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CULTURAL TOURISM BY THE NUMBERS

A $3.9 Billion in GDBenerated by cultural tourism in Ontario

A 61,000 jobssupported by cultural tourisr

A 15.2 million tripsin 2012 to arts and culture destinations, approximately 10% of all
tourist trips that year

A 1/5 of all overnight trips to Ontario in 2010 were by tourists who participated in arts and
culture activities®

A 2:1¢Rate that arts and culture tourists outspent typical overnight tourists in Ontario
($667 per trip in Ontario, compared to $374 spent by the typical overnight todrist)

A 34%of the general public prefer to attend the arts, vs. 29% who prefer sgorts.

Sources:

1.  Ministry of Tourism, Culture aniport
2. OTMPC

3.  OntarioArts Council

4. Businesdgor the Arts

Statistics compiled by Ontario Culture Days



Culture Days: Tourism Rationale & Strategies

’\
Rationale Strategies
CultureDaysis aligned with themajor trendsin : : .
tourist con)éumelt?ehaviour: J A Pursue funding to support Tourism Strategy activities
A A Focus on family and friends tourism
Desire for Authenticit : :
y A Increase PR & raise profile of CD
A Travellers are hyperonnected and want to A - - .
share their experiences Increase visibility of activity locations
A Mobile technology is driving travel choices in A Build partnerships b/w organizers and tourism
reaktime organizations
A Facilitate and encourage advance planning for

A Touristswant personalization

weekend
A Market to new audiences



Culture Days Tourism Strategy Activities

R

Actions Actions

A Applied for and secured OCAF funding A Yearround social medigresence
A Produced new marketing collateral: Flags,A Geclocated activity search tool

Lawn Signs, Rack Cards : :
_ _ A Marketing to new audiences: Home page
A Created & delivered webinar for tourism  takeovers geofencing

agencies & organizations
A Launched YAAP program
A/ NBFGSR NRdJziSasz RI &
hyOFNA2Q | NBI 2F ¢

A High visibility launch event at union station

cultu;:edayS
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Photos: Culture Days flag raising in =

Orillia and lawn sign in Burlington
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Sout hern Ontariobdbs annual
and art discovery, held in the heart of Hamilton



DAYTIME ATTENDEE (12 - 6pm)

UP & COMING EXPLORERS
(YOUNG FAMILIES)

AGES: 25-44

Gender: 53% Female, 45% Male, 2% Other
Attendance: 35%

EVENING ATTENDEE (6pm - 12am)

CONNECTED EXPLORERS
(MILLENNIALS)

AGES: 18-34

Gender: 56% Female, 39% Male, 4% Other
Attendance: 53%

REGIONAL ATTENDANCE
200,000+ ATTENDEES (2016)

(7% wnamiton  12% eta 2% NiAGARA
2% Brant 1% waterioo 1% weLLINGTON

5% OTHER

OTHER STATISTICS

LOYAL 69% have attended before
ENVIRONMENTALLY RESPONSIBLE 49% used

active transport
AVERAGE SPEND $60+ per person
SATISEACTION 99% were satisfied with the festival



Vaughan Int’l Film Festival Screenings

On average VFF has about 750 attendees between the 2 days of
international screenings

Vaughan

Audience o&ra

Toronto
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Culture Days Tourism Motivations & Year-round Impacts

e ———

Motivations to Travel

48% Primarily to attend Culture Days
28% Partially to attend Culture Days
24% For another purpose

Primary Reason for Travel
53% to see a particular artist/organization
36% more interesting programming
36% to explore a new community
33% a lot of activities in 1 location

31% visiting friends/family at the same time

e

Year Round Impacts

Increased levels of arts and cultural participation
throughout the year as a result of past attendance.

A 61% Attended more arts and cultural events (+20%)

A 37% Became a fan/supported an artist/organization
(+7%)

25% Volunteered with an arts/cultural organization
(+1%)

41% Visited more art galleries/studios (+4%)

T

24% Took art/cultural classes (+4%)
21% Started an art practice (+5%)
20% Bought more art work (+8%)

o Io Io Do



event venues
2013-2017

king vaughan rd
Theatre Hotel

Banquet Government

Other ®» Restaurant
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Supercrawl is a carefully curated multi-disciplinary festival dedicated to the
discovery of music, art, fashion, performance, food and culture

LIVE MUSIC ART EXPLORATION

Stage Programming Art Installations Food Trucks

Venue Programming Fashion Shows Artisans & Craft

Ticketed Show - ; Pertqrmance A{t _'.- & Vendors

Year Round Concert‘ " ,ﬂ |rc'us Spectac '.; »Ar Crawl Supe market ) g
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Since 2009 the festival has featured over 500 bands, hundreds
of artists, and thousands of creators from all over the world
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Supercrawl features three days of free music and art programming
attracting an average of 200,000 visitors annually.

| tds one of the | argest free musi

Economic impact to the Hamilton region is OVER $10M on a yearly basis



Culture Days Tourism Strategy Results
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Goals achieved

A Increased number of activities

A Increased quantity of marketing & media
Impressions

A Diversification of organizers & attendees

Goals not achieved*

A Increased attendance
A More people travelling for Culture Days

* Weekend was very rainy in most of province with
state of emergency called in Essex County

Results

A Increase in social media: Twitter 150% increase,
Facebook 500% increase

A 29% attendees brought visiting friends/family from
another community (12% increase)

A 24% travelled to another community (unchanged)
A 41% travelled 40km + (24% increase)

A 58% increase in those travelling 409 KM, 5%
increase in travelling 80 km +

A Estimated spending by CD tourists: 8.0 million (16%
increase)



tival Screenings

VFF film screenings reach out through partnerships to rougly on people in the GTA and Toronto

Snap’d Newspaper Rogers TV Toronto
Snap’d Online z103.5
Vaughan Citizen KISS 92.5 GTA
Fredi Magazine Q107
Panorama Italia Chin Radio & TV
City of Vaughan Newsletter Daytime York Region
Vaughan Weekly Breakfast Television
York Life Magazine CP24
Including MOST McDonald’s, Pizza Nova and Scotiabank Vaughan locations

Celebrity Outreach | Theatre Usage

Two celebrities retweeted VFF's post B B B

about their film screenings at Cineplex
, (100 ] 17

$ RENTALS
- /IN 5 YRS

Eva Longoria Amy Jo Johnson



___Ontario Culture Days Campaign
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Homepage new in 2016
Takeovers
= New in 2016




2016 Culture Days Campaign Tiers




