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Executive Summary
I.Executive Summary

Holland, Michigan’s Tulip Time Festival began in 1929, initially as a “tulip 
day” to celebrate the city’s Dutch heritage, and showcased 250,000 tulips 
imported from the Netherlands. Today, Holland’s hallmark cultural event boasts 
nearly 4.5 million tulips and attracts hundreds of thousands of visitors over the 
course of eight days each May.

PURPOSE OF REPORT The purpose of this report is to provide a comprehensive analysis of the eco-
nomic benefits that the Tulip Time Festival brings to the Holland area. We also 
provide a detailed summary of attendee demographics, which sheds light on the 
broad audience that Tulip Time attracts to the region. We also estimate total 
event attendance and spending, as well as the overall economic impact of the 
festival on the Holland area. We define this area as a 15-minute drive time from 
downtown Holland. Finally, we identify and describe the cultural and long-term 
benefits of the festival. Map 1 below displays the study area.

MAP 1. Holland Study Area

Source: ESRI, Inc.; Tulip Time, 2015

Analysis: Anderson Economic Group, LLC
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Executive Summary
OVERVIEW OF 
APPROACH

We relied primarily on survey data to develop the attendee profile and estimate 
the economic impact. We worked with Tulip Time to develop and administer 
two surveys: one to collect demographic information and the other to collect 
economic information from spectator attendees. We define “spectator” attend-
ees as those who came to the festival primarily to observe the various activities 
that the festival had to offer. We contrast this with “participant and media” 
attendees, who either participate in the festival (as a dancer or parade partici-
pant, for example) or attend the festival as a member of the media.

We designed the surveys to capture characteristics of both local attendees and 
visiting attendees. We define “local” attendees as those who are from the Hol-
land area and “visiting” attendees as those who are from outside of the Holland 
area.

Tulip Time is an un-gated event that is spread across downtown Holland. This 
makes it difficult to measure attendance at any point in time, let alone over the 
course of the entire event. Since the festival does host some ticketed events and 
activities, we used reported ticket purchase data from the economic survey and 
actual ticket purchase data from Tulip Time to estimate spectator attendance at 
Tulip Time. 

We used additional data from the economic survey to estimate the economic 
impact of spectator attendees. We also used participant data and event revenue 
and expense data from Tulip Time to estimate the economic impacts of partici-
pant and media attendees and of organizational spending to host the festival.

We define “net economic impact” as the new economic activity that is both 
directly and indirectly caused by the Tulip Time Festival. We exclude any activ-
ity associated with the festival that replaces or displaces economic activity that 
would have otherwise occurred in the absence of Tulip Time.

For further information on our approach, please see:

• “Appendix A. Methodology” on page A-1 for a list of data sources, a glossary, 
and a discussion of our methodology,

• “Appendix B. Data Exhibits” on page B-1 for detailed exhibits, and

• “Appendix C. Surveys” on page C-1 for the survey questions and responses.

OVERVIEW OF 
FINDINGS

 1. Tulip Time 2015 attracted more than 180,000 attendees, resulting in 
over 310,000 attendee-days.

1. There were over 167,000 spectators that came to enjoy the parades, Dutch dance 
performances, the carnival, and other attractions that the festival had to offer. 
After accounting for length-of-stay, we estimated that spectator attendance 
reached about 290,000 attendee-days.
Anderson Economic Group, LLC 2



Executive Summary
2. We estimate that participants who were involved in the festival and members of 
the media who came to cover the festival totaled over 14,000. Participant and 
media attendance was nearly 20,000 attendee-days.

3. This attendance estimate reflects only spectators and participants that come into 
the downtown Holland area for Tulip Time-sponsored events and venues. Our 
attendance estimate does not include those who visited only other attractions in 
the area, such as Nelis’ Dutch Village and Windmill Island Gardens. We under-
stand that a significant number of these visitors may not go to downtown due to 
parking or other reasons. If this unknown number of attendees were included, 
this could reflect a significant portion of the difference between our estimates 
and other published attendee estimates.

For additional information on our attendee estimate, see “Economic Impact of 
Tulip Time Attendee Spending” on page 23.

 2. Tulip Time attendees came from across Michigan and around the 
world, providing the city and the region with exposure to an appeal-
ing demographic audience.

1. Over 18 percent of Tulip Time attendees came from the Holland area, while 44 
percent traveled from elsewhere in Michigan to attend the event. Around 38 
percent were from outside of Michigan. See map Map 3 on page 14.

2. On average, festival attendees tend to be well-educated and have fairly high 
incomes and older ages. More specifically:

• In 2015, the average Tulip Time attendee was 51.1 years old. Attendees of all 
ages were represented at the festival. Survey respondents age distribution can 
be seen in Figure 1 below.

• The average household income for a Tulip Time attendee was found to be 
$77,942. Nearly 26 percent of respondents at Tulip Time 2015 indicated an 
education attainment level of a Bachelor’s degree. An additional 25 percent 
indicated they had earned a graduate or doctorate degree.

FIGURE 1. Age of Survey Respondents, 2015

Source: Anderson Economic Group survey research of 2015 Tulip Time attendees
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Executive Summary
3. More than 66 percent of attendees intend to return to Tulip Time another year, 
while 29 percent intend to return to Holland for other recreational purposes.

We provide a more detailed summary of attendee demographics in “Tulip Time 
Attendance” on page 11.

 3. Tulip Time 2015 generated nearly $13 million in net new economic 
activity, which included $1.5 million in earnings, and created 79 jobs.

1. The total economic impact from Tulip Time attendee spending is over $12 mil-
lion, and the economic impact of Tulip Time organizational spending is over 
$700,000.

2. Spending by festival attendees and the Tulip Time organization generated a total 
of $1.5 million in new earnings for households in the Holland area, including 
$1.1 million from attendee spending and $0.4 million from operational spend-
ing.

3. In total, the festival created 79 jobs in the Holland area during the organization’s 
fiscal year. This includes 63 jobs due to attendee spending and 16 jobs due to 
organizational spending. These jobs represent both individuals who are 
employed directly by Tulip Time as well as those employed by businesses that 
benefit from attendee and organizational spending.

We summarize our economic impact estimates in Table 1 below. Please see 
“Economic Impact of Tulip Time Attendee Spending” on page 23 or “Economic 
Impact of Tulip Time Organizational Spending” on page 25 for further discus-
sion of these estimates.

TABLE 1. Total Economic Impact of Tulip Time 2015

Output
(millions)

Earnings
(millions)

Employment

Economic Impact from Attendee Spending

Economic Impact from Operational Spending

Total Economic Impact of Tulip Time 2015

 4. Tulip Time makes several positive, long-term contributions to the 
Holland area that economic impact calculations cannot fully quantify. 
These include maintaining cultural heritage, increased awareness of the 
region, and further physical investment in the region.

1. Tulip Time provides educational opportunities for attendees, including modern 
delft art cases, and experiencing dutch foods and dancing. Thus, attendees are 
able to continue their education and cultural understanding of the American-
Dutch heritage during Tulip Time.

$12.1 $1.1 63

$0.7 $0.4 16

$12.9 $1.5 79

Note: Output data may not add to total due to rounding.
Source: AEG analysis based on data sourced from Tulip Time; Bureau of Economic Analysis, RIMS II 
Multipliers; and AEG survey research
Anderson Economic Group, LLC 4
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2. Two thirds of attendees indicated that they intend to return to Tulip Time 
another year, showing that the event provides a cultural and entertainment expe-
rience through numerous attractions and recreational activities that draw repeat 
visitors every year.

3.  Local and national media outlets have run stories featuring Tulip Time on mul-
tiple occasions. In 2014, Pure Michigan’s collaboration with The Weather 
Channel to develop four segments that featured the 2014 Tulip Time festival 
received international recognition. Further, Reader’s Digest named Tulip Time 
the “Best Small Town Festival in America,” and Tulip Time has been on the 
American Bus Association’s (ABA) list of Top 100 Events in North America for 
24 years.

4. Many of the activities scheduled during Tulip Time take place in and around 
downtown Holland. Over the years, downtown locations have completed sev-
eral property improvement and beautification projects that provide long-term 
quality benefits to the area and enhance the experience of Tulip Time visitors. 

See “Cultural and Long-Term Benefits of Tulip Time” on page 28 for further 
discussion and information. 

 5. Tulip Time also benefits the West Michigan area as a whole. Benefits 
include increased awareness of the region’s attractions and new 
spending for communities in the region.

1. Tulip Time attracts visitors from throughout Michigan and the U.S. to the 
West Michigan region, contributing to the increased awareness of the entire 
region. Visitors learn about regional attractions including those located 
along Lake Michigan and in the Grand Rapids area.

2. Further, a portion of visitors stay overnight in the West Michigan area, in 
communities outside of the Holland area. This represents new visitor and 
tourist activity in those communities that, while not quantified in this report, 
may be substantial in the form of new spending on accommodations, food 
and beverages, and retail goods.

See “Cultural and Long-Term Benefits of Tulip Time” on page 28 for more 
information.

ABOUT ANDERSON 
ECONOMIC GROUP

Anderson Economic Group, LLC is a research and consulting firm specializing 
in economics, public policy, finance and business valuation, and market and 
industry analysis. The firm has offices in Chicago, Illinois and East Lansing, 
Michigan. AEG has conducted economic and fiscal impact studies for private, 
public, and non-profit clients across the United States. For more information, 
please see “Appendix D: About Anderson Economic Group” on page D-1 or 
visit www.AndersonEconomicGroup.com.
Anderson Economic Group, LLC 5



Overview of Tulip Time
II.Overview of Tulip Time

Hosted in Holland, Michigan, the Tulip Time festival is a tribute to the city’s 
Dutch heritage and cultural identity. Holland was founded in 1847 by Dutch set-
tlers, who were led by Albertus C. VanRaalte. Today, nearly one-quarter of Hol-
land residents report having Dutch ancestry.

Tulip Time 2015 marked the 86th anniversary of the festival. Held in early May, 
the event attracts hundreds of thousands of attendees every year. In this section, 
we provide a brief history and an overview of this eight-day festival.

HISTORY OF TULIP 
TIME

Miss Lida Rogers, a biology teacher at Holland High School, introduced the 
idea of Tulip Time at a Women’s Literary Club meeting in 1927. In 1929, the 
Tulip Time festival was born, showcasing 250,000 tulips from the Netherlands. 

Since the festival’s inaugural year, many festival traditions have emerged. The 
street scrubbing tradition and the Dutch dances were introduced as early as 1931 
and 1933, respectively. In 1948, Governor G. Mennen Williams was the first 
Michigan governor to participate in the street sweeping, which is a tradition that 
has carried on since. The first trolley tours were introduced in 1994, and the car-
nival started in 2004. For additional milestones in Tulip Time’s 86-year history, 
see Table 2 below.

