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I.Executive Summary

INTRODUCTION ArtPrize is an annual open-art competition that debuted in 2009. The event 
showcases artwork of various formats by artists from around the globe in ven-
ues throughout the City of Grand Rapids. In its third year, ArtPrize hosted 
1,582 artists from 36 countries and 42 states, at 164 different venues. Cash 
prizes totaling $484,000 were given away to the top ten artists (as decided by 
public vote), with the top prize being $250,000.

ArtPrize provides economic, social, and cultural benefits to the Grand Rapids 
area. Experience Grand Rapids retained Anderson Economic Group (AEG) to 
measure the economic impacts of ArtPrize 2011. The purpose of this analysis 
is to quantify the economic impact that ArtPrize has on the Grand Rapids area 
and the local economy. This report also discusses the cultural and long-term 
benefits of the event to the area. We measure these impacts in the Greater 
Grand Rapids region, which, for the study, we define as Kent and Ottawa 
counties. For a map displaying our study area, please see Map 1, below.

MAP 1. Greater Grand Rapids Study Area

Kent County

Ottawa County

Allegan County

Muskegon County

Barry County

Newaygo County

Montcalm County

£¤131

£¤31

§̈¦96

§̈¦196

WyomingWyoming
KentwoodKentwood

MuskegonMuskegon

Grand RapidsGrand Rapids
Lake Michigan

§̈¦196

£¤131

ST45

 A
45

  

 Fulton St E D
iv

is
io

n 
A

ve
 N

 Bridge St NW  Michigan St NE

 Io
ni

a 
A

ve
 S

W

 Wealthy St SW

 C
ol

le
ge

 A
ve

 N
E

 Lake Dr SE

 Walker Ave NW

 6th St NW

 2nd St NW

 Leonard St NW

 196  

Grand RapidsGrand Rapids

0 10.5
Miles

0 105

Miles h

Greater Grand Rapids

ArtPrize District

County lines

City of Grand Rapids
© 2011, Anderson Economic Group, LLC                                                                                                                                                                 1



APPROACH In order to complete our analysis, we took the following steps:

1. Met with Experience Grand Rapids and ArtPrize leaders to discuss project 
parameters, event plans for 2011, and to obtain past attendance and participa-
tion data.

2. Created and administered an online survey, as well as an intercept survey to 
collect attendee data for our analysis.

3. Attended four days of ArtPrize to hand out survey materials, to encourage 
survey participation, and to gather information.

4. Estimated the number of attendees at ArtPrize 2011, as well as the total num-
ber of attendee-days. 

5. Developed a custom model to estimate the net economic impact of ArtPrize 
on the greater Grand Rapids region, including ArtPrize attendee and operating 
expenditures, as well as substitution and displacement.

6. Assessed other benefits stemming from ArtPrize, including tourism impacts, 
physical and environmental impacts, and social and cultural benefits.

NET ECONOMIC 
IMPACT DEFINED

We define the “net economic impact” as the new economic activity directly or 
indirectly caused by ArtPrize. This excludes any activity associated with Art-
Prize that merely replaces or displaces other economic activity in the region. 
The net benefits provide a true measure of the economic activity that would 
not have occurred without ArtPrize. For more information see “Net Economic 
Impact Defined” on page 13. 

OVERVIEW OF 
FINDINGS

Our economic analysis of ArtPrize 2011 in the Greater Grand Rapids region 
shows that:

 I. ArtPrize generated more than 322,000 attendee days, drawing 
people from across the county and around the world into the 
Grand Rapids area. 

1. Over 213,000 adults and children attended ArtPrize as spectators, for an aver-
age of 1.5 days each. Additionally, 350 artists visited from outside the area for 
an average of four days. Twenty-five members of the media also visited from 
outside the area and stayed for an average of two days. 

2. We combine the number of spectators, artists, and members of the media, 
with the average number of days they attended to get a total of 322,162 
attendee days for ArtPrize 2011. This calculates to an average daily atten-
dance of nearly 17,000. See Table 1 on page 3.

3. ArtPrize attendees include locals and visitors alike. Over 73% of attendees 
traveled from outside the City of Grand Rapids to attend, and 31% traveled 
from outside Kent and Ottawa counties, with over 5% coming from outside 
the state. 
© 2011, Anderson Economic Group, LLC                                                                                                                                                                 2



See “Estimated ArtPrize Attendance” on page 8 for additional information on 
attendance estimate calculations and the origin of attendees. Also, there are 
maps on page 10 providing a visual of attendee origins. 

 II. ArtPrize generated over $10.1 million in net new attendee spend-
ing and an additional $1.9 million in local expenditures from 
event operations. 

1. ArtPrize attendees generated significant spending in the Grand Rapids area. 
The range of shopping, dining, lodging, and entertainment opportunities 
drove the average spectator to spend $30.50 per day that they would not oth-
erwise have spent in the Grand Rapids area. 

2. Visiting artists and members of the media used local lodging and relied on 
local businesses for dining and necessities while in town. Each visiting artist 
and member of the media is estimated to have spent an average of $225 per 
day that they otherwise would not have spent in the Grand Rapids area if not 
for ArtPrize. This generated over $326,000 in new expenditures. 

3. Total new attendee spending for spectators, artists, and members of the media 
combines to over $10.1 million for ArtPrize 2011. This translates to an aver-
age of nearly $532,000 in spending per day of ArtPrize.  

TABLE 1. Summary of ArtPrize Attendance Estimate, 2011

I. Spectator Attendance Estimate

    Adult and Child Spectator Estimate 213,808

       Average Number of Days Attended 1.5

Total Estimate of Spectator Attendee Days 320,712

II. Artist and Media Attendance Estimate

     Artists Visiting from Out-of-Area 350

        Average Length of Stay (days) 4.0

     Media Visiting from Out-of-Area 25

        Average Length of Stay (days) 2.0

Total Estimate of Artist and Media Attendee Days 1,450

Total Estimate of ArtPrize 2011 Attendee Days 322,162

Source and Analysis: Anderson Economic Group, LLC

TABLE 2. ArtPrize Attendee Spending, 2011

Net New Daily Spending Per Spectator $30.50

Number of Spectator Attendee Days 320,712

   Net New Spectator Spending Estimate $9,781,705

Net New Daily Spending Artist and Media Visitors $225.00

Number of Artist and Media Attendee Days 1,450

   Net New Artist and Media Spending Estimate $326,250

Net New Expenditures by Attendees $10,107,955

Source and Analysis: Anderson Economic Group, LLC
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4. The ArtPrize organization added an additional $1.9 million in local spending 
through the purchase of local goods and services needed to host the event. 
This includes reimbursements to the city for additional public safety and other 
services that the event required. The majority of this spending was supported 
by funding that would not otherwise have been spent locally. 

See “ArtPrize the Organization” on page 7 and “Attendee Spending” on 
page 11 for more detailed information on attendee and organization spending, 
as well as our calculations and estimates.

 III. The total net new economic impact from ArtPrize 2011 is esti-
mated to have been $15.4 million. This generated 204 jobs and 
over $4.6 million in new earnings for local households. 

1. Total economic impact from attendee spending is over $13.6 million. This 
generated 189 jobs and over $4 million in new earnings for households in the 
Grand Rapids area. 

2. A significant portion of local operations expenditures made by ArtPrize were 
net new local expenditures—58%. The economic impact from these net new 
local expenditures is an output of over $1.4 million. This generated 14.6 jobs 
and over $537,100 in new earnings for households in the Grand Rapids area.

3. These economic impact figures, as summarized in Table 3 below, represent 
that amount of economic activity that would not have been realized in the 
region if not for ArtPrize.       

Our economic impact analysis is discussed in more detail at “Economic 
Impact Analysis” on page 13.

 IV. ArtPrize provides intangible benefits to the Greater Grand Rap-
ids region by increasing awareness of the region, enriching the 
arts culture, and increasing social capital.

1. ARTcation, student field-trips, and an early childhood program brought 100 
schools and over 7,700 students to ArtPrize 2011. These children had the 
chance to see the city and consider art work they otherwise may not have 
been exposed to. This type of educational experience plants a seed for the 
next generation of creative people in the community.  

