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2 | Direct Economic Impact: Game Attendees
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3 | Direct Economic Impact: Other Event Calculations

Estimating accommodation spend of
spectators

Event Attendance Breakdown

D In 2012 the online survey was sent to ticket holders of the game (in 2011 the survey
D Estimating number of “commercial stayers”:
was sent to all NFL members), there were 1,192 respondents who were spectators at
»  25% of game spectators stayed commercially in London so the same proportion will

the game
be assumed here ; hence the estimated commercial stayers is 763 (25% of 3,051)

D In 2011, 93% of visitors who went to the NFL Fan Rally also attended the game. 7%
therefore only attended the event, using this year’s overall event attendence figure
of 43,579, would project 3,051 people that only attended the NFL Fan Rally

D Estimating average cost per night:
» Average cost per night of game spectators staying commercially in London was
£40.02 so the same will be assumed here

D Estimating average number of nights stayed:
» Average nights stayed by game spectators was 1.91 ; however for spectators who
went exclusively to the NFL Fan Rally and did not attend the game an average of 1.5

will be assumed

Total accommodation spend from these
spectators is 763 * £40.02 * 1.5

= £45,803
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3 | Direct Economic Impact: Other Event Calculations
Estimating non-accommodation spend of spectators

B — = = -_ == #T! D Estimating number of spectators from outside of London:
I.;’i—--:a f 1' i il i l! ' -
% L5

»  79% of game spectators were from outside London. It is estimated the equivalent
e number at the Fan Rally was slightly less at around 70%. Total estimated to be

) : i FAN RALIY Il 2136

D Estimating number of days present:

» Using 2011 estimates, 15% of people went to both events so it is assumed the
average days attended is 1.15

D Estimating average spend per day:
» Average spend per day of game spectators was £159. Fans to the rally expected
to spend £100 per day so overall average spend per person per day is £100

Total spectator non-accommodation
spend is £100 * 2136 * 1.15

= £245,640

Therefore total spectator spend on
accommodation and non-accommodation is
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Summary: 2012 Direct Economic Impact

B
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Total Direct Economic Impact
|
£10.90m = [ £23.26m |

Revenue from those attending Organisers spend in host economy

the other events only
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Appendix| Event Multiplier Effect

D An event multiplier turns the Direct Economic Impact from an event into a figure that

represents the Total Economic Impact

D Multipliers are used to assess the extent to which increased spending in the host
economy produces subsequent benefits for that economy (indirect impact)

D Regardless of its type, the value of any multiplier is dependent on the size of the
economy being considered. In simple terms, the smaller the host economy, the higher
the chance of leakage and the lower the value of the multiplier

D Previous multiplier figures used for other sporting events in the UK include
» Afigure of 1.5 used for a economic study into the 2010 Ryder Cup

» Afigure of 2.4 was used on a study into the economic impact of hosting ITF Davis Cup
tennis

D A multiplier of around 2 could be suggested as appropriate for this event
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About SMG Insight / YouGov

SMG Insight / YouGov is an independent research consultancy
specialising in the business of sports and sponsorship fields. The
company has many years of experience of working in the rights
marketing environment, and in the development and application
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SMG Insight / YouGov operates from an international network of

offices in London, North America, Scandinavia, Germany, France,
and Middle East.
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