TABLE 2. Highlights of Tulip Time’s History

Year Event Description

1929 First “Tulip Day” festival, starting on the closest Saturday to May 15th

1930 “Tulip Day” expanded to a four-day festival

1931 Street scrubbing tradition introduced and combined with a parade the follow-
ing year

1933 Dutch Dance introduced, featuring the “Klompen Dancers”

1948 Street scrubbing tradition features Michigan governor starting with Governor 
G. Mennen Williams

1965 Windmill Island opened, featuring the De Zwaan windmill from the Nether-
lands 

1976 First visit from an incumbent U.S. President to Tulip Time (President Gerald 
Ford)

1982 Festival commemorative poster introduced

1991 Festival expanded to 10 days

1994 Trolley tours introduced

2004 Festival moved ahead by one week and shortened to 8 days, carnival intro-
duced

Source: AEG compilation of data sourced from Tulip Time and The Holland Sentinel’s, 
“Tulip Time Through the Years”
Anderson Economic Group, LLC 6



Overview of Tulip Time
Holland Tulip Time Festival, Inc. currently organizes the festival and operates 
as a 501(c)(3) non-profit, charitable organization. The organization’s office is 
located in downtown Holland.

TULIP TIME 2015 Tulip Time 2015 ran from May 2nd through the 9th and featured countless 
events and activities throughout the eight days. The main attractions included 
the Holland tulips and Tulip City Tours, the downtown parades, the Carnival, 
Dutch cultural events, and national and local entertainment. We show the loca-
tions of many of these events in Map 2 below.

MAP 2. Downtown Holland and Tulip Time Main Locations

Source: ESRI, Inc.; Tulip Time 2015
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Overview of Tulip Time
The Tulips

Nearly 4.5 million tulips, the namesake of the 
Tulip Time festival, were planted in the Hol-
land area in 2014 and bloomed in the spring 
of 2015. The City of Holland plants these 
tulips in city parks, at public attractions, and 
along six miles of city streets, the latter 
known as “Tulip Lanes.” Premier tulip plant-
ings were located at the Window on the 
Waterfront and Centennial Park. 

While visitors to Holland could admire these tulips on their own both during 
Tulip Time and after, the Tulip City Tours provided a unique experience that is 
only offered during Tulip Time. These hop-on, hop-off trolley tours guide visi-
tors throughout the city, including the Tulip Lanes.

Downtown Parades

The 2015 festival featured three signature parades, each located in downtown 
Holland.

Gun Lake Casino Volksparade. On Wednesday, May 6th, the “People’s 
Parade,” featured locals dressed in Dutch costumes who participated in the offi-
cial Street Scrubbing. Following the street scrubbers were bands, floats, and 
Dutch Dancers. The Dutch Dogs on Parade trailed the Volksparade, featuring 
canines dressed in Dutch costumes.

Johnson Controls Kinderparade. The “Children’s Parade” featured over 
7,000 school children dressed in Dutch costumes on Thursday, May 7th. It also 
included “green” entries such as hybrid and electric vehicles that reduce fuel 
consumption and emissions.

GMB Muziekparade. The “Music Parade” concluded the festival’s series of 
parades on Saturday, May 9th. This parade was the longest of the three with 160 
units, which included 25 marching bands.

Dutch Cultural Events and Attractions

Tulip Time pays tribute to Holland’s Dutch roots with several signature attrac-
tions. During Tulip Time 2015, visitors were able to enjoy traditional Dutch 
dancing and visit a Dutch marketplace, which were both free to the public, as 
well as other activities.
Anderson Economic Group, LLC 8



Overview of Tulip Time
Dutch Dances. Authentically costumed 
dancers perform traditional “klompen” 
dances every day of the festival in seven dif-
ferent locations. About 800 dancers gave 55 
performances throughout the festival.

Dutch Marktplaats. The Dutch market-
place featured a Dutch food court, Dutch 

dancing, crafts, and stage events. Over half of the Dutch Dance performances 
took place at the Marktplaats, while the Dutch food court featured a wide selec-
tion of traditional Dutch food.

Other activities. Tulip Time visitors also had opportunities to learn how to cre-
ate a Delft-style souvenir, watch a demonstration of preparing a three-course 

Dutch meal, and compete in making the best “pigs-in-a-blanket.”1

Carnival

Located near the Civic Center, the carnival at Tulip Time offered rides, games, 
and food during each day of the festival. The carnival was one of the many tick-
eted activities at the festival. In order to enter the carnival area, festival attend-
ees either purchased wristbands or tickets. Wristbands allowed individuals 
access to unlimited rides either for a single day or for the entire festival. If carni-
val attendees only wanted to enjoy a few rides, they could purchase tickets for 
individual rides.

National Entertainment and Local Cultural Events

Tulip Time 2015 offered additional ticketed events that featured national enter-
tainment and supported local arts and cultural organizations.

National entertainment. This year’s line-up included stand-up comedian, Bob 
Newhart, a New Odyssey dinner show, an improv show by The Second City, 
magician Jay Mattioli, musicians FiddleFire, and The Bretts Show.

Local arts and culture. Local organizations presented musical performances 
such as a tribute to Elvis from the Holland Windmill Chorus, The Commons of 
Evergreen Chorale performance of ShowMasters!, Holland Chorale perfor-
mance featuring music from George and Ira Gershwin, and Dazzle, a medley of 
musical performances from four area high schools. Theatrical performances 
included January Thaw and Little Shop of Horrors, and the Holland Area Arts 
Council hosted a quilt show featuring over 100 handmade pieces from local art-
ists.

1. Delft is a category of mid-17th century Dutch painting named after the location from which it 
originated, Delft, Holland.
Anderson Economic Group, LLC 9
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Art in Bloom

Tulip Time also showcases an annual poster competition, which was in its fifth 
year in 2015. Hosted in conjunction with the Holland Area Arts Council, Art in 
Bloom invites artists from Ottawa, Allegan, Kent, Muskegon, and Kalamazoo 
counties to submit their work to be selected as the official Tulip Time poster and 
used for festival merchandise. A juror selects the top 20 submissions, from 
which the Tulip Time Festival selects the final piece. During the festival, the 
remaining 19 pieces are displayed at the Holland Area Arts Council for the 
Viewer’s Choice Awards, in which the public votes for their favorite piece.

In 2015, 68 artists submitted 120 pieces for the competition. The winning piece 
in 2015, “Joy of Spring,” was submitted by Carolyn Stitch, an artist and photog-
rapher in Holland. Alla Dickson placed first in the Viewer’s Choice Awards for 

her piece, “Vivacious.”2

Other Attractions

Tulip Time 2015 was packed with several other attractions, such as:

• Fireworks display to kick off the festival on Saturday, May 2nd,

• Tulip Time Run, a 5K/10K race through Holland’s tulip-lined streets,

• Art and Craft Fair, featuring fine art and original crafts from 230 vendors, and

• Kinderplaats, “Children’s Place,” with music entertainment, arts, crafts, petting 
zoo, and a children’s carnival.

OTHER AREA 
ATTRACTIONS

Windmill Island Gardens

The Windmill Island Gardens are located on the edge of downtown Holland, 
and feature a 250-year old working Dutch windmill “DeZwaan.” The gardens 
opened in 1965, and include the only authentic Dutch windmill operating in the 
US. The Windmill Island Gardens are open seasonally, from April through 
October, including holidays, and feature 36 acres of gardens, dikes, canals, pic-

nic areas, a Dutch Carousel, and other attractions.3

Nelis’ Dutch Village

The Nelis’ Dutch Village is a family-friendly theme park located two miles 
north of Holland. The park depicts life in a typical village in Netherlands in the 
late 1800s. The park includes buildings with authentic Dutch architecture, walk-
ways, canals, windmills, flowering gardens, a wooden shoe factory, and hosts 

numerous events and special presentations of Dutch history and culture.4

2. Tulip Time, 2015, <http://www.tuliptime.com/art-in-bloom/>

3. Windmill Island Gardens, <http://www.cityofholland.com/windmillislandgardens>

4. Nelis’ Dutch Village, <http://www.dutchvillage.com/>
Anderson Economic Group, LLC 10
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III.Tulip Time Attendance

In this section, we present our estimates of the total attendance for the eight-day 
festival, which includes not only spectators, but also participants, such as artists, 
Dutch dancers, and parade entrants. We then present demographic profiles of 
Tulip Time 2015 attendees, which provide insight into the type of people who 
are drawn to the event.

ESTIMATED 
ATTENDANCE

Tulip Time draws a number of attendees that visit for different purposes. Many 
attend as spectators who enjoy the tulips, parades, and Dutch Dances and attend 
the ticketed events, such as the Tulip Trolley Tours, the carnival, and the 
national and local shows. Others participate in the festival as artists at the Art 
and Craft Fair, entrants in the parades, and performers at Dutch Dances or attend 
as members of the media to report on the event.

Spectator Attendees

Knowing the exact number of people who attended a public event is rarely pos-
sible, as is the case with Tulip Time. However, using survey research and esti-
mates of carnival wristband sales during the festival, we estimated the 
approximate number of attendees and attendee-days.

Based on our survey research and professional judgment, we estimate that there 
were over 68,000 local spectators and 99,000 visiting spectators at Tulip Time 
2015. Local spectators reported an average length of stay of 1.9 days, compared 
to 1.6 days for visiting spectators. We estimate that spectator attendance at Tulip 
Time 2015 totaled over 290,000 attendee-days.

These estimates do not include people who spent time in Holland but did not 
come into downtown Holland for Tulip Time-sponsored events and venues. 
Many people visited Holland during the same time as the festival for other area 
attractions, such as Nelis’ Dutch Village and Windmill Island Gardens. We 
understand that a significant number of these visitors may not go to downtown 
due to parking or other reasons. If this unknown number of attendees were 
included, this could reflect a significant portion of the difference between our 
estimates and other published attendee estimates.

Please see “Attendance Analysis” on page A-2 for further details on the estima-
tion methodology and Table B-1 on page B-2 for a detailed exhibit of our analy-
sis. See “Questions Unique to the Economic Survey and Results” on page C-6 
for survey questions and results.

Participant and Media Attendees

There were over 200 artists who participated in the Art and Craft Fair, 29 partic-
ipants associated with the Marktplaats vendors, and 800 Dutch dancers at Tulip 
Anderson Economic Group, LLC 11



Tulip Time Attendance
Time 2015. We estimate that Art and Craft Fair participants spent 1.5 days in 
the Holland area, while the lengths of stay for Marktplaats vendors and Dutch 
dancers were five days and eight days, respectively.

