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STUDY
BACKGROUND
The Val leyv iew & Dist r ic ts
Agr icul tural  Society  has  been an
act ive  part  of  the community  s ince
i ts  incorporat ion in  1967.  I ts  annual
rodeo is  a  key  summer event  and
community  showpiece .   
 
This  s tudy est imates  the economic
impacts  of  the 2019 Crocus  Hi l l
Stampede and Rodeo held  in
Val leyv iew,  August  9-11 .
 
The data  is  drawn f rom two pr imary  
 sources .  These are  a  face-to- face
survey of  50 heads of  part ies ,
represent ing 205 at tendees ( roughly
10% of  total  at tendance) ,  and the
operat ional  expenses  of  the
Agr icul tural  Society .
 

“ I t  i s  a  capi ta l  mistake
to  theor ize  before  one
has  data .”  
-Sher lock  Holmes
A Study in  Scar lett  by  Arthur  Conan Doyle

KEY NUMBERS

2,000 
ATTENDEES*
 

*1676 Ticket sales Saturday and Sunday, 68
promotional passes, 275 estimated attendance
for Friday evening events. Parade attendance is
not included. 

10+ 
LOCAL ORGANISATIONS &
BUSINESSES DONATED

$40,000
 APPROXIMATE COST

$300,000
 APPROXIMATE GDP IMPACT*

*Based on an average economic impact of 39
small festivals and events with expenditures up
to $75,000 
Economic Impacts of 97 Festivals and Events for the Ontario
Trillium Foundation, April 2003
by Hill Strategies

PARTNERS
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DEMOGRAPHICS
According to  th is  s tudy the rodeo appeals
to  a  broad sector  of  the regional
populat ion .  Gender  and age categor ies  are
qui te  evenly  d iv ided .  
 
Interest ingly  the event  draws highly  f rom
the surrounding region .  Non-Val leyview
local  (NVL)  res idents  are  grouped here  as
v is i tors  with in  a  roughly  one hour  dr ive
(approximately  100km) meaning the
outermost  v is i tors  in  th is  category  wi l l  be
f rom High Pra i r ie ,  Fox Creek or  Grande
Prai r ie .  Those f rom further  af ie ld  are
categor ized as  provinc ia l  s ince they are
less  l ikely  to  v is i t  as  a  day t r ip .  In  the
NVL category  the major i ty  are  f rom the
MD of  Greenview.   
 
Many of  the provinc ia l  v is i tors  were
connected to  the rodeo,  e i ther  as
compet i tors  or  s taf f .

Gender  (Head of  Party)

Female
56%

Male
42%

No Answer
2%

Under 24
28%

45-54
22%

25-34
18%

35-44
16%

55-64
10%

65+
6%

Non-Valleyview Local
50%

Local 
30%

Provincial
20%

Age (Head of  Party)Res idence (Head of  Party)
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85%
Of out-of-area visitors
stated the rodeo was

their main or sole
reason for visiting.

The  most  common way for  people  to  have
learned about  the event  i s  by  word of  mouth .
This  represents  an impress ive  68% of  a l l
surveyed .  This  shows that  there  is  s igni f icant
room to grow in  terms of  publ ic iz ing for  the
event  and that  ant ic ipat ion for  the event
spreads  the message to  the core  audience .  
 
Soc ia l  media  and pr int  are  t ied in  terms of
learning about  the event  with  web a  d is tant
th i rd  however  th is  changes s igni f icant ly  when
planning for  the event .  From the data  we can
see that  once people  are  informed,  they
cont inue to  re ly  on thei r  word of  mouth source
to plan .  I f  that  i s  insuf f ic ient  they turn to
secondary  sources  found onl ine (soc ia l  media
and web)  to  organise  thei r  p lans  (shown by the
decl ine in  word of  mouth and increase in
respect ive  percentages) .  Pr int  a lso  drops ,
presumably  because of  the l imited amount  of
informat ion that  can f i t  on a  pr int  ad/poster .
This  h ighl ights  the value of  mainta in ing a
resourceful  webpage and promot ing event
deta i ls  inexpensively  v ia  soc ia l  media .  
 
 

COMMUNICATION

Social Media
30.2%

Word of Mouth
28.3%

N/A
22.6%

Web
13.2%

Print
5.7%

Print
14%

Word of Mouth
68%

N/A
2%

Social Media
14%

Web
2%

Source  of  LearningSource  of  Planning
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Spending habi ts  were only  col lected f rom
non-area v is i tors .  This  i s  to  ensure  that  the
economic  impact  does  not  inc lude " recycled
spending"-spending that  would have
occurred  in  town over  the weekend
regardless  of  the rodeo.
 
 

SPENDING

Household  Income

More than $100,000
28.6%

$70,000 to $84,999
16.3%

$85,000 to $99,999
14.3%

$25,000 to $39,999
12.2%

No Answer
10.2%

$40,000 to $54,999
8.2%

$55,000 to $69,999
6.1%

< $25,000
4.1%

Over $300
35.7%

$100 to $199
28.6%

$200 to $299
21.4%

$1 to $99
14.3%

$200 to $399
33.3%

$1500 to $1999
8.3%

Under $200
8.3%

$400 to $599
8.3%

Over $2000
8.3%

$1000 to $1499
16.7%

The rodeo generates  s igni f icant
spending with in  town.  Much of  the
spending was on gas ,  food
purchases  and the rodeo.  
 

Party  Total  Tr ip  Spending

Party  Dai ly  Spending

20%
Of parties surveyed

were "provincial"
and had data

collected
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Overnight  s tays  generate  a  greater  economic
impact  and provide helpful  data  to  gather
sponsors  as  wel l  as  g ive  ef fect ive  planning
suggest ions  to  v is i tors .  
 

STAYING THE NIGHT

Length of  Stay

3 to 4
50% 1 to 2

42.9%

Day Only
7.1%

RV Park/ Camp/ Other
61.5%

Private home as Guest
38.5%

Type of  Accomodat ion

"MULTIPLEX"
Was the most mentioned

"other activity" enjoyed during
visitors' stays

The forms of  accommodat ion pol led included,
rental  home/ apartment/  condominium and
hotel/  motel ,  however  no respondents
captured in  th is  survey stayed at  those types
of  accommodat ions .   


