Music Managersin an Artist’s Career7’ accessed February 23,2026,

20busmess%20asgects and%20||a|s|ng%ZOW|th%20record%20Iabels %2_2

100 Berklee College of Music, “What does a tour manager do?”, accessed February 23,2026,
https://www.berklee.edu/careers/roles/tour-manager#.~:text=Their%20job%20is%20to%20make.service

s%20at%20each%20tour%20stop.
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o Jointly develop internship and mentorship programs.

Case Study: Brown University’s ArtsCrew Program
(Providence, Rhode Island)

What s It: The ArtsCrew program at Brown University, launched by the Brown Arts
Institute, is a workforce development program offering local artists and Brown
students opportunities for training, freelance jobs, and career development.'®’

The program supports the creation of a pipeline of local arts professionals by hiring
and training them on artistic, administrative and technical skills for performances at
the Lindemann Performing Arts Center and other Brown arts facilities. These
facilities are premier arts destinations, staging a mix of events, concerts, theater
productions, dance performances and visual arts exhibits, which requires multiple
highly-skilled teams. The ArtsCrew tackles this challenge by providing hands-on
training, skills development, employment opportunities and a supportive
community for aspiring arts professionals in various part-time roles, such as stage
management, marketing, and technical design. ArtsCrew members receive
cross-training across multiple roles, enabling them to work in various capacities
such as exhibition assistants, preparators, producing assistants, production
assistants, and visitor services staff, allowing the program to adapt to the needs of
Brown'’s arts programming.'?

Opentolocalresidents and students with a high school diploma, the ArtsCrew
programwas created not only to connect workers with employment but also to
foster a sense of community and introduce young people and emerging artiststo a
variety of job opportunitiesin the arts. The program offers entry-level roles with
wages ranging from $18 to $22 per hour and flexible schedules that align with the
academic calendar.'®®

Who Is Responsible: Brown University’s Brown Arts Institute.'*

What Has It Done: Between fall 2023 and May 2024, nearly 100 new Brown
ArtsCrew members were hired and trained to fill a variety of part-time positions,
includingin areas such as box office and front-of-house management, stage

9" Brown University, “ArtsCrew program at Brown offers training, flexible jobs and career development for local
artists”, Brown.edu, May 31,2024, accessed January 27,2025,
https://www.brown.edu/news/2024-05-31/artscrew

192 |bid.

193 |bid.

104 |bid.
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management, visitor services, producing, marketing, exhibit preparation, and
sound and lighting design. According to program leaders, more than half of the
new hires are budding Rhode Island-based artists, dancers, musicians and
performers, along with otherlocal arts educators, administrators and production
staff.'o®

The ArtsCrew program aligns with Brown University's commitment to fostering
local partnerships that benefit the Providence community by offering flexible work
opportunitiesinthe arts. The program serves the employment needs of both
Brown students and local creative professionals, enabling young and local artists
to focus on their craft while earning anincome, thereby reducing the burden of gig
work. Long term goals are to offer paid training, including certification programs
and workshops on soft skills like resume building and interview preparation,
tailored specifically to career paths in the arts.'%¢

Operational/Financial Information: While the University subsidizes the overall
program funding 100 employees at hourly rates between $18 and $22, it also
recovers costs through external operational fees for events held at BAl venues.
Theseinclude ArtsCrew fees of $40 for arts departments and students, and $60
for non-arts departments and external users.'®”

Brown University reports a contribution of $80,619 to the ArtsCrew program as part
of in-kind support.'©®

Relevance for East Tennessee: The ArtsCrew program demonstrates the
significance of professional development opportunities, and local partnershipsin
cultivating the artistic workforce in a city. Providing career pipelines reinforce the
local economy, and, in this case, are proven to reduce brain drain following
graduation.Thisis particularly relevant to East Tennessee, where more creative
professionals and entrepreneurs are needed.

195 |bid.
¢ |bid.
197 bid and Brown Arts Institute, “Budgeting considerations for planning your event at a BAl venue.”, accessed

April 21,2026, https://arts.brown.edu/spaces/request-space/charges
198 City of Providence, “City Pilot Programs”, accessed April 21,2026,
https://controlpanel.opengov.com/transparency-reporting/providenceri/118béab2-31c8-40b3-9084-a772

8793b24b/34b910fd-f907-4257-8a7e-f0dad4d98b5e?savedViewld=c4b55b08-95ed-4cad-9554-a8ced
af9108d
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Severalinitiatives provide networking opportunities for music stakeholders in East
Tennessee. The Knoxville Chapter of the Nashville Songwriters Association International
welcomes songwriters of all levels and genres and hosts regular meetups and special
events for creatives to connect, share songs, receive feedback, and learn about the music
industry. The Knoxville Music Coalition (KMC) offers monthly music industry meet-ups, artist
showcases, and educational panels, and networking opportunities.'® KMC panels and
meetups are open to artists, promoters, venue owners, radio hosts and music fans, and
cover topics from music marketing and social media strategies to recording tips and
networking in the industry."® The Knoxville Music Teachers Association (KMTA) supports
local music educators by offering workshops, instructional programs, and social
connections for teachers, musicians, performers, and clinicians.™

Relevance, availability & quality of local suppliers of the music ecosystem

Via the survey, musicians and music industry participants (including organizations and
businesses) were asked to identify the key players they consider most relevant to
achieving their professional goals, and to rate the quality and availability of these players on
ascale from1to 5. Figure 9 summarizes these findings, presenting stakeholder relevance,
quality, and availability.

Survey respondents consider musicians and artists to be the most relevant, of the highest
quality, and most available in the region. The quality of local talent was also highlighted
during roundtable conversations.

Recording studios, producers, and engineers were generally rated as being of mid-to-high
relevance with acceptable quality and availability across the music sector. Overall,
production capacity is presentin the region, butitis not considered abundant.

199 Knox Music Coalition, “About”, accessed September 4, 2025, https://www.knoxmusiccoalition.org/about
10 Knox Music Coalition, “Programs”, accessed September 4, 2025,

https://www.knoxmusiccoalition.org/programs

M Knoxville Music Teachers Association, “About”, accessed September 4, 2025,

https://knoxvillemta.org/about/
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Figure 9. Music Ecosystem Value Chain: Relevance, Quality and Availability

Local Suppliers of the Music Musicians - Musicians - Musicians - Organizations - Organizations - Organizations -
Ecosystem Relevance Quality Availability Relevance Quality Availability

Musicians and artists * 4.52 4.22 367 * 4.87 432 BIGE
Rehearsal spaces 2.94 3.03 267 3.64 331 2.86
::;::L"rg SHIEIES, UEE [PeCliEeis, 375 3.55 3.06 331 373 314
Record labels 2.4 2.44 2.02 GI5) 254 1.91
Physical retail stores 3.02 319 279 273 369 3.22
Music-related media 3.47 313 29 3.85 3.45 315
* 4.27 365 2.87 * 4.22 423 Bi58

2.88 235 212 3.91 316 2.84

2.50 245 227 352 339 321

2.87 294 2.82 2.97 291 27N

2.96 3.31 3.06 * 3.92 4.05 3.68

Conventions

. Creation . Production . Distribution Exhibition Transversal Top three lowest ratings Top three highest ratings * High dependency

Perception gaps between musicians and organizations

The stakeholder survey revealed significant perception gaps between musicians and music
organizations regarding key support structures. For Local Authorities and Government,
organizations report amuch higherrelevance (3.52) compared to musicians (2.50).
Organizations also perceive better availability (3.21 versus 2.27), indicating that policy and
public interfaces are more visible and accessible, and have more closely linked goals and
interactions toinstitutions than to individual artists. Whilst thisis often seenin many
locations around the US, it highlights a disconnect between decision makers and the local
industry.