2. Students from local university art programs were able to display work and 
participate in ArtPrize 2011. Local universities also provided access to their 

TABLE 3. Total ArtPrize Economic Impact Summary, 2011

Output Employment Earnings

Economic Impact from Attendee Spending $13,648,097 189.0 $4,064,745

Economic Impact from Local Operations Expenditures $1,736,117 14.6 $537,142

Total Economic Impact, ArtPrize 2011 $15,384,214 203.6 $4,601,887

Source: ArtPrize; Bureau of Labor Statistics’ RIMS II Multipliers
Analysis: Anderson Economic Group, LLC.
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facilities during the event, encouraging the public to explore the campuses 
and to appreciate their presence in the community.

3. Eight educational speaker series were attended by more than 800 people dur-
ing ArtPrize, providing the opportunity for continued education in the arts and 
culture. 

4. Almost 70% of survey respondents indicated that their trip to Grand Rapids 
was primarily due to ArtPrize. Additionally, 98% of respondents indicated 
that they were just as likely, or now much more likely to visit Grand Rapids 
again within a year after their attendance at ArtPrize. This shows an opportu-
nity for significant growth in tourism in Grand Rapids due to ArtPrize. 

5. In preparation for ArtPrize 2011, over 160 venues and eight information hubs 
completed property improvement and beautification projects that provide 
long-term quality benefits to the area. 

6. Finally, local and national media outlets, such as USA Today, the New York 
Times, and The Washington Post, ran stories featuring ArtPrize. This wide-
reaching exposure helps further position the community as a desirable place 
to visit, live, and do business.

See “Cultural and Long-term Benefits” on page A-16 for further discussion 
and information. 

ABOUT ANDERSON 
ECONOMIC GROUP

Anderson Economic Group, LLC offers research and consulting in econom-
ics, finance, market analysis, and public policy. Since AEG’s founding in 
1996, the company has helped clients including universities, state and local 
governments, non-profit organizations, and private and public companies. 
AEG has completed economic impact studies for clients located throughout 
the United States. For more information on the report’s authors, please see 
“About AEG” on page D-1 for additional company information.
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ArtPrize Scope and Attendance
II. ArtPrize Scope and Attendance

WHAT IS ARTPRIZE? ArtPrize the Event

ArtPrize is an annual open-art competition held in Grand Rapids, Michigan that 
debuted in 2009. The event is free to the public and open for all to attend. Mark-
ing the event’s third year, ArtPrize 2011 ran for 19 days, from September 21 
through October 9. During this time, artwork from 1,582 artists from 42 states 
and 36 countries was on display while three square miles of the City of Grand 
Rapids served as a gallery. Art exhibits ranging from paintings, to light and pro-
jection work, to sculptures made of everything from clay to recyclables were on 
display at 164 different venues. These venues were spread out over six neigh-
borhoods and included museums, boutiques, restaurants, university facilities, 
community parks, and more (Map 2, “Downtown Grand Rapids and ArtPrize 
2011 Venues,” on page 6).

MAP 2. Downtown Grand Rapids and ArtPrize 2011 Venues

Note: Fredrick Meijer Gardens served as a primary venue and is not within downtown Grand 
Rapids. 

MIKent County

Grand RapidsGrand Rapids

§̈¦196

§̈¦196

§̈¦196

§̈¦196

£¤131

ST45 ST45ST45

A4
5 

 

Michigan St NE

Lake Dr SE

Bridge St NW

Fulton St E

D
iv

is
io

n 
Av

e 
N

Io
ni

a 
Av

e 
SW

Walker Ave NW

Wealthy St SW

C
ol

le
ge

 A
ve

 N
E

M
ar

ke
t A

ve
 S

W

1st St NW

La
ne

 A
ve

 N
W

Fu
lle

r A
ve

 N
E

Pearl St NW

6th St NW

Wealthy St SE

Fu
lle

r A
ve

 S
E

G
ra

nd
vil

le
 A

ve
 S

W

2nd St NW

Pine Ave N
W

W
in

te
r A

ve
 N

W

C
ol

le
ge

 A
ve

 S
E

Leonard St NW
Leonard St NE

Fr
on

t A
ve

 S
W

Fulton St W

Lake Michigan Dr NW

Butterworth St SW

196  

La
ne

 A
ve

 S
W

Stocking Ave NW

Se
w

ar
d 

Av
e 

N
W

M
on

ro
e 

Av
e 

N
W

C
ol

le
ge

 A
ve

 N
E

Leonard St NW

Fulton St E

Fu
lle

r A
ve

 N
E

Leonard St NW

2011 ArtPrize Venues

Greater Grand Rapids

ArtPrize District
© 2011, Anderson Economic Group, LLC                                                                                                                                                                 6



ArtPrize Scope and Attendance
At the core of ArtPrize is a competi-
tion in which the winners are deter-
mined by a public vote. Individuals 
who register to vote can cast votes— 
either online or by text message— 
throughout the event. These votes 
determine the top 25 exhibits in each 
neighborhood, and the top ten overall 
of the ArtPrize competition. About 
two-thirds of the way into ArtPrize the 
votes are tallied and the top-ten vote 
getters are announced. After the 
announcement, voters can then cast a 
single vote to determine the winner. 
Cash prizes totaling $484,000 were 
given away to the top ten artists, with 

the top prize being $250,000.1

ArtPrize the Organization

ArtPrize the event is possible because of the work of ArtPrize Grand Rapids, 
Inc., a non-profit organization that operates year-round to plan, host, and pro-
mote further development for the annual competition. The work that goes into 
ArtPrize includes everything from fund-raising and marketing, to organizing 
events before, during, and after the competition, to recruiting volunteers, and 
managing the technology platform that supports the public voting process.

ArtPrize costs over $2 million to host each year and is supported primarily by 
individual and corporate contributions. More than 150 sponsors contributed 
over $1.8 million to support ArtPrize operations in 2011. ArtPrize is also sup-
ported in part by artist and venue registration fees as well as the retail sales of 
ArtPrize merchandise. These funds are in turn used to procure the goods and 
services that are needed to smoothly and successfully host each ArtPrize. This 
includes computer and office equipment, public entertainment, staff salaries, 
and payments to the city for public safety and public works overtime staffing. 
With all of this spending there is a concentrated effort to use local suppliers 
where ever possible. In 2011, over $1.9 million of the total expenditures went to 

local businesses and workers.2 

1. ArtPrize, www.artprize.org, accessed November 2011.

2. Aggregate sponsor and expenditure information was provided by ArtPrize. 

Mia’ Tavonatti’s “Crucifixion,” winner of ArtPrize 2011.
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ArtPrize Scope and Attendance
ESTIMATED 
ARTPRIZE 
ATTENDANCE

ArtPrize attendees visited the event in different capacities; some came as spec-
tators to view the artwork and vote, some came as artists participating in the 
competition, and others came as members of the media to report on the event.

Spectators

Due to the open and public nature of the event, it is impossible to know the 
exact number of people who visited ArtPrize. Fortunately, techniques are avail-
able for reliably estimating attendance. We did so by first identifying available 
participation data, such as how many people participated in the voting process 
or how many people purchased a MetroPass transit ticket for shuttle service 
between venues. We then used survey research to quantify the share of ArtPrize 
visitors who participated in the voting or purchased a transit pass. This provided 
the necessary information for producing two independent estimates of spectator 
attendance.

The voter, MetroPass ticket sales, and survey data show:

1. There were 23,082 unique voters (required to be age 16+) who participated in 
ArtPrize 2011, and 18.2 percent of ArtPrize attendees participated in the voting. 
This yields an estimated adult spectator attendance of 126,824 people.

2. A total of 10,089 people purchased MetroPass transit tickets, and 7.9 percent of 
attendees reported that they purchased one. This yields an estimated adult spec-
tator attendance of 127,709.

3. Attendees also reported that, on average, there were 0.68 children per adult 
attendee, and that they spent a combined 1.5 days at ArtPrize over the course of 
the event.