There were over 3,000 runners for the Tulip Time Run and nearly 10,000 parade 
participants for the three parades during the festival. We estimate that runners 
and parade participants spent one day in the Holland area due to the festival. We 
also estimate that 30 members of the media traveled from outside the Holland 
area to cover Tulip Time 2015 and spent an average of one day in the area.

Based on these estimates, participants and media spent attendance at Tulip Time 
2015 totaled nearly 20,000 attendee-days.

Please see “Attendance Analysis” on page A-2 for further details on the estima-
tion methodology and Table B-1 on page B-2 for an exhibit of our analysis. 

Total Tulip Time 2015 Attendance

With the 167,000 spectators and 14,000 participants and media, we estimate that 
Tulip Time 2015 attendance reached over 180,000 unique attendees. After 
accounting for length of stay, we estimate 290,000 spectator attendee-days and 
nearly 20,000 participant and media attendee-days. In total, we estimate that 
Tulip Time 2015 attendance reached over 310,000 attendee-days.

We present these estimates in Table 3 below and provide a detailed discussion 
of our methodology in “Attendance Analysis” on page A-2.

TABLE 3. Tulip Time 2015 Attendance Estimate

Attendees

Average 
Length of Stay 

(Days) Attendee-Days

Local spectators 68,149 1.9 129,002

Out-of-town spectators 99,068 1.6 161,246

Subtotal: Spectators 167,218 290,248

Art & Craft Fair vendors 226 1.5 339

Marktplaats vendors 29 5.0 145

Tulip Time Run runners 3,099 1.0 3,099

Dutch dancers 800 8.0 6,400

Parade participants 9,865 1.0 9,865

Media 30 1.0 30

Subtotal: Participants 14,049 19,878

Total Estimate of Attendee-Days 181,267 310,126

Source: AEG analysis based on data sourced from AEG survey research; Tulip Time; ESRI, 
Inc.; and AEG observations
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Tulip Time Attendance
ATTENDEE ORIGINS Based on survey responses, attendees to Tulip Time 2015 came from across 
Michigan and the country. We discuss attendee origins further below.

1. Of the survey participants, 18.2 percent indicated that they resided in the Hol-
land area, including the cities of Holland and Zeeland. Further, 44.2 percent 
indicated they resided elsewhere in Michigan, and 35.8 percent outside the 
state. Visitors from Canada represented 2.3 percent. 

• See Map 3, “Tulip Time 2015 Survey Respondent Origins by ZIP Code,” on 
page 14 for a geographic representation of the festival attendee origins.

2. It appears that spectators from 34 states including Michigan attended the 2015 
Tulip Time. Among out-of-state visitors, representative states include Illinois, 
Indiana, Ohio, Wisconsin, and Pennsylvania.

3. In addition to out-of-state visitors, the 2015 festival also drew international visi-
tors. The survey shows that some visitors came from Canada. Further, the per-
sonal experience of Tulip Time staff suggests that visitors from Asian and Latin 

American counties attended also the festival.5

5. It is likely that the survey did not capture such attendee information due to language and cul-
tural barriers.
Anderson Economic Group, LLC 13
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MAP 3. Tulip Time 2015 Survey Respondent Origins by ZIP Code

Source: Anderson Economic Group survey research conducted at Tulip Time 2015
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Tulip Time Attendance
ATTENDEE 
DEMOGRAPHICS

In this section we look more closely at the demographics, consumer characteris-
tics, and preferences of Tulip Time attendees. We focus on both overall Tulip 
Time attendees (see “Overall Attendee Demographics” on page 15) as well as 
just those who visited from outside of the Holland area (see “Visiting Attendee 
Demographics” on page 16). We primarily relied on a demographic survey in 
order to develop profiles of the attendees. 

Overall Attendee Demographics

Age.  The average age of attendees was 51.1 years. Around 17 percent of 
attendees were between the ages of 55 and 64, and 22 percent between 65 and 
74. About 27 percent of attendees were between the ages of 18 and 35. See 
Figure 2 below for the breakdown of survey participants by age. 

FIGURE 2. Age of Tulip Time 2015 Survey Respondents
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Source: Anderson Economic Group survey research of 2015 Tulip Time attendees

Income. The weighted-average household income of attendees was $77,942. 
Nearly 22 percent of attendees have an annual household income of less than 
$40,000, and while 21 percent of attendees have between $60,000 and $79,999. 
Further, 24 percent have $100,000 or more. See Figure 3 below.

FIGURE 3. Income of Tulip Time 2015 Survey Respondents
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Tulip Time Attendance
Education. Nearly 26 percent of attendees of 2015 Tulip Time have received a 
Bachelor’s degree. An additional 25 percent received a graduate or doctorate 
degree. Nearly 30 percent of attendees received an associate degree or had some 
college experience.

Home Ownership. Nearly 75 percent of attendees are homeowners; with 
respondents equally owning their home free and clear (38 percent), and having a 
mortgage on their home (37 percent). Over 18 percent of attendees are renters.

Marital Status. Just over 67 percent of attendees are married, with 4.5 percent 
being unmarried but living with their partner. Approximately 14 percent of 
attendees are divorced, separated, or widowed; and about 13 percent single, 
never married.

Visiting Attendee Demographics

Tulip Time attendees who come from outside the Holland region help to create 
an impact in the area that otherwise would not be realized. Below we summarize 
the visiting attendee demographic characteristics that stand apart from the over-
all Tulip Time attendee.

Age. In 2015, the average visiting Tulip Time attendee was similar to the aver-
age overall attendee. The weighted average age of this group was 51.8 years, 
similar to the average of 51.1 years for overall attendees. Of the attendees living 
outside of the region, there were higher percentages of respondents between 54 
and 64 years of age and between 64 and 74 (20 percent and 24 percent versus 17 
and 22 percent respectively). See Figure 4 below.

FIGURE 4. Age of Non-local Tulip Time 2015 Survey Respondents
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Source: Anderson Economic Group survey research of 2015 Tulip Time attendees

Income. On average, visiting attendees had higher household incomes relative 
to all attendees. The average household income of visiting attendees was 
$79,094, compared to $77,942 for the overall attendees. 
Anderson Economic Group, LLC 16



Tulip Time Attendance
Home Ownership. Around 40 percent of attendees from outside of Holland 
area own their home free and clear, which is higher than the share of overall 
attendees (38 percent). However, 33 percent of visiting have a mortgage on their 
home compared to 38 percent of the overall attendees. Further, 21 percent rent 
their home, which is higher than the 18 percent of all attendees.

TULIP TIME 
PREFERENCES

In this section we summarize attendees’ preferences regarding 2015 Tulip Time 
events as well as information sources and planning tools for their visit to Tulip 
Time.

Overall Attendee Preferences and Activities

Tulip Time Events. As shown in Figure 5 below, attendees most frequently 
cited Dutch Dances as a Tulip Time event that they had attended, or planned to 
attend during their Tulip Time Visit (60 percent). This is followed closely by 
Tulip Time parades (54 percent) and other area attractions, which include places 
such as the Veldeer Tulip Gardens, Dutch Village, Windmill Island Gardens (51 
percent).
More than 47 percent of attendees indicated that they attended, or planned to 
attend, the Art & Craft Fair, while 20 percent of respondents cited the fireworks. 
Nearly 19 percent of attendees mentioned the Tulip Time Tours, and over 15 
percent of respondents attended, or planned to attend, the kinderplaats. 

FIGURE 5. Tulip Time Activities in which Survey Respondents Attended or 
Planned to Attend
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Source: Anderson Economic Group economic impact survey of 2015 Tulip Time attendees 

*Veldeer Tulip Gardens, Dutch Village, Windmill Island Gardens were listed at other area 
attractions in the survey.
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Tulip Time Attendance
Learning about Tulip Time.  Around 40 percent of festival attendees learned 
about Tulip Time from friends and family. Around 18 percent of survey respon-
dents are repeat visitors, and 15 percent live in Holland. Less frequently cited 
sources of information were the festival brochure (7 percent), magazines (5 per-
cent), Facebook (6 percent), and TV News (4 percent). Around 14 percent of 
respondents wrote additional sources of information, which included primarily 
touring companies and tourism brochures.

Tulip Time Planning Tools. Over half of the festival attendees used the Tulip 
Time website to plan their trip to the festival. Further, around 32 percent of sur-
vey respondents used smart phone/tablet, while 29 percent cited the Tulip Time 
brochure to plan their visit to this year’s event. A smaller percentage of attend-
ees indicated that they used the Holland CVB (9 percent), the Information 
Booth (9 percent), or that they called the Tulip Time Office (6 percent). Around 
17 percent of the participants indicated additional tools used for planning their 
trip to Tulip Time, including tour company assistance, participation in an orga-
nized group, general internet searches, and friends and family members.

Tulip Time Frequency.  Almost 56 percent of attendees visited Tulip Time for 
the first time. Over a quarter of attendees had visited the festival 2-4 times, 
while 4.4 percent visited the festival 5 to 9 times. Almost 15 percent of survey 
respondents attended the Tulip Time festival more than 10 times. 

Return to Tulip Time. Almost 66 percent of attendees intend to return to Tulip 
Time another year, while 29 percent of attendees intend to return to Holland for 
other recreational purposes. Around 28 percent of respondents live or work in 
the West Michigan area, while almost 11 percent of survey respondents did not 
intend to return to the Holland area. 

Visiting Attendee Preferences and Activities

Tulip Time Events. visiting attendees cited Dutch dances (57 percent) and 
other area attractions (56 percent) as the main events they had attended, or 
planned to attend, while at the festival. Their preference for Dutch Dances is 
cited slightly less frequently than that of the general population (57 percent ver-
sus 60 percent), while their preference for other area attractions is cited more 
frequently than the average attendee (56 percent versus 51 percent). Another 
Tulip Time activity cited more frequently by visiting attendees than the general 
population is the Tulip City Trolley Tour. 
Parades and the Arts & Craft Show appear to be slightly more popular with the 
overall attendees rather than visiting attendees (54 and 47 percent compared to 
51 and 42 percent respectively). Further, fireworks appear to be less popular 
with visiting attendees than with the general population (14 percent versus 20 
percent). See Figure 6 on page 19.
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FIGURE 6. Tulip Time Activities in which Out-of-Town Survey Respondents 
Attended or Planned to Attend
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Source: Anderson Economic Group economic impact survey of 2015 Tulip Time attendees 

*Veldeer Tulip Gardens, Dutch Village, Windmill Island Gardens were listed at other area 
attractions in the survey.

