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METHODOLOGY

Direct Economic Impact takes into account a general accepted standard approach to 
measurement. Our intermediate approach looks at the spending patterns of our audience and 
other attendees through the use of suer registered data, surveys and interviews. Data from this 
sample group is then scaled up to the overall event attendance. We then look at the total spend-
ing of the festival itself within the community. We also assess gate sales, food/beverage sales, 
merchandise sales and the like, on-site.

Secondly, this research study also focused on commercial partnerships and sponsors of the 
Riverfest Elora festival. Questions were asked of audience members pertaining to brand 
awareness and recall, brand affinity, and customer preference.

This study was paid for in partnership by Regional Tourism Organization 4 (RTO4) and Riverfest 
Elora (Lot 18 Productions Inc.). The content herein does not reflect the beliefs or opinions of 
RTO4.
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Information gathered from surveying was collected from August  18th  - August 20th, 2023 at 
Bissell Park in Elora, Ontario, Canada during Riverfest Elora 2023. The event takes place in 
entirety over three days. Surveying began at 6:15PM EST on the  18th. Friday included 1 survey 
period of 3.5 hours. Saturday and Sunday included 2 surveying periods. Each period was 3.5 
hours. The complete schedule completed at 8:35pm EST on the 20th. For the purposes of this 
report, data was collected by a team of 8 volunteers during each period. Each individual was 
trained to use a proprietary program by a representative of Eventmetrics. The program was 
hosted on Samsung tablet devices. A total of 10  -16 questions were asked (determined on 
whether the respondent lived within 40km or beyond 40km of the event grounds) of 1,312 
survey respondents. These individuals were selected based on proximity to the surveyor with no 
specfied bias. Training was initially provided on the importance of random selection. It should 
however, be understood that there is inherent bias in the respondent selection process.

Data was then sorted using the proprietary program as well as in-house human resource using 
Excel and Microsoft BI. All initial questions were developed by Eventmetrics with consultation by 
an individual recognized by their peers as a data analytics specialist. Economic modelling has 
referenced the MTCS TREIM Model and Statistics Canada. Eventmetrics also deploys its own 
models that are rectangular, account for 30 industries and 65 commodities. Operational budget 
and ticket sales information has been provided by Riverfest Elora. This report is prepared and 
designed by Eventmetrics.

General methodology

On-site Survey methodology



PRIMARY DATA COLLECTION

ECONOMIC MODELING

Technique
Sample Size
Days 

Tourism Expenditure Input
Operational Expenditure Input
Economic Modeling
Secondary Source Models

On-Site Survey, Gate Reports
1,312 (Survey)
3 Day Event (Field Collection Only)

On-Site Survey and User Registered Data
Financial Statement (Lot 18 Productions Inc provided)
TREIM and Eventmetrics’ Provincial/National Models 
Statistic Canada’s Travel Survey of Canada and 
International Travel Survey

On-site Survey SAMPLING

Total Attendance:
Confidence Level:
Margin of Error

15,984 (Provided by Lot 18 Productions Inc.)
85%
1.911%

On-site Survey VERIFICATION Methodology

Personal Information
Trained Staff

Technical Assessment

Third-Party/AI Verification

Email Addresses for 76.3% of respondents 
Volunteer training to assess for sobriety, 
capability, respondent age
Data inputs assessed using time stamping and 
geolocation
Third-party hired for additional data 
assessment. Additional Artificual Intelligence 
used for final assessment. 

METHODOLOGY

Technique
Sample Size
Days 

Local Business Interview
21 Businesses in Elora and Fergus, Ontario
Post-Event Collection (3 Week Period)
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Riverfest Elora is one of the more profitable weekends of the entire year.  Select respondents confirmed that 
the festival is their most profitable weekend of the year.

It is believed that the festival introduces new customers to local businesses. While these businesses have 
not tracked returning patronage, their is a general belief that a healthy percentage of these new customers 
return to the buesiness outside of the annual event weekend.

The majority of respondents believed that there could be a greater effort by Riverfest Elora and local 
businesses to guide patronage to local businesses during the festival weekend. All respondents expressed 
that there is a clear issue with wayfinding and signage in the community during the weekend. Many identified 
that they do not capture any business from patrons immediately following the festival each day.

