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PURPOSE OF THIS SESSION

UNDERSTAND THE WAYS FESTIVALS AND EVENTS PROVIDE 
POSITIVE IMPACTS TO LOCAL COMMUNITIES 

DISCUSS WAYS IN WHICH TO COMMUNICATE AND     
LEVERAGE THESE IMPACTS 

UNDERSTAND WHAT YOU CAN DO TO ASSESS THESE 
IMPACTS IN-HOUSE 
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ABOUT ME
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ABOUT YOU

Who’s undertaken an 
economic impact analysis 
of your festival, event, or 
program before? 

Type of event

Public, private, nonprofit?

WHO IS IN ATTENDANCE? 

• Event organizers or operators
• Vendors, promoters, and business community
• City officials and staff 
• Nonprofit leadership, staff, and board members 
• Consultants and other professionals 
• Event enthusiasts, other
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THE PRIVATE SECTOR EVALUATES THEIR EFFECTIVENESS 

• Business owners
• Developers
• Banks
• Investors 

RETURN ON INVESTMENT: 



6© Jon Stover & Associates, 2019

WHY DON’T PUBLIC AND NONPROFIT PROGRAMS 
HAVE THE SAME LEVEL OF SCRUTINY?

GOOD REASONS:

• It’s difficult
• Many goals and outcomes 

aren’t quantitative
• Too many variables to isolate 

(impacted by political, social, 
physical, and economic forces)

• Limited resources (cost)
• Lack of understanding 

BAD REASONS:

• Lack of political, organizational, 
or personal will

• Concern that findings may be 
negative or encourage change

PUBLIC AND NONPROFIT TREND 
TOWARDS BEING MORE DATA-DRIVEN
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MEASURING THE COST OF A PROGRAM OR INITIATIVE IS EASY. 
MEASURING THE GAIN (BEYOND $) IS NOT.

RETURN ON INVESTMENT (ROI) =
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THE IMPACT OF EVENTS CAN BE 
GROUP IN THREE MAIN CATEGORIES

Economic
Impact 

Fiscal
Impact 

Community
Impact 

Program, Event,  
Initiative, or 
Occurrence 

In Your City or 
Neighborhood
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ECONOMIC IMPACT
• Businesses
• Sales Revenue
• Jobs
• Salaries
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FISCAL IMPACT
• Property tax
• Sales tax
• Personal income tax 
• Corporate income tax
• Licenses and fees 
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COMMUNITY IMPACT
• Vibrancy 
• Historic preservation 
• Retail amenities 
• Safety 
• Aesthetics
• Entertainment 
• Access to the arts and 

cultural involvement  
• Transportation access 



12© Jon Stover & Associates, 2019

REASONS TO UNDERSTAND THE IMPACTS OF YOUR EVENT

• UNDERSTAND THE NEEDS AND CONCERNS OF YOUR VENDORS AND VISITORS

• RECORD AND COMMUNICATE WHAT YOU HAVE ACCOMPLISHED 

• STRENGTHEN ORGANIZATIONAL OR PROGRAMMATIC CREDIBILITY 

• UNDERSTAND AND COMMUNICATE YOUR PROGRAM IMPACTS

• EVALUATE AND IMPROVE PROGRAMMING:  BECOME MORE EFFECTIVE!

• BUILD PARTNERSHIPS AND ENHANCE YOUR FUNDRAISING EFFORTS
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BUSINESS SUPPORT  

• Technical assistance, marketing, loans and 
grants, tax breaks, recruitment, etc. 

COMMUNITY DEVELOPMENT 

• Job training, social programs, education, arts 
engagement, safety, child and family 
programs, homelessness programs, etc. 

PLACEMAKING AND PHYSICAL ENVIRONMENT

• Streetscape improvement, banners, public 
art, public spaces, greenery, cleanliness, etc. 

DEVELOPMENT AND BUSINESS ACTIVITY

• Business retention and attraction, business 
loss, new real estate development

HOUSING, TRANSPORTATION, EVENTS, ETC. 

YOU CAN MEASURE THE ECONOMIC IMPACT OF JUST ABOUT ANYTHING
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EXAMPLE: NEIGHBORHOOD FESTIVAL
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H STREET FESTIVAL
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EXAMPLE: NEIGHBORHOOD FESTIVAL
• Background
• Purpose

• Business complaints  
• City costs 

• Methodology 
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The H Street Festival 
attracts visitors from 
all across the region. 

