
Wednesday 30th August 2017

D E S TI NATI O N Q  E VE NTS  CO N FE R E N C E

CRE ATING  &  
ME ASURING  
ECONOMIC 

VALUE  AROUND 
EVENTS



T H E  CO N T R I B U T I O N  T H AT  YO U R  
E V E N T  M A K E S  TO  YO U R  R E G I O N / STAT E 

E CO N O M Y.  A  M E AS U R E  O F  T H E  TO U R I S M 
R E L AT E D  I M PAC T  T H AT  O U R  E V E N T  I S 

R E S P O N S I B L E  FO R  C R E AT I N G .

T H E  D I R E C T  E CO N O M I C  I M PAC T  
R E L AT E S  TO  T H E  M O N E Y  T H AT  M AY  

H AV E  B E E N  LO ST  TO  A  R E G I O N  H A D  
T H E  E V E N T  B E E N  H E L D  E L S E W H E R E  

O U TS I D E  O F  T H AT  R E G I O N .

WHAT  IS  AN 
ECONOM IC  IM PAC T 

A SS ESSM E NT  OF  
AN  E VE NT?



ADVOC AC YBU Y I N G  E VE NT  E X PE R I E N C E S

A  G R E AT  E X PE R I E N C E

LOYALT Y

G R OW I N G  T H E  P I E  FO R  T H E  
E V E N T  A N D  E CO N O M Y



WHY  AR E  ECONOM IC  E VE NT 
E VALUATIONS  IM PORTANT?

+ TO  P O S I T I O N  T H E  E V E N T  FO R  I N C R E AS E D  F I N A N C I A L  A N D  
I N - K I N D  ASS I STA N C E  F R O M  G OV E R N M E N TS : 

Local
State 

Federal

+ P R OV I D E S  B E N C H  M A R K I N G  TO  T R AC K  F U T U R E  G R OW T H  O F  A N  E V E N T

+ TO  R E P O R T  TO  G OV E R N M E N TS  ( AS  A B OV E )  AS  A  R E Q U I R E M E N T  
O F  F U N D I N G  TO  U N D E R STA N D  R E T U R N  O N  I N V E ST M E N T  ( E .G .  K P I ’ S )

+ S E E K I N G  S P O N S O R S H I P  A N D  I N - K I N D  S U P P O R T  F R O M  B U S I N E SS E S



+ ASS I ST  I N  T H E  D E V E LO P M E N T  O F  CO M M U N I T Y  PA R T N E R S H I P S

+ H E L P  B U I L D  P O S I T I V E  CO M M U N I T Y  P E R C E P T I O N S  
A N D  R A I S E  T H E  P R O F I L E  O F  T H E  E V E N T:

Mainstream Media
Social Media

Speaking engagements
Internal Communication (employees, volunteers etc.)

+ C R E AT E S  CO M M U N I T Y  P R I D E  –  L I V E A B I L I T Y

WHY  AR E  ECONOM IC  E VE NT 
E VALUATIONS  IM PORTANT?



M INIMUM  KE Y  INS IGHTS  R EQUIR E D

E VE NT 
O RGAN IS E R 

I N CO M E  
AN D 

E X PE N D ITU R E

D E F I N I N G 
VIS ITO R 
O R I G I N S

AT TE N DAN C E 
N U M B E R S/

I N D IVI DUAL

D E F I N I N G 
PR I M ARY 
PU R P OS E

E X PE N D ITU R E 
I N  TH E  

R EG I O N

LE N GTH  
O F  S TAY



 
ECONOM IC  RESE ARCH



Toowoomba

Other parts of Queensland

Interstate 

Overseas

Collect postcode

Collect postcode

Collect state

Collect country

DE FINING  VIS ITOR  OR IGINS  
WHAT  R EGION  AR E  WE  A SS ESS ING?

Q U ES TI O N:  WH E R E  DO  YOU  N O R M ALLY  LIVE?

LGA’S C APITAL  
C IT Y

TO U R IS M 
R EG I O N S TATE



Primary Purpose Visitor (In-scope)

Non-primary Purpose

Yes

No

Primary Purpose Visitor (In-scope)

Did you extend your stay in Toowoomba at attend {event}?

Yes

No

Q U ES TI O N:  D I D  YOU  TR AVE L  TO  TOOWOO M BA  
S PEC I FI C ALLY  FO R  TH E  PU R P OS E  O F  AT TE N D I N G  {E VE NT  NA M E}?