Learning about Tulip Time.  A higher percentage of visiting festival attendees 
learned about Tulip Time from friends and family than the overall attendees (46 
percent compared to 40 percent). Further, more visiting survey respondents 
indicated they were repeat visitors compared to the overall attendees (20 percent 
compared to 18 percent). 

Tulip Time Planning Tools.  More than half of the visiting festival attendees 
used the Tulip Time website to plan their trip to the festival, in a higher percent-
age than the overall attendees.

Tulip Time Frequency.  Compared to the overall attendees, a higher percent of 
visiting attendees were at 2015 Tulip Time for the first time (65 percent com-
pared to 56 percent). Only 7 percent visited the festival more than 10 times 
compared to the overall population (15 percent).

ATTENDEE 
PREFERENCES AND 
ACTIVITIES

Here we summarize attendees’ social activities and consumer preferences. 
Brand preferences, especially among comparable categories of goods and ser-
vices, help us understand general tendencies and overall consumer preferences 
of an audience. For instance, preferences for Subway and Panera over Taco Bell 
and McDonald’s may suggest the overall audience has a preference for per-
ceived healthier foods.
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Overall Attendee Preferences and Activities

National Merchants and Brands. Among a selection of local, regional and 
national merchants, attendees indicated their preference for certain brands. Spe-
cifically:

• More attendees indicated that they preferred Verizon (33 percent) than other 
cellular providers AT&T (29 percent) and Sprint (9 percent).

• Attendees most frequently cited a preference for Meijer (51 percent), com-
pared to Wal-Mart (37 percent) and Kroger (20 percent). Attendees indicated 
a higher preference for Trader Joe’s (30 percent) compared to Whole Foods 
(23 percent).

• Walgreen’s was the most cited among health and personal care stores at 32 
percent, compared to Rite Aid (6 percent) and CVS Caremark (12 percent).

• In terms of middle-end dining establishments, attendees indicated a greater 
preference for P.F. Chang’s (12 percent) than Bravo! Cucina Italiana (3 per-
cent).

• Attendees most frequently cited a preference for Target (43 percent), Kohl’s 
(37 percent), J.C. Penney (26 percent), and Macy’s (24 percent). There was 
less preference for Sears (15 percent), Nordstrom (12 percent), and Neiman 
Marcus (6 percent).

• Panera Bread and Subway received the greatest preference among casual din-
ing establishments (39 percent and 39 percent respectively), followed by (in 
order of preference) McDonald’s, Jimmy John’s, Taco Bell, and Chipotle.

• Among hardware stores, attendees indicated more preference for The Home 
Depot (34 percent) and Lowe’s (33 percent) than Menards (26 percent).

• Among garden fertilizer products, attendees indicated more preference for 
Miracle Grow (15 percent) than Scotts Fertilizer (9 percent).

Regular Activities. As shown in Figure 7 on page 21, attendees most fre-
quently cited domestic travel as a regular activity (63 percent), followed by 
reading and watching television (57 percent and 54 percent, respectively).

Almost half of attendees indicated that outdoor recreation (49 percent), local 
shopping and visiting farmers’ markets (47 percent), and gardening (46 per-
cent), were regular activities. Nearly 38 percent of attendees cited physical fit-
ness/exercise as a regular activity, and 37 percent music/theater/arts. Around 24 
percent of attendees indicated that international travel as well as painting, sew-
ing or crafting are regular activities, while 21 percent cited gourmet/fine foods. 
More than 11 percent of Tulip Time attendees mentioned gambling and casino 
as a regular activity.
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FIGURE 7. Activities in which Tulip Time 2015 Survey Respondents Participate
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Source: Anderson Economic Group economic impact survey of 2015 Tulip Time attendees

Social Media Outlets. Nearly 78 percent of attendees indicated they regularly 
use Facebook; this was trailed by Google+ (36 percent), Pinterest (30 percent), 
and Instagram (28 percent). Twitter, LinkedIn, and Vine are less frequently used 
by survey respondents.

Visiting Attendee Preferences and Activities

Regular Activities. Overall, visiting attendees cited their preferred regular 
activities as frequently as the overall attendees. Domestic travel and gardening 
were cited as a regular activity more frequently than the average attendee over-
all (66 percent and 50 percent versus 63 percent and 46 percent, respectively). 

National Merchants and Brands. visiting attendees have some differences 
from the average overall attendee in some areas.

• Attendees still most frequently cited a preference for Meijer (47 percent), but 
this is a lower percentage compared to the overall population, while the pre-
ferred yes for Wal-Mart and Kroger are slightly higher among visiting com-
pared to overall attendees (40 percent and 22 percent compared to 37 percent 
20 percent respectively). 

• Among hardware stores, visiting attendees indicated more preference for the 
Home Depot (38 percent compared to 34 percent), followed by Lowe’s (34 
percent) or Menards (25 percent).

Social Media Outlets. Similarly to the overall attendees, 78 percent of visiting 
attendees indicated they regularly use Facebook. Visiting attendees cited more 
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Tulip Time Attendance
regularly Google+ than the overall attendees (39 percent compared to 36 per-
cent) and less frequently Instagram (24 percent versus 28 percent).

The methodology used to administer and analyze the survey can be found in 
“Attendee Surveys” on page A-1. See “Questions Unique to the Demographic 
Survey and Results” on page C-2 for the questions and responses on the demo-
graphic survey.
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IV.Economic Impact of Tulip Time

In this section, we quantify attendee spending and Tulip Time’s organizational 
spending to host the event. We ultimately use these findings to estimate the eco-
nomic impact of Tulip Time 2015 in the Holland area.

NET IMPACT DEFINED We define “net economic impact” as new economic activity directly or indi-
rectly caused by Tulip Time. To quantify the economic impact of the event, we 
asked, in effect, “What economic activity in the Holland area is exclusively due 
to Tulip Time 2015?” There are two types of expenditures that are sources of 
new economic activity. The first include spending by spectators, participants, 
and media on meals, accommodations, and incidentals. The second comes from 
expenditures by Tulip Time for event operations.

In estimating the event’s impact, we include expenditures to individuals and 
vendors in the Holland area for the purchase of goods and services. We exclude 
any expenditures that displace or replace other economic activity in the Holland 
area. For example, we do not include entertainment expenditures by resident 
attendees who would have spent that money in the region in the absence of 
Tulip Time. For instance, residents could have gone to a movie theater in the 
area, instead of attending the Tulip Time carnival. By accounting for substitu-
tion, we provide an estimate of the economic activity directly attributable to the 
event.

The impact of spending due to Tulip Time goes beyond the direct economic activ-
ity that occurred in the Holland area. The dollars spent by Tulip Time the orga-
nization and by attendees are then re-spent as businesses and households 
purchase other goods and services in the region. To account for this indirect eco-
nomic activity, we use the U.S. Bureau of Economic Analysis RIMS II Final 
Demand Multipliers for Output, Earnings, and Employment for Ottawa County.

ECONOMIC IMPACT 
OF TULIP TIME 
ATTENDEE SPENDING

We estimate the economic impact of attendee spending by first estimating the 
amount of spending in the Holland area due to Tulip Time. We then apply eco-
nomic multipliers to account for both the direct and indirect economic impact.

Tulip Time Attendee Spending

Spectators. Attendees of Tulip Time 2015 generated significant spending in the 
region. Due to the range of shopping, dining, lodging, and entertainment oppor-
tunities, local spectators spent $18 per person per day and visiting spectators 
spent nearly $40 per person per day in the Holland area in addition to what they 

would have spent if it were not for Tulip Time.6 This net new spending includes 
local residents who didn’t spend anything beyond what they normally would 
have; people who went to the carnival or one of the ticketed shows instead of a 
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local cinema to see a movie; and attendees from out-of-state who stayed at a 
hotel, ate out for every meal, and bought gifts for family. When applied across 
the 290,000 attendee-days, this totals over $8.7 million in net new spending for 
the region.

Participants and Media. We estimate that visiting participants and media 
spent an average of about $75 per day in the Holland area due to Tulip Time, 
while local participants spent roughly the same as they would have in the 
absence of the event. These estimates include money spent on hotel stays, food, 
and other such expenses. Based on 6,350 attendee-days for visiting participants 
and media, this totals $470,000 in net-new direct expenditures.

Total Attendee Spending. We estimate that total net-new spending from both 
spectators and participants and media came to about $9.2 million. We summa-
rize our estimates in Table 4 below.

See “Tulip Time Attendee Impact” on page A-3 for a discussion of our method-
ology and Table B-4 on page B-5 for a detailed exhibit of our analysis.

TABLE 4. Net New Tulip Time 2015 Attendee Spending

Attendee-Days

Net New Daily 
Spending per 

Person

Total Net New 
Spending
(millions)

Local spectators

Visiting spectators

Visiting participants and media

Total Net New Attendee Spending

Economic Impact of Attendee Spending

The net new attendee spending directly increased spending in the Holland area. 
This spending circulates throughout the regional economy and creates a multi-
plier effect that leads to additional economic activity. This $9.2 million in net 
new spending led to an indirect impact of $2.9 million for a total impact of 
$12.1 million in new spending. This net new attendee spending also led to $1.1 
million in additional earnings to households in the Holland area and created 
over 60 jobs. These jobs include employees at the restaurants, hotels, retail 
shops, and other businesses that Tulip Time attendees patronized. They also 
include people employed by the Holland-area vendors for these types of busi-
nesses.

6.  Based on responses to question eight from our economic survey of Tulip Time attendees.

129,002 $18.33 $2.4

161,246 $39.52 $6.4

6,349 $75,00 $0.5

$9.2

Source: AEG analysis based on data sourced from AEG survey research, Tulip Time, AEG 
estimates
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We present our summary of the direct and indirect impacts of Tulip Time 
attendee spending in Table 5 below. See “Economic Impact Analysis” on 
page 3 for a discussion of our methodology and Table B-4 on page B-5 for a 
detailed exhibit of our analysis.

TABLE 5. Net Economic Impact of Tulip Time 2015 Attendee Spending

Output
(millions)

Earnings
(millions)

Employment

Direct Impact

Indirect Impact

Total Impact

ECONOMIC IMPACT 
OF TULIP TIME 
ORGANIZATIONAL 
SPENDING

In order to estimate the economic impact of spending for event operations, we 
first estimate the organizational spending in the region that is exclusively due to 
Tulip Time. We then apply economic multipliers to arrive at the total economic 
impact.

Tulip Time Organizational Spending

Tulip Time’s budget for its employees and spending on goods and services came 
to $1.2 million. Much of the funding came from the generosity of individual and 
corporate donors. Tulip Time is also supported by participant entry fees, ticket 
sales, and retail sales of Tulip Time merchandise.