Due to an existing tourism base in the region, all businesses expressed that they do not rely on the festival. 
All businesses identified that the festival occurs during the high-season on a weekend that they would expect to 
see higher earnings regardless of the events presence. 

All non-seasonal respondents expressed support for Lot 18 Productions Inc. to host events during the 
shoulder season months. Many of these respondents named other events that the company has hosted in the 
past and expressed a desire to see these initiatives return.

All businesses identified that Riverfest Elora patrons are well behaved and have not caused detriment to 
their business. 38% of respondents mentioned the importance of police presence in downtown Elora, follow-
ing each event night. 

A minority of respondents expressed that there is not enough incentive in place to work directly with the 
festival on ancillary programming such as after parties. The majority of respondents expressed interest in a 
more collective partnership between local businesses and the festival as long as there was a clear financial and 
social incentive in place.

Local business Feedback

In addition to surveying, 21  local business owners and managers from Elora and Fergus, Ontario, were 
interviewed to gain insights into the impact of Riverfest Elora, a local music festival held annually in August. The 
businesses surveyed had a median operational history of 6.5 years.

The study employed a set of ten general questions, aiming to comprehensively understand the festival's 
influence on both individual businesses and the broader local business community. The inquiries delved into the 
specific effects experienced by each business and sought opinions on the festival's general impact on the local 
business environment.

Through these interviews, a nuanced understanding emerged regarding the intricate ways in which Riverfest 
Elora intersects with the operations and perspectives of businesses in the region. The findings provide a valuable 
glimpse into the festival's role within the local economic landscape, shedding light on both positive and poten-
tially challenging aspects of its impact on businesses in Elora and Fergus. The following are highlighted points 
from these discussions.
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ECONOMIC BENEFITS

Economic Impacts

Initial Expenditures

Estimated Non-Local Spending

Event Operations

GDP (Net Economic Impact)

Direct

Indirect

Induced

Taxes Generated

Federal

Provincial

Municipal

Employment Supported (FTE Estimate)

--

$195,140

$1,970,772

$775,552

$125,282

$1,069,938

$504,106

$190,443

$272,259

$41,404

13

CENTRE WELLINGTON ONTARIO

$492,356

$1,134,825

$386,294

--

$124,918

$261,376

$71,290

$36,317

$25,343

$9,630

9
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3-year Comparative: economic impact (TOTAL)

Economic Impacts

Initial Expenditures

Estimated Non-Local Spending

Total Event Operations

GDP (Net Economic Impact)

Direct

Indirect

Induced

Taxes Generated

Federal

Provincial

Municipal

Employment Supported (FTE Estimate)

$392,310

$1,128,056

$1,849,443

$879,786

$445,786

$523,824

$543,444

$259,252

$184,592

$99,960

20

2023

$492,356

$1,329,965

$2,357,066

$775,552

$250,200

$1,330,774

$575,396

$226,760

$297,602

$51,034

22

$287,311

$1,316,113

$1,263,609

$714,290

$256,205

$293,115

$343,398

$124,809

$207,192

$11,397

18

20222019
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ECONOMIC BENEFITS

EVENT ATTENDANCE

Total Number of Visitors: 15,984

Number of Local (Within 40km): 10,405

Percentage Local (40km): 65.1%

Number of Non-Local (Beyond 40km): 5,579

Percentage Non-Local (Beyond 40km): 34.9%

Tourismorigin overview

Less Than 40km - 65.1%
Greater Ontario - 31.7%

Out of Province - 2%
International - 1.2%

Less than 40km - 65.1%
Beyond 40km - 34.9%
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ECONOMIC BENEFITS

Average Overnight Visitation and Accomodation Type

This data does not include local visitation. The data 
indicates that the majority of overnight, out of town 
visitors are staying within the immediate area for 2-4 
nights. For those who opt to spend money on overnight 
accomodations, camping, offered by the festival, is the 
most prominant selection, outweighing all other 
accomodation options. Overall, the data displays that 
attendees of Riverfest Elora prefer affordable
accommodations and the benefit of an overnight experi-
ence. It should also be noted that nearly 90% of all 
non-local attendees stay at least one-night - the majority 
are multi-night visitors.