Interms of music-related media, organizations assign higherrelevance (3.85) than
musicians (3.47). However, both groups rate availability only moderately (3.15 for
organizations and 2.90 for musicians). This suggests that visibility and communication of
the music sceneis an areainneed of improvements. It also resultsinlimited collaborations
between music stakeholders and music-related media.

Lastly, rehearsal spaces are considered more relevant by organizations (3.64) than by
musicians (2.94). Despite this difference in perceived importance, both groups report
limited availability (2.67 for musicians and 2.86 for organizations). This disparity in relevance,
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coupled with low availability for both, points to uneven access and potential scheduling
frictions for shared rehearsal resources.

Local suppliers of the music ecosystem’s geographic location

All survey respondents were asked to indicate the geographic location of their clients and
suppliers (bothindividuals and organizations) to better understand how much of their
professional activity is anchored within East Tennessee or extends beyond it. When
analyzing the suppliers and collaborators of musicians and organizations in East Tennessee,
aclear pattern emerges: most professional relationships take place within the same county
orregion. Musicians’ main partners are music venues (86.8%), other musicians and artists
(63.2%), and physical retail stores (57.2%), with the majority of these collaborations
occurring locally. This suggests a closely connected creative community, centered on live
performance and direct peerinteraction rather than widerindustry structures.

However, engagement drops sharply beyond local boundaries. Only 34.2% of musicians
collaborate with suppliers elsewhere in Tennessee, 32.2% across the U.S., and just 11.2%
internationally. This limited external reach reflects the low presence of intermediaries, such
as managers, booking agents, and record labels,within the ecosystem, as well as
suggesting limited export opportunities or awareness within the region. More than half of
musicians (54.3%) report not working with managers or agents, and nearly two-thirds
(64.9%) do not collaborate withrecord labels. These gaps indicate that most artists remain
self-managed andrely oninformal, local networks rather than professional intermediaries
to access new markets or opportunities.

For organizations, collaboration patterns are slightly broader but still predominantly local.
The majority work with musicians and artists (80.8%), music venues (80.8%), and
production and logistics services (68.5%), again with most of these partners located within
their county orregion. Asmaller share - between 26% and 34% - maintain connections
outside Tennessee or abroad, suggesting some capacity for national and international
outreach.

Both groups show limited collaboration with educational institutions, media outlets, and
management professionals, which are key drivers of long-term development and
professionalization.

As educationis one of the transversallocation quotients (LQs) in which the region performs
strongly, anditis also rated highly in terms of availability, suggesting significant potential to
betterleverage this asset to support the music ecosystem, there is currently a missed
opportunity to strengthen connections between the music industry and educational
institutions.
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The limited collaborations with media outlets and management professionals highlight a
music ecosystem that is strongly community-based and performance-driven, but still
lacking the intermediary and institutional support necessary to expand its visibility and
economic sustainability beyond the local level.

Aregion-wide music directory would offer a potential solution to the perception gaps and
resource visibility challenges within the music ecosystem by serving as a centralized hub of
information comprehensively mapping and highlighting all existing music assets.
Furthermore, it could serve as a fundamental business referral network, fostering targeted
networking opportunities between artists, organizations, and industry professionals. This
increased transparency and ease of connection would promote collaboration, bridge the
gap betweeninstitutions and individual artists, and ultimately strengthen regional
cohesion, allowing the music sector torealize its full economic and cultural potential.

Recommendation 10. Develop networking opportunities
within the music sector

Tennessee Entertainment Commission
Initiators

Regional county governments, regional organizations supporting the
Supporting music sector, including Arts & Culture Alliance of Greater Knoxuville,
Stakeholders | proposed Music Office, local radio stations including WDVX.

Timeframe Short term (0-12 months)

e Improve communication within the music ecosystem, and with
othersectors/industries

Goals e Improve access to music spaces

Improve regional cohesion

The TEC, alongside nonprofit organizations supporting the music sector and potentially the
proposed Music Office, should organize networking sessions for the music sector to meet,
share experiences and knowledge, and collaborate. Some of these sessions could also be
open to other sectors that could be related to the music industry, such as other creative
industries or tourism. Ultimately, these sessions would fosterimproved communication
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and collaboration within the music community and related industries. Via networking, there
is also an opportunity to offer music stakeholders additional avenues for funding and
support by connecting them with potential clients and collaborators, while providing the
business community increased access to creative and innovative thinkers.

Networking opportunities for the music sector could also beincreasedviaa
comprehensive online database of music stakeholders. The TEC has a music directory for
users to search for musicians, music venues, recording studios and music businesses
across the state. It currently lists 16 musicians and 18 music businesses located in Knox
County. The TEC should collaborate with the regional county governments, the proposed
Music Office, and nonprofits supporting the music sector to complete this directory with
local stakeholders and raise awareness around it and its potential. By centralizing all
stakeholders’ information, the directory can serve as a business referral network tool,
helping musicians connect with businesses, venues, industry professionals, and fostering
collaborations and professional opportunities in the music ecosystem.

Implementation Actions:

e Collaborate with organizations supporting the music sector to design the structure
of networking sessions.

o Theyshould be based onrelevant topics for the local music sectorsuch as IP
and copyright education (recommendation 7) or financial literacy and access
(recommendation 6). They could also include showcases, and technical visits
to creative spaces.

o When possible, networking meetups should be planned around large events
such as Big Ears and Make Music Day Knoxville in order to draw a variety of
professionals.

o These meetings should be free and opento the public.

e Workwith universities and partners to identify and invite panelists or experts to hold

and participate in the sessions.

Establish a schedule suiting the availability of participants and speakers.

Promote the program and invite key stakeholders.

Facilitate participation during the sessions and collect feedback.

Track attendance and participant satisfaction.

Liaise with the Arts & Culture Alliance to integrate stakeholder listings they already
have.

e Createaformaskingforbasicinformation and share it with local music stakeholders
sothey canfillitin.

o Theformshould feature the benefits of beingincludedin the directory to
encourage participation, such asincreased visibility and collaboration and
networking opportunities.

o Askparticipating stakeholders to share it to their network.

Raise awareness around the directory and its potential.
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Promote the directory using online channels and physical materials, such as
posters and flyers, at music events and venues frequented by the regional
music community.

This may require the development of partnerships with local music
stakeholders.

Engage local radio stations, providing them with key information to help
promote the tool to wider audiences.

Promote the directory during networking sessions, positioning it as the
region’s primary map of the ecosystem. Participating stakeholders could be
askedto fillin theirinformation during the networking sessions.

Once expanded and promoted, the directory should also be maintained as a
searchable promotional tool for collaboration and visibility.
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3.3 Infrastructure

Sound Diplomacy’s mapping analysis provides an overview of the composition of

music-related assetsin East Tennessee, grouped by their main functional categories and

by link in the value chain. It shows how assets are distributed across three broad areas: live
music, recorded music, and support, highlighting the relative weight of each within the

regional ecosystem.

Figure 10. Overview of the Music Assets in East Tennessee: By Category
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Live music

The live music landscape is broad and active but primarily rooted in smaller,
community-based spaces rather than major performance infrastructure. The majority of
music assetsin East Tennessee are related to live music (306 assets, 53%). Much of the
region’s music activity occurs through spaces such as bars, cafés, and restaurants with live
music (114; 37%) and multi-purpose spaces (105; 34%), while the region only hosts 12
dedicated live venues (4%). Thisindicates that performances are primarily hosted in
establishments not solely dedicated to music programming, which can limit career
pathways for musicians looking to performin more professional settings. There is also
limited large-capacity infrastructure, with 23 performing arts centers (8%) and 2 arenas
(1%) identified.