4. With the two adult attendee estimates averaging to 127,267, and 0.68 children 
attending per adult, we reach an estimate of 213,808 total attendees.

5. With each attendee spending 1.5 days at ArtPrize, we estimate that ArtPrize 
2011 generated 320,712 total attendee days. 

Please see “Methodology” on page A-1 for further details on the estimation 
methodology. Also see Table 8 on page B-2 for a table with the estimation cal-
culation details, and “Attendee Survey” on page C-1 for survey questions and 
results.

Artists and Media

Over 1,500 artists had their work on display this year at ArtPrize; 350 of these 
artists traveled from outside the Grand Rapids area and indicated that they 
stayed in town for an average of four days during the event. Twenty-five mem-
bers of the media also indicated that they traveled from out of town to cover the 
event, and stayed for an average of two days. This gives us a total of 1,450 esti-

mated artist and media attendee days.3
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ArtPrize Scope and Attendance
When we combine spectator, artist, and media attendee days, we estimate that a 
total of 322,162 visitor days were a result of ArtPrize 2011.This averages to 
nearly 17,000 attendees per day through the event’s 19 days.     

Attendee Origins

ArtPrize provides an opportunity for those who live in the Grand Rapids area to 
be tourists in their own town and enjoy the city—26.7% of attendees who par-
ticipated in the online survey indicated that they resided in the city. The event 
also brings people into the area that may otherwise not have visited—42.3% of 
respondents indicated that they were from Kent or Ottawa Counties, but outside 
of the city. Moreover, 25.5% indicated that they did not reside in the area, but 
elsewhere in Michigan and 5.5% indicated that they had traveled from outside 
the state. The map titled “Online Survey Respondent Origins (zip codes)” on 
page C-5 shows zip codes for those who participated in our online survey.

The wide-reaching draw of ArtPrize is also apparent in looking at the ZIP codes 
provided by registered voters, and as collected by the Meijer Gardens venue 
when attendees entered. These data are shown in Map 3, “2011 ArtPrize Voter 
Zip Codes,” on page 10 and Map 4, “2011 Meijer Gardens ArtPrize Attendee 

Zip Codes,” on page 10.4

3. Artist and Media visitorship information collected from ArtPrize.

TABLE 3. ArtPrize Attendance Estimate, 2011

I. Spectator Attendance Estimate

    Adult and Child Spectator Estimate 127,267

       Average Number of Days Attended 1.5

Total Estimate of Spectator Attendee Days 320,712

II. Artist and Media Attendance Estimate

     Artists Visiting from Out-of-Area 350

        Average Length of Stay (days) 4.0

     Media Visiting from Out-of-Area 25

        Average Length of Stay (days) 2.0

Total Estimate of Artist and Media Attendee Days 1,450

Total Estimate of Visitor Days 322,162

Source: Aggregate artist and media registration information provided by ArtPrize. 
Analysis: Anderson Economic Group, LLC

4. Meijer Gardens was the only venue we identified as having collected attendee zip codes. Addi-
tionally, analyzing the data was useful as Meijer Gardens was the only venue outside of the 
downtown area. 
© 2011, Anderson Economic Group, LLC                                                                                                                                                                 9
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ArtPrize Scope and Attendance
ATTENDEE 
EXPERIENCE AND 
SPENDING

Attendee Experience

As mentioned above, ArtPrize is a free event open to the public. Attendees can 
explore over three square miles to visit venues, view the artwork, and vote to 
determine winners of the competition. However, the attendee experience at Art-
Prize includes more than just viewing and voting. 

Due to the nature of how the competition is set up, attendees have the opportu-
nity to experience businesses, parks, and facilities in the downtown area that 
they otherwise may have never visited. ArtPrize provides an incentive to 
explore the city. As a result, many attendees shop at boutiques, dine in restau-
rants, and visit parks and museums that they may not have discovered without 
ArtPrize. 

On average, attendees who visited ArtPrize as a spectator were there for 1.5 
days. This includes those who may have visited on two totally separate days, as 
well as those who stayed in town for a number of nights and visited on a number 
of afternoons. Other attendees who were artists or members of the media respec-
tively stayed in town two and four days, on average. Whichever the case, the 
City of Grand Rapids was prepared to host them. Local hotels and bed and 
breakfasts offered “ArtPrize Packages” where visitors had the option to include 
breakfast, other goods and services, and an ArtPrize “swag bag” that included a 
map, guide book, local coupons, and other goods. Motor coach parking accom-
modations were made available in the city, and shuttles and travel information 
were also provided. 

Attendee Spending

Spectators. Whether they came from a few blocks away, or a few states away, 
ArtPrize attendees generated significant spending in the Grand Rapids area. The 
range of shopping, dining, lodging, and entertainment opportunities drove the 
average spectator to spend $30.50 per person, per day in addition to what they 

would have spent in the Grand Rapids area if not for ArtPrize.5 This net new 
spending includes the downtown resident who didn’t spend anything beyond 
what they normally would have; the Grandville family that dined out while 
downtown for ArtPrize instead of eating at home; and the out-of-state visitors 
who spent $500 per day while staying at a hotel, eating out for every meal, and 
buying gifts for family back home. When applied across the more than 322,000 
visitor days, this totals nearly $9.8 million in net new spending for the region. 

Artists and Media. For the purpose of this study, only spending from artists 
and media from outside the area was considered, as local media and artists 
would likely have had similar expenditure levels in the area even without the 

5. Based on response to our online question #11.
© 2011, Anderson Economic Group, LLC                                                                                                                                                                 11



ArtPrize Scope and Attendance
event. Most visiting artist and media attendees stayed one or more nights and 
relied on local businesses for accommodations, dining, and necessities. We esti-
mate that these visitors spent an average of $225 per person, per day (including 
lodging), generating total net new expenditures of over $326,000. 

Total. As shown in Table 4, “ArtPrize Attendee Spending, 2011,” on page 12, 
total net new expenditures from spectators as well as visiting artist and members 
of the media came to over $10.1 million. This translates to an average of 
$531,600 in net new spending per day during ArtPrize. However, the economic 
activity from these dollars does not stop there; please see “Economic Impact 
Analysis” on page 13 for information on the net economic impact of this spend-
ing.  

TABLE 4. ArtPrize Attendee Spending, 2011

Net New Daily Spending Per Spectator $30.50

Number of Spectator Attendee Days 320,712

   Net New Spectator Spending Estimate $9,781,705

Net New Daily Spending Artist and Media Visitors $225.00

Number of Artist and Media Attendee Days 1,450

   Net New Artist and Media Spending Estimate $326,250

Net New Expenditures by Attendees $10,107,955

Source and Analysis: Anderson Economic Group, LLC
© 2011, Anderson Economic Group, LLC                                                                                                                                                                 12



Economic Impact Analysis
III. Economic Impact Analysis

As mentioned in the previous chapter, visitor and event operating expenditures 
from ArtPrize were significant for the Grand Rapids area. These expenditures 
provide a direct impact at the time of the transactions. They also generate fur-
ther impacts, which we call indirect impacts, as they are re-spent within the 
region. This indirect impact continues to grow until the money is either trans-
ferred outside the region, or saved.

NET ECONOMIC 
IMPACT DEFINED

We define “net economic impact” as new economic activity directly or indi-
rectly caused by ArtPrize. This excludes any activity associated with ArtPrize 
that merely replaces or displaces other economic activity in the region. The net 
benefits provide a true measure of the economic activity that would not have 
occurred without ArtPrize.

To account for economic activity indirectly caused by ArtPrize, we use the U.S. 
Bureau of Economic Analysis RIMS II Output Multiplier and the Direct-Effect 
Earnings Multiplier for the related industries in the Greater Grand Rapids 
region. See “Methodology” on page A-1.

To understand how our estimates account for economic activity that was substi-
tuted, or displaced into the city during the event, consider an example—down-
town locations for many restaurants were very busy during ArtPrize. However 
restaurants elsewhere in the area, such as Kentwood or Rockford, had less traf-
fic than usual during the event. This indicates that some of the spending being 
done downtown was simply substituting for spending that would have otherwise 
occurred elsewhere in the region. 