length of visitation (Non Local)

Accommodation Type (Non Local)

InternationalRegional NationalNights

1 Night - 5.9%
2 Nights - 21.0%
3 Nights - 17.6%

4 Nights -6.6 %
Not Staying - 49.0%

AirBnb - 16.9%
Camping - 39.2%

Economy Hotel - 4.7%
Luxury Hotel - 1.4%

Other - 10.8%
Traditional BnB - 0.7%
With Friends - 26.4%

1

2

3

4

12% - -

66% 28% -

19% 67% 5%

3% 5% 95%
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ECONOMIC BENEFITS: Visitor Behaviour

How did you get to the festival?

Will you visit any other local 
businesses, restaurants, bars, or 
retailers in the surrounding area 
during the festival? (NON-LOCAL)

Bicycle - 2%
Carpool - 15.5%
Drove My Own Vehicle - 39.6%
Other - 1.1%
RFE Shuttle - 14.9%
Taxi, Uber, Lyft, Etc. - 1.1%
Walk - 25.8%

Yes - 68.5%
No -19.7%

Undecided - 11.8%

Will you visit any other 
communities outside of Elora, 
during the festival weekend? 

(NON-LOCAL)

Yes - 43.5%
No - 47.3%

Undecided -  9.2%

Community Impact

Analyzing the data from Riverfest Elora attendees 
reveals insights into their transportation choices and 
economic impact on the local community. A majority 
(39.6%) drove their own vehicles, while walking (25.8%) 
and carpooling (15.5%) were also popular modes of 
transportation. Notably, the festival's shuttle service 
(14.9%) played a significant role in attendee mobility.

Regarding exploration beyond Elora, 43.5% plan to visit 
other communities during the festival weekend, 
suggesting a potential regional economic impact. On 
the local front, a substantial 68.5% intend to patronize 
nearby businesses, restaurants, bars, or retailers, 
potentially fostering a positive economic exchange 
within the festival's vicinity.

These findings indicate a diverse range of transporta-
tion preferences and a considerable inclination towards 
engaging with the local community. Festival organizers 
and local businesses may leverage this data to optimize 
transportation services and tailor marketing strategies, 
ensuring a mutually beneficial experience for both 
attendees and the surrounding area.
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DEMOGRAPHICS
GENDER AGE Attendance

Female - 52.1 %
Male - 42.8 %

Gender Variant - 4.29 %
Prefer Not to Disclose - 0.81%

First Year - 28.3%
Second Year - 23.6%
Third Year - 12.5%
Fourth Year - 8.5%
Fifth Year+ - 27.1%

4.47%

23.88%

9.70%

9.70%

31.34%

7.46%

9.70%
Hiking, kayaking, climbing, RVing, Tiny 
Homes, camping, star gazing.

Outdoor summer adventure

Adventure in far off places, exotic 
experiences, cultural shift.

Globetrotting

Spas, resorts, fine dining, pampered 
vacations

Luxury Experience

Exploring major city centres, cities 
abroad, bars and restaurants.

Urban Exploration

The open road, long haul, freedom to 
explore.

Road Tripping

 Activities suitable for children, 
exploring, learning, family time. This 
also includes staying at home.

Family Fun

Skiiing, snowboard, winter camping, 
snowshoeing, ice fishing, chalet.