There is a concentrated effort to use local suppliers where ever possible. Tulip 
Time spent over $410,000 on payroll for its local employees and $380,000 for 
goods and services to local vendors. This is a total of $790,000 spending in the 
Holland area. Of this local spending, we estimate that nearly $590,000 was net 
new to the region, or would not have been spent in the region if not for Tulip 
Time. We estimate that $373,000 of the payroll spending and $216,000 of the 
non-payroll was net new to the Holland area.

See a summary of this spending in Table 6 on page 26. We describe our method-
ology in “Tulip Time Organizational Impact” on page A-4 and provide a 
detailed summary in Table B-3 on page B-4.

$9.2 0 0

$2.9 $1.1 63

$12.1 $1.1 63

Source: AEG analysis based on data sourced from AEG survey research, Tulip Time, Bureau 
of Economic Analysis, 2010 RIMS II Multipliers
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TABLE 6. Net New Tulip Time 2015 Organizational Spending

Spending in the 
Holland Area
(thousands)

Net New Spending in 
the Holland Area

(thousands)

Payroll

Non-payroll

Total Tulip Time 2015 Organizational Spending

Economic Impact of Organizational Spending

We estimate that the Tulip Time organization has a total impact of nearly 
$740,000 on gross sales in the Holland area. About $230,000 was due to direct 
spending, while nearly $510,000 was due to the circulation of this spending 
throughout the regional economy. In addition to the $370,000 in direct earnings, 
Tulip Time spending resulted in nearly $60,000 in indirect earnings for a total of 
$430,000. Organizational spending also created an additional two jobs on top of 
the 14 direct employees.

We summarize these estimates in Table 7 below. See “Tulip Time Organiza-
tional Impact” on page A-4 for a discussion of our methodology and Table B-4 
on page B-5 for more detailed exhibits of our analysis.

TABLE 7. Net Economic Impact of Tulip Time 2015 Organizational Spending

Output
(thousands)

Earnings
(thousands)

Employment

Direct Impact

Indirect Impact

Total Impact

TOTAL ECONOMIC 
IMPACT

When we add the economic impacts of both attendee spending and organiza-
tional spending, we estimate that Tulip Time 2015 generated an extra $12.9 mil-
lion in economic activity in the Holland area. The festival increased earnings to 
local households by $1.5 million and created a total of 79 jobs. We present a 
summary of these estimates in Table 8 on page 27.

$414.4 $372.9

$379.6 $216.0

$794.0 $589.0

Estimates do not sum to total due to rounding.

Source: AEG analysis based on data sourced from AEG survey research, Tulip Time, Bureau of 
Economic Analysis, 2010 RIMS II Multipliers

$229.8 $372.9 14

$505.9 $58.3 2

$735.6 $431.3 16

Estimates may not sum to total due to rounding.

Source: AEG analysis based on data sourced from Tulip Time, Bureau of Economic Analysis, 2010 
RIMS II Multipliers
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TABLE 8. Total Economic Impact of Tulip Time 2015

Output
(millions)

Earnings
(millions)

Employment

Attendee Spending

Organizational Spending

Total Economic Impact of Tulip Time 2015

$12.1 $1.1 63

$0.7 $0.4 16

$12.9 $1.5 79

Note: Output data may not add to total due to rounding

Source: AEG analysis based on data sourced from Tulip Time, Bureau of Economic Analysis, 2010 
RIMS II Multipliers
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V.Cultural and Long-Term Benefits of Tulip 
Time

Many of the benefits that Tulip Time brings to the Holland area are difficult to 
quantify. In this section, we describe some of the qualitative contributions that 
Tulip Time brings to the region. In particular, we note how the festival honors 
the city’s cultural identity, attracts numerous awards for the city and for state 
entities, increases awareness of the region, and contributes to downtown devel-
opment.

CULTURAL IDENTITY Holland, Michigan is probably best known for its Dutch heritage. The city was 
established by Dutch settlers in 1847, and maintains a large ethnic Dutch heri-
tage amid a growing diverse set of cultures. The Tulip Time Festival has con-
tributed to honoring Holland’s long-standing Dutch-American cultural identity 
and maintaining ties between the city and the Netherlands.

Over its 86-year history, the festival has established a variety of long-term tradi-
tions. Annual customs and attractions such as the Dutch dances, street sweep-
ing, and of course, the planting of iconic tulips, provide ways for residents and 
visitors alike to associate images, symbols, and experiences uniquely to the Hol-
land area. Further, the festival provides educational opportunities for attendees, 
including modern Delft art classes and experiencing Dutch foods and dancing.

The City of Holland has also made connections with the Netherlands through 
Tulip Time. The city continues to import the tulip bulbs from the Netherlands. 
In addition, the festival had attracted the Netherlands Ambassador to the U.S. 
and the Queen’s Cavalerie Escorte of Honour from the Netherlands in 2004.

AWARDS AND MEDIA 
RECOGNITION

Over the years, Tulip Time has garnered a number of awards and media recogni-
tion, both for Holland and for the State of Michigan.

Statewide. Pure Michigan received a silver medal award for “Feature Place-
ment - Television” from the Hospitality Sales and Marking Association Interna-

tional (HSMAI) in 2014.7 Pure Michigan collaborated with The Weather 
Channel to develop four segments and multiple program teasers that featured 
the 2014 Tulip Time festival, including Dutch dancers and the Windmill Island 
Gardens.

7. Michelle Grinnell, “Pure Michigan Brings Home Gold and Silver at HSMAI Adrian Awards,” 
February 24, 2015, http://www.michigan.org/pressreleases/pure-michigan-brings-home-gold-
and-silver-at-hsmai-adrian-awards/, accessed June 2015.
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Tulip Time event. Since 1982, Tulip Time has been on the American Bus Asso-
ciation’s (ABA) list of Top 100 Events in North America for 24 years. The ABA 
launched the program to help motor coach and tour operators plan itineraries. 
Tulip Time has made the list every year since 2009. Further, in 2004, Reader’s 
Digest named Tulip Time the “Best Small Town Festival in America.”

City of Holland. While the City of Holland has not received any awards 
directly due to the festival, it has received a number of accolades for beautifica-
tion efforts from America in Bloom (AIB) since 2011. The tulip plantings, 
which originated from Tulip Time, contribute to the horticultural landscape of 
the city. In 2014, AIB announced Holland as the winner of “24,001 - 50,000 
Population Category” award, of the “Outstanding Achievement in Floral Dis-
plays” award, and of the “YouTube Video Award” for the video “Celebrating the 

Pride Planted in Our Community.”8

Additional coverage. In addition to regional news coverage, the Tulip Time 
Festival has also been featured in publications with both regional and national 
audiences. Over the past year, publications in the Midwest, such as the Chicago 
Tribune Travel, Ohio Magazine, and Midwest Living Magazine blog, have 
highlighted the festival. Tulip Time has also been covered by Victoria Maga-
zine, Fodor’s Travel, and National Geographic in its recently-released book, 
Abroad at Home.

INCREASED 
AWARENESS OF THE 
REGION

Nearly 66 percent of survey respondents indicated that they intend to return to 
Tulip Time for another year. About 29 percent of attendees intend to return to 
Holland for other recreational activities. This new visitor and tourist activity 
impacts the city positively. Downtown and other city locations where Tulip 
Time activities took place, attracted many more attendees than there would have 
been had the festival not taken place. A number of these attendees will now be 
planning to return. This is based on an experience that they may not have had 
without the existence of Tulip Time.

TABLE 9. Future Visits to Holland and Tulip Time

Q#7. Which of the below statement describes you? Check all that 
apply

     I intend to return to Tulip Time another year 65.8%

     I intend to return to Holland for other recreational purposes 29.0%

Source: Anderson Economic Group Survey of 2015 Tulip Time 
Attendees

8. City of Holland Press Release, October 2014, http://www.cityofholland.com/hollandinbloom/
holland-wins-america-bloom-symposium, accessed June 2015.
Anderson Economic Group, LLC 29



Cultural and Long-Term Benefits of Tulip Time
Further, these attendees will encourage their friends and family to attend Tulip 
Time in future years, because, as the survey responses indicate, many attendees 
learned about the festival from friends or family members. For a visitor to the 
area, or a tourist planning their next adventure, the reputation of the Holland 
community is important. The presence of Tulip Time has added to the reputa-
tion-building efforts of the region and signals to potential visitors that the city 
has the ability to provide a unique shopping and dining experience, with new 
and exciting activities in which to take part.

DOWNTOWN 
DEVELOPMENT AND 
BEAUTIFICATION

Many of the activities scheduled during Tulip 
Time take place in and around downtown 
Holland. Over the years, downtown locations 
have completed several property improve-
ment and beautification projects that provide 
long-term quality benefits to the area and 
enhance the experience of Tulip Time visi-
tors. Additionally, an unknown number of 
businesses and local facilities in and around 
the area gained exposure from the event and have extra incentive to participate 
in the beautification process happening around them.

Downtown Holland, listed on the National Register of Historic Places, is a 
vibrant destination, with special events held throughout the year, and numerous 
popular retail and restaurants establishments. Further, clean sidewalks in the 
winter, due to underground hot-water pipes, are another indication of the contin-
ued physical investment in the city and its downtown. 

The continuation of Tulip Time and growth in tourism in the community not 
only provides the economic means to make property improvements, but also the 
motivation to take advantage of the large number of visitors attending Tulip 
Time year after year. 

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. Tulip Time enhances the quality of 
life for current residents and showcases the Holland area’s appeal to a wider 
audience of people and business.

BENEFITS TO WEST 
MICHIGAN

The Tulip Time festival benefits the West Michigan region as whole, in addition 
to bringing long-term contributions to the Holland area. The festival attracts 
numerous visitors from throughout Michigan and the U.S. to West Michigan. 
Thus, it contributes to an increased awareness of the entire region for attendees 
visiting from other regions in Michigan. While at Tulip Time, visitors from out-
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Cultural and Long-Term Benefits of Tulip Time
side of West Michigan learn about regional recreational attractions such as those 
along Lake Michigan and located in Grand Rapids.

Further, a portion of visitors choose to stay overnight in the West Michigan area, 
in communities outside of the Holland area, primarily in the Grand Rapids area. 
This represents new visitor and tourist activity to those communities, in the 
form of new spending, including on accommodation, food and beverages, and 
retail. These contributions, while not quantified in this report, indicate the addi-
tional positive benefits generated by the Tulip Time festival on the entire region.
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Appendix A. Methodology

In this section, we present the list of our data sources as well as detailed discus-
sions of the methodology we used perform the attendance analysis and eco-
nomic impact analysis.