Survey responses support these findings. Music venues were rated as very relevant by
surveyed musicians (4.27), but availability is anissue, and was rated 2.87. This points to a
supply constraint from the artist perspective. According to local stakeholders, this
shortage of mid-sized venues (400-700 capacity) limits local artists’ ability to scale their
audiences. This “venue gap” also potentially makes Knoxville and other East Tennessee
citiesless attractive to touring artists looking forintermediate stops between Nashville,
Atlanta, and Asheville. Whilst Knoxville doesn’t need to become the “next Nashville”,
identifying and leveragingits unique selling point will be key to the success of the local
music industry.

Recorded music

Recorded music assetsrepresent a smaller share of the ecosystem (112 assets, 19%), with
radio stations (47%) and recording studios (36%) forming the largest portions of this
category. Thereis also amodest commercial presence: record stores (8 / 7%), radio
networks (4 / 4%), record labels (3 / 3%) and music publishers (3 / 3%). Recorded music
activity is defined by a strong base inradio and studio work, offering production and
dissemination capacity but limited inits commercial orindustry-facing scope. While this
provides artists with opportunities to record and share their work locally, there are fewer
structures supporting the commercial distribution of recorded music. As aresult, artists
may face challenges when trying to get broader industry engagement and opportunities.

Support assets

Support assets (161/ 28%) include a mix of music education, training, and retail services,
withinstrument and musical instruments & equipment stores (45%) and
academies/schools with music programmes (47% combined) as the main components.
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Musical instrument and equipment stores are the largest subcategory, indicating broad
access to music-related goods and services across the region. The remaining assets -
music managers (6 / 4%), associations and nonprofits (4 / 2%), instrument manufacturers (2
/1%),and PR and marketing (1/ <1%) remain limitedin scale.

Music infrastructure

Survey findings around the availability of music spaces suggest aneed to furtheridentify
and promote existing music assets to raise awareness around them and increase their
availability to the music community. Acomprehensive listing would also furtheridentify
precise gaps and could lead to the creation of additional spaces. Stakeholders also noted
that the East Tennessee region is home to many underutilized spaces or non-traditional
music venues such as distillery tasting rooms, particularly in Sevier County. These represent
an opportunity to develop additional spaces for the music sector.

Property status and real estate

Organizations were asked about their experience owning or renting the spaces where they
operate, such as venues, studios, and rehearsal spaces, and whether these conditions
represent a challenge.
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Figure 11. Property Status and Real Estate for Organizations from the Music Ecosystem
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Nearly half (49%) of the organizations surveyed own their property, while 29% rent and 13%

rely on alternative arrangements such as shared, temporary, ordonated spaces. Only 9%

reported not requiring a physical property to operate.

In general, property owners find the most common challenge is the cost of maintenance

fortheir establishment. A smaller share described their property expenses as creating
operational difficulties, although findings show that two third of owners aren’t priced out of

the market, but some do note that costs are high. Similar disparities between those who

find property affordable and those who don’t exist amongst renters. Near identical
proportions of respondents (15% owners / 14% renters) indicated that costs are

jeopardizing their operations while another14% say that they face maintenance issues or

lease-term difficulties.

When asked more broadly about whetherreal estate represents a challenge, nearly 47%

said it does, with 28% identifying it as a major challenge and 24% as a minor one. This
highlights a general sense of economic vulnerability even among organizations that
currently own their spaces. Rising costs, maintenance burdens, and limited access to

stable, affordable venues suggest that the sustainability of many cultural spaces remains
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precarious. These findings show that infrastructure constraints, especially related to
affordability and accessibility, pose one of the key structural challenges to theregion’s
music ecosystem.

Coordination and collaboration

As venue operators face financial constraints, staffing challenges, and difficulty balancing
artists' fairwages withrising costs, many are interested in exploring shared spaces or
partnerships to diversify programming and reduce risk. This could be achieved thanks to a
comprehensive directory of music spaces, allowing improved communication and
coordination.

Recommendation11. Create aregional inventory of potential
spaces forthe music sector

- Tennessee Entertainment Commission
Initiators

Regional county governments, local municipalities, local music
Supporting stakeholders including artists and organizations, proposed Music
Stakeholders | Office

Timeframe Short term (0-12 months)

e Provide guidance andresources to support and grow the local
music industry

e Improve communication and collaboration within the music
ecosystem, and with other sectors/industries

Goals e |mprove accessto music spaces

e Improve diversity, equity, inclusion, and accessibility in the local
music sector

e Improveregional cohesion

Anonline tool such as the Tennessee Entertainment Commission directory represents a
valuable opportunity to address the identified infrastructure challengesin the region. By
listing all music spaces, it can help raise awareness around them and increase their
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availability. It can also identify gaps and lead to the creation of additional spaces.
Furthermore, it would allow forincreased communication between industry stakeholders,
providing opportunities to discuss the coordination of schedules, and potentially share
spaces andreduce costs.

The TEC should collaborate with local stakeholders and owners to complete its directory
with all music spaces, including facilities for live performance and working spaces. It should
alsoinclude non-music-related spaces that could be adapted and used by the music

community.

Implementation Actions:

e The mapping database developed by Sound Diplomacy and any existing lists,
including the TEC music directory, should be the starting point for this work.

e Furtherinformation can be gathered via a simple Google Form that allows music
stakeholders and building owners to fill out and submit theirinformation.

e Complete the directory. It should include information on:

o

o 0O 0o 0o o 0o o o 0o o o o o

o O O O O O

Music businesses with a physical location

Venues

Rehearsal spaces

Record labels with a physical location

Publishers with a physical location

Producers with a physical location

Promoters with a physical location

Music educators and schools

Music associations and foundations

Music tech with a physical location

Music media with a physical location

Entertainment lawyers

Collection societies

Music suppliers (web, design, accountants, equipment rentals, etc.) with a
physical location

Sponsors and partners

Musical instrument and equipment stores

Bars, cafes, restaurants with live music

Office spaces

Major music events and festivals such as Make Music Day and Big Ears
Underutilized spaces that could be adapted and used by the music
community.

e Include the following contact information, if available: name, email, phone, address,
website, services offered for each asset.
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e Forspaces,ideally, the directory would describe each place indicating name,
location, dimension, facilities and equipment, audio capability, which organization
ownsitand how to bookit, with direct links if applicable.

Ensure the directory is regularly updated.

Promote the directory and the option to submit entries to the local community.
Use the directory to identify gaps and advocate for the creation of additional
infrastructure for the music sector.

Further Considerations:

Inthe case of the need for additional infrastructural developments, there is an opportunity
to benefit from the Tennessee Tourism Enhancement grant. This grant’s purpose is to
support tourism development projects and the creation or expansion of physical
attractions, facilities, or events that are available and open to the public, that improve the
appeal of the destinations to tourists, and that enhance tourist experiences that are
primarily promoted to or used by tourists."?

3.4 Audience & Community Engagement

Live music is central to East Tennessee’s cultural identity. The regional music scene also
shows a broad range of musical styles. Among creators, the most common genres are rock
(40.4%), singer/songwriter (39.4%), country (34.6%), alternative (25.0%), and other
(24.0%). When considering audience preferences, the most popular genres are rock
(51.4%), country (51.4%), singer/songwriter (45.5%), blues (25.3%), alternative (20.1%), and
jazz(20%).