Outdoor winter adventure

During the festival, survey respondents were asked to choose their ideal type of vacation based on seven options. Surveyors were 
asked to explain that the answer would be a reflection of the individuals activity preference in a situation where they did not have 
budgetary or time restraints. This information is meant to reflect audience preference in matters of adventure and entertainment. 
It should be noted that the descriptions included below were included in the original questioning.

activity preference

household income

Under $20,000 -6.3%
20,0001 - $49,999 - 7.4%

$50,000 - $99,999 - 18.4%
$100,000 - $149,999 - 17.1%
$150,000 - $199,999 - 15.3%
$200,000 - $299,999 - 10.1%

$300,000+ - 4.6%
Prefer Not to Disclose - 20.8%

Under 18 Years - 11.9 %
18 - 26 Years -10 %

27 - 35 Years - 21.1%
36 - 44 Years - 24.9 %
45 - 52 Years -18.8 %
53 - 65 Years - 11.9%

65+ Years - 1.3%
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Analyzing the geographical distribution of Riverfest Elora music festival 
attendees provides valuable insights into the event's reach and appeal. 
The data highlights the diverse origins of the audience, shedding light on 
the festival's regional and international draw.

The highest proportion of attendees hails from the local community, with 
Centre Wellington accounting for a substantial 38.2% of the audience. 
This strong local representation suggests a robust connection between 
the festival and the immediate community. Guelph, another local area, 
follows closely with 18.9%, reinforcing the event's popularity among 
nearby residents.

Beyond the local spectrum, notable representations include Kitchen-
er-Waterloo at 8%, Toronto/GTA at 12.8%, and Hamilton at 3.8%. These 
figures indicate a regional draw, attracting attendees from urban centers 
within Southern Ontario. It is worth noting that the festival manages to 
attract a modest yet discernable international audience.

The data reveals a relatively low representation from certain provinces 
and regions, such as Alberta, British Columbia, and the Maritimes. 

Origin of attendees

demographics: origin & Occupation
ORIGIN

Alberta - 0.8%
British Columbia - 0.4%

Bruce County - 0.4%
Cambridge - 2.1%

Dufferin County - 0.6%
Maritimes - 0.2%

Greater Eastern Ontario - 1.9%
Greater Southern Ontario - 4.4%

Grey County - 1.1%
Guelph - 18.9%

Hamilton - 3.8%

Huron County - 0.2%
Centre Wellington - 38.2%
International (Excluding USA) - 0.8%
Kitchener-Waterloo - 8%
London - 1.9%
Manitoba - 0.2%
Orangeville - 2.5%
Quebec - 0.2%
Toronto/GTA - 12.8%
USA - 0.4%

The festival draws individuals from a broad array of professions. 
Students constitute the largest demographic, comprising 16% of 
attendees, followed closely by those engaged in Health Care (8.4%) and 
Sales/Business/Management (9%). Teachers/Professors (9.5%) and 
Self-Employed individuals (8.2%) also represent substantial portions of 
the audience. Notably, Police/Fire/Military personnel form a smaller 
fraction at 0.8%. 

Health Care professionals and those in Sales/Business/Management 
collectively form a significant portion, suggesting a diverse audience 
with varied professional backgrounds. The prominence of students 
aligns with the festival's appeal to a younger demographic. The presence 
of Teachers/Professors reflects an engagement with the academic 
community. There is a clear alignment for partnership opportunity with 
local school boards and Universities.

While Tech professionals contribute 5.3%, a moderate figure, it indicates 
a growing interest from individuals in the technology sector. The 
inclusion of Agriculture (1.5%) and Labour/Factory/Construction (6.7%) 
professionals indicates a broad appeal beyond urban demographics.

Occupational insights and trends OCCUPATION

Agriculture - 1.5%
Consultant/Specialist - 2.9%

Disability - 1.1%
Government - 4.6%
Health Care - 8.4%

Homemaker - 1.1%
Labour/Factory/Construction - 6.7%

Office/Clerical - 3.4%
Other - 3.2%

Police/Fire/Military - 0.8%
Retired - 4.2%

Sales/Business/Management - 9%
Self-Employed - 8.2%
Service/Retail/Restaurant - 5.7%
Social Work - 1.1%
Student - 16%
Teacher/Professor - 9.5%
Tech - 5.3%
Trades - 6.5%
Unemployed - 1.1%
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Marketing assessment