The average visitor spent 
$23 on food, $20 on 

alcohol, and $13 shopping 
during the festival.

The festival draws a 
young and diverse 

crowd. 
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Festival Impact

The average visitor spent $63 during the 
festival, generating $6.1 million in sales 
along the corridor at the H Street Festival.

Restaurants 
and Bars

Goods and 
Services

Merchandise 
Retailers

On-Street 
Vendors

Overall Impact On  
H Street Retail

Avg. Sales on a September Saturday $15,381 $5,175 $2,074 n/a $10,526

Avg. Sales During the H Street Festival $35,684 $8,112 $2,535 n/a $22,812

Avg. Increase in Sales Per Business (%) 132% 57% 22% n/a 117%

Avg. Increase in Sales Per Business ($) $20,303 $2,936 $461 n/a $12,286

Number of Businesses on H Street 76 50 12 176 138 businesses 
(excluding vendors)

Increased Sales Due to the Festival $1,543,051 $146,822 $5,531 $4,419,953 $6,115,356
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Fiscal Impact for DC Overall Impact 

Sales Tax $534,634

Corporate Tax $31,448

Personal Income Tax $27,925

City Permits & Fees $134,699

Increased Tax Revenue Due to Festival $728,706

Direct 
Impact

Indirect 
Impact

Induced 
Impact

Overall 
Impact 

Jobs Created 54 2 2 58

Labor Income $1.9 M $241,650 $155,318 $2.3 M

Sales Revenue $6.1 M $648,069 $337,611 $7.1 M

The H Street Festival resulted in: 
• Nearly $2.3 million in salaries 
• The equivalent of 58 full-time positions
• Generated approximately $728,000 in tax 

revenue for the District.
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Outcomes 
• Enhanced support from city 
• Enhanced private fundraising
• Fined-tune business assistance   

Operational insights: 
• Stall out front
• Timing – rush 
• Introduction to new customers 
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Impact Assessment Methodology

Communicate 
findings to key 

stakeholders and 
decisionmakers

Share Findings

Analyze survey 
results

Analyze Data

Select indicators 
that best align w/ 
desired outcomes; 

issue surveys to 
stakeholders 

Collect Data

What’s the  
impact of my 

event or 
program?

Ask a Question 

H Street Fest Question/Purpose vs. AAN Purpose
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In 2018, Art All Night in Shaw 
generated approximately $1.6 
million of spending during the 
event.

$1,602,454
Average Attendee 
Spending in Shaw 

During Art All 
Night

Total Additional 
Sales Revenue in 
Shaw Generated 
by Art All Night 

24,075$76.71

Direct Economic Impact By Spending Type
(Increased Spending in Shaw Due to Art All 
Night)  
Food & 

Beverage 
(Including 
Alcohol)

Arts, 
Merchandise,  
Entertainment

Transportation Other Total

$1,079,244 $399,536 $113,727 $9,947 $1,602,454 

The average visitor spent $28 on 
alcohol, $24 on food and non-
alcoholic beverages, $15 on arts 
merchandise, $5 on 
transportation, and $4 on 
entertainment and admissions 
during the event.

Alcohol
36%

Food & Non-Alc. 
Bev
31%

Arts 
Merchandise

20%

Entertainment 
& Admission

5%

Transportation
6%

Other
1%
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DC City Fiscal Impact Overall Impact 

Sales Tax $139,317 

Corporate Income Tax $2,025 

Personal Income Tax $18,185 

Tax  Revenue Generated from Event $159,527 

Direct 
Impact

Indirect 
Impact

Induced 
Impact

Overall 
Impact 

Jobs Created 30 2 2 34

Labor 
Income $874,879 $245,368 $129,668 $1,249,915

Sales 
Revenue $1,602,454 $478,557 $302,565 $2,383,576

Art All Night in Shaw resulted in over 
• $1.2 million in salaries
• Equivalent of 34 full-time job positions
• Approximately $160,000 in tax revenue for the District.
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• Analyze where visitors are coming from 

• Determine the amount of money visitors are spending

• Determine how visitors are spending money 

• Determine how the event impacts businesses’ sales and customer traffic

• Qualitative experiences, effective marketing efforts, etc.