These results reveal a strong alignment between creators and audiences around traditional
androots-based genres such asrock, country, and singer-songwriter. The findings also
show, however, that there is local demand for blues and jazz music thatisn’t being met.

"2 Tennessee Vacation, “Tourism Enhancement”, accessed February 26,2026,
https://industry.tnvacation.com/industryresourcestourism-grants-and-scholarships/tourism-enhancement
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Figure 12. Musicians and Artists: Media and Music Genres
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Local music-related demand

Survey results show a strong appetite among East Tennessee audiences for more music
events and experiences. Nearly three-quarters (73.8%) of respondents said they would
love to see more live music activity in the area. This proportion was notably higher among
fans fromrural counties, rising to 78.7% when excluding respondents from Knox, Sevier,
and Blount counties, compared to 71.3% among fans in those more urban areas. 22.8% of
allrespondents said theirinterest depends on the type or quality of events. Only 3.1% felt
that the current offering is sufficient, indicating that there is high demand fromresidents to
see an expanded music scene, and that those in rural communities feel they’re missing out
on live music experiences.

When asked what kinds of music experiences they would like to see more of, audiences
expressed a diverse range of preferences. The most popular options were concerts
featuring artists playing original music (68.1%), community-oriented festivals and events
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(53.4%), and music festivals (49.8%). There is also considerable interest in concerts by
international touring artists (33.3%) and radio stations that play local music (25.1%). Less
frequently mentioned optionsinclude cover-band concerts (14.3%), record stores (11.5%),
and digital broadcasting platforms (9.7%).

Afewrespondents provided additional suggestions under “Other,” such as classical music
onlocalradio, small live venues forindependent national artists, and spaces dedicated to
original compositions, reflecting the value placed onlocal culturalinfrastructure and
creative diversity.

There is an opportunity to align with audience tastes and desire for more music events by
developing additional programming, particularly outside of major events.

Geographic concentration

Spatial analysis identifies Knox County as the central hub, with Sevier and Blount serving as
secondary nodes, while most other counties make small contributions. Peripheral counties
tend to center around subcategories presentin theirregions, leading to the development
of narrow local identities and music-related offerings.
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Figure 13. East Tennessee Music Assets Cluster Map
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Bars, cafés, and restaurants with live music are among the most geographically
widespread assets, presentin 13 counties, and serve as the foundation forlocal

performance life. Their consistent presence — from urban Knox (17%) to smaller counties
like Cocke (40%) and Monroe (31%) — underscores theirrole as accessible, informal

venues that anchor live music throughout the region.

Other multi-purpose spaces with live music appearin 11 counties, often as the primary or
only music-related infrastructure in rural areas such as Campbell (63%), Claiborne (47%),
and Union (36%). These spaces highlight adaptive reuse and community-based cultural

delivery, where dedicated music venues are limited.
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Festivals are mapped in 8 counties, notably in Sevier (14%), Blount (13%), and Anderson
(8%,), illustrating how temporary, high-impact events strengthen cultural presence and
tourism across localities.

Other assets such as performing arts venues and dedicated live music venues are limited in
numberand mostly locatedinlarger ormore connected areas, reflecting capacity
constraints outside urban centers.

Music asset concentration and population

Counties with larger populations, such as Knox, Sevier, and Blount, show the highest
concentrations of music assets. Figure 14 visualizes this relationship. The map on the left
shows the number of music-related assets per county, while the map on the right
represents total population. The visual overlap is clear: Knox, Sevier, and Blount counties,
which host the largest populations, also contain the highest concentration of assets. In
contrast, less populated counties such as Grainger, Morgan, and Rhea hold far fewer,
indicating a direct relationship between demographic size and cultural infrastructure
density.

Figure 14. Comparison of Music Asset Concentration and Population by County in East
Tennessee

Middlesbaras

Eastem Band
of Cherokee
Indians

Colorbased onthe 400-900 @ 24.00-30.00 Colorbased onthe 251,318 - 348,777 @ 539,729 - 713,077

following count 9.00-1700 @ 30.00-73.00 following count 349,777 - 447901 @ 713,077 - 974,834
@® 1700-2400 @@ 73.00-304.00 447901-539,729 @ 974,834 - 3,952,592

This alignment indicates that access to music spaces, services, and activities broadly
follows where people live, not necessarily where music industries are most developed.
From a planning perspective, this points to both strengths and gaps. On one hand, it
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indicates a balanced geographic alignment between people and available assets,
supporting equitable access to cultural participation. On the other hand, it also shows that
less populated counties may lack the critical mass to sustain diverse music activities,
potentially requiring targeted regional support strategies with nearby counties.

Audience development strategies

An audience development strategy creates anintentional focus on the cultivation and
expansion of audiences and communities associated and engaged with the music sector.
Itincludes comprehending the audience's needs, preferences, and behaviors, and
customizing offerings to make culture more accessible and in alignment with expectations.
Some audience development initiatives already exist in the region. Knox County Public
Library cardholders can use the Read City Explorer Pass program to get free or discounted
admission to local museums and cultural institutions. Explorer Pass partnersinclude:

Clarence Brown Theatre

Knoxville Children's Theatre
Knoxville Opera

Knoxville Symphony Orchestra
Muse Knoxville

Museum of Appalachia

Museum of East Tennessee History™

Penny4Artsis a Knoxville Arts & Cultural Alliance program that allows children in Knox
County and surrounding areas to attend arts and cultural events for free or at anominal cost
of one penny when accompanied by a paying adult. Participating performancesinclude
classical music and symphony concerts.™

However, while these initiatives include music activities, there are no music-specific
audience development programs. Additionally, stakeholder engagement revealed that
many promoters and artists struggle with the logistics of event planning and audience
engagement, and that each show requires a tailored strategy to reach different audiences.
They also expressed a desire for more intentional outreach, partnerships with diverse
communities, and event programming that reflects the fullrange of East Tennessee’s
culturalidentity. Affordability, including ticket prices and general cost of living, was raised
as another challenge creating barriers to audience participation.

5 Knox County Tennessee Public Library, “Read City Explorer Pass”, accessed September 10, 2025,

https://www.knoxcountylibrary.org/read-city-explorer-pass
" Knox Arts & Culture Alliance, “Penny4Arts”, accessed September 10,2025,

https://www.knoxalliance.com/penny-4-arts/
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An audience development strategy taking these challenges into consideration should be
established for the region, along with new music programming.

Recommendation 12. Expand music programming and
establish aregional audience development strategy

Regional county governments, proposed Music Advisory Council and

Initiators Music Office (or regional organizations supporting the music sector)
Supporting Local music artists and organizations

Stakeholders

Timeframe Mediumterm (1-2 years)

e Increase music offerings and programming

e Fosterbroaderparticipation and community engagementin
local music offerings

e Establish anationally recognized music identity for East
Tennessee

Goals e Showcase talent andraise awareness for the regional music
sector at a national/international scale

e Improve diversity, equity, inclusion, and accessibility in the local
music sector

e Improveregional cohesion

A collaborative process between the proposed Music Office, the Music Advisory Council,
regional county governments and local artists and organizations should be undertaken to
lead the development and implementation of a music audience development strategy for
theregion.

This strategy should explore initiatives that activate different types of spacesinlow-visitor
seasons or atless activated times. One of East Tennessee’s strengthsisits access torural
spaces. With thisinmind, it could also include developing new festivals in these locations
to expand access across the region. Additionally, offering segmented music
programming, by age orinterest for example, as well as inclusive pricing will be key to wider
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engagement. Furthermore, with a strong sports culture in the region, the strategy could
include adding music to different types of activities, such as sports events.