InternationalNon-Local (Canada)LocalMethod

Email

Newspaper/Other Print

Other

Other RFE Events

Posters, Billboards, Banners

Radio

Social Media

Email    3.8%

Newspaper/Other Print 1.8%

Other    8.5%

Other RFE Events  2.0%

Posters, Billboards, Banners 6.5%

Radio    2.5%

Social Media   42.1% 

Word of Mouth  32.9%

4%

8%

4%

6%

21%

8%

31%

0%

0%

-

-

-

10%

-

3%

0%

-

-

31%

Analyzing the data on how attendees first learned about the Riverfest Elora 2023 Line Up provides 
valuable insights into the effectiveness of different marketing channels. Notably, social media 
emerges as a prominent driver, with 42.1% of respondents citing it as their primary source of 
information. This underscores the importance of digital platforms in reaching the festival's audience.
Word of mouth also plays a significant role, with 32.9% of attendees learning about the event 
through personal recommendations. This highlights the impact of peer influence in promoting 
festival attendance. On the contrary, traditional channels such as email (3.8%), newspaper or print 
media (1.8%), and radio (2.5%) demonstrate lower efficacy in reaching the audience. This suggests a 
shift in consumer behavior towards digital and interpersonal communication channels.

Interestingly, other RFE events (2%) contribute to the festival's promotion, indicating that leveraging 
the success and audience of previous events can serve as an effective marketing strategy. The 8.5% 
of respondents who cited 'Other' as their information source pose a challenge in understanding 
specific channels. Further exploration into this category could unveil additional avenues for 
marketing or areas that may require improvement in data collection.

Word of Mouth 18% 88%62%

4% 2%
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2023 PARTNER & SPONSOR recall
Sleeman

Dillon’s

Social Lite

Red Bull

Elora Cafe

Pabst Strong Iced Tea

Geddes St.

Dar’s Country Market

Pillers Fine Foods & Deli

Pharmasave

Country Soda

Once Upon a Guise

PSB Speakers

Analyzing the recall percentages of sponsors at Riverfest Elora provides valuable insights into 
the festival's audience engagement. Sleeman emerges as the most memorable sponsor, with 
an impressive 85.95% recall rate, possibly attributed to its prominent position as the highest 
paying sponsor. The festival organizers may find it beneficial to maintain or enhance their 
association with Sleeman for future events, considering the high impact on audience aware-
ness. Dillon's follows at a considerable distance with a 46.19% recall rate, indicating a notable 
but lower level of brand recognition. While Dillon's may have garnered moderate attention, it 
may be worthwhile for the sponsor to explore strategies to increase visibility among festi-
val-goers for better returns on investment. Social Lite and Red Bull also stand out with recall 
rates of 41.42% and 30%, respectively. This suggests that these brands have successfully 
captured a significant portion of the audience's attention. Future sponsors may find it instruc-
tive to assess the marketing tactics employed by Social Lite and Red Bull to understand how 
they achieved notable recall rates. Local sponsors, such as Elora Cafe, Geddes St, Dar's Coun-
try Market, Pharmasave, Once Upon a Guise, and Vito's, exhibit varying degrees of recall 
ranging from 4.52% to 29.04%. While their percentages may not match those of larger spon-
sors, their local connection could contribute to a sense of community engagement. Festival 
organizers may consider leveraging this local appeal to enhance the overall festival experience 
and foster community relationships. Pillers Fine Food, PSB Speakers, Country Soda, and 
Guiyake have relatively lower recall rates, suggesting potential areas for improvement in their 
promotional strategies or event visibility.

Guiyake

Vito’s

85.95%

46.19%

41.42%

30%

29.04%

28.33%

16.19%

12.38%

10.95%

6.90%

6.66%

6.19%

5.71%

4.76%

4.52%
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festival experience preferences

Music/Artist Line Up

Festival Environment (Aesthetic, Lighting, Sitting Space)

Alcohol, Food and Craft Vendors

Sponsorship Activations

Visiting the Town of Elora

RFE After Parties

Community (Friends, Family, Meeting New People, Etc.)