SURVEYING ATTENDEES AND BUSINESSES CAN PROVIDE THE HIGHEST 
QUALITY OF DATA ABOUT THE IMPACT OF YOUR PROGRAM OR EVENT.
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Sample Attendee Survey

(Administered during the event)
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Sample Business Survey

(Administered after the event)
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D ATA R E S O U R C E  C H E AT  S H E E T  

Source Website Cost Ease of Use 

Demographic Data

US Census AmericanFactFinder.com Free Moderate 

ESRI ESRI.com Low Difficult 

Housing Data 

Zillow Zillos.com Free Difficult

US Census, ESRI, Claritas AmericanFactFinder.com Free to Low Difficult

Retail and Office Data 

CoStar CoStar.com (subscription required) Very High Moderate

Loopnet LoopNet.com Low to High Easy

Local nonprofits and business directories Free Easy

City Planning Dept.; Office of Taxation; Economic Development Dept. Free Easy

Upcoming Development 

Local Planning Departments Varies Free Easy

Walkability, Transit, Safety, and Amenities 

WalkScore WalkScore.com Free Easy

Local police department  Varies Free Moderate

Indirect and Induced Economic Modelling 

IMPLAN IMPLAN.com Moderate to High Difficult

RIMS II https://bea.gov/regional/rims/rimsii/ Low to Moderate Very Difficult
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The survey results will provide you with the basic 
economic impact assessment of your event!

Number of 
Visitors

(Attributable to 
your event)

# Tickets Sold, 
Clickers/Counters, 

Laster Ped Counters, 
Aerial Photographs,

Rely on Police for Est.

Survey: ask if would be 
there if not for event 

(“attributable”)

Average Visitor 
Spending 

(By spending type)

Food & Beverage, 
Alcohol 

Entertainment, 
Shopping 

Transportation, 
Other

Total Direct 
Economic 

Impact 
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During Art All Night …

Number of 
Visitors

(Attributable to 
your event)

Average 
Visitor 

Spending 
(By spending 

type)

Total Direct 
Economic Impact

(Additional Sales 
Generated During 

the Event)

20,890 $76.71 $1,602,454
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During Art All Night …

Number of 
Visitors

(Attributable to 
your event)

Average 
Visitor 

Spending 
(By spending 

type)

Total Direct 
Economic Impact

(Additional Sales 
Generated During 

the Event)

20,890 $76.71 $1,602,454
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Spending & Revenue

Attributable Spending
Business Sales 

Categories of Spending

Total Direct 
Economic Impact

$1,602,454
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Spending & Revenue

Attributable Spending
Business Sales 

Categories of Spending

Jobs & Employment

Jobs Created
Wages & Salary 

Fiscal Revenue

Sales Tax
Property Tax 

Licensing & Fees

Total Direct 
Economic Impact

$1,602,454
Input-Output Modeling (Using 

IMPLAN) can help you 
determine the impact on 

Employment and your City.
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Direct Effects
Immediate Results 

of the Direct 
Spending

(Includes Your 
Inputs!)

Indirect Effects
Purchasing Of Goods And 

Services From Other 
Local Industries; 

Employee Spending

Induced Effects
Reflect Spending Of 

Wages From Residents 
For Goods And Services

IMPLAN also measures the direct, indirect, and 
induced effects of your program or event.
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ORIENT YOUR MESSAGE TO SPECIFIC AUDIENCES

PRESENTATION

• Data driven and objective
• Clear; easy to understand 
• Concise; emphasize the key takeaways 

DELIVERY 

• Report and executive summary 
• Memo 
• Face-to-face meetings and conversations 
• Hearings, testimonies, etc.  