Our analysis also accounts for costs associated with hosting the event. We have 
excluded from event expenditures any amounts that were determined to have 
been from funding sources that would likely have been part of the local econ-
omy even without ArtPrize. We also accounted for any costs incurred by the 
City of Grand Rapids for public safety and other overtime associated with the 
event. Specifically, we were able to confirm that ArtPrize directly reimbursed 

the city for these costs.6

ECONOMIC IMPACT 
FROM ATTENDEE 
SPENDING

As explained in “ArtPrize Scope and Attendance” on page 6, visitors to Art-
Prize contributed more than $10.1 million of net new spending to the local 
economy. To estimate the total economic impacts from this spending, including 
the indirect impacts, we apply multipliers specific to the area and the industries 
affected. Specifically:

6. City of Grand Rapids, Office of Film, Music and Special Events.
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Economic Impact Analysis
1. An output multiplier of 1.35 was applied to the direct expenditure amount, pro-
ducing an economic impact estimate of $13.6 million. This is a measure of total 
new economic output that is both directly and indirectly related to ArtPrize 
attendee spending.

2. Employment and earnings multipliers were also selected and applied to the 
attendee-net-new-expenditures figure. From this we estimate that the net new 
spending by ArtPrize attendees helped create 189 jobs and new earnings to 
households of $4.1 million.

Please see Table 5, “Net Economic Impact of ArtPrize Attendee Expenditures, 
2011,” on page 14.       

ECONOMIC IMPACT 
FROM OPERATIONS 
EXPENDITURES

Organizing and running ArtPrize resulted in the organization spending over 
$1.9 million with local businesses and workers. It also resulted in ArtPrize 
receiving donations from local individuals and businesses, some of which 
would have given locally even without ArtPrize. To avoid miscounting such 
funds as new economic impacts, we first deal with revenue substitution.

Revenue Substitution. Some of ArtPrize’s $1.9 million in local spending was 
of funds that were simply redirected within the region. This would include spon-
sorship money that businesses gave to ArtPrize instead of spending on local 
advertisements, donations made to ArtPrize instead of other organizations in the 
community, and revenue from ArtPrize merchandise sales that displaced mer-
chandise sales from other community businesses. In Table 9 on page B-3 we 
present our analysis of ArtPrize revenues, which found that 58% of the total 
funds supporting the organization were net new to the community. In other 
words, we estimate that 42% of ArtPrize’s total revenue would still have had 
economic benefits to the community if ArtPrize were not held, but the other 
58% was locally allocated as a result of ArtPrize.

Net New ArtPrize Spending. To ensure our economic impact estimate does 
not miscount activity that was not caused by ArtPrize, we discount the local 
$1.9 million so as to only measure impacts supported by the 58% of ArtPrize 

TABLE 5. Net Economic Impact of ArtPrize Attendee Expenditures, 2011

Net New Expenditures by Attendees $10,107,955

   Output Multiplier 1.35

   Earnings Multiplier 0.40

   Employment Multiplier (jobs per million in new demand) 18.7

Net New Economic Activity from Attendee Spending $13,648,097

Net New Earnings to Households from Attendee Spending $4,064,745

Employment Generated by Attendee Spending 189

Source: Bureau of Labor Statistics’ RIMS II Multipliers
Analysis: Anderson Economic Group, LLC.
© 2011, Anderson Economic Group, LLC 14



Economic Impact Analysis
funding that was net new to the region. As shown in Table 9 on page B-3, the 
net new local spending that generates an economic benefit is estimated to be 
$1.1 million.

As with the attendee spending, we estimate the total economic impacts from the 
operational spending by applying multipliers specific to the area and the indus-
tries affected. In this instance we applied several different multipliers based on 
the type of industry that the ArtPrize spending was directed towards. In doing so 
we found:

1. The $1.1 million that ArtPrize spent across several categories was then used by 
those businesses to generate additional impacts, resulting in a total of $1.7 mil-
lion of new economic activity. 

2. In addition to the total new output created, the spending also helped create 14.6 
jobs and earnings to households of $537,100.

Please See Table 5, “Net Economic Impact of ArtPrize Attendee Expenditures, 
2011,” on page 14.    

For more information on ArtPrize revenue, expenditures, and the economic 
impact calculations used, please see “Methodology” on page A-1 and “Data” on 
page B-1.

TOTAL ECONOMIC 
IMPACT

When we consider the total net new economic activity from attendee spending 
and the net new economic output from local expenditures made by the ArtPrize 
organization we get a total economic impact of over $15 million for ArtPrize 
2011. This additional economic activity due to ArtPrize supported nearly 204 
jobs and $4.6 million in new earnings for area households.

TABLE 5. Net Economic Impact of ArtPrize Operational Expenditures, 2011

Net New Operational Expenditures in Region $1,131,537

   Range of Output Multipliers 1.03 - 2.02

   Range of Earnings Multipliers 0.27 - 0.64

   Range of Employment Multipliers (jobs per million in new demand) 5.8 - 26.74

Net New Economic Activity from Organizational Spending $1,736,117

Net New Earnings to Households from Organizational Spending $537,142

Employment Generated by Organizational Spending 14.6

Source: Bureau of Labor Statistics’ RIMS II Multipliers
Analysis: Anderson Economic Group, LLC.
© 2011, Anderson Economic Group, LLC 15



Cultural and Long-term Benefits
IV. Cultural and Long-term Benefits

Large events like ArtPrize provide significant benefits to the region in which 
they are held. In addition to economic impact, there are cultural and long-term 
benefits to the region. The qualitative benefits received by Grand Rapids, Kent 
County, and the region may not be directly measured in dollars and cents, how-
ever their benefits will have an impact long into the future. 

EDUCATIONAL 
PROGRAMS

Educational opportunities fostered at ArtPrize range from those for preschoolers 
all the way to college students and adults. 

ARTcation

For three years running, “education day” has been held for students during Art-
Prize. Many of the exhibition centers and venues participate in these educational 
days that are referred to as “ARTcation.” The program is a community-wide 
collaboration between art and humanities organizations where students are pro-
vided with a free, day-long program including multi-sensory learning and active 
curriculum. 

In 2009, there were 25 schools registered for one day of events. This number 
grew in 2010 to 60 school groups who registered for two days of events. In 
2011, “education day” was held on the third and sixth days of ArtPrize with 100 
schools registered, including 3,794 primary students and 3,939 secondary stu-

dents.7 

A number of prominent businesses and organizations in the greater Grand Rap-

ids area were able to be partners in programming ARTcation 2011,8 providing 
exposure for their businesses and a benefit to the students. The participation of 
the following organizations provides stability for the opportunity for long-term 
benefits from these programs. 

• The Grand Rapids Public Museum

• The Grand Rapids Art Museum

• The Urban Institute for Contemporary Arts

• St. Cecilia Music Center

• Grand Valley State University

• Kendall College of Art and Design

• Ferris State University

7. Student programs participation and aggregate school registration information was provided by 
ArtPrize. 

8. Supporting partners are listed in the ArtPrize 2011 Guidebook. 
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Cultural and Long-term Benefits
• Cathedral Square

• Frederick Meijer Gardens

Student Field-Trips

Additionally, class field-trips were welcome every day of ArtPrize. An esti-
mated average of two buses of students visited ArtPrize on each of the 14 

school-days the event ran.9 Each of these 800 students had the chance to see the 
city, and consider art work they otherwise may not have been exposed to. This 
type of educational experience plants a seed for the next generation of creative 
people in the community. 

University Participation

ArtPrize provides an opportunity for college art programs in the area to intro-
duce themselves. Students from local art programs including Grand Valley State 
University (GVSU), Kendall College of Art and Design (KCAD, Ferris State), 
the Urban Institute for Contemporary Arts (UICA), and Grand Rapids Commu-
nity College (GRCC) were all able to display their work and participate in the 

ArtPrize competition.10 The experience and exposure gained will be helpful for 
these students for the remainder of their education experiences and long into 
their careers.