The data from audience ratings at Riverfest Elora provides valuable insights into the festival 
experience. The Music/Artist Line Up received the highest rating of 5 stars, indicating that it was 
the most significant factor for attendees. This underscores the importance of a strong and appeal-
ing musical lineup in driving audience interest. Festival Environment closely follows with a rating of 
4.5 stars, suggesting that attendees highly value the overall atmosphere and ambiance of the 
event. This positive sentiment towards the festival setting is crucial for creating a memorable 
experience. Visiting the Town of Elora also received a high rating of 4.5 stars, indicating that the 
integration of the festival with the local town positively contributes to the overall attendee experi-
ence. This suggests that the festival's connection with the community and its surroundings is a 
noteworthy aspect. The Alcohol, Food, and Craft Vendors received a comparatively lower rating of 
2.5 stars. While these elements contribute to the overall experience, they seem to be less critical 
for attendees compared to the music, festival environment, and town integration. Sponsorship 
Activations received a rating of 2 stars, suggesting that attendees are less interested in or affected 
by the promotional activities of sponsors. This indicates that the sponsorship activations may not 
significantly enhance the festival experience for the majority of attendees. RFE After Parties, with a 
rating of 2 stars, present a unique challenge. The limited capacity impacts the overall rating, and it 
appears that not all attendees have the opportunity to experience this aspect of the festival. 
Addressing this limitation could lead to a more balanced and positive overall rating. Community, 
with a rating of 3.5 stars, indicates that interpersonal connections and shared experiences play a 
moderately important role in the overall festival experience. This suggests that fostering a sense of 
community could enhance attendee satisfaction.
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CONSUMER BEHAVIOUR
WHAT categories DO YOU EXPECT TO SEE AT Riverfest Elora?

DO YOU EXPECT TO PURCHASE ANY OF THE 
FOLLOWING ITEMS IN THE NEXT 6 - 12 MONTHS?

DO YOU EXPECT TO PURCHASE ANY OF THE FOLLOWING 
ITEMS IN THE NEXT 30 days?

F&B (Non-Alcohol)

Alcohol and Spirits

Local Businesses

Clothing & Apparrel

Media

Cannabis

Travel

Automotive

Financial

Tech and Data

Sports and Athletics

95.6%

89.7%

89.7%

82.4%

74.3%

58.3%

51%

40.4%

24.3%

15.4%

14.7%

95.58%

92.85%

87.75%

80.06%

69.58%

72.26%

37.68%

20.27%

29.65%

21.52%

20.05%

2023
3-Year

Average
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consumer PREFERENCES
Which Canadian bank do you use? WHo is your INTERNET provider? WHAT MAKE OF VEHICLE DO YOU DRIVE?

BMO - 6.10%
CIBC - 16.81%
RBC - 22.64%

Scotiabank - 9.08%
TD - 30.16%
Other - 8%

Prefer not to disclose - 7.21%

Bell - 19.23%
Rogers - 32.83%

Teksavvy - 14.70%
Wightman - 19.40%

Xplornet - 0.22%
Other - 7.40%

Prefer not to disclose - 6%

Acura - 0.92%
Audi - 1.22%
BMW - 0.88%
Cadillac - 1.1%

Chevrolet - 19.91%
Dodge - 4.66%
Ford - 8.12%
Honda - 7.2%

Hyundai - 9.8%
Do not Drive - 2.10%

Jeep - 1.23%
KIA - 0.92%

Mitsubishi - 0.92%
Nissan - 2.5%

Subaru - 12.53%
Tesla -1.11%

Toyota -.13.40%
Volkswagen -5.22%

Other - 4.45%
Prefer not to disclose - 1.81%

“Our sponsors are important to the success of Riverfest Elora 
and other RFE events. How do you feel about sponsorship presence 
(logos, booths, games, give aways, etc)?”

I am happy to see sponsors here

I want all the sponsor swag I can get my hands on 

I am okay with sponsors at RFE events as long as 
their presence is tasteful and non-intrusive 

I do not like the presence of sponsors at Riverfest 
Elora events 

45.87%

29.65%

24.48%

0.00%
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3-Year Trend Report
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Total Event Attendance:
Over the three-year period from 2019 to 2023, Riverfest Elora has shown varying levels of total event 
attendance. In 2019, attendance reached 15,018, followed by a decrease to 14,206 in 2022, and a subse-
quent increase to 15,984 in 2023. This fluctuation suggests a degree of volatility in audience turnout, 
with potential factors such as external events, marketing strategies, or changes in festival programming 
influencing attendance figures.