IMPLICATIONS  

• Fundraising and advocacy-building 
• More efficient use of resources
• More specialized and effective distribution 

of services 

PARTNERS AND ADVOCATES

• Organization staff & board members
• City officials, policymakers
• Finance departments  
• Planning, parks, and transportation 

departments
• Police, fire, and EMS 
• Economic development entities 
• Local nonprofits, business and arts 

advocacy organizations 
• Neighborhood groups
• Potential Funders 
• Residential Community 
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TOOLS FOR COMMUNICATING YOUR FINDINGS

Type of Stakeholders and Corresponding Methods of 
Communicating Your Program Impacts & Opportunities M
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Program staff and board members X X X X X X X X X X X X X

Current and prospective business owners and reps X X X X X X X X X X X

Landlords, brokers, management companies X X X X X X X X X X

Commercial property owners, real estate developers X X X X X X X X X X

Other local nonprofits and neighborhood organizations X X X X X X X X X X X

Potential funders and the philanthropic community X X X X X X X X X

Residential community and neighborhood leaders X X X X X X X X X

City and county public officials and agency leadership X X X X X X X X

State or local Coordinating Program X X X X X X X X X X

State government agencies and other state leadership X X X X X X X



38© Jon Stover & Associates, 2019

T Y P E S  O F  D I S T R I C T  M A N A G E M E N T  O R G A N I Z AT I O N S
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In 2018, Art All Night in Shaw 
generated approximately $1.6 
million of spending during the 
event.

$1,602,454
Average Attendee 
Spending in Shaw 

During Art All 
Night

Total Additional 
Sales Revenue in 
Shaw Generated 
by Art All Night 

24,075$76.71

Direct Economic Impact By Spending Type
(Increased Spending in Shaw Due to Art All 
Night)  
Food & 

Beverage 
(Including 
Alcohol)

Arts, 
Merchandise,  
Entertainment

Transportation Other Total

$1,079,244 $399,536 $113,727 $9,947 $1,602,454 

The average visitor spent $28 on 
alcohol, $24 on food and non-
alcoholic beverages, $15 on arts 
merchandise, $5 on 
transportation, and $4 on 
entertainment and admissions 
during the event.

Alcohol
36%

Food & Non-Alc. 
Bev
31%

Arts 
Merchandise

20%

Entertainment 
& Admission

5%

Transportation
6%

Other
1%
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DC City Fiscal Impact Overall Impact 

Sales Tax $139,317 

Corporate Income Tax $2,025 

Personal Income Tax $18,185 

Tax  Revenue Generated from Event $159,527 

Direct 
Impact

Indirect 
Impact

Induced 
Impact

Overall 
Impact 

Jobs Created 30 2 2 34

Labor 
Income $874,879 $245,368 $129,668 $1,249,915

Sales 
Revenue $1,602,454 $478,557 $302,565 $2,383,576

Art All Night in Shaw resulted in over 
• $1.2 million in salaries
• Equivalent of 34 full-time job positions
• Approximately $160,000 in tax revenue for the District.
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YOU CAN OFTEN DO THIS IN-HOUSE 

All You Need Is: 

• Have a clear and simple impact research question.

• Lean on someone you know who can ‘do a glance over’. 

• Have staff or volunteer support to issue surveys 

• you have the time and resources to keep learning more about this.
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Impact Assessment Methodology

Communicate 
findings to key 

stakeholders and 
decisionmakers

Share Findings

Analyze survey 
results

Analyze Data

Select indicators 
that best align w/ 
desired outcomes; 

issue surveys to 
stakeholders 

Collect Data

What’s the  
impact of my 
program or 
initiative?

Ask a Question 
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REASONS TO ASSESS YOUR IMPACT

• Better understand and define your own impact 

• Demonstrate value to larger audiences 

• Assist with short-term and long-term fundraising

• Given limited resources- separates you from the competition  

• Become more efficient and effective by identifying program 
strengths and shortcomings 

• Assist with decision-making regarding resource allocation and 
programming 
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SUMMARY

SO WHAT IS YOUR EVENT’S IMPACT?

• Economic: Business growth, job 
growth, increase in sales, property 
values 

• Fiscal: Tax revenues 

• Community: Safety, placemaking, 
branding, entertainment, amenities, 
cleanliness, revitalization

UNDERSTAND THE FOLLOWING

• What have you done?
• What were the results? 
• How could it be improved?

TELLING A STORY WITH DATA

• Answering a question
• Achieving an objective
• Reaching particular audiences
• Building advocates  

NEED MORE HELP? 
IFEA IS A RESOURCE!
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Q U E S T I O N S  A N D  D I S C U S S I O N

DON’T HESITATE TO REACH OUT!

Jon Stover & Associates
www.jonstoverandassociates.com
jstover@stoverandassociates.com
202.695.4956
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