ArtPrize also provides exposure for the university campuses and their facilities. 
GVSU, UICA, the MSU Secchia Center, and GRCC were all able to participate 
as hubs for registration, voting, and information and/or as venues where artists 

displayed their work.11 The use of campus facilities provides the opportunity for 
the public to explore the campus buildings and grounds, and to appreciate their 
presence in the community. 

Speaker Series

For adults, eight educational speaker series events were held on seven after-

noons and evenings during ArtPrize—each with a specific theme.12 These 
events were each attended by an average of 100 adults for a total attendance 
estimate of 800. The two-hour speaker series events were free to attend and each 
featured a special guest speaker. Speaker lecture topics included a wide range of 
artistic techniques, types of artwork, as well as cultural and historical informa-
tion.

9. Student programs participation and aggregate school registration information was provided by 
ArtPrize.

10.Artists are listed in the ArtPrize 2011 Guidebook. 

11. Information hubs and exhibition venues are listed in the ArtPrize 2011 Guidebook.

12.Speaker series are listed in the ArtPrize 2011 Guidebook.
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Cultural and Long-term Benefits
POST-ARTPRIZE 
TOURISM

The reputation a community can earn from a visitor’s positive experience is 
valuable. The annual presence of ArtPrize not only builds a reputation for those 
in the art community but for tourists in general by highlighting the city’s ability 
to foster creativity and entrepreneurship. For a tourist, these things translate to 
entertainment, unique shopping and dining, and new activities and experiences. 

Almost 70% of survey respondents indicated that their trip to Grand Rapids was 
primarily due to ArtPrize. Additionally 98% of respondents indicated that they 
were just as likely, or now much more likely to visit Grand Rapids again within 
a year after their attendance at ArtPrize. This shows a significant opportunity for 
growth in tourism due to ArtPrize.         

For an example of how new visitors and tourist activity impacts the city, con-
sider the Grand Rapids Area Museums. These facilities surely had many more 
visitors during ArtPrize than they would have had the event not taken place. A 
number of these visitors will now be planning to return. Many of them may 
have become museum members for the first time, or are now considering doing 
so. This is based on an experience that they may not have had without the exis-
tence of ArtPrize. 

PROPERTY 
IMPROVEMENT AND 
BEAUTIFICATION

In preparation for ArtPrize, 164 venues and eight information hubs had ArtPrize 
as an incentive to make improvements to their facilities. These businesses and 
organizations are all located within three square miles inside Grand Rapids. 
Additionally, an unknown number of other businesses and local facilities in and 
around the area also gained exposure from the event and had extra incentive to 
participate in the beautification process happening around them. The property 
improvements and beautification projects which were completed provide long-
term benefits for the local community as well as the Greater Grand Rapids area. 

TABLE 7. Attendee Reason for, and Likelihood of Return, Visit

I. Reason for Visit to the Grand Rapids Area

     ArtPrize Was the Primary Reason 69.1%

     ArtPrize Was Not the Primary Reason 30.9%

II. Likelihood of Return Visit as a Result of Visiting ArtPrize

     Just as Likely to Visit GR Again Within 12 Months 54.2%

     Much More Likely to Visit GR Again Within 12 Months 43.8%

     Less Likely to Visit GR Again Within 12 Monthsa

a. While this could be due to a negative experience, it could also be a 
result of those who only visit because of ArtPrize or can only visit 
once a year. Now that they have visited once for the year, they will not 
be back. 

2.0%

Source and Analysis: Anderson Economic Group, LLC
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Cultural and Long-term Benefits
The continuation of ArtPrize and growth in tourism in the community not only 
provides the economic means to make property improvements but also the moti-
vation to take advantage of the stage that is set by putting the entire city on dis-
play. 

NATIONAL MEDIA 
EXPOSURE

In addition to tourism generated from live experiences at the event itself, Art-
Prize has received extensive media attention over the last three years. This pro-
vides a unique opportunity to build the reputation of the Grand Rapids area in a 
way that would not occur without ArtPrize. In addition to vast local media cov-
erage, publications from across the U.S., including USA Today, the New York 
Times, the Chicago Tribune, the San Francisco Chronicle, and The Washington 
Post, have all covered ArtPrize, providing coast-to-coast exposure for Grand 

Rapids.13 

QUALITY OF LIFE 
BENEFITS

Vast opportunities to experience art and culture contribute to the overall quality 
of life in a community. Attractions including art and art education, museums 
and libraries, thriving shopping boutiques and restaurants, and well-kept facili-
ties to host them, all contribute to quality of life. The benefits are cyclical. An 
appealing downtown environment and thriving community attracts residents 
that are highly-skilled and educated. Businesses want to locate where they have 
access to a good workforce. With a good workforce, businesses are provided the 
opportunity to thrive and grow even further. ArtPrize provides Grand Rapids 
with an additional cultural showpiece, enhancing quality of life for current resi-
dents, and showcasing the area’s appeal to a wider audience of people and busi-
ness. 

13.“Art efforts brighten cities’ economic pictures,” www.usatoday.com, accessed December 
2011. “Eyes on the ArtPrize,” www.nytimes.com, accessed December 2011.
”California stained-glass artist wine $250k at ArtPrize”, www.sfgate.com, accessed December 
2011. 
Midwest events section, www.chicagotribune.com, accessed December 2011.
“ArtPrize competition, held in Grand Rapids, Michigan, attracts local artists”, www.washing-
tonpost.com. accessed December 2011.  
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Appendix A. Methodology

Here we describe the methods used to estimate ArtPrize 2011 attendance and 
economic impacts.

ATTENDANCE 
ESTIMATE 

We estimated ArtPrize’s 2011 attendance using an estimation method that uti-
lized the actual count of voters participating in the selection of ArtPrize winners 
and the actual number of ArtPrize Metro Passes that were sold. We also relied 
on results from online and intercept surveys that we developed and administered 
during the event. 

Specifically, we estimated by:

1. Obtaining, from ArtPrize, total hard counts of 1) unique voters participating in 
ArtPrize 2011, and 2) purchased Artprize Metro Passes. 

2. Surveying ArtPrize attendees using a 14 questions online survey and an inter-
cept survey consisting of six of the online survey’s core questions. Participants 
were entered into a drawing for prizes from Experience Grand Rapids to entice 
participation. Overall, the online survey attracted 2,068 respondents and the 
intercept survey was taken by 291 respondents. The online survey was adver-
tised using postcards placed at ArtPrize venues, and handed out to participants. 
It was also advertised in e-mails and social media postings, and as such its 
respondents were more likely, on average, to have “engaged” with ArtPrize. 
Thus, the sample was not completely randomized. The intercept survey pro-
vided a much more random sample of attendees, and was conducted on the final 
Friday evening and Saturday morning of the event, thus providing a better 
gauge of actual voting and metro pass purchase information. As such, the inter-
cept survey was relied upon for attendance estimates. 

3. Dividing the total count of registered voters for ArtPrize 2011 by the percentage 
of intercept survey respondents that voted at ArtPrize 2011, providing us with 
an estimate of attendees.

4. Dividing the total count of sold ArtPrize Metro Passes by the percentage of 
intercept survey respondent that indicated they had purchased an ArtPrize 
Metro Passes, providing us with a second estimate.

5. Averaging the estimates from steps two and three to arrive at an adjusted total 
adult attendance estimate (excluding registered artists and media correspon-
dents).

6. Estimating the number of children in attendance at the event based on how 
many children under 16 the adult survey respondents had indicated were in their 
party while visiting ArtPrize, on average. The online survey provided this data. 
We assumed eight children per party when the respondent indicated “six or 
more.”

7. Multiplied the adult and children attendance estimate with survey information 
about how long the average attendee spent at the event. For this we averaged the 
results of the intercept survey (about a 1-day average visit) and the results of the 
online survey (about a 2-day average visit).
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See “Attendee Survey” on page C-1 for the survey questions and responses.

For artist and members of the media who participated in ArtPrize we obtained 
hard numbers for their registration, attendance, and duration of visit from Art-
Prize.