Total Economic Impact (GDP):
The economic impact of Riverfest Elora, measured in GDP, experienced a notable decline in 2022, drop-
ping from $1,849,443 in 2019 to $1,263,609. However, in 2023, there was a significant rebound, with the 
economic impact surging to $2,357,066. This rebound indicates a potential resilience in the festival's 
economic contributions, possibly attributed to strategic adjustments in event planning, increased com-
munity engagement, or improved marketing efforts.

Total Employment Supported (Full-Time-Equivalent Estimates):
Employment supported by Riverfest Elora, measured in full-time-equivalent estimates, decreased from 
20 in 2019 to 18 in 2022. However, there was a subsequent increase to 22 in 2023. This suggests a 
correlation between total event attendance and employment opportunities, reinforcing the notion that a 
larger audience positively impacts local job creation.

Total (%) of Audience that Identify as Tourists:
The percentage of festival attendees identifying as tourists, residing beyond 40km from the event 
grounds, displayed a steady decline. In 2019, 47.04% identified as tourists, which decreased to 44.56% in 
2022 and further to 34.9% in 2023. This declining trend may prompt organizers to explore strategies to 
attract a more geographically diverse audience in future editions.

Non-Local Length of Visitation (Average):
The average length of non-local visitation to Riverfest Elora increased gradually over the three years. In 
2019, it was 2.65%, rising to 3.14% in 2022 and reaching 3.22% in 2023. This upward trend indicates a 
potential extension in the duration of stay for attendees traveling from beyond the local vicinity.

Total (%) of Non-Locals confirming visitation to other communities surrounding Elora, during their 
Riverfest Elora weekend:
The percentage of non-local attendees confirming visitation to other communities surrounding Elora 
during the festival weekend remained relatively stable. In 2019, 43.51% acknowledged visiting other 
communities, and this figure slightly decreased to 42.4% in 2022 before returning to 43.5% in 2023. This 
consistent trend suggests a consistent pattern of festival-goers exploring neighboring areas during their 
visit.



VERSION Notice
This report has been designed to be reviewed as a standard PDF document. It was generated 
January 3rd, 2024 and exported as a single version identity. This is not the final report. 
There is still a requirement for a member of the Lot 18 Productions Inc. to provide final review.

Questions?
Questions pertaining to research methodology or analysis methodology may be forwarded to
research@eventmetrics.ca or to the assigned project lead.

Analyzing the recall percentages of sponsors at Riverfest Elora provides valuable insights into 
the festival's audience engagement. Sleeman emerges as the most memorable sponsor, with 
an impressive 85.95% recall rate, possibly attributed to its prominent position as the highest 
paying sponsor. The festival organizers may find it beneficial to maintain or enhance their 
association with Sleeman for future events, considering the high impact on audience aware-
ness. Dillon's follows at a considerable distance with a 46.19% recall rate, indicating a notable 
but lower level of brand recognition. While Dillon's may have garnered moderate attention, it 
may be worthwhile for the sponsor to explore strategies to increase visibility among festi-
val-goers for better returns on investment. Social Lite and Red Bull also stand out with recall 
rates of 41.42% and 30%, respectively. This suggests that these brands have successfully 
captured a significant portion of the audience's attention. Future sponsors may find it instruc-
tive to assess the marketing tactics employed by Social Lite and Red Bull to understand how 
they achieved notable recall rates. Local sponsors, such as Elora Cafe, Geddes St, Dar's Coun-
try Market, Pharmasave, Once Upon a Guise, and Vito's, exhibit varying degrees of recall 
ranging from 4.52% to 29.04%. While their percentages may not match those of larger spon-
sors, their local connection could contribute to a sense of community engagement. Festival 
organizers may consider leveraging this local appeal to enhance the overall festival experience 
and foster community relationships. Pillers Fine Food, PSB Speakers, Country Soda, and 
Guiyake have relatively lower recall rates, suggesting potential areas for improvement in their 
promotional strategies or event visibility.