PR I M ARY 
PU R P OS E

E X TE N D E D 
S TAY

N O N -
PR I M ARY 
PU R P OS E



(Additional question if assessment region is State as well as local)

Overnight Stay Visitor

If ‘0’ then 

If ‘1 or more’

Day Tripper

Q U ES TI O N:  H OW  M AN Y  N I G HTS  I N  TOTAL  D I D  YOU  S PE N D  
I N  TOOWOOM BA  DU R I N G  TH IS  TR I P?

H OW  M AN Y  N I G HTS  D I D  YOU  S PE N D  I N  OTH E R  PAR TS  O F 
Q U E E NS L AN D  DU R I N G  TH IS  TR I P?

DAY 
TR I PPE R S

OVE R N I G HT 
S TAY



DE FINING  E XPE NDITUR E   
HOW  MUCH  DID  THE Y  S PE ND  IN  YOUR  R EGION?

Q U ES TI O N:  H OW  M UCH  MO N E Y  D I D  YOU  S PE N D  I N  TOTAL  I N 
TOOWOOM BA  O N  E ACH  ITE M ,  BOTH  FO R  YOU R S E LF  AN D  FO R  OTH E R 

PEO PLE  TR AVE LLI N G  WITH  YOU  DU R I N G  TH IS  TR I P?

FO O D  A N D 
B E V E R AG E

T R A N S P O R T

ACCO M M O DAT I O N

R E TA I L 
P U R C H AS E S

T I C K E TS

AT T R AC T I O N S

S O U V E N I R S

I N C I D E N TA L S



DETE R M INING  AT TE NDANCES  AND  
THE  NUM BE R  OF  INDIVIDUAL S  AT  YOUR  E VE NT

TI CK E TE D 
E VE NTS

Ticket CountersTickets Sold

Turnstiles

FR E E 
E VE NTS

Density  
Counts

Aerial
Photographs

Location  
Tracking

Product  
Consumption  

Method

The best way to determine 
the number of individuals for 
multiple day free events is to 

conduct a survey. You need 
to understand the number of 

days they attended.



OTHE R  INCOM E  
AND  E XPE NDITUR ES  

WHAT  E L S E  NE E DS  
TO  BE  CONS IDE R E D?

+ CO M P E T I TO R ,  E X H I B I TO R ,  M E D I A  A N D  PA R T I C I PA N T  E X P E N D I T U R E S

+ E V E N T  O R G A N I S E R  E X P E N D I T U R E
( E .G .  I N F R AST R U C T U R E ,  M E D I A  P U R C H AS E S ,  M E R C H A N D I S E  STO C K  E TC . )

+ E V E N T  O R G A N I S E R  I N CO M E 
( E .G .  S P O N S O R S H I P,  G R A N TS ,  T I C K E TS  SA L E S  E TC . )



ECONOM IC  IM PAC T  R E PORTING  
WHAT  KPI’S  AR E  IM PORTANT?

+ V I S I TO R  O R I G I N S

Number of intrastate attendees 
Number of interstate attendees 
Number of overseas attendees

+ D I R E C T  E X P E N D I T U R E

+ E CO N O M I C  M O D E L L I N G  ( I N P U T/ O U T P U T )

+ N U M B E R  O F  V I S I TO R  N I G H TS

+ OV E R N I G H T  V I S I TO R  E X P E N D I T U R E  (OV E )



CRE ATING  ECONOM IC  VALUE



WHAT  AR E  WE  TRYING  TO  ACHIE VE

MO R E  VIS ITO R S S PE N D I N G  MO R E S TAY I N G  LO N G E R

D E P E N D I N G  O N  T H E  T Y P E  O F  V I S I TO R  YO U  AT T R AC T  TO  YO U R  E V E N T,  
YO U  M AY  FO C U S  O N  O N E  O R  M O R E  O F  T H E S E  ST R AT E G I E S !