Implementation Actions:

e Use SoundDiplomacy’sresearch and conduct furtherresearch to understand the
demographics, preferences, and behaviors of the regional audiences.

o Bringtogetherartists, venues, event organizers and otherrelevant music
stakeholders to share insights on current music offerings and potential gaps
in terms of genres, audience segments, seasonality etc.

e Develop additional music programming and initiatives based on these insights.

o Offerings should be inclusive of diverse interests and preferences,
considering different cultural backgrounds, genders, and age groups.

o Activate the public realm with installations such as street pianos, interactive
sound sculptures, walking tours, etc. to encourage spontaneous musical
engagement.

o Music performed or played should be local and preferably original to truly
showcase the local talent and meet the demand of music fansin the region.

o These programs should be held especially inrural areas and during off-peak
tourism seasons to further engage audiences.

e Collaborate with other sectors to determine the potential to include live music or
music programmingin non-related spaces and at events.

o These couldinclude sports events (at the new baseball stadium in Knoxville
forinstance), farmers markets, public spaces, existing institutions, tourism
assets (tecommendation 15), etc..

e Consider spatial distribution and available transportation options when developing
new initiatives and programming, ensuring they are accessible to everyone, and
distributed across the region.

o Shuttles to take people betweenlocations could be established.

o Parking availability should be assessed.

e Develop partnerships with event organizers, venues, music businesses and potential
sponsors to identify affordable pricing strategies for music events.

e Utilize a mix of marketing channels to reach the audience, including digital
marketing, social media, print advertising, and email campaigns.

e Gatherfeedback fromlocal audiences on theirengagement with new music
activities and define key performance indicators (KPIs) to measure the success of
the audience development efforts.

Further Considerations:

In addition to engaging local and regional audiences, this strategy has the potential to
contribute to further positioning East Tennessee as a music destination for national and
international audiences (recommendations 14 and 15).
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Communications and marketing are essential to supporting the music scene. Promoting
music professionals and artists helps them build audiences and develop professional
networks. Strong communication around a music scene canincrease visibility forlocal
stakeholders, strengthen attendance at events, and attract visitors, talent, investment, and
new opportunities to the region.

There are some initiatives to support music promotionin the region. The Knoxville Arts &
Culture Alliance has a free online Publicity Guide for arts and culture workers and
organizations. The guide has downloadable contactinformation for print, digital, television,
andradio outletsin Knoxville and otherlocations. Users are encouraged to use this
resource to promote their events and make large-scale announcements." By centralizing
media contactsin one accessible place, the guide is an opportunity to support cultural
stakeholders, particularly smaller organizations and independent artists who may have
limited marketing capacity, reach local media more easily.

Visit Knoxville’s calendaris the main calendar for arts and culture eventsin Knox County.
Users canlook for eventsin the following categories:

e Thisweekend

e Concertsandlive music

e Annualfestivals (summer, fall, Halloween Holiday, international festivals)

e Community events

There is also a category to submit events and subscribe to the events newsletter."

By functioning as a central hub for cultural listings, the calendaris an opportunity to
improve the visibility and accessibility of events across the county. This type of centralized
calendar can support audience development by being accessible to audiences and
visitors, while providing arts organizations and event organizers with a platform to promote
theirprogramming.

However, stakeholder engagement revealed that many promoters and artists struggle with
audience engagement and that marketing remains a key challenge. Stakeholders stated
that many artists lack resources to reach wider audiences. They also highlighted a lack of
media presence to promote the music scene thatis also represented in mapping and
survey findings. As previously explained, for musicians, the top areas of desired
government support are promoting and marketing local artists and creatorsin local media
(51%), and promoting the exhibition of local content (33%). For organizations, the leading
priority is also promoting and marketing local artists and creators inlocal media (42%). This
reflects a disconnect between the music industry and how it views its existing role within
government and tourism’s promotional channels and support. There is high demand for the

S Arts & Culture Alliance, “Media Resources”, accessed September 4, 2025,

https://www.knoxalliance.com/resources/
6 visit Knoxville, “Events”, accessed September 11, 2025, https://www.visitknoxville.com/events/
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public sectorto promote music as a driver of regional identity and economic development,
rather thanviewing it as secondary to other entertainment sectors.

These results reveal a clear convergence around two core needs: visibility and structural
capacity. Both groups agree that stronger promotion of local artists and content is
essential, but their priorities diverge in focus. Musicians emphasize the need for greater
visibility and circulation, while organizations highlight systemic and institutional
improvements that ensure long-term sustainability.

Regarding channels of promotion and communication, musicians and artists in East
Tennesseerely on word of mouth (81.0%), Facebook (79.0%), and Instagram (70.0%) to
share theirwork and stay connected with audiences. Otherrelevant toolsinclude YouTube
(48.0%), event websites and apps (47.0%), and streaming platforms (40.0%), reflecting a
balance between digital strategies and local community networks within the regional
scene.

Music fans, on the other hand, most often discoverlocal music through Facebook (66.3%),
localmedia (53.5%), event websites and apps (50.3%), and word of mouth (49.3%). Other
channels such asradio (39.9%) and email subscriptions (44.1%) remainimportant, while
newer platforms like TikTok (12.8%) and YouTube (13.9%) play a more limited role among
local audiences.

There is a need to educate musicians and event organizers on audience-preferred
communication channels so they can align their outreach strategies. Thereis also an
opportunity to offermore music promotion support at the regional level. As Visit Knoxville’s
listis focused on Knox County, there is an opportunity to develop a similar platform for the
entire region. Stakeholder conversations revealed that Knoxville Ooze live music calendar
could be a potential host for such a platform. The Knoxville Ooze music calendar provides a
regularly updated listing of live music events taking place across venues in Knoxville.

Recommendation 13. Increase government-level music
promotion

Regional county governments
Initiators

Regional organizations supporting the music sector, tourism agencies,
Supporting nonprofits supporting the music sector, Tennessee Entertainment
Stakeholders | Commission, proposed and Music Office
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Timeframe Shortterm (0-12 months)

e Improve communication and collaboration within the music
ecosystem, and with other sectors/industries

e Fosterbroaderparticipation and community engagementin
local music offerings

Goals e Establishanationally recognized music identity for East
Tennessee

e Improve music brand fortheregion

e Showcase talent andraise awareness for the regional music
sector at anational/international scale

Thereis aneedto leverage information from the survey about communication channels and
messaging strategies that resonate most with local audiences, and to provide targeted
promotional support to music stakeholders and organizations.

Implementation Actions:

e Hire amarketing strategist to develop music dedicated marketing and promotional
campaigns. Local music stakeholders should be involved in the process to get their
buy-in and develop potential content.

e Promote the music scenein government, Music Office, and TEC social media and
newsletters.

o This couldinclude promoting upcoming concerts and festivals, sharing new
releases fromlocal artists, spotlighting music professionals or organizations,
and highlighting achievements such as awards, tours, or national media
coverage. It can also include promoting funding opportunities and
professional developmentresources.

e Partnerwithlocalradio stations and media agencies to further spotlight and
promote regional artists, strengthening community support and visibility for the
regional music scene.

e Raise awareness around and educate about existing marketing and communication
resources, and offer marketing and communications training and/or tools for artists
and organizations.

e Offerdata collection and audience research to music venues, event organizers and
music professionals.

e Developrelationships with local media and marketing professionals and
organizations to facilitate partnerships with the local music community. This can be
done by inviting them to networking sessions and live music programming
(recommendation10).
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e Gatherfeedback onhow toimprove current communication such as the Knoxville
Arts & Culture Alliance online Publicity Guide and Visit Knoxville’s calendar and
expand them to the region.

o Acentralized calendar could be developed for the region. Knoxville Ooze
could bein charge of this.

o This may require coordinating cross-promotion between venues, festivals,
and organizations (shared mailing lists, reciprocal social sharing, etc.).