DATA SOURCES We outline the main data sources that we used in this report below:

• Anderson Economic Group survey research for attendee demographic and eco-
nomic data;

• Tulip Time for spending and revenue data, ticket sales data, participant counts 
and origin data, and other relevant statistics;

• Bureau of Economic Analysis for 2010 RIMS II Multipliers, Ottawa County;

• Esri, Inc. to define the Holland area and for population, sales volume, income, 
and employment estimates.

We describe our methodology for implementing the attendee surveys in the next 
section, “Attendee Surveys” on page A-1.

We used Esri’s Business Analyst to identify the region that is within a 15-min-
ute drive of downtown Holland, which we refer to as the Holland area for this 
report. We also used data from Esri to estimate the share of sales volume, 
income, and employment in the Holland area compared to Ottawa County. We 
adjusted the output, earnings, and employment multipliers by these respective 
shares.

ATTENDEE SURVEYS We surveyed Tulip Time attendees using a 14-question demographic survey and 
a 12-question economic survey. Three questions related to age, income, and res-
idential zip code were included in both surveys, and responses were combined 
and used in the aggregate.

The surveys were administered every day of the festival, except for Friday, May 
8th, and both surveys were administered during each survey shift. In order to 
collect a representative sample, surveys were handed out at different times of 
the day and at four different locations based on the flow of the festival. The sur-
vey locations included Centennial Park, the Civic Center, Window on the 
Waterfront Park, and the intersection at 8th Street and River Avenue. Our sam-
pling method was employed in order to capture the many different types of peo-
ple who attended the event. Volunteers from Tulip Time administered the 
surveys after receiving instruction from Anderson Economic Group staff.

Overall, there were 527 respondents for the demographic survey and 555 
respondents for the economic survey. These responses exceeded our minimum 
target of 384 completions for each survey. The target response of 384 provides a 
Anderson Economic Group, LLC A-1



5% margin of error (confidence interval) with a 95% confidence level, assuming 
a population of 400,000.

The actual distribution of surveys by date and by location did not match the tar-
geted distribution. Based on the flow of the festival, AEG’s observations of the 
festival, and our professional judgment, this resulted in over-sampling certain 
sub-populations of Tulip Time spectators.

We used a weighting procedure so that the results would be more representative 
of the actual population of spectators. We first calculated the share of respon-
dents at a survey location out of the total respondents based on the actual survey 
sample. We then calculated the share of respondents out of the total based on the 
targets we set during our survey implementation plan. We calculated the weight 
to be the ratio between the target share and the actual share, and applied these 
weights to each observation based on the survey location.

See “Appendix C. Surveys” on page C-1 for a full list of survey questions and 
responses. These responses reflect the survey weights.

ATTENDANCE 
ANALYSIS

As we discussed earlier in the report, we categorized attendees in two different 
ways:

1. Local versus visiting attendees; and

2. Spectators versus participants and media.

We first discuss our methodology for estimating local and visiting spectators. 
We follow this with a similar discussion for our estimates of local and visiting 
participants.

Spectator Attendance

We estimated Tulip Time 2015 attendance using a method based on carnival 
wristband sales. We used results from our survey research to estimate the ratio 
of the number of spectators per wristbands purchased. We inferred that this ratio 

for the survey sample represents the entire Tulip Time spectator population.9 
Specifically, we performed the following steps:

1. Obtained counts for the carnival wristbands purchased for Tulip Time 2015.

2. Quantified the total number of spectators represented by survey respondents, 
based responses to question 1 of the economic survey.

9. We considered other methods to estimate attendance, such as the ratio of spectators per Trolley 
Tour tickets purchased and the ratio of spectators per motor coach spectator. Based on the 
results from these methods and our professional judgment, we relied on the carnival wristband 
sales for our attendance estimates.
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3. Quantified the total number of carnival wristbands that survey respondents and 
their travel parties purchased, based on question 2 of the economic survey.

4. Calculated the ratio of the number of attendees represented by survey respon-
dents to the number of wristbands purchased (i.e. the ratio of the estimate from 
step 2 to the estimate from step 3).

5. Estimate total attendance by multiplying the total wristband count from step 1 
by the ratio calculated in step 4. We used our professional judgment to deter-
mine the breakdown of attendance between local and visiting spectators based 
on question 11 of the economic survey and on the estimates of the population of 
the Holland area from Esri, Inc.

6. Estimated the average length of stay for local spectators and visiting spectators. 
These estimates were based on questions 1, 5, and 11 of the economic survey. 
We calculated a weighted average by party size.

7. Estimated the total attendance in terms of attendee-days based on our estimates 
of the total attendance and average length of stay.

See “Tulip Time 2015 Attendance Estimate” on page B-2 for a detailed exhibit 
of these calculations and “Questions Unique to the Economic Survey and 
Results” on page C-6 for the economic survey questions and responses.

Participant and Media Attendance

We used data from Tulip Time to estimate the number of Art and Craft Fair ven-
dors, Tulip Time runners, Dutch dancers, and parade entrants. We estimated that 
general parade entrants had 20 participants, on average, and marching band 
entrants had 75 participants, on average.

We also estimated that Art and Craft Fair vendors, Marktplaats vendors, and 
Dutch dancers that were not from the Holland area had a length-of-stay of 1.5 
days, five days, and eight days, respectively. We estimated that the Tulip Time 
runners, parade participants, and visiting media visited the area for one day.

We estimated the total participant attendance in terms of attendee-days based on 
our estimates of total attendance and average length of stay.

See “Tulip Time 2015 Attendance Estimate” on page B-2 for a detailed exhibit 
of these calculations.

ECONOMIC IMPACT 
ANALYSIS

We estimated the economic impact of attendee spending and organizational 
spending due to Tulip Time 2015. We describe our methodology and assump-
tions in the following sections.

Tulip Time Attendee Impact

To estimate the net new attendee spending due to Tulip Time 2015, we multi-
plied the average amount spent per attendee per day by the number of attendee-
Anderson Economic Group, LLC A-3



days. We used the following estimates and assumptions regarding attendee 
spending:

• We estimated that the average amount spent by local spectators per attendee-day 
was $18.33 and the average amount spent by visiting spectators per attendee-
day was $39.52. We estimated a weighted average based on party size and 
length of stay using the responses from our economic impact survey. For those 
who responded “over $50” we assumed an average of $75.
We separated respondents who reported a residence postal code that was located 
in the Holland area from respondents who reported a postal code outside of the 
Holland.

• We used zip code origin data from Tulip Time to estimate the number of local 
and visiting participants for each type of participant. We estimated that local 
participants and media spent roughly the same amount in the Holland area dur-
ing the festival as they would have in the absence of the festival.
We estimated that Dutch dancers, Tulip Time runners, parade participants, and 
visiting media spent on average $75 per day. This is based on a daily budget of 
$50 for meals and $25 for retail and transportation.
We excluded spending by Art and Craft Fair vendors and Marktplaats vendors 
to avoid double counting. Since the vendors are recipients of some of the spec-
tator spending, spending by these participants is indirectly accounted for when 
we apply economic multipliers to the spectator spending.
We used an average to allow for the fact that some likely spent more per day, 
while others spent less.

We then multiplied the total net new attendee spending by the appropriate eco-
nomic multipliers to estimate the total economic impact. These economic multi-
pliers considered industries such as accommodations, food services and 
drinking places, performing arts, retail trade, and wholesale trade. See Table B-
3 on page B-4 for a more detailed exhibit of our analysis.

Tulip Time Organizational Impact

We first estimated the amount of Tulip Time’s spending that remained in the 
Holland area. We used Tulip Time’s spending and vendor data to determine 
which industries experienced an increase in demand due to Tulip Time. We then 
evaluated vendor location data to estimate the share of spending on goods and 
services that remained in the region. We also assessed payroll estimates and 
employee residence data to determine how much of their spending remain in the 
Holland area. According to Tulip Time, all of their employees are from the area.

To estimate the net new organizational spending due to the festival, we evalu-
ated both their revenues sources and their expenses. We used our professional 
judgment to estimate how much of their spending would have remained in the 
region even if Tulip Time did not take place. On the revenue side, we consid-
ered that some of Tulip Times’s revenues were sourced from funds that were 
simply redirected within the region. This would include sponsorship money that 
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businesses gave to Tulip Time instead of spending on local advertisements and 
donations made to Tulip Time instead of other organizations in the community. 
On the expense side, we evaluated the industries that benefit from Tulip Time’s 
spending and estimated how much of that spending would have remained in the 
region due to Tulip Time. Based on these two approaches and our professional 
judgment, we estimated that about 74% of Tulip Time’s spending was net new 
to the Holland region.

We used these estimates to determine the total net new organizational spending 
in the Holland area due to the festival. We present detailed estimates for this 
spending in Table B-3 on page B-4.

Similar to the attendee impacts, we then applied the appropriate final demand 
economic multipliers to estimate the total economic impact. See Table B-4 on 
page B-5 for a detailed exhibit with our economic impact analysis.
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Appendix B. Data Exhibits

In this appendix, we present detailed exhibits that summarize our analyses. 
These exhibits include:

• Table B-1, “Tulip Time 2015 Attendance Estimate,” on page 2

• Table B-2, “Economic Impact Analysis, Tulip Time 2015 Attendee Expendi-
tures,” on page 3

• Table B-3, “Tulip Time 2015 Organizational Expenditures Assessment,” on 
page 4

• Table B-4, “Economic Impact Analysis, Tulip Time 2015 Organizational 
Expenditures,” on page 5
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TABLE B-1. Tulip Time 2015 Attendance Estimate

Spectator Attendance Estimates
Local Spectators

(a) Total population of Holland area 113,582
(b) Share that attended Tulip Time 60%

Subtotal: Local Spectators 68,149

Visiting Spectators
(c) Total spectators represented in survey sample 3,348
(d) Total wristbands purchased by survey sample 224

Ratio of Spectators to Wristbands 15
(e) Total count of wristbands sold 8,036

Total Tulip Time Spectators 120,054
Share from outside of the Holland area 83%

Subtotal: Visiting Spectators 99,068

Total Tulip Time 2015 Spectators 167,218

Total Attendance Estimates Number of Attendees
Average Length of 

Stay (days) (g) Total Attendee-days
Spectators
Local spectators 68,149 1.9 129,002
Visiting spectators 99,068 1.6 161,246

Subtotal: Spectators 167,218 290,248

Participants and Media
(h) Art & Craft Fair vendors 226 1.5 339
(h) Marktplaats vendors 29 5.0 145
(h) Tulip Time runners 3,099 1.0 3,099
(h) Dutch dancers 800 8.0 6,400
(h) Parade participants 9,865 1.0 9,865
(i) Media 30 1.0 30

Subtotal: Participants 14,049 19,878
(j) Memo: Local Participant Attendee-Days 13,037
(j) Memo: Visiting Participant Attendee-Days 6,349
(k) Memo: Vendor Participant Attendee-Days 484

Total Tulip Time 2015 Attendance 181,267 310,126

Source: AEG analysis based on data sourced from Tulip Time; Esri, Inc.; AEG survey research; and AEG professional judgment

(a) Estimate for the population of the area within a 15-minute drive of downtown Holland from Esri, Inc.
(b)

(c) Based on responses to question 1 of the economic survey.
(d) Based on responses to question 2 of the economic survey.
(e) Count of the number of single-day wristbands and megaband wristbands sold for the carnival.
(f) Based on responses to question 11 of the economic survey.
(g) Estimate for length of stay for spectators based on question 5 and question 11 of the economic survey.
(h) Participant estimates are based on data provided by Tulip Time and AEG analysis.
(i) Assumed that approximately 30 members of the media visited downtown Holland to cover the festival.
(j) Excludes the Art and Craft Fair and Marktplaats vendors.
(k) Includes the Art and Craft Fair and Marktplaats vendors.