E V E N TS  P L AY  A  C R I T I C A L  R O L E  I N  I N T R O D U C I N G  V I S I TO R S  TO  A  D E ST I N AT I O N



DE LIVE R ING  A  GR E AT  
E VE NT  E XPE R IE NCE

Examples
+ Enhanced technology

+ Live performances
+ Quality of the entertainment
+ Creativeness and innovation 

+ Unique food experiences

+ Connectedness with  
family and friends

+ Entertained
+ Feeling ‘special’

+ Excitement
+ Inspired

+ EscapismExamples
+ Cleanliness of the event

+ Food and Beverage
+ Quality Facilities

+ Safe environment
+ Accessibility

+ Transport/Parking
+ Technology (wifi)

W H AT  A R E  T H E Y ? E M OT I O N A L 
R E S P O N S E S

E X P E R I E N T I A L 
E L E M E N TS

M I N I M U M  Q UA L I T Y 
STA N DA R D S

C R E AT I N G  E V E N T  LOYA LT Y  A N D  A DVO C AC Y



HOW  C AN  I  BE  INNOVATIVE  TO  
CR E ATE  ECONOM IC  VALUE

COMMUNICATION 
WITH OUT- OF-

REGION AT TENDEES 
ABOUT THE  

BROADER 
DESTINATION 

OFFERING

MOTIVATING  
LOCALS TO DRIVE  

THE FRIENDS  
AND REL ATIVES 

 MARKET -  
‘COMMUNIT Y  

PRIDE’

UNDERSTANDING 
THE BROADER 

VISITOR 
EXPERIENCE

I N CO R P O R ATE 
U N I Q U E  E LE M E NTS 

O F  YO U R  R EG I O N 
I NTO  YO U R 

E VE NT  PRO DUC T 
O FFE R I N G

DEVELOP  
PACK AGING 

STR ATEGIES WITH 
LOCAL AT TR ACTIONS 

OR RETAILERS 
TO INCREASE 

EXPENDITURE IN  
THE REGION

Understanding your visitor 
market and what will value-

add their experience



R EGIONAL  TOUR ISM
‘ WOR KING  TOGETHE R’

+ W I D E LY  AC K N OW L E D G E D  I N  T H E  I N D U ST RY  I S  T H AT  “ TO U R I S M  I S  E V E RY B O DY ’ S  B U S I N E SS ”

+ B U I L D I N G  A  V I S I TO R  CO N N E C T I O N  W I T H  T H E  CO M M U N I T Y

+ LO O K I N G  FO R  O P P O R T U N I T I E S  TO  L E V E R AG E  O F F  OT H E R  TO U R I S M  P R O P E R T I E S

+ I M P R OV I N G  V I S I TO R  S E RV I C E S  I N  T H E  R E G I O N 

+ D E V E LO P M E N T  O F  N E T WO R KS  I N  YO U R  R E G I O N  T H AT  C A N  E N H A N C E  
T H E  V I S I TO R  E X P E R I E N C E  –  A L I G N E D  W I T H  YO U R  E V E N T

+ D E V E LO P M E N T  O F  PA R T N E R S H I P S  TO  B U I L D  T H E  E V E N T  A N D  D E ST I N AT I O N  B R A N D 

LE TS  CR E ATE  PAR TN E R S H I PS



DE LIVE R ING  A  GR E AT  
DES TINATION  E XPE R IE NCE

Examples
 + Quality Attractions
 + Parks and Gardens

 + History and Heritage
 + Restaurants

 + Promotion of Natural Assets

+ Inspired
+ Escapism

+ Feeling Relaxed
+ Excitement

+ Connected with the region
+ Engaged with the locals

+ EducatedExamples
+ Signage

+ Visitor Services
+ Amenities

+ Accessibility
+ Transport

+ Information

W H AT  A R E  T H E Y ? E M OT I O N A L 
R E S P O N S E S

E X P E R I E N T I A L 
E L E M E N TS

M I N I M U M  Q UA L I T Y 
STA N DA R D S



M A XIM IS E  E VE NT  ORGANIS E R  
INCOM E  AND  E XPE NDITUR E

SOU RCE 
LOC AL 

PRO DUC T 
AN D 

S E RVI CES

G ROW  YOU R 
OUT- O F -
R EG I O N 
I N COM E 

SOU RCES



Event 1

Event 2

$300k

$300k

$400k

$600k

$120k

$180k

Event 3 $500k $600k $300k

ECO N OM I C  I M PAC T  SCE NAR I O:   
TH R E E  E VE NTS  ALL  WITH  $1M I L  I N CO M E  AN D  $80 0 K  E X PE N D ITU R E

I N CO M E 
S O U R C E D  F R O M 

O U TS I D E  T H E 
R E G I O N

E X P E N D I T U R E 
M A D E  

I N S I D E  T H E 
R E G I O N

N E T  E V E N T 
O R G A N I S E R 

I M PAC T
E V E N T



THANK  YOU