Further Considerations:

Recognizing the diverse budgets within the region, where smaller communities have
limited capacity for financial commitments, larger communities may need to compensate
forthe implementation costs of thisrecommendation.

As the proposed Music Office grows, a communications and marketing specialistrole
could be created to support regional music industry promotion.

3.5 Brand & Music Tourism

Defining and promoting a region’s music identity as part of a music branding strategy has
strong potential to attract visitors, talent and professionals, while strengthening a sense of
pride and community locally. Several initiatives contribute to branding East Tennessee (and
particularly Knoxville) as a music place. Many webpages, particularly on the Visit Knoxville
website describe Knoxville as “one of America’s more dynamically musical cities”. Thereis
strong historical branding for the region as the "Birthplace of Country Music" and "Cradle of
Country Music". The“Cradle of Country Music Spotify Playlist” promotes the music scene.
The Tennessee Department of Tourist Development actively markets the state with the
"Sounds Perfect" campaign. Knoxville is also home to many murals that visually tell the story
of the city. Many of themrepresent local music artists such as Dolly Parton, or music
scenes."”

However, stakeholder engagement revealed the need for more efforts to further establish
theregion as a music destination as part of a unified brand identity, and differentiate itself
from Nashville or Memphis, which dominate the perception of Tennessee’s music. A
regional music brand would highlight the diversity of the wider area, help strengthen
collaboration among counties, cities and organizations, and create a more recognizable

7VisitKnoxville, “Knoxville Murals”, accessed September1, 2025,
https://www.visitknoxville.com/things-to-do/tours/knoxville-murals/
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identity to attract visitors, talent, and investment, while spreading cultural and economic
benefits beyond Knoxville.

Recommendation 14. Identify and promote the music brand
fortheregion

Local tourism agencies
Initiators

Local artists and music organizations, Tennessee Entertainment

Supporting | commission, proposed Music Office, dedicated marketing strategist
Stakeholders

Timeframe Mediumterm (1-2years)

e Increase economic opportunities and foster sustainable
growth for the music sector

e Fosterbroaderparticipation and community engagementin
local music offerings

e Establish anationally recognized music identity for East
Tennessee

e Improve music brand fortheregion
Increase the role that music plays in the regional tourism offer
and cultivate areputation for East Tennessee as a music
destination

e Showcase talent andraise awareness for the regional music
sector at anational/international scale

e Improveregional cohesion

Goals

To strengthen and promote the region’s music brand, local tourism agencies should adopt
a strategic approach that would consist of evaluating the existing music scene and talking
points, defining key elements that East Tennessee wants to be known for, and promoting it
as part of the music destination development. A dedicated marketing strategist should be
contracted to support this and build on existing branding and taglines. Programming,
events, marketing and partnerships will need to follow suit. This could include expanding
music programming (recommendation 12), developing a street performance program
(recommendation 3), featuring local artists in hotels, transportation hubs etc.
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Local music needs to be included in all City and region community communications and
events, while evaluating current assets will ensure consistent messaging and targeted
growth.

Implementation Actions:

e Engage abrand and marketing specialist with experience in the music sector to
define/expand the music brand and marketing strategy for East Tennessee.

o Ensure the consultant is aware of the region’s musical heritage, genres,
cultural diversity and businesses.

e Themusic sectorneedsto beinvolvedinbrand development, including the
post-consulting phase to supportimplementation and promotion.

o This couldinclude holding roundtable conversations or engaging the music
community through a survey.

o Thelocal music community could also be part of promotional content, both
as creators and ambassadors of the regional musical identity. This could
involve local artists composing and performing music for campaigns,
contributing to soundtracks forvideos, and more. Artists and music
professionals could also be featured in digital and physical promotional
materials.

e Implementthe branding strategy by utilizing digital channels, and social media, and
create engaging contentincluding videos, interviews and playlists to highlight the
local music scene.

e Coordinate efforts withregional and state tourism authorities to align the music
brand and strategy with the overall destination marketing.

e Ensure music branding is available in selected places through QR codes to the
“Cradle of Country Music Spotify Playlist”, interactive maps of venues, events and
activities.

e SetclearKPIstomeasure success of the branding strategy.

Further considerations:

As previously explained, larger communities may need to compensate for the
implementation costs of thisrecommendation.

There is an opportunity to collaborate with the Tennessee Department of Tourist
Development to support their effort of promoting Tennessee as awhole as a "'music state”
beyond major music hubs.
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Music tourism strategy

While no formal tourism strategy could be found, there are many initiatives aiming to
promote music tourism in Knox County.

Visit Knoxville is the official Convention and Visitors Bureau for Knoxville and Knox County."®
The Visit Knoxville website showcases the local music scene and heritage, local
performance groups, venues, a calendar of events with a music category, and guides and
walking tours."™ Walking tours include the “Guide to Things to Do in Knoxville's Music
Scene” showcasing the local music scene for tourists, and the “The Cradle of Country
Music Walking Tour” .12

The Knoxville History Project published the “Knoxville: A Walking Music Guide”, emphasizing
downtown sites associated with songwriters, composers and musicians.'? This includes
the Cradle of Country Music Park, which was created to recognize East Tennessee's music
heritage. The park has beenhome to public art since its conceptionin 1986, including art
related to music such as the Treble Clef sculpture. The parkis also included in the “Cradle of
Country Music Walking Tour”, explaining Knoxville’s ties to renowned artists such as Hank

Williams, Elvis Presley, Howard Armstrong, Dolly Parton, the Everly Brothers, and Roy Acuff.
122

Additionally, the Arts & Culture Alliance manages partnerships between Knox County and
24 local arts and culture groups. Together, these organizations host over 4,000 events and
activities (including festivals and live performances) each year that attract tourists to the
region. The Alliance also published a Guide to Arts and Culture, inviting visitors to follow
itineraries to discover arts and music activities across the county.'?®

Finally, Dollywood is a world-class themed park developed by Dolly Parton in partnership
with the Herschend family to celebrate the culture and music of the Smoky Mountains.'*
The park hosts many music activities, including seasonal music series, live music at spas

18 V/isit Knoxville, “About”, accessed August 27, 2025, https://www.visitknoxville.com/about/
1 V|S|t Knoxwlle “GU|de toThingstoDoin Knoxvnle S MuS|c Scene’, accessed August 27 2025,

Cradle of Country Music Walklng Tour”, https: [[www wsﬂknoxwlle com(thlngs -to- do[tours(gwded[
120 visit Knoxville, “Events”, accessed August 27, 2025, https://www.visitknoxville.com/events/

12T Knoxville History Project, “Knoxville Music Guide”, accessed August 27, 2025,
https://knoxvillehistoryproject.org/knoxville-music-gquide/

122\/isit Knoxville, “The Cradle of Country Music Park”, accessed August 27, 2025,
https://www.visitknoxville.com/cradle-of-country-music/

12 |bid.