ECONOMIC IMPACT 
ESTIMATE

To estimate the economic impact generated by ArtPrize 2011, we took the fol-
lowing steps:

1. Identified the impact region where in which the majority of ArtPrize activity 
both directly and indirectly provides a benefit. We determined this  Grand Rap-
ids area to consist of Kent and Ottawa Counties.

1. Estimated the total number of attendees and the visitor-days during ArtPrize 
2011 using hard counts of registered voters, purchased metro passes, and survey 
responses.

2. Calculated the total estimated gross direct expenditures by ArtPrize attendees 
by multiplying the average amount spent per attendee per day by the number of 
visitor-days. The average amount spent per attendee day was taken from our 
online survey, question 11, which asked specifically about net new spending. 
For those responding “over $50” we assumed an average of $75. We estimated 
media and visiting artist expenditures to be $225 per day. This is based on an 
approximated daily budget of $150 for accommodations, $50 for meals and 
incidentals, and $25 for transportation. An average is used to allow for the fact 
that some likely spent more per day, while others, including some artists who 
were hosted by local families and thus had no lodging expenses, spent less.

3. Assessed revenues and gross operating expenditure data as collected from Art-
Prize.

4. Created substitution-effect parameters to build into the economic impact model, 
to ensure a true net economic impact estimate. Substitution effect parameters 
account for expenditures that simply replace other expenditures in a region dur-
ing the event, or displace other expenditures due to the event.

5. Obtained economic impact multipliers from the U.S. Bureau of Economic Anal-
ysis for the Kent and Ottawa county area, and selected the most appropriate 
multipliers, based on expenditure patterns, for estimating total economic 
impacts, employment creation, and earnings estimates.

6. Multiplied the net-new direct expenditures estimates for attendees and ArtPrize 
operations by the multipliers to arrive at total net-new direct and indirect expen-
ditures impact estimates.

Economic Impact Multipliers. This analysis utilizes multipliers from the U.S. 
Bureau of Economic Analysis RIMS II direct-effect multipliers. Indirect multi-
pliers estimate the amount of indirect effects on expenditures that result from 
each additional dollar spent in a sector. For example, a regional indirect multi-
plier of 1.0 implies that for each dollar spent in a given industry, one additional 
dollar is spent in the region. These expenditures circulate throughout the econ-
omy until, eventually, they have leaked outside of the region.
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The Problem of Exaggerated “Economic Impact” Claims

Unfortunately, promoters of many large events and projects have claimed eco-
nomic benefits that proved to be too good to be true. There are now a number of 
thorough examinations of the actual and claimed “economic impact” of such 
events that prove, to the extent possible with the available data, that the original 
claims of many such promoters were grossly exaggerated. Improper handling of 
substitution effects and economic multipliers are two common sources of such 
exaggerations.

Improper Handling of Substitution. To illustrate how a failure to account for 
the shifting of economic activity can exaggerate an economic impact, consider 
the following. The expenditures of a family from Grand Rapids attending Art-
Prize rather than going to dinner and a movie do not have a net economic impact 
on Grand Rapids—their expenditures are simply a shift in economic activity 
away from another local activity. There would be a net economic impact, how-
ever, if they went to ArtPrize instead of staying at home or spending a weekend 
outside of the region. The true economic impact of an event only accounts for 
net benefits, that is, dollars spent in the area that would otherwise be spent else-
where or not at all.

Improper Use of Multipliers. Another source of exaggeration in other reports 
is the tendency to use multipliers that overstate the indirect impact of an event. 
One reason for this is a failure to consider how much of each dollar spent is 
transferred out of the local economy, such as profits from a restaurant or hotel 
chain going back to headquarters outside of the area.

However, there is no question that large events can and do provide significant 
economic benefits to a local region. Careful analyses of several events show 
that, in some cases, the economic benefits of such events far outweighed the 
local costs.

CAUTIONS AND 
LIMITATIONS

The analysis and projections in this report are based on available data, profes-
sional judgement, and numerous assumptions regarding actual events. Because 
economic, market, and industrial conditions change; data can prove incomplete 
or misleading; and government policies are outside our control; we cannot war-
rant that actual economic impacts during the period will align with those esti-
mated in this report. We recommend careful consideration be given to actual 
market and industry conditions by any person using portions of this analysis in 
any investment decision, and do not guarantee the future outcome of any busi-
ness venture, government policy, or legal or regulatory proceeding.
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Appendix B. Data

Included in this appendix are:

• Table 8, “2011 Artprize Attendance Estimate,” on page B-2.

• Table 9, “2011 ArtPrize Organizational Revenues Assessment,” on page B-3.

• Table 10, “2011 ArtPrize Organizational Expenditures Assessment,” on page B-
3.

• Table 11, “Economic Impact Analysis, 2011 ArtPrize Attendee Expenditures,” 
on page B-4.

• Table 12, “Economic Impact Analysis, 2011 ArtPrize Organizational Expendi-
tures,” on page B-5.
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TABLE 8. 2011 Artprize Attendance Estimate     

I. Spectator Attendee Estimate

Total Unique Voters at ArtPrize 23,082
% of Respondents Who Voted 18.2%

Estimates Number of Attendees 126,824

Total Metro Pass Sales 10,089
% of Respondents Who Purchased a Metro Pass 7.9%

Estimates Number of Attendees 127,709

Average of Adult Attendee Estimates 127,267

Avg. Number Children (< 16) Attending per Party 0.68 -
Estimated Children Attendance 86,541

Total Estimate of Spectator Attendees 213,808

Avg. Number Days Attended per Party 1.50

Total Estimate of Spectator Attendee Days 320,712

II. Artist and Media Attendance Estimate

Artists Visiting from Out-of-Area 350
  Average Length of Stay (days) 4.00

1,400

Media Visiting from Out-of-Area 25
  Average Length of Stay (days) 2.00

50

Total Estimate of Artist and Media Attendee Days 1,450

III. GRAND TOTAL VISITOR DAYS 322,162

Source: Anderson Economic Group, LLC
Data: ArtPrize, Anderson Economic Group Intercept and Online Surveying. See methodology
 section for detailed discussion.
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TABLE 9. 2011 ArtPrize Organizational Revenues Assessment

Source: Revenue data provided by ArtPrize
Analysis: Anderson Economic Group, LLC

TABLE 10. 2011 ArtPrize Organizational Expenditures Assessment

Source: Expenditure data provided by ArtPrize

Analysis: Anderson Economic Group, LLC

Table X. ArtPrize Organizational Revenue, 2011

I. ArtPrize Revenue Sources

Sponsors / Donors 1,800,000$
Artist and Venue Registrations 125,000$
Retail Sales Receipts 230,000$

Total Revenue Estimate 2,155,000$

II. Revenue Substitution and Displacement

Net New Sponsor / Donor Revenue 1,163,837.17$
    as share of total. Represents share occurring because of ArtPrize. 65%

Net New Artist and Venue Registration Revenue 93,750.00$
    as share of total. Represents share occurring because of ArtPrize. 75%

Net New Retail Sales Receipts -$
Set to 0.00% as this source is 100% accounted for in attendee expenditures. 0%

Total Revenues Net of Substitutions and Displacements 1,257,587$

Share of Revenues Not From Substitution of Displacement 58%

I. Expenditures Related to Hosting ArtPrize

Category of Expense Total Expenditure Local Expenditure Net New Local Expenditures
Computers and Office Equipment / Supplies 21,500$ 11,000$ 6,419$
Computer / Web Hosting Fees 20,900$ -$ -$
Signs and Banners 163,000$ 163,000$ 95,121$
Short-code Texting Fees 15,000$ -$ -$
Public Entertainment 318,000$ 318,000$ 185,574$
Merchandise 219,500$ 128,800$ 75,163$
Entertainment (Restaurants) 7,300$ 7,300$ 4,260$
Jury Stipends and Expenses 59,700$ -$ -$
Travel 4,700$ -$ -$
Corporate Insurance 7,500$ -$ -$
Professional Services 647,100$ 640,100$ 373,541$
Staffing and Other (inc. city overtime reimb) 670,800$ 670,800$ 391,457$

