What is the Industry Saying?
The OMAC (Out of Home Media Association of Canada) arguments against the bylaw and tax for art / enforcement focus on five major points.

Argument 1. ‘That the tax is excessive at 18 million’
OMAC is saying they make only $64,800,000 in total revenue from billboards.1 This number was reached via a selfsubmitted survey of members. If you divide that by the number of billboards (41002 total in Toronto, or 3690 -- if OMAC
members have 90% share3) and 12 months you get $1463 as the average rate to rent a standard billboard in Toronto for
a month. This is hard to believe -- for comparison that figure roughly equals the cost of a single 1/5 page advert in NOW
Magazine. Please see the rates for Toronto billboards in the Canadian Media Digest ($122 820 month to 25 GRP [reach x
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frequency] daily) as well as the recent City Staff estimate ($254 150 average annual rate.) City economists are working
on an ideal taxation level to properly value use of public space and not cause undue hardship.
Argument 2. ‘Damage to the local economy’
According to McKinsey & Co, "for every dollar of public arts funding in a regional economy, eight dollars are generated.” 5
However, according to the Martin Prosperity Institute, “the fact that average cities around the country have expanded their
cultural expenditures by more than 4 times as much as the City of Toronto has put Toronto on the low end of competitive
growth.”6 Additionally, the vast majority of businesses using billboards are not local, but national or global brands.7 It is
also worthy to note that at most properties, the people operating out of the location, typically tenants - do not gain income
from the billboards.
Argument 3. ‘That the industry already gives enough to charity and the city’
The industry should be lauded for charitable activities, but looking at the ratio of TV (75% content / 25% ads) radio or even
free print, they are doing virtually nothing to support enjoyable or educational content for the public. The ratio of content to
advertising is with billboards worse than opposite to the norm, even using the stated industry revenues and giving at face
value.8 In fact, it could be inferred that industry is making record profits (up 11-19% last year9) undermining the viability of
other, democratic / participative media outlets in providing ”the lowest cost per thousand impressions of any media” 10 and
passing the full cost onto public spaces. (This argument also addresses the assertion that the tax will make the
industry less competitive compared to other advertising venues.)
Argument 4. ‘That the industry has been shut out of the Bylaw/Tax process and it needs to be restarted/delayed’
In 2005 alone, 50% more was spent on OMAC than the cost of the entire Sign Bylaw Project. 11 The industry has had more
than ample access to the decision making process (15 meetings with staff), has a dedicated industry association working
for their interests along with almost unlimited resources and several lobbying firms. Industry representatives also had the
same number of consultation meetings with City Staff as public interest groups. There have also been an overwhelming
number of industry meetings with individual Councillors. (Search the Toronto Lobbyist Registry for „Signs‟ 12)
Argument 5. ‘Outdoor advertising is a vibrant part of Toronto’s urban culture, providing colour, light…’
Although there may be some favourable opinions to the colour and light of areas of the city such as Dundas Square, this
is the exception rather than the rule and is misleading to apply to all outdoor advertisements in general. Advertising is
okay, but within moderation and in respect to the city. According to a 2005 Polllara survey: “60% of Torontonians clearly
agree that their city would be more beautiful with fewer billboards – only 10% disagree.” This was closely replicated in a
2007 Environics survey that found 8/10 of municipal voters support "the city removing billboards that violate city bylaws
and implementing fines to a level that discourages future violations.” Furthermore, 7/10 of municipal voters are in support
of "the city working to reduce billboards and corporate posters in general." 13
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