124 Dolly Parton, “Dollywood Theme Park”, accessed March 13,2026,
https://dollyparton.com/dollywood-theme-park#:~:text=In%201986%2C%20Dolly%20partnered%20with,
celebrated%20and%20enjoyed%20by%20everyone. And Dollywood, “About us”, accessed March 13, 2026,

https://www.dollywood.com/about-us/
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andresorts, entertainment shows, festivals and more. As the largest ticketed attractionin
Tennessee, the parkis also the largest provider of jobs in Sevier County and attracts visitors
from all over the world (over 3 million visitors in 2024).'%

Internationalization

There are no music export orinternationalization programs in East Tennessee. Stakeholder
engagement highlighted that touring artists face high travel and lodging costs. Incentive
programs or partnerships with local hotels could reduce these barriers and help attract
more performers to the region.

As already explained, the survey reveals that musicians and organizations in East Tennessee
primarily operate within alocal and regional scope, with limited connections beyond state
borders and only 29.5% reported connections outside the state and just 7.8% had activity
beyondthe U.S.

This limited out-of-state and international reach may be linked to the low
professionalization and weak intermediation capacity observed earlierin the report. The
scarcity of managers, agents, and record labels, combined with the fact that nearly 70% of
professional musicians cannot meet their basic needs from music income, suggests
structural constraints that prevent many from expanding their networks or accessing
broader markets.

A Music Ambassador program has the potential to both supportlocal artists inreaching
new audiences and expanding their careers, and promoting the regional music scene
nationally and internationally, attracting visitors.

Recommendation 15. Develop a music tourism strategy

. Local tourism agencies
Initiators

Local artists and music organizations willing to participate in music
Supporting tourism programs and marketing content, regional county
Stakeholders [ governments

Timeframe Mediumterm (1-2 years)

125 |bid.and Theme Park Tribune, “Dollywood joins list of most-visited North American theme parks”, accessed
March 13,2026, Dollywood joins list of most-visited North American theme parks,
https://www.themeparktribune.com/dollywood-joins-list-of-most-visited-north-american-theme-parks/
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Goals

Increase economic opportunities and foster sustainable
growth for the music sector

Improve communication and collaboration within the music
ecosystem, and with other sectors/industries

Increase music offerings and programming

Fosterbroader participation and community engagementin
local music offerings

Establish a nationally recognized music identity for East
Tennessee

Improve music brand for the region

Increase the role that music plays in the regional tourism offer
and cultivate areputation for East Tennessee as a music
destination

Showcase talent and raise awareness for the regional music
sector at anational/international scale

Improve regional cohesion

Local music and tourism stakeholders should work together to develop aregional music
tourism strategy for East Tennessee. This should include creating a music strategy plan,

music tourism marketing strategies and campaigns, and targeted initiatives and programs
toincrease music tourism offers.

Implementation Actions:

The local tourism agencies of the region should collaborate to:

Evaluate existing tourism trends, assets, and visitor demographics for the region.

Conduct market research and define audience segments.
Collaborate with music stakeholders to develop a music tourism strategy and write

aplan.
O

o

Specificinitiatives could include:

Integrating music with existing assets, such as outdoor tourism assets.
Showcasing artists and hosting live performances at key venues and events
associated with the tourism sector.
Identifying key markets to target during a campaign to launch the strategy,
looking at visitor data and working with businesses across the country.
Improving connectivity and joint communication with major music
hubs such as Nashville and Memphis to leverage their networks, while
developing aninternational promotion strategy particularly targeting
European markets, to promote East Tennessee’s unigue musical
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heritage, and encourage international visitors to extend their staysin
theregion.

o Ensuring a seamless experience upon arrival by offeringinformation about
nightly events and cultural activities at hotels and transport hubs. This
involvesimplementing a system for hotels to provide guests with curated
event calendars, local recommendations, and potential partnerships with
local venues to offer exclusive experiences.

e Developing music tourism marketing strategies and campaigns, with a social media
plan and video content of the local live music scene and of major events. This should
promote the defined music brand (recommendation 14).

o The campaigns should be shared on any relevant stakeholders’ websites and
social media channels. It could incorporate multimedia elements such as
videos, virtual tours, and playlists featuring local artists.

o Utilize localresources such as the calendar of events proposedin
recommendation 13 for tourism purposes

e Collaborate with tourism agencies to officially publish the cultural tourism plan,
ensuring that all strategies, objectives, andinitiatives are clearly outlined and
formally established.

e Monitorand evaluate the impact of these initiatives, and publish yearly reports
recording annual visitor numbers to music spaces and activities so that updates of
the strategy can evaluate the data to understand whether there are fluctuationsin
visitor numbers year onyear, and what the opportunities are to increase numbers.

Further Considerations:

As previously explained, larger communities may need to compensate forthe
implementation costs of thisrecommendation.

Whatever strategy is developed should be informed by the context and getlocal buy-in. A
tagline and marketing frame should be based on how locals understand and see the region
and community, and what makes it unique. The region willneed to ensure it is supporting its
music ecosystemin a holistic way if it wants music to be a draw for visitors.

Tourism efforts do not existin a vacuum, and the other recommendations of this strategy,
particularly investing in music activities, will play a crucial role in general music ecosystem
marketing efforts while encouraging more people to visit.
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Recommendation 16. Develop a Music Ambassador program

Local tourism agencies, proposed Music Office
Initiators
Local artists, tourism agencies of otherregions/states/countries,
Supporting regional county governments, TEC
Stakeholders
Timeframe Longterm (2-3years)
e Provide guidance andresources to support and grow the local
music industry
e Strengthen musicians’ financial stability and professionalization
e Establish anationally recognized music identity for East
Tennessee
Goals e Improve music brand forthe region
e Increase therole that music playsin the regional tourism offer
and cultivate areputation for East Tennessee as a music
destination
e Showcase talent andraise awareness for the regional music
sector at anational/international scale

Local tourism agencies should collaborate with the proposed Music Office, local music
stakeholders and regional county governments to develop a Music Ambassador Program,
as astrategicinitiative to leverage local musical talent to promote the region's music
scene, heritage and tourism assets to attract external audiences.

A Music Ambassador Program would aim to harness the artistic potential of East
Tennessee’s music ecosystem, through promoting and showcasing regional music on the
national and global stage, and cultivating opportunities to bring artists and businesses to
theregion. Initiatives will aim to increase the competitiveness and revenues of East
Tennessee’s music artists, while fostering global cultural diversity. It would also further
contribute to branding the region as a place for music creation and experiences
(recommendations 14 and 15).

Implementing this program would involve providing financial support such as travel funds
and branded promotional merchandise to musicians who perform at qualifying events
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outside of theirhome region, and connecting them with performance opportunities, new
audiences, artists and industry professionals.

Implementation Actions:

e |dentify national andinternational music events and conferencesrelevant to the
local music industry and assess opportunities for participation. These could include
SXSW, Music Biz, NAMM, IndieWeek, Mondo, ESNS, Reeperbahn Festival, WOMEX.'?
Partnerships can be negotiated for ticket discounts or preferential showcase slots.

e Define therequired budget forthe implementation of the delegation or music
ambassador scheme, and an annual budget to support local stakeholders’
participation, and identify and secure funding sources.

e Organize conversations with established organizations in the rest of the state, such
as Music Export Memphis, to identify ways in which an East Tennessee Music
Ambassador Program can be initiated (see case study below).

o SponsorEast Tennessee artists and bands to go on tour or play in
professional showcase events outside of the region/the state, by providing
funds to cover travel, accommodation, per diems and/or visa costs.
Requirements couldinclude:

m Atleast5tourdates bookedin cities outside of the region

Only public events are eligible

Artists must reside in East Tennessee

Artists/bands must perform original music

East Tennessee branding/logos must be on show and shared as part

of social media during performances

m Images mustbe provided for marketing purposes to local tourism
agencies and the Music Office

o Establish aselection process with eligibility guidelines for potential
participants. The selection process should consider diversity factors.

e Promote theinitiatives and put out an open call forrepresentatives to volunteer to
attend conferences on behalf of East Tennessee

e Gatherfeedback and data from participants and event organizers to monitor the
program’simpact.

126 SXSW, “homepage”, https://www.sxsw.com/ and Music Biz, “homepage”, https://musicbiz.media/, and

NAMM, “homepage”, https://www.namm.org/, and IndieWeek, “homepage”, https://a2imindieweek.org/and
Mondo, “homepage”, https://www.mondofest.org/festival/ and ESNS “homepage”, https://esns.nl/en/ and

Reeperbahn Festival “homepage”, https://www.reeperbahnfestival.com/en and WOMEX, “homepage”,
https://www.womex.com/accessed July 28,2025
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Further Considerations:

As previously explained, larger communities may need to compensate forthe

implementation costs of thisrecommendation. The South Arts performance grant program

could represent a potential funding source to bringin artists from other states.

Case Study: Music Export Memphis Ambassadors
(Memphis, Tennessee)

What Is It: The Music Export Memphis Ambassador Programis designed to support
Memphis-based musicians who are already touring nationally and internationally
by formally engaging them as paid brand ambassadors for the city. By performing
invenues across the country and abroad, these artists help promote Memphis as a
cultural destination, potentially encouraging tourism, relocation, and professional
interestin the city.'”’

The programrecognizes touring as an essential component of an artist’s career
development and revenue generation, and positions this support as part of a
broader strategy to make Memphis a competitive and attractive city for musicians.
128 |t offers four main types of support:

e Ambassador Grants: Unrestricted cash grants for artists who meet minimum
touring requirements. Ambassadors canreceive between $500 - $2,500
perrequest. While there is no limit to funding opportunities, thereis an
annual cap of $5,000 per artist.'”’

e AmbassadorIndustry Scholarship: Scholarships covering conference
badges orpasses for artists and music industry professionals attending
professional development events.

e The Merch Fund: Grants for merchandise or physical music production, to
be spent with Memphis-based businesses. Applicants canreceive up to
$1,000 in this grant, with an annual cap of $2,000 per artist.”°

e AmbassadorAccess: Ayear-long cohort program for first-time touring
artists fromunder-resourced backgrounds, providing mentorship,
education, booking and marketing support, and cash grants. One cohortis
selected per calendaryear.”'

127 Music Export Memphis, “Ambassadors”, accessed February 27, 2026,
https://musicexportmemphis.org/about/amb dor

128 |bid.

129 Music Export Memphis, “Submit”, accessed February 27, 2026,

https://musicexportmemphis.submittable.com/submit
B30 |bid.

ST Music Export Memphis, “Ambassadors”, accessed February 27,2026,
https://musicexportmemphis.org/about/ambassadors/
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Applications are submitted online through the creation of an artist profile. To
qualify forany opportunity, applicants must reside within the Greater Memphis
area (Memphis plus 25 miles), record music in Memphis, primarily create and
perform original music, and be either a permanent resident or a college student
with a secondary residence.’?

Who Is Responsible: Music Export Memphis, a nonprofit export office forMemphis
music, creating opportunities for Memphis artists to showcase their music outside
the city, building their careers and building Memphis’s international reputation as a
music mecca.”’

What Has It Done: Music Export Memphis has awarded more than $225,000in
tour grants to Memphis artists between the launch of its Ambassador programiin
2018,and 2023.1n 2025 MEM Ambassadors played a total of 506 performances
across 250 cities worldwide, including 50 more shows outside the U.S. thanin
202434

Operational/Financial Information: In 2024, Music Export Memphis reported a
contribution-based revenue of $412,991and $476,975 in expenses.'®

The Executive Directoris paid an annual salary of $90,857.%¢

Relevance for East Tennessee: Thereis an opportunity for East Tennessee toreach
out to Music Export Memphis and draw inspiration from the Export Memphis
Ambassadors program when developing its own. While the region has an
established music scene and a growing ecosystem to support the industry, many
artists operate primarily within local or regional markets and have limited access to
national orinternational industry networks. An export-focused program like the
one in Memphis, a strongly established music ecosystem, could support the
regional music scene’s need forinternational promotion and network
development, by supporting artists in touring outside the region, building
professional relationships, and increasing visibility in new markets.

2 bid

133 Music Export Memphis, “Homepage”, accessed February 27, 2026, https://musicexportmemphis.org/

134 Arts Memphis, “Experience the Arts”, accessed February 27,2026,
https://www.artsmemphis.org/experiencethearts and Facebook, “Music Export Memphis”, accessed March
13,2026, https://www.facebook.com/MusicExportMEM

135 ProPublica, “Music Export Memphis”, accessed April 21,2026,

https://projects.propublica.org/nonprofits/organizations/822214830
136 pid.
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Implementation Timeline

Long term

Policy & Governance

Governance & Leadership

1. Establish aregional Music Advisory
Council

2. Advocate for the establishment of
aregion-wide Music Office

Licensing & Regulations

3. Advocate for the implementation
of music-friendly regulations &
guides

4. Establish aone-stop shop for
music regulations

Financial Resources

5. Leverage TAC funding for music
organizations and events

6. Improve financial literacy & access
for creative enterprises

Talent & Creative Ecosystem

Professional Development

7. Develop anIP & copyright
education program

8. Expand the “Fair Wage Stage”
initiative to the regional level

Music Education

9. Develop the higher education &
entrepreneurial pipeline

-
—

Collaboration & Networking

10. Develop networking opportunities
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within the music sector

Infrastructure

11. Create aregional inventory of
potential spaces for the music
sector

Audiences & Community Engagement

Audience development

12. Expand music programming &
establish aregional audience
development strategy

Communication & marketing

13. Increase government-level music
promotion

Brand & music tourism

Music branding

14. Identify & promote the music
brand for the region

Music tourism

15. Develop a music tourism strategy

16. Develop a Music Ambassador
program
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4. Conclusion

East Tennessee is home to a music ecosystem that is profoundly vibrant but currently
structurally challenged. The region confirmsits status as having arich, active, and
community-focused music scene, deeply rooted in live performance and traditional
genres, and boasting a wealth of local talent. The passion and demand for music are
undeniable across East Tennessee, with audiences overwhelmingly desiring more music
events, and a creative community eager for career opportunities.

However, the analysis highlights several key areas where structural intentionality is needed
across East Tennessee's music sector. Chief among the challengesis the high economic
precarity faced by musicians, who largely cannot sustain themselves on music income
alone, alongside a significant scarcity of vital intermediary structures such as managers,
agents, andrecord labels operating in the region. Furthermore, communication and
professionalization are also constrained by a lack of cohesive, region-wide directories and
limited collaboration between individual artists and larger institutions or media outlets.

The 16 strategic recommendations outlined in this report collectively offera
comprehensive path forward for East Tennessee. By moving the sector beyond informal,
community-based operations toward an intentional, professionalized structure, East
Tennessee canunlock the full cultural and economic potentialinherent inits music talent.

In conclusion, this detailed analysis is not merely a diagnostic tool; itis a blueprint for action
forthe entire region. The future success of East Tennessee’s Music Census depends onthe
commitment of its regional stakeholders - government, organizations, and the private
sector - to embrace these findings and implement the recommendations. East Tennessee
cantransformits strong musical foundationinto arobust, sustainable, and nationally
recognized ecosystem.
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