Based on AEG's observation of festival attendance and professional judgment. Accounts for residents that choose to avoid the downtown 
area due to traffic, congestion, etc.
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ing 
ay Total Spending

(a 8.33 2,364,513$
(a 9.52 6,372,250$

8,736,763$
(b - -$
(b 5.00 476,155$

476,155$

ding 9,212,918$

Employment (c)
.1185 6.8514

,869 63
- -

,869 63

(a
(b to spectator spending.
(c

nomic Analysis RIMS II Multipliers
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TABLE B-2. Economic Impact Analysis, Tulip Time 2015 Attendee Expenditures

Attendee Type Total Attendee-days
Net New Spend
per Attendee-d

) Local spectators 129,002 1$
) Visiting spectators 161,246 3$

Subtotal: Net New Spectator Spending 290,248
) Local participants 13,037 $
) Visiting participants 6,349 7$

Subtotal: Net New Participant and Media Spending 19,386

Total Net New Attendee Spen

Net Economic Impact Output Earnings
Total net new attendee spending 9,212,918$ x 1.3161 0

Net Economic Impact of Tulip Time 2015 Attendee Spending 12,124,858$ 1,091$
Memo: Direct Impact 9,212,918$ $

Memo: Indirect Impact 2,911,940$ 1,091$

) Net new spending estimate based on AEG survey research.
) Excludes the Art and Craft Fair and Marktplaats vendors since their spending is already accounted for when applying the multipliers 
) Employment multiplier is the number of jobs per $1 million increase in final demand.

Source: AEG analysis based on data sourced from Tulip Time; AEG survey research; AEG professional judgment; and Bureau of Eco
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% Net New (b)
Net New Expenses in 

Holland area

76 90% 352,688$
10 90% 20,259$
86 372,947$

90 30% 26,037$
38 95% 3,741$
90 10% 169$
24 90% 15,861$
40 90% 6,516$
15 20% 7,243$
09 95% 3,809$
73 10% 1,077$

- -$
83 80% 33,507$
88 20% 2,558$
67 72% 76,375$

(a 61 95% 5,093$
- -$
80 10% 1,118$

- -$
(a 46 95% 32,914$

04 216,017$

90 588,964$
74%

(a
(b p Time Organizational Impact" on page A-4.
Anderson Economic Group, LLC

TABLE B-3. Tulip Time 2015 Organizational Expenditures Assessment

2015 Budgeted 
Expenses

Share in
Holland area

Expenses in
Holland area

Payroll Expenses
Salaries and wages 391,876$ 100% 391,8$
Fringe benefits 22,510$ 100% 22,5$

Subtotal: Payroll Expenses 414,386$ 414,3$

Non Payroll Expenses (by Industry)
Administrative and support services 108,487$ 80% 86,7$
Ambulatory health care services 3,938$ 100% 3,9$
Federal Reserve banks, credit intermediation and related services 16,897$ 10% 1,6$
Food services and drinking places 18,551$ 95% 17,6$
Households 8,044$ 90% 7,2$
Insurance carriers and related activities 36,781$ 98% 36,2$
Other services 5,845$ 69% 4,0$
Other transportation and support activities 13,466$ 80% 10,7$
Performing arts, spectator sports, museums, zoos, and parks 283,560$ 0% $
Printing and related support activities 46,537$ 90% 41,8$
Professional, scientific, and technical services 54,080$ 24% 12,7$
Rental and leasing services and lessors of intangible assets 132,774$ 79% 105,4$

) Retail trade 6,702$ 80% 5,3$
Telecommunications 8,058$ 0% $
Utilities 11,180$ 100% 11,1$
Waste management and remediation services 2,500$ 0% $

) Wholesale trade 43,307$ 80% 34,6$
Subtotal: Non-Payroll Expenses 800,707$ 379,6$

Total Tulip Time 2015 Organizational Spending 1,215,093$ 793,9$
Memo: Implied Based on Total Spending 65%

Source: AEG analysis of data sourced from Tulip Time

) Assumed spending for supplies and other items consisted of 20% to retail trade and 80% to wholesale trade.
) Estimates are based on our analysis and professional judgment of Tulip Time's revenue and expense data. For a discussion of our methodology, see "Tuli
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E Output Earnings Employment

P
(b) 199,086 21,298$ 1

25,249 -$ 0
224,336 21,298$ 1

N - -$ -
33,905 4,181$ 0

5,124 801$ 0
216 14$ 0

21,978 2,083$ 0
(b) 3,678 393$ 0

9,027 769$ 0
5,290 779$ 0
1,386 185$ 0

- -$ -
44,885 3,867$ 0

3,412 443$ 0
102,539 11,777$ 0

6,634 666$ 0
- -$ -

1,287 88$ 0
- -$ -

42,176 4,022$ 0
281,538 30,069$ 1

505,874 51,368$ 2
229,760 372,947$ 14

735,634 424,315$ 16

So

(a) E
(b) H

Indirect Economic Impact
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TABLE B-4. Economic Impact Analysis, Tulip Time 2015 Organizational Expenditures 

xpense Category/Industry
Net New Expenses 

in Holland area Output Earnings Employment 
(a)

ayroll Expenses
Salaries and wages 352,688$ x 0.56 0.06 3.09 x $
Fringe benefits 20,259$ x 1.25 - 1.14 x $

Subtotal: Payroll Expenses 372,947$ $

on Payroll Expenses $
Administrative and support services 26,037$ x 1.30 0.16 9.39 x $
Ambulatory health care services 3,741$ x 1.37 0.21 6.81 x $
Federal Reserve banks, credit intermediation and related services 169$ x 1.28 0.08 2.75 x $
Food services and drinking places 15,861$ x 1.39 0.13 10.88 x $
Households 6,516$ x 0.56 0.06 3.09 x $
Insurance carriers and related activities 7,243$ x 1.25 0.11 3.48 x $
Other services 3,809$ x 1.39 0.20 9.51 x $
Other transportation and support activities 1,077$ x 1.29 0.17 6.12 x $
Performing arts, spectator sports, museums, zoos, and parks -$ x 1.26 0.11 5.77 x $
Printing and related support activities 33,507$ x 1.34 0.12 4.41 x $
Professional, scientific, and technical services 2,558$ x 1.33 0.17 5.21 x $
Rental and leasing services and lessors of intangible assets 76,375$ x 1.34 0.15 5.60 x $
Retail trade 5,093$ x 1.30 0.13 7.64 x $
Telecommunications -$ x 1.23 0.08 2.54 x $
Utilities 1,118$ x 1.15 0.08 1.63 x $
Waste management and remediation services -$ x 1.44 0.16 5.28 x $
Wholesale trade 32,914$ x 1.28 0.12 3.47 x $

Subtotal: Non-Payroll Expenses 216,017$ x $

Indirect Impact: $
Direct Impact: $

Net Economic Impact of Tulip Time 2015 Organizational Spending $

urce: AEG analysis of data sourced from Tulip Time and Bureau of Economic Analysis, RIMS II Multipliers

mployment multiplier is equivalent to the number of jobs for every $1 million increase in final demand.
ousehold earnings are not considered direct impacts on output (gross sales). The output muliplier considers the increase in household earnings as indirect impacts.

Final Demand Multipliers



Appendix C. Surveys

Included in this appendix are:

• “Questions Unique to the Demographic Survey and Results” on page C-2.

• “Questions Unique to the Economic Survey and Results” on page C-6.

• “Questions Posed on Both Surveys and Results” on page C-9.
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Questions Unique to the Demographic Survey and Results

Response
Percent

Response
Count

5.9% 30
4.5% 23
3.9% 20
7.3% 37
3.3% 17

40.0% 203
0.8% 4

17.9% 91
15.4% 78

Other 14.2% 72
508
19

Response
Percent

Response
Count

50.7% 245
32.1% 155
5.6% 27

28.8% 139
9.3% 45
9.1% 44

16.8% 81
483
44

Response
Percent

Response
Count

63.1% 327
8.5% 44

45.9% 238
20.7% 107
38.0% 197

Gambling/casino 11.2% 58
24.1% 125
27.8% 144
36.7% 190
49.4% 256
24.3% 126
6.8% 35

56.6% 293
54.4% 282
46.5% 241
28.0% 145

518
9

Q1. How did you learn about Tulip Time? Check all that apply.

Answer Options
Facebook
Magazine Ad
T.V. News Story

answered question
skipped question

Q2. When planning your trip to Tulip Time, what tools do you use? Check all that apply.

Answer Options
Tulip Time Website
Smart Phone/Tablet

Festival Broshure
Billboard
Friend/Family
Child's school
Repeat Visitor
I live in Holland

skipped question

Q3. Which of the below activities do you participate in on a regular basis? Check all that apply.

Answer Options
Domestic travel
Fashion and design
Gardening

Calling Tulip Time office
Tulip Time Broshure
Information Booth
Holland's Visitor's Bureau
Other

answered question

Painting, sewing or crafting
Collecting/buying artwork
Reading
Watching television
Local shopping/farm markets
Online shopping

Gourmet/fine food
Physical fitness/exercise

International travel
Volunteerism
Music/theater/arts
Outdoor recreation

answered question
skipped question
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Response
Percent

Response
Count

28.7% 148
8.7% 45

33.3% 172
11.6% 60
6.4% 33

32.4% 167
20.0% 103
51.0% 263
36.8% 190
43.2% 223
30.4% 157
22.9% 118
14.9% 77

Scotts Fertilizer 9.5% 49
0.6% 3

17.1% 88
12.0% 62
39.3% 203
10.3% 53
3.3% 17

25.6% 132
Jimmy John's 20.5% 106

39.3% 203
20.2% 104
25.8% 133
36.8% 190
23.6% 122
14.7% 76
12.2% 63
5.6% 29

33.3% 172
26.2% 135
33.5% 173

516
11

Response
Percent

Response
Count

77.9% 367
11.9% 56
29.7% 140
22.7% 107
12.3% 58
35.7% 168
2.8% 13

17.4% 82
471
56

Verizon
CVS Caremark
Rite Aid
Walgreens
Kroger
Meijer

Q4. Which of these national merchants do you prefer? Check all that apply.