Total: ArtPrize Expenditures 2,155,000$ 1,939,000$ 1,131,537$
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TABLE 11. Economic Impact Analysis, 2011 ArtPrize Attendee Expenditures

ource: Aggregate artist and media registration information data provided by ArtPrize; Bureau of Labor Statistics’ RIMS II Multipliers; AEG estimates an
surveying for expenditure data.

nalysis: Anderson Economic Group, LLC

Expense and Multiplier Categories Output Multiplier Earnings Multiplier Employment Multiplier

Computers and Office Equipment / Supplies 1.68 0.50 19.53
Computer / web hosting fees 1.48 0.25 5.80
Signs/banners 1.85 0.47 12.07
Short-code Texting Fees 1.48 0.25 5.80
Public Entertainment 1.76 0.58 22.06
Merchandise 2.02 0.42 10.00
Entertainment (restaurants) 1.79 0.50 26.74
Jury stipends/expenses 1.03 0.27 8.63
Travel 1.41 0.28 6.17
Corporate Insurance 1.64 0.38 8.46
Professional Services 1.77 0.64 13.47
Staffing and Other (inc. city overtime reimb) 1.03 0.27 8.63

II. Economic Impacts from Net New Local Expenditures

Expense Categories Output Earnings Employment

Computers and Office Equipment / Supplies 10,793$ 3,233$ 0.1
Computer / Web Hosting Fees -$ -$ -
Signs and Banners 175,556$ 44,869$ 1.1
Short-code Texting Fees -$ -$ -
Public Entertainment 325,961$ 108,431$ 4.1
Merchandise 151,511$ 31,790$ 0.8
Entertainment (Restaurants) 7,640$ 2,110$ 0.1
Jury Stipends and Expenses -$ -$ -
Travel -$ -$ -
Corporate Insurance -$ -$ -
Professional Services 662,513$ 240,859$ 5.0



© B-5

plier

9.53
5.80
2.07
5.80
2.06
0.00
6.74
8.63
6.17
8.46
3.47
8.63

0.1
-
1.1
-
4.1
0.8
0.1
-
-
-
5.0
3.4

14.6
2011, Anderson Economic Group, LLC                                                                                                                

TABLE 12. Economic Impact Analysis, 2011 ArtPrize Organizational Expenditures 

Source: Expenditure data provided by ArtPrize; Bureau of Labor Statistics’ RIMS II Multipliers

Analysis: Anderson Economic Group, LLC

I. Economic Multipliers, RIMS II for Kent-Ottawa Counties

Expense and Multiplier Categories Output Multiplier Earnings Multiplier Employment Multi

Computers and Office Equipment / Supplies 1.68 0.50 1
Computer / web hosting fees 1.48 0.25
Signs/banners 1.85 0.47 1
Short-code Texting Fees 1.48 0.25
Public Entertainment 1.76 0.58 2
Merchandise 2.02 0.42 1
Entertainment (restaurants) 1.79 0.50 2
Jury stipends/expenses 1.03 0.27
Travel 1.41 0.28
Corporate Insurance 1.64 0.38
Professional Services 1.77 0.64 1
Staffing and Other (inc. city overtime reimb) 1.03 0.27

II. Economic Impacts from Net New Local Expenditures

Expense Categories Output Earnings Employment

Computers and Office Equipment / Supplies 10,793$ 3,233$
Computer / Web Hosting Fees -$ -$
Signs and Banners 175,556$ 44,869$
Short-code Texting Fees -$ -$
Public Entertainment 325,961$ 108,431$
Merchandise 151,511$ 31,790$
Entertainment (Restaurants) 7,640$ 2,110$
Jury Stipends and Expenses -$ -$
Travel -$ -$
Corporate Insurance -$ -$
Professional Services 662,513$ 240,859$
Staffing and Other (inc. city overtime reimb) 402,144$ 105,850$

Total Economic Impact 1,736,117$ 537,142$



Appendix C. Attendee Survey

Included in this appendix are:

• “Online Survey Questions and Results” on page C-2.

• “Online Survey Respondent Origins (zip codes)” on page C-5

• “Intercept Survey Questions and Results” on page C-6.
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Online Survey Questions and Results          

Response Percent Response Count
98.3% 2,032                             
1.7% 36                                  

2,068                             
-                                 

note: those answering "no" were taken to question 13 so that responses were only collected from those who attended.

Response Percent Response Count
93.3% 1,895                             
6.6% 134                                
0.1% 3                                    

2,032                             
36                                  

Response Percent Response Count
69.7% 1,416                             
22.0% 448                                
8.3% 168                                

2,032                             
36                                  

Response Percent Response Count
25.1% 511                                
66.6% 1,354                             
8.2% 167                                

2,032                             
36                                  

Response Percent Response Count
17.5% 355                                
77.1% 1,567                             
5.4% 110                                

2,032                             
36                                  

skipped question

Question 1. Have you visited ArtPrize in Grand Rapids this year (2011)?

Answer Options
Yes
No

answered question

skipped question

As a registered and participating artist

Question 2. In what capacity did you attend ArtPrize? Pick the one that best described your role.

answered question

As an attendee, visitor, or volunteer

As a member of the media covering the event

Answer Options

skipped question

No, I haven’t and probably won’t

Question 3. Have you voted in the 2011 ArtPrize competition?

answered question

Yes, I have voted

No, but I will be registering and voting

Answer Options

skipped question

No, and I don’t plan to

Question 4. Have you purchased a 2011 ArtPrize Guidebook ($15 dollars)?

answered question

Yes

No, but I plan to if I go back again this year

Answer Options

skipped question

No, and I don’t plan to

Question 5. Did you purchase an ArtPrize Metro Pass this year?

answered question

Yes

No, but I plan to if I go back again this year

Answer Options
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Response Percent Response Count
26.7% 543                                
42.3% 859                                
25.5% 518                                
5.5% 112                                

2,032                             
36                                  

Response Percent Response Count
69.1% 1,404                             
30.9% 628                                

2,032                             
36                                  

Response Percent Response Count
69.8% 1,419                             
10.7% 218                                
11.8% 239                                
3.8% 77                                  
1.6% 33                                  
0.8% 17                                  
1.4% 29                                  

2,032                             
36                                  

Response Percent Response Count
13.6% 276                                
27.1% 551                                
25.5% 518                                
15.2% 309                                
7.3% 149                                
3.9% 79                                  
7.4% 150                                

2,032                             
36                                  

Response Percent Response Count
11.4% 231                                
11.6% 236                                
77.0% 1,565                             

2,032                             
36                                  

note: response counts were multiplied by answer values (with 8 used for "6 or more"), and then divided by 2,032 to calculate the 0.68 
children per party figure.

note: response counts were multiplied by median answer values (with 6 used for "more than 5"), and then divided by 2,032 to calculate a 
1.98 day average visit. We rounded this down to 1.5 based on intercept survey responses. 

Question 6. Where is your current place of residence?

Outside of Michigan

City of Grand Rapids

skipped question

Elsewhere in Michigan

Answer Options

answered question

Kent or Ottawa County, but not in the City of Grand Rapids

skipped question

Question 7. Was ArtPrize the primary reason for your trip to the Grand Rapids area?

Answer Options
Yes, if ArtPrize was not occurring I probably would not have 
No, I would have visited the area even if ArtPrize was not 

answered question

skipped question

0

5

2

answered question

Answer Options

4

1

6 or more

Question 8. How many children (under 16) were in your party while attending ArtPrize?

3

skipped question

Half day (about 5 hours) or less

Between 4 and 5 full days

Between 1 and 2 full days (12-24 hours)

answered question

Answer Options

Between 3 and 4 full days

Close to 1 full day (5-12 hours)

More than 5 full days

Question 9. How much time did you, or do you, anticipate spending at ArtPrize this year?

Between 2 and 3 full days

skipped question

Yes, with family or friends.

Question 10. While visiting for ArtPrize, did you stay overnight?

answered question

Yes, at a hotel or motel.

No, I am not staying overnight.

Answer Options
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Response Percent Response Count
6.8% 137                                

15.6% 316                                
34.3% 696                                
23.4% 474                                
20.0% 405                                

2,028                             
40                                  

Response Percent Response Count
54.2% 1,102                             
43.8% 890                                
2.0% 40                                  

2,032                             
36                                  

Response Percent Response Count
2,068                             

answered question 2,068                             
skipped question -                                 

note: response counts were multiplied by median answer values (with $75 used for "more than $50"), and then divided by 2,032 to 
calculate a $30.50 daily average expenditure per person.

**END**

skipped question

Question 11. While attending ArtPrize, about how much did you spend (as a per person, per day average) 
in addition to what you otherwise would have spent in the Grand Rapids area?  Please Consider all 
expenditures, including that on merchandise, travel, accommodations, food, entertainment, and shopping. 
The Grand Rapids area can be considered anything within 30 minutes of downtown. 

$25 - $50 per person - I spent about this much more while in 

$0.00 - I would have spent about the same amount in the area 

answered question

$10 - $25 per person - I spent about this much more while in 

Answer Options

More than $50 per person - I spent about this much more 

Less than $10 per person- I spent a little more while in the 

skipped question

Much more likely

Question 12. Please complete the following:  As a result of my visit to Grand Rapids for ArtPrize, I am 
__________  to come back in the next 12 months as I would have been if I didn’t come for ArtPrize. 

answered question

Just as likely

Less likely

Answer Options

Question 13. What is the zip or postal code for your current residence?

Answer Options
Numeric text box for entry
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Online Survey Respondent Origins (zip codes)

ource: Anderson Economic Group, LLC. 
ote: The above shows 97% of the zip codes. The remainder were from outside of the region, including several from Canada and the United Kingdom. 
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Intercept Survey Questions and Results 

Response Percent Response Count
Yes 18.2% 53                                  

81.8% 238                                
291                                
-                                 

Response Percent Response Count
Yes 11.3% 33                                  

88.0% 256                                
289                                

2                                    

Response Percent Response Count
7.9% 23                                  

91.8% 267                                
290                                

1                                    

Response Percent Response Count
46.4% 135                                
32.6% 95                                  
12.0% 35                                  
4.5% 13                                  
4.5% 13                                  

291                                
-                                 

Response Percent Response Count
61.9% 180                                
33.7% 98                                  
4.5% 13                                  

291                                
-                                 

skipped question

Question 3. Did you purchase an ArtPrize Metro Pass?

Answer Options
Yes
No

answered question
skipped question

Question 4. How much time did you spend at ArtPrize this year?

Answer Options
Half day (about 5 hours) or less
Close to 1 full day (5-12 hours)
Between 1 and 2 full days (12-24 hours)
Between 2 and 3 full days (24-36 hours)
More than 3 full days

answered question
skipped question

Question 5. What is your current place of residence?

Answer Options

note: response counts were multiplied by answer values (with 6 used for "more than 3"), and then divded by 291 to calculate a 1.1 day 
average visit. We rounded this up to 1.5 based on online survey responses.

Kent or Ottawa County
Elsewhere in Michigan
Outside of Michigan

answered question
skipped question

**END**

Question 1. Did you vote in the 2011 ArtPrize competition??

Answer Options

Question 2. Did you purchase an ArtPrize Guidebook ($15)?

Answer Options

answered question

skipped question

No

No
answered question
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Appendix D. About AEG

Anderson Economic Group, LLC was founded in 1996 and today has offices in 
East Lansing, Michigan and Chicago, Illinois. AEG is a research and consulting 
firm that specializes in economics, public policy, financial valuation, and mar-
ket research. AEG’s past clients include:

• Governments such as the states of Michigan, North Carolina, and Wisconsin; 
the cities of Detroit, Cincinnati, Norfolk, and Fort Wayne; counties such as Oak-
land County, Michigan, and Collier County, Florida; and authorities such as the 
Detroit-Wayne County Port Authority.

• Corporations such as Meijer, Spartan Stores, General Motors, Ford, Delphi, 
Honda, Taubman Centers, The Detroit Lions, PG&E Generating, Gambrinus, 
Labatt USA, InBev USA, Nestle, and automobile dealers and dealership groups 
representing Chrysler, Chevrolet, Cadillac, GMC, Dodge, Jeep, Toyota, Honda, 
Kia, Mercedes-Benz, and other brands.

• Nonprofit organizations such as the Michigan State University, Wayne State 
University, University of Michigan, Van Andel Institute, the Michigan Manu-
facturers Association, United Ways of Michigan, Service Employees Interna-
tional Union, Automation Alley, the Grand Rapids Area Chamber of 
Commerce, the Michigan Chamber of Commerce, and Detroit Renaissance. 

Please visit www.AndersonEconomicGroup.com for more information. 

AUTHORS  Scott D. Watkins

Mr. Watkins is a Senior Consultant with Anderson Economic Group, LLC, with 
expertise in economic, industry, and market analyses, as well as public policy. 
He manages the firm’s market and industry analysis practice area, working with 
public and private sector clients to deepen understandings of their market and 
place in the economy, and to develop strategies to strengthen their positions.

Among the clients for whom he has worked are more than 100 automobile deal-
erships; the Project Management Institute; City of Sandusky, Ohio; City of 
Hamtramck, Michigan; City of Lansing, Michigan; Collier County, Florida; 
Northern Michigan University; Michigan State University; Ferris State Univer-
sity; Lansing Community College; Michigan Retailers Association; Grand Rap-
ids Chamber of Commerce, Spartan Stores, Meijer, and the West Virginia High 
Technology Consortium Foundation. Recent publications by Mr. Watkins 
include: “Land Use and Infrastructure Investments by Olympic Host Cities: 
Legacy Projects for Long-term Economic Benefits,” and The State Economic 
Handbook, as published by Palgrave Macmillan in 2008, 2009, and 2010. Mr. 
Watkins has made presentations to a number of audiences and media outlets on 
topics concerning the automotive industry, economics, education finance, and 
industry trends. He has also provided expert testimony in legislative and legal 
hearings, including automobile dealership arbitrations.
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Prior to joining Anderson Economic Group in 2001, Mr. Watkins was an analyst 
in the automotive market and planning group at J.D. Power and Associates, and 
a marketing assistant with Foster, Swift, Collins, and Smith P.C.

Mr. Watkins holds an M.B.A. from the Eli Broad College of Business at Michi-
gan State University. He also has a B.A. in marketing from Eli Broad College of 
Business and a B.A. in international relations from the James Madison College, 
both at Michigan State University.

Tyler Marie Theile

Tyler Theile is an Analyst at Anderson Economic Group. Her work includes 
research and analysis.  She is also the firm’s marketing and quality assurance 
manager. 

Ms. Theile has contributed to recent projects including a survey of historic vehi-
cle collectors; a minority valuation for a beer distributor; an analysis of power 
transmission infrastructure projects; and an economic impact survey related to 
auto insurance legislation in Michigan. Other projects include a global survey of 
water intensive companies in order to gauge the value of water management 
innovation, and The State Economic Handbook, 2008, 2009, and 2010 pub-
lished by Palgrave Macmillan. She has also contributed to previous reports 
including Automation Alley’s Annual Technology Industry Report and Michi-
gan’s University Research Corridor Annual Economic Impact Report.

Prior to joining AEG, Ms. Theile worked in the Executive Office of the Attor-
ney General where she assisted with research and external affairs. Prior to that, 
she worked in fund raising for the Michigan Republican Party and the DeVos 
for Governor Campaign where she assisted in breaking state GOP records. 

Tyler is a graduate of Michigan State University, James Madison College, where 
she received a bachelor’s degree in international relations with a specialization 
in political economy. 

Research Staff

Lauren Branneman, a senior analyst with Anderson Economic Group, and Kim 
Kvorka, a research associate with the firm, also contributed to this report. Both 
assisted in survey implementation and data collection. Ms. Branneman further 
contributed to the development of the economic impact model, report writing, 
and the analyses done in our Geographic Information System (GIS).
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