Answer Options
AT&T
Sprint

Chipotle Mexican Grill
P.F. Chang's
Panera Bread
Papa John's Pizza
BRAVO! Cucina Italiana
McDonald's

Wal mart
Target
Trader Joe's
Whole Foods
Miracle Grow

Sta Green Fertilizer

Nordstrom
Neiman Marcus
Lowe's
Menards
The Home Depot

answered question

Subway
Taco Bell
J.C. Penny
Kohl's
Macy's
Sears

Instagram
LinkedIn
Google+
Vine
Other

answered question

skipped question

Q5. Which social media outlets do you regularly use? Check all that apply.

Answer Options
Facebook
Twitter
Pinterest

skipped question
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Response
Percent

Response
Count

This is my first time 55.7% 291
2 4 times 25.3% 132
5 9 times 4.4% 23
10+ times 14.6% 76

522
5

Q7. Which of the below statement describes you? Check all that apply.

Answer Options
Response
Percent

Response
Count

I intend to return to Tulip Time another year. 65.5% 300
28.8% 132

I don't intend to return to the Holland area. 10.9% 50
I live in the West Michigan area. 27.7% 127
ered question answered question 538 458
pped question skipped question 35 69

Response
Percent

Response
Count

2.8% 13
16.9% 80
16.7% 79
13.1% 62
25.8% 122
24.6% 116

472
56

Response
Percent

Response
Count

7.1% 33
1.3% 6
3.9% 18

85.2% 398
0.6% 3
1.9% 9

467
60

Q8. What is the highest level of education you have completed?

Answer Options
Some high school
High school graduate
Some college
Associate degree

Q6. How often do you or have you attended Tulip Time?

Answer Options

answered question
skipped question

I intend to return to Holland for other recreational purposes.

Asian Pacific Islander
Black/African American
Hispanic/Latino
White/Caucasian
Native American/American Indian
Other

Bachelor's degree
Graduate or Doctorate degree

answered question
skipped question

Q12. What is your ethnicity?

Answer Options

answered question
skipped question
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Response
Percent

Response
Count

37.6% 173
37.2% 171
18.3% 84
5.4% 25
1.5% 7

460
67

Response
Percent

Response
Count

67.4% 317
4.5% 21
5.3% 25
8.3% 39

13.2% 62
1.3% 6

470
57

I am a renter
I am staying with friends or family
Other

answered question
skipped question

Q14. What is your marital status?

Q13. What is your current residential status?

Answer Options
I have a mortgage on my home
I own my home free and clear

Other
answered question
skipped question

Answer Options
Married
Unmarried, living with partner
Divorced or separated
Widowed
Single, never married
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Questions Unique to the Economic Survey and Results

Answer Options
Response
Average

Response
Count

Adults 6.35 548
Children 0.54 548

answered question 548
skipped question 7

Answer Options
Response
Average

Response
Count

Tulip Time Carnival wristbands 1.51 148
Tulip City Trolley Tour tickets 2.31 148
I am not buying tickets for either of these activities n/a 338

answered question 486
skipped question 69

Answer Options
Response
Percent

Response
Count

Dutch Dance 59.9% 316
Veldeer Tulip Gardens, etc.* 54.0% 284
Parades 50.8% 268
Art & Craft Fair 47.3% 249
State Park/Beach/Lighthouse 25.8% 136
Tulip City Trolley Tour 20.2% 107
Kinderplaats 18.9% 99
Music event/show 13.6% 72
Fireworks 13.4% 71
Gardening event 8.7% 46
Other 7.7% 41

answered question 542
skipped question 13

Answer Options
Response
Percent

Response
Count

Yes 13.1% 72
No 86.9% 479

answered question 551
skipped question 4

Q4. Was your visit to Tulip Time this year organized by a motor coach group?

Q2. If you bought (or plan to buy) tickets for the following activities, how many tickets
will your party purchase? Check all that apply.

Q1. How many people (including you) are in your party while attending Tulip Time?

Q3. While attending Tulip Time, which events have you attended, or do you plan to
attend? Check all that apply. (Note: results reflect visiting respondents only.)
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Answer Options
Response
Percent

Response
Count

$0.00 (I would have spent about the same amount in the
area even if Tulip Time wasn�t occurring) 10.5% 56
Less than $10 per person each day 12.9% 69
$10 $25 per person each day 27.9% 149
$25 $50 per person each day 29.5% 158
More than %40 per person each day 19.3% 103

answered question 535
skipped question 20

Please consider all expenditures, including merchandise, travel, accommodations, food,
entertainment, and shopping. The Holland area is anywhere within 15 minutes of downtown.

Answer Options
Response
Percent

Response
Count

Half day (about 5 hours) or less 26.8% 147
Close to 1 full day (5 12 hours) 26.3% 144
Between 1 and 2 full days (12 24 hours) 18.2% 100
Between 2 and 3 full days 19.2% 105
Between 3 and 4 full days 5.7% 31
More than 4 full days 3.8% 21

answered question 548
skipped question 7

Answer Options
Response
Percent

Response
Count

Yes, if Tulip Time was not occurring, I probably would
not have visited the area. 66.1% 359
No, I would have visited the area even if Tulip Time was
not going on. 14.2% 77
No, I'm from the Holland area. 19.7% 107

answered question 543
skipped question 12

Answer Options
Response
Percent

Response
Count

Yes, at a hotel or motel 32.7% 181
Yes, at another type of accommodation. 4.2% 23
Yes, with family or friends 7.2% 40
No, not staying overnight. 55.9% 309

answered question 553
skipped question 2

Answer Options
Response
Percent

Response
Count

Yes, staying overnight in the Holland area. 34.2% 184
No, staying overnight outside of the Holland area. 10.2% 55
No, not staying overnight. 55.6% 299

answered question 538
skipped question 17

Q8. If you are staying overnight, are you staying in the Holland area? The Holland area is
anywhere within 15 minutes of downtown.

Q7. While visiting Tulip Time, are you staying overnight?

Q6. Was Tulip Time the primary reason for your trip to the Holland area?

Q5. How much time did you, or do you, anticipate spending at Tulip Time this year?
Anderson Economic Group, LLC C-7



Answer Options
Response
Percent

Response
Count

$0.00 (I would have spent about the same amount in the
area even if Tulip Time wasn�t occurring) 10.5% 56
Less than $10 per person each day 12.9% 69
$10 $25 per person each day 27.9% 149
$25 $50 per person each day 29.5% 158
More than %40 per person each day 19.3% 103

answered question 535
skipped question 20

Q9. While attending Tulip Time, about how much more will you spend in the Holland
area compared to if the festival was not going on?
Please consider all expenditures, including merchandise, travel, accommodations, food,
entertainment, and shopping. The Holland area is anywhere within 15 minutes of downtown.
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Questions Posed on Both Surveys and Results

All Attendees Response Count
18 25 10.2% 103
26 35 16.5% 167
36 44 11.1% 112
45 54 13.8% 140
55 64 17.1% 173
65 74 22.3% 226
75+ 9.0% 92

1,011
71

Response Count

Response
Percent Response Count

Less than $40,000 21.6% 184
$40,000 to $59,999 19.2% 163
$60,000 to $79,999 20.7% 176
$80,000 to $99,999 14.4% 122
$100,000 to $144,999 16.4% 140
$150,000 to $199,999 4.3% 37
$200,000 or more 3.3% 28

850
232skipped question

Please see map of responses.
answered question
skipped question

What is your annual household income, pre tax?

Answer Options

answered question

Answer Options

What is your age?

Answer Options

answered question
skipped question

What is the ZIP code/postal code for your current place of residence?
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Appendix D: About Anderson Economic Group

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, MI and Cincinnati and Sandusky, OH; counties such as 
Oakland County, Michigan, and Collier County, Florida; and authorities such as 
the Detroit-Wayne County Port Authority.

• Corporations such as Ford Motor Company, First Merit Bank, Lithia Motors, 
Spartan Stores, Nestle, and InBev USA; automobile dealers and dealership 
groups representing Toyota, Honda, Chrysler, Mercedes-Benz, General Motors, 
Kia, and other brands.

• Nonprofit organizations such as the convention and visitor bureaus of Lansing, 
Ann Arbor, Traverse City, and Detroit, as well as Experience Grand Rapids; 
higher education institutions including Michigan State University, Wayne State 
University, and University of Michigan; trade associations such as the Michigan 
Manufacturers Association, Service Employees International Union, Automa-
tion Alley, the Michigan Chamber of Commerce, and Business Leaders for 
Michigan. 

Please visit www.AndersonEconomicGroup.com for more information.

AUTHORS Cristina Benton

Ms. Benton is a Consultant with Anderson Economic Group, working primarily 
in the Market and Industry Analysis practice area. While with AEG, Ms. Benton 
has worked on a number of auto dealership franchise projects as well as retail 
and market analyses. Her background is in research and data analysis, commu-
nity and economic development, and urban planning. 

Prior to joining AEG, Ms. Benton worked as a community and economic devel-
opment assistant with the City of East Lansing, MI where she provided analysis 
and support to the city’s economic development efforts. Prior to that, she was a 
research assistant at Michigan State University working on the evaluation of 
economic revitalization programs in Michigan. She has also worked on studies 
providing local economic development recommendations.

Ms. Benton holds a PhD degree in Geography and a Master in Urban and 
Regional Planning, both from Michigan State University, and a Bachelor’s 
degree in public administration from Babes-Bolyai University, Romania. She is 
also a member of the Michigan Economic Developers Association (MEDA).
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Traci Taylor

Ms. Taylor is a Senior Analyst with Anderson Economic Group, working in the 
Public Policy and Economic Analysis practice area. Her recent work at AEG 
includes assisting with economic and fiscal impact analyses.

 Prior to joining AEG, Ms. Taylor was a graduate assistant at Michigan State 
University, where her research focused on local governments facing fiscal 
stress. She has also worked as a chemical engineer for Motiva Enterprises, LLC 
in Norco, Louisiana and volunteered as an AmeriCorps VISTA for HandsOn 
New Orleans.

 Ms. Taylor is working on her M.S. in Agricultural, Food, and Resource Eco-
nomics and has earned a B.S. in Chemical Engineering, both from Michigan 
